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Do you know how some of the most successful large 
and small festivals and events solve the problem of 
increasing sponsor revenues, justifying fees and 
increasing renewal rates? 

Their secret is IEG and the bargaining power that our 
solutions—consulting, valuation, ROI and training—
can provide.  

Our metrics-based approach gives properties the answers 
to tough questions such as: 

What Are My Marketable Assets?
Do you know what assets are marketable to companies— 
or suspect that you may have hidden assets that could 
add revenue? IEG can show you sponsorship options you 
might not have considered.

How Do I Package Them? 
Based on your organization, IEG will provide you with 
customized sales tools to turn your strongest attributes 
into compelling sales opportunities. We help you select 

Maximize Your Sponsorship Revenue — 
IEG Can Help

 IEG SPONSORSHIP CONSULTING

®

and target categories and companies most likely to 
partner with you, and provide compelling sales packages 
and proposals.

What Are They Worth? 
With an IEG Valuation, you’ll know for sure what your 
assets are worth. We account for tangible benefi ts 
such as advertising, signage and sampling, as well as 
intangible ones such as category exclusivity and 
promotional opportunities. There is no more powerful 
bargaining tool.

Major properties that rely on IEG to help them sustain 
and increase sponsor revenues include Arizona Exhibition 
& State Fair, Calgary Exhibition & Stampede, California 
Exposition & State Fair, Cherry Creek Arts Festival, 
Essence Music Festival, Florida State Fair, French Quarter 
Festival, Gilroy Garlic Festival, Heartland Film Festival, 
LA Times Kidfest, National Black Arts Festival, Starwine 
International Wine Competition—and more than 2,000 
other properties worldwide.

MEMBER
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A Comprehensive Training 
and Educational Experience for 
the Event Industry Professional

January 22-26, 2012
National Training Center @ Oglebay Resort

Wheeling, West Virginia

Presented by a New Partnership for
Excellence in Event Education.

What have you done for your organization lately?
What have you done for yourself?

To find out more information please visit:

www.OGLEBAY-RESORT.com/schools 
800.624.6988, ext. 4126

www.IFEA.com
+1. 208.433.0950

www.NRPA.org
800.626.NRPA (6772) 7-1-1 for speech and hearing impaired

EVENT 
MANAG E MENT

S C H O O L



PointsMap® is a registered trademark of Video Ideas Productions, Inc. ©2010 Video Ideas Productions ALL RIGHTS RESERVED

INTRODUCING for
PointsMap® is creating an “EVENT MAP” for IFEA on their website which will show 
locations around the world for your festivals and events. This will make it easy for 
visitors to find out about your event.

Your basic listing on the IFEA PointsMap® will show the location of your event on the map and the point description will contain the 
name and date of the event. As an added benefit, for a small monthly charge you will be able to have username / password access to 
your point on the IFEA map allowing you to add and modify the content about your point at anytime you want.

The standard package will allow you to: The Enhanced package will allow you to:
Add a total of 5 photographs to your point
Add PDF documents to your point – which could 
be fun maps, coupons, schedules of events,brochures,etc.
Add multiple “menu buttons” which allow you to 

And – could provide a link to YOUR OWN PointsMap®
Virtual Tour of your festival or event

“Is there anything that PointsMap®
cannot do? PointsMap® is incredible!”

“PointsMap® is so easy to use. It helped 
me find my way around Riverbend and 
know what was happening on all the 
stages. It was a great addition to my 
experience at Riverbend.”

Add a photograph or logo to your point•	
Add contact information to your points descrip-•	
tion on the map.
Add as much information about the festival or •	
event itself to the points description
Add a link from the point to your website•	

You will be offered 2 options for access to edit your own point information:

Add additional text boxes •	
with descriptions
Even show an INSIDE MAP or •	
FUN MAP of your event

Link to videos•	
Link to audio files•	
Display QR codes•	
Send a text message or email •	
message to the visitor

As an IFEA member you will also receive a MEMBER DISCOUNT 
on YOUR OWN PointsMap® if you would like to create a Virtual 
Tour of your event for visitors to use to plan their visit, build an 
itinerary for their visit, use the mobile version of PointsMap® on 
their “smart phone” or iPad® while they are at your festival or 
event to find their way around the site and even find out “up to 
the minute” what’s going on – and where it is!

   “Riverbend Festival 2011 in Chattanooga, TN introduced a new product to festival visitors this year with great success. Riverbend 
used PointsMap®, an new on-line, interactive mapping software developed by Video Ideas Productions for our event. The PointsMap®
sofware allowed us to put all the information about our event on a google map so visitors could find their way around the festival site. Visitors 
could view all the festival information using the street and satellite google maps as well as the Riverbend “Fun Map”. It was easy for them to 
find performers, link to performers bios, videos and websites, performance stages and their schedules, location of concessions, shopping and 
even parking. Thousands of visitors took advantage of this incredible technology on their desktop computers and mobile smart phones. 
      Visitors could visit www.PointsMap.com/RiverbendFestival from their desktop computers and “plan” their evening - even creating 
their own custom agenda. Once they got to Riverbend they could use their smart phone to access PointsMap® and get “up-to-the-minute” 
information. They could even scan QR codes which would automatically take to them to Riverbend information directly within PointsMap®.
      We were able to completely create the Riverbend PointsMap® within 3 weeks before the event and it was incredibly easy to learn, use 
and update. We could have done so much more with the vast feature set of PointsMap® given more time - and we have big plans for 
PointsMap® for Riverbend next year.

 PointsMap® allowed Riverbend 2011 to provide our visitors with truly state-of-the-art technology and moved Riverbend into a new 
level of excellence as a premiere Chattanooga event. I highly recommend PointsMap® for use by any event, festival, concert or convention 
and any other use where mapping and location service information would be beneficial.”

Visit the
Riverbend
Pointsmap® virtual
tour used by public

For more 
information
visit the website

View full
functioning
demo at

www.pointsmap.com/riverbendfestival www.pointsmap.com/ www.pointsmap.com/demo

Mickey McCamish, Friends of the Festival, Riverbend       
Tournament Director, Chattanooga Classic, Nationwide Tour Golf Tournament



The Power of Bringing Great People 
Together with Great Careers

C A R E E R 
N E T WORKI F E A

Looking for an experienced employee to fill that vital job posi-
tion? Interested in a career or wanting to advance yourself in 
the festivals and events field? Want to be sure that you target the 
top people in the festivals and events industry and ensure that 
your organization doesn't miss the most qualified candidate 
available? IFEA's Career Network can help.

Now with a new partnership through online job board and ap-
plicant tracking system, TeamWork Online, your search base for 
positions and your reach to find qualified candidates has grown 
exponentially within the live festivals & events industry. With a 
reach of over 1.25 million potential candidates and educators 
interested in sports and live event positions, this new partner-
ship between IFEA and TeamWork Online not only brings 
increased qualified candidates to your employment position, 

but also increased employment positions to those candidates 
looking for employment!

Positions range from top management positions such as CEO, 
Presidents and Executive Director to Special Events Coordinator, 
Volunteer Coordinator, Sponsorship Sales and more. Even intern-
ship and volunteer positions can be posted!  Even better, if there’s 
not a position posted in an area or company you’re interested in, 
the TeamWork Online system can notify you when something 
becomes available!  It’s an ever expansive employment network 
that is constantly talking and working on your behalf!

If you are currently in search of a candidate, or are someone in 
search of employment, get started in your search today through 
IFEA Partner, TeamWork Online.

Got www.ifea.com and look under Resources



3103 Medlock Bridge Road • Norcross, GA 30071 • Tel. 770 825-0220 • Fax 770 825-0880
info@TRIPinfo.com 

TRIPinfo.com
your trip starts here

• Right Audience
    at the

• Right Time
    in the

• Right Place
    with the

• Right Message
    creates the

• Right Results

Travel Pros Spend More Time
on TRIPinfo.com Than ANY
Other Travel Website!*

What Makes 
Advertising Work?

Per Alexa.com - 21 page-views/user, 28 minutes average time on site, 3-4 times more engagement than any other travel site.
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ECONOMIC IMPACT STUDIES
In uncertain times, 

we must often remind 
those whose support 
we depend upon, of 
the important econom-
ic and social value that 
our festivals and events 
bring to the communi-
ties we serve. Having a credible and cur-
rent economic impact study can do just 
this, in addition to increasing credibility 
with stakeholders, providing quantified 
data to sponsors, presenting reliable data 
to base future marketing and program-
ming decisions and much, much more. 

Unfortunately, this critical resource, es-
pecially with credible credentials, is often 
financially out of reach for most events 
even in a good economic environment. 
Recognizing this, the IFEA has created a 
cost effective, industry credible program 
to provide Economic Impact Studies at a 
budget-accessible investment.

Easy, Complete and Credible
IFEA will work with your event to com-

pile pertinent data necessary to interpret 
local data and provide a written Economic 
Impact Summary Report within 5 weeks 
of your event’s conclusion. (See complete 
program description for full details.)

Program Investment
The investment for an IFEA Economic 
Impact Study is $5,000, plus any direct 
(and approved) travel and study related 
expenses. Special circumstances, multiple 
events, etc. may affect the final investment 

SPONSOR FORUM
In uncertain times, 

only the strongest 
business relationships 
survive. Strengthen 
the partnerships you 
have built with your 
festival’s sponsors by 
hosting an IFEA Spon-
sor Forum. When sponsors have to make 

difficult resource allocation decisions, 
they will remember the sponsor proper-
ties that gave them the tools and ideas 
they need to gain even greater value from 
their sponsorship investment.

Ease and Convenience
IFEA provides everything you need to 

host a Sponsor Forum, including invitation 
templates, wrap-up materials and host 
implementation strategies and timeline. An 
IFEA moderator will facilitate the Forum 
using our training program and network-
ing activities that are filled with innovative 
activation ideas, successful case studies and 
customized networking activities.

Sponsor Take Aways
• Scores of new ideas and strategies to 

better activate their sponsorship. 
• An increased awareness of non-cash 

assets that can be harnessed to add im-
pact to the sponsor/event partnership.

• Chance to explore business-to-business 
and cross-promotional opportunities 
with fellow event sponsors. 

• Proven techniques to measure spon-
sorship efficiency and sales increases.

Program Cost 
$2,000, plus moderator travel-related ex-

penses. The host event will provide the venue 
and basic AV equipment and is responsible 
for any food and beverage or entertainment 

In response to the current changing industry marketplace, the 
IFEA has created a menu of cost-effective new programs and 
resources that can help your event or organization succeed even in turbulent times. With IFEA 
as your partner you can rest-assured that you have a recognized and credible partner who 
uniquely understands your challenges, needs and your budget! Best of all, as the global leader 
in our industry, the IFEA has unique access to the top professionals in our field, who make up 
our team based upon the specific needs of each project.

Take a moment to consider how you could maximize your return by using the following 
IFEA professional products and services:

“The Sponsor Forum was a great 
way for us to introduce our entire 
line-up of festivals to our sponsors 
and help them gain ideas on how 
to get a bigger bang for the buck. 
As a result, a sponsor of one of our 
events decided to also sponsor an-
other event we produce, expanding 
a mutually beneficial partnership.”
    

Kyle Conway
Director of Partnership 
Grapevine Convention 

& Visitors Bureau

Take Advantage of IFEA’s

Products and Services

Professional
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functions related to the Sponsor Forum as 
designed and desired for your event.

ON-SITE CONSULTATION/
PROJECT TEAMS

Whether you are a 
community looking to 
create an all-new event; 
a tourism bureau or 
organization looking 
for guidance on policy 
creation or fulfillment; 
an event looking to up-
grade your children’s area or add a parade; 
a board looking to turn-around a faltering 
event; a corporation looking to create an 
event sponsorship assessment system; 
a municipality trying to build an event 
management department or guidelines; or 
any other unique need that you may have; 
the IFEA can put together a customized 
and cost-effective team of leading industry 
experts to meet your needs. Call us and 
let’s talk about how we can help you meet 
your challenges… whatever they may be.

Program Cost
Prices will be quoted based upon the 

scope of each project and will include 
any necessary travel-related expenses  
and materials. 

TRAINING PRESENTATIONS
Continued education 

and learning is the cor-
nerstone of any success-
ful event, but the cost to 
bring your entire staff 
and key volunteers to 
multiple training events 
can be prohibitive. Let 
the IFEA bring its educational offerings 
straight to your front door with its new line 
of educational workshops and presenta-
tions. Each of our wide range of industry 
topics is designed as a stand-alone presenta-
tion, but can be combined with others to 
provide a comprehensive and customized 
day(s) of training. The IFEA staff will work 
with you to assess your education needs and 
tailor a customized curriculum to take your 
organization to the next level, without ever 
leaving home.

Customize a program specifically for 
your staff and volunteers or partner with 
neighboring communities and events to 
share costs on a regional program. 

Host Responsibilities
• Venue for the training event.
• Any required/desired food and beverage.
• Travel-related expenses for speaker(s).
• Marketing cooperation.

IFEA Responsibilities
• Marketing support for your program 

using our extensive database, as desired.
• Speaker selection and curriculum 

development support.

Program Cost
The cost of a customized training event is 

$2,500 for a half day and $5,000 for a full 
day, plus any speaker travel-related expenses.

PROFESSIONAL FACILITATION 
SERVICES

Would you like your 
festival/event/organiza-
tion to…
• Achieve organiza-

tional clarity? 
• Define actionable 

priorities? 
• Create a sustainable strategic vision?
• Build better partnerships and enhance 

teamwork?
If you answered yes to any of these 

questions then your event is a star candi-
date for IFEA’s Professional Facilitation 
Services! Let the IFEA provide a trained 
facilitator for your next board retreat, 
community visioning exercise or team-
building event. You define the agenda, 
involved stakeholders and timeframe and 
an IFEA facilitator develops the method-
ology and provides the objectivity to lead 
your group though productive discus-
sions to yield the desired outcomes.

Program Cost
The cost of Professional Facilitation 

Services is $1,000 per day, plus travel-
related expenses. Additional research 
required prior to the event will be billed 
at a cost of $100 per hour.

MATERIALS REVIEW
Perspective (per spek’ 

tiv) – the ability to  
see things in a true  
relationship.

Event planners face 
constant deadlines to 
sell sponsorships, direct 
operations, conduct 
marketing campaigns, inspire volunteers 
and manage budgets, leaving little time 
for the creative process. Sometimes all we 
need to speed along or enhance a project 
is some fresh perspective.

IFEA’s new Materials Review  
service offers you that fresh perspective 
by conducting a professional peer review 
of any materials or programs that you 
may be developing. Simply send us your 
draft copy and we will review it with a 
team of experienced industry profession-

als, make suggestions and recommend 
relevant resource materials. 

What Can We Review?
• Brochures and other Printed Collateral 

Materials
• Websites/online Marketing Campaigns
• Sponsorship Solicitation Materials/

Proposals
• Operations Guidelines
• Volunteer Manuals
• Employee Manuals
• Requests For Proposals
• Or simply call us and ask!

Program Cost
Prices will be quoted based upon the 

scope of each project. Please allow 30 
days for the completion of the review.

PHONE CONSULTATION
Membership in IFEA 

has always meant that 
help is only a phone 
call away and our new 
Phone Consultation 
Service is broadening 
the scope of on-demand 
expertise available to 
you. IFEA has assembled a team of lead-
ing event specialists that are available to 
provide advanced phone consulting for 
virtually any need you may have. 

Of course, IFEA is still available on a 
daily basis to answer your general ques-
tions and guide you to available resources 
at no cost. Our Phone Consultation Service 
is designed to meet your more advanced 
needs and to deliver the best personalized 
advice in the industry when you need it. 

Program Cost
An IFEA Phone Consultation package 

provides 10 hours of pre-paid advanced 
telephone support for $1,000. The 10 
hours must be used within one year of 
the date of purchase and can be used in 
half-hour increments. After conducting 
an initial needs interview an IFEA staff 
member will schedule your first (and 
subsequent) phone consultation(s) with 
qualified industry experts that can answer 
your specific questions and provide solu-
tions for those needs. 

GETTING STARTED
For more information about any of the 

above or other IFEA programs and ser-
vices, please contact one of our Business 
Development Directors:
Ira Rosen • 732-701-9323
ira@ifea.com
Penny Reeh • 830-997-0741 
pennyreeh@ktc.com 



Guy  La f l amme

IN CONVERSATION
How did you get into events?

With undergrad degrees in geophysics, pedagogy and broadcasting as well as a 
Masters in business management, I started my career as head of nature interpre-
tation programs. My passion for culture gradually led me to the arts and enter-
tainment sector. Since 1990, events and festivals have been a central component 
of my life. Creating H2K, one of Canada’s most successful event to mark the 
new millennium and seen by over 2 Billion people, was the confirmation that 
events would be central to the rest of my career. 

What has been your biggest professional challenge?
Delivering events within a Government environment is a huge challenge. Rel-

evance to Government objectives and priorities has to be maintained while injecting 
artistic excellence in all our programs. We must respect public administrative poli-
cies and procedures while delivering compelling events in a fast evolving competi-
tive environment. In 2004, the very existence of our Branch was questioned but as a 
result of a team effort, we came out of that review stronger, with better quality and 
more relevant public programs.

What do you do to relax?
Travel the world, spend time on my piece of paradise in the Magdalen Islands, 

“go wild” with my wife and 2 boys, take pleasure in and appreciate lots of good 
wine, ingest tons of music, movies and books, participate in lots of sports to 
burn the extra caloric intake, and yes sit down and relax once every 10 years!

FACTS ON FILE
Years in the Business:  
20	Years

Degree:  
MBA,	Ottawa	U,	Diplôme	d’Études	Su-
périeures	en	Commerce,	Administration,	
Finance-	École	supérieure	de	commerce,	
Grenoble,	France	Pedagogy,	Laval	U.	
Geophysics,	Ottawa	U						
Radio-Television	announcer	degree,	Ecole	
Radio-Telévision	de	Québec

Family:  
2	Children:	Christophe	and	Michael;		
Spouse:	Nathalie

Last book read:
Un lézard au Congo 
by	Gil	Courtemanche

Last business book read:
Strangers at Our Gates, Canadian  
Immigration policy, 1540-2006
by	Valerie	Knowles

Guy Laflamme    
Senior Vice President Capital Experi-
ence, Communications and Marketing 
National Capital Commission
40	Elgin	Street	
Ottawa,	Ontario	K1P	1C7	Canada	
Phone:	613-239-5474	 	 	
Fax:	613-239-5188
Guy.Laflamme@ncc-ccn.ca	 	 	
www.canadascapital.gc.ca

PEOPLE

As Senior Vice-President of Capital Experience, Communica-
tions and Marketing Branch of the National Capital Commission 
(NCC), Guy is a member of the Executive Management Commit-
tee of this Federal Crown Corporation with a staff of 500 employ-
ees and an annual budget of about $100 Million dollars. The NCC 
is responsible for the planning, development and animation of 
Canada’s Capital region. Guy leads a series of high impact events 
such as Canada Day and Winterlude, interpretation programs such 
as Mosaika that is a world class Sound and Light show projected 
on the Parliament building, commemoration programs, public 
art, visitor services, and all support services involved in the deliv-
ery of public programs, reaching over 5 million participants every 
year. Guy’s team are also increasing Canada-wide awareness of the 
Capital by means of national outreach, broadcasting, marketing 
and communications programs that portray the Capital as a place 
where all Canadians can experience Canadian heritage, culture 
and achievements.
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SUSTAINABLE EVENT MANAGEMENT

You may have pondered such questions recently with events 
sustainability in mind. Lifting your gaze momentarily from 
programming schedules, spreadsheet wrangling, CAD drawings, 
creative briefings, risk assessments and marketing strategies, you 
may have had a moment to think about this sustainability thing.

What is it? How does it apply to you? How do 
you get started? 

First is to begin with the end in mind. If you’re committing 
to improved sustainability performance, firstly work out what 
you’ll be reporting on. Remember to consider what will be of 
interest to those who’ll be reading your sustainability report. 
(Be they the boss, owner, client, staff, contractors, audience, 
community, or regulatory authorities). 

You’ll need to enlighten yourself of all the topics within the 
sustainability spectrum to identify your issues and understand 
what you may need to manage. Use the Global Reporting 
Initiative’s Event Organizer Sector Supplement as a guide to 
all the things you may need to consider when managing and 
reporting sustainability issues and performance. 

Sustainability is far more than recycling, greenhouse gas 
emissions and water bottles. So what else could be consid-
ered? The three tenants of sustainability; environmental, social 
and economic, are overarching headings for a massive list of 
potential issues, topics, and impacts. Don’t forget issues can be 
positive too. The socio-economic benefits an event can leave in 
legacy make up a vital part of its sustainability performance. 

Apart from the obvious and popular environmental sustainabil-
ity issues such as waste, transport, water and energy, other topics 
which fall under the sustainability banner can include accessibility, 
complaints, diversity, labour, human rights, discrimination, cor-
ruption, safety, air quality, toxicity, resource consumption, animal 
welfare, biodiversity, protection of waterways, indigenous rights, lo-
cal revenues, financial support, donation of equipment, knowledge 
sharing, creation of jobs, tourism benefits etc. 

Continuing Professional Development
A new skillset is needed by our industry’s professionals to be 

able to competently identify sustainability issues and then to 
take action to effectively manage those issues and improve the 
event’s sustainability performance. 

There are many checklists, calculators, management systems, 
and guidebooks for you to access. Some are listed at the bottom 
of this article. If the DIY route to a skills top-up is not right for 
you, then taking a purpose-designed course in events sustain-
ability may be the way to go. Ensure the course you choose to 
take is right for you and that trainers have practical at-event sus-
tainability experience to be able to answer your curly questions 
and have a toolbox full of practical tried and tested solutions.

The key is to learn about sustainability so you know what 

you’re looking for when trying to identify and manage your 
event’s sustainability issues. Taking a short professional devel-
opment course may be the solution. Alternatively an online 
self-paced course, or your own journey of sustainability train-
ing through the many DIY resources may be right for you. 

Once you know what you didn’t know you didn’t know, you’ll 
be ready to track through your event and identify the sustainabil-
ity issues relevant for you. Prioritizing the issues you uncover will 
be necessary, as you can’t do everything at once. Do this by assess-
ing how important each issue is to event stakeholders, as well as 
considering the scale and regularity of the issue and its impact. 
Also consider bang for your buck. How much effort (time, money, 
resources) is required to gain what level of likely improvement? 

Don’t forget to start at the end. Think of an outside person 
writing a sustainability report on your event. What would they 
look for, what would they write about and who would read the 
report? Once you’ve worked that out, you will be well on your 
way to devising an authentic list of potential sustainability is-
sues. With a sustainability skills update, you’ll be ready to rock 
n’ roll and manage those issues to perfection.

Links to Learning Resources:

Global Reporting Initiative’s Event Organizer Sector Supplement
www.globalreporting.org/ReportingFramework/SectorSupple-
ments/Events/

Events Sustainability Practitioners (LinkedIn Group)
www.linkedin.com

Sustainable Event Alliance
www.sustainable-event-alliance.com

Julies Bicycle
www.juliesbicycle.com

Positive Impact Events (training)
www.positiveimpactevents.co.uk

Sustainable Events Training
www.sustainable-event-training.com

Sustainable Event Management: A Practical Guide
www.thegreeneventguide.com

By Meegan Jones

Do	you	know	what	you	don’t	know?	No?	So	how	do	you	find	out	what	you	need	know,	
and	once	you	know	that,	how	will	you	know	what	to	do,	and	how	to	do	it?	Who	will	tell	you	
what	you	didn’t	know	you	didn’t	know?	And	who	wants	to	know	anyway?	

Knowing	What	You	Don’t	Know

Meegan Jones	is	Author	of	Sustainable	Event	Management:	
A	Practical	Guide,	and	Director	of	GreenShoot	Pacific	and	
Sustainable	Event	Training.	
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In Times of Uncertainty,
Leadership and Vision are Priceless

“Fund for the Future”
A three-year, $500,000 campaign using  
the current market environment and 
changing times as an opportunity to 
strengthen association programs and 
to ensure that the IFEA will continue to  
lead, serve and support our industry,  
especially through challenging times, for 
many years to come. The “Fund for the 
Future” campaign will provide reserves 
against current and future economic 

realities; allow the organization to 
keep pace with new technologies, 

bringing our global industry closer 
together; and allow us to expand 

our services, resources 
and programming reach 

around the world.

Make a Pledge Today. 
Contact any IFEA Foundation Board, IFEA World Board,  

or IFEA Staff Member for more information.
Individual and Organizational Contributions are welcomed and encouraged.

Donations may be made during the IFEA Convention at the IFEA Registration Desk.
All contributions are tax-deductible in the United States.

For more information go to www.ifea.com.



We were lucky to recently receive a July 
2011 white paper commissioned by the 
World Fireworks Championship, Limited 
2011 that compiled data from numerous 
sources about the economic benefit of 
fireworks events to the community.  This 
brings together the information that event 
planners need to convince communities 
and sponsors of the benefit beyond the 
enjoyment of the spectators.  I will share a 
few data points cited in the paper:

Proudly	known	as	the	“First	Family	of	
Fireworks,”	Zambelli	is	one	of	the	oldest	
and	largest	American	fireworks	compa-
nies.	Today,	the	family	name	is	synony-
mous	with	quality,	creativity	and	safety.

The	magic	of	Zambelli	pyrotechnics	
has	been	televised	around	the	world,	
on	“MSNBC	Investigates”,	the	Odys-
sey	Network,	the	Discovery	Channel,	
The	Learning	Channel	and	the	British	
Broadcasting	Company.

Blending	tradition	with	innovation,	Zam-
belli Fireworks	can	convert	any	concept	
or	theme	into	an	unforgettable	fireworks	
extravaganza	that	leaves	a	memorable	
impression	on	everyone	who	sees	it.

By Doug Taylor

The budget for the Vancouver Celebra-
tion of Light is $4 million and the 
economic benefit is $37 million. 
At Baltimore’s New Year’s Eve Spec-
tacular in 2010, 73.2% of survey 
respondents indicated that ‘fireworks 
at midnight’ are the primary reason for 
visiting Inner Harbour/downtown.

Though these events are large national 
or international events, the same poten-
tial benefit can accrue to the communities 
in which we live and work.  Fireworks 
events can serve as “a unique marketing 
and branding opportunity for a city (or) 
region.”  Collecting the data locally to 
confirm your success will build  
more support.

The World Fireworks Championship 
Limited 2011 has graciously agreed that 
we can distribute the economic impact 
study to the readers of the ie magazine.  
Please forward an email containing your 
complete contact information to zam-
belli@zambellifireworks.com requesting 
your electronic copy.  It would help us 
if you would include “economic impact 
study” in the subject line.

If you have fireworks questions you 
would like us to address in our column, 
please email me, Doug Taylor, President/
CEO Zambelli Fireworks at dougtaylor@
zambellifireworks.com.

•

•

“Where the data is available, it is clear 
that firework events can generate more 
direct income than the cost of organiz-
ing the event.”
The Loto-Quebec International Fire-
works Competition generates at least 
$12 million in economic spin-offs for 
the greater Montreal/Quebec City area.
Thunder over Louisville fireworks alone 
contributes $31 million to the local 
economy. 

•

•

•
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The	Economic	Benefit	
of	Fireworks	Events
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Cindy Lerick

IN CONVERSATION

Cultural Festivals is a non-profit cultural organization, 
specializing in cultural special events that educate 
and entertain.  Always searching for the next unique 
festival to present in St. Louis, they currently present 
and produce The Saint Louis Art Fair in Clayton, MO.  
The Saint Louis Art Fair is an annual celebration of the 
visual and performing arts featuring renowned art-
ists from across North America and abroad. The event 
provides the public with the unique opportunity for 
interaction with art and artists and to become more 
educated about both the visual and performing arts.  
While the event naturally draws the traditional arts 
audience, one of the principle objectives for this event 
has been to develop a broader audience for the arts 
through diverse visual and performing arts offerings.

How did you get into events?
I have degrees in dental hygiene and exercise science, and three and a 

half years of civil engineering. I was a dental hygienist, then I went back for 
engineering. In college I spent a lot of time with runners so we ended up 
directing a lot of running races in the Minneapolis-St. Paul area. I realized 
I enjoyed all aspects of the event business: the feast and famine, chaos, odd 
hours. I realized that’s where my strengths were and decided to make it a 
career path I wanted to follow.  I have since managed events from Seattle to 
Fort Worth.  Before moving to Cultural Festivals, I was the Executive Direc-
tor for the Uptown Association and its art fair in Minneapolis, MN.

What has been your biggest professional challenge?
Balancing the politics of the environment and maintaining the integrity of 

the event and self.

What do you do to relax?
I enjoy working out, reading and shopping!

What’s the best advice you’ve ever  
received?

Let them think it was their idea!

What is your personal philosophy?
Listen, and don’t say no right away!

FACTS ON FILE

Years in the Business:  
27	Years

Degree:  
BA,	Exercise	Science;	AA	Dental	hygiene;	
1	qtr	shy	of	Civil	Engineering	Degree

Last book read:
Girl in Translation  
by	Jean	Kwok

Last business book read:
The Oz Principle: Getting Results 
Through Individual and Organizational 
Accountability 
by	Roger	Connors,	Tom	Smith,	Craig	
Hickman

CindyऀLerick
Executive Director/President
Cultural	Festivals
225	S.	Meramec	Avenue,	Suite	105
St.	Louis,	MO	63105	USA
Phone:	314-863-4485
clerick@culturalfstivals.com
www.Cultural	Festivals.com

PEOPLE
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As an organizational leader (board chair, 
governance committee chair or executive 
director) one of the most important tasks 
you will have -- and one of the most impor-
tant things you can do to ensure the future 
success of your organization -- is to recruit 
and properly orient high quality new board 
members. I am sure there are many terrific 
people in your community that would be 
pleased and honored to serve on the board 
of your organization but don’t assume that 
just because someone is interested in serv-
ing on your board that they are properly 
prepared to take that step. As an organiza-
tional leader you need to help them ask the 
right questions and make sure they fully 
understand the responsibilities they will 
undertake as a member of your board.

In this issue and the next two issues, I 
want to walk you through a process for 
properly educating new board members 
about their responsibilities before they 
commit to board service. I have written the 
column as if I were a third party advis-
ing the prospective board member about 
whether or not they should accept the in-
vitation to become a member of the board. 
If desired, you can adopt the information 
into a letter or booklet that you provide to 
prospective board members. So here goes.

“Congratulations! It is a real honor to be 
identified as a prospective member of the 
board. As you consider whether to accept 
this invitation, there is some information 
you need to know and understand.

The first thing you need to understand is 
that being a board member is a job – and 
sometimes a difficult, time-consuming job. 
Your fellow directors already recognize 
this, and the board believes you have the 
knowledge, skills, abilities and personality 
to contribute in a positive way to the future 
of the organization.

The first question that might come to 
mind is “What does the board do?” The 
short answer is that the board guides the 

strategic direction of the organization and is 
the keeper of the mission, vision and values 
of the organization. The board also oversees 
the performance of the chief executive hired 
to carry out the activities of the organiza-
tion. 

Like its counterparts in the for-profit 
arena, the board is responsible for repre-
senting the “owners” of the organization 
and ensuring that the organization meets 
the owner’s expectations of performance. 
The big difference is that the mission of 
your nonprofit is not to earn a financial 
return for the owners. Instead, the mission 
is to perform some positive service for the 
community. 

Another major difference between non-
profit boards and their for-profit counter-
parts is that the ownership of the organiza-
tion is not as clear as it is with for-profit 
corporations, whose owners are defined 
by the ownership of stock. In the non-
profit world, the “owners” are community 
“stakeholders.” Stakeholders would include 
the membership of the organization (if 
applicable), volunteers, the beneficiaries of 
service, and the public in general. 

If your organization has been certified by 
the Internal Revenue Service as tax exempt 
under the terms of Section 501(c) of the 
IRS code, you are probably considered a 
public charity and any assets held by the 
organization are considered to be held in 
the public trust. The rights of the “owners” 
may be represented in your state by the At-
torney General who speaks on behalf of the 
organization’s stakeholders with regard to 
the management of the organization.

So what specifically does the board 
have to do to carry out its general respon-
sibilities? A leading source of knowledge 
regarding the management of nonprofit 
organizations is BoardSource (a nonprofit 
organization dedicated to improving board 
governance). In their book, The Nonprofit 
Board Answer Book, BoardSource lists 10 ba-

sic responsibilities of the nonprofit board. 
These responsibilities are:

Determine the organization’s mission 
and purpose.
Select the chief executive.
Provide proper financial oversight.
Ensure adequate resources.
Ensure legal and ethical integrity and 
maintain accountability.
Ensure effective organizational plan-
ning.
Recruit and orient new board members 
and assess board performance.
Enhance the organization’s public 
standing.
Determine, monitor, and strengthen 
the organization’s programs.
Support the chief executive and assess 
his or her performance.

Boards can, and often do, assign other 
responsibilities to themselves if they deem 
it appropriate. Some of the other common 
responsibilities that boards assign them-
selves are risk management, fund raising, 
and investment management. You should 
find out what other responsibilities your 
board has assigned itself.

The most important thing to note is that 
nowhere in this list does it say that the board 
manages the operational details of the orga-
nization or runs the day-to-day operations 
of the organization. These functions are not 
within the purview of the board. The role of 
the board is governance, strategic direction 
and oversight. The operational management 
of the organization falls to either a profes-
sional staff or volunteers working under 
policy guidance from the board. 

If you are coming to the board from its 
operational ranks, you need to leave the op-
erations world behind. Take with you your 
knowledge and experience in the organiza-
tion, but you must resist the temptation to 
continue to try to manage the operational 
details – regardless of how much fun or 
how rewarding this aspect of organizational 
activity can be. Failure to do this can result 
in a serious distraction of the board from its 
governance mission.

To be sure, there may be instances where 
individual board members or groups of 
board members have to perform manage-
ment or operational functions because of 
the size of the organization. When this 
occurs, it is important for board members 
to remember that he or she is not acting as 
a board member when performing these 
duties. Instead, he or she is serving as a 
volunteer for the organization and perform-
ing operational responsibilities. This may 
entail the board member reporting to a staff 
executive, another volunteer, or even the 
board as a whole for the performance of 
those duties.

As a new board member, you also need 
to clearly understand that you have legal 
responsibilities to the organization. Yes, 
legal responsibilities! These responsibilities 
can have significant personal ramifications 

1.

2.
3.
4.
5.

6.

7.

8.

9.

10.Recruiting	New	
Board	Members	(Part	1)

In the Board Room
By Mitch Dorger 

Continued	on	page	64
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Special Thanks to the City of Fort Worth, 
through a special grant from the 

Fort Worth Promotion & Development 
Fund, for their support of International

Festivals and Events Association's 
World Conference, October 3-5, 2011.

IFEA’s	key	sponsors,	like	the	sponsors	
of	our	member	festivals	and	events,	
play	a	critical	and	much-appreciated	
role.	They	make	our	conferences,	
seminars,	educational	programming,	
social	networking	events,	publications,	
Web	sites,	awards	programs,	and	
other	valuable	member	benefits	not	
only		possible,	but	the	very	best	in	our		
industry.	Their	combined	financial	and	
personal	support	allow	us	to	maximize	

our	service	to	the	festivals	and	events	
industry,	and	help	us	to	position	the	
IFEA	as	“The Premiere Association 
Supporting & Enabling Festival & 
Event Professionals Worldwide.”	

Please	take	a	moment	to	say	“Thank	
You”	to	these	organizations	that	sup

port	the	IFEA,	our	events	and	our	in-
dustry,	throughout	the	year.	When	the	
opportunity	arises,	we	hope	you	will	
show	your	support	and	make	use	of	
the	many	great	products	and	services	
they	have	to	assist	you.

For	IFEA	Sponsorship	Opportunities,	Call	Sylvia	Allen	at	732-946-2711	or	800-981-7470.



THE UN-COMFORT ZONE

In science, Momentum is equal to  
Mass times Velocity. Or just think of  
Indiana Jones in Raiders of the Lost  
Ark running as fast as he can out of the 
tunnel while that huge stone ball rolls 
faster and faster after him. In business, 
Momentum is the point at which success 
begins to come easily. Business veterans 
jokingly refer to it as having, “paid my 
dues.” In short, Momentum is an ac-
cumulation of acquired knowledge, skill, 
experience and connections. And, those 
who understand it... also know it can be 
fragile and easily lost.

Sales professionals who have achieved 
Momentum will tell you that you must 
pursue a number of activities to gener-
ate sales leads: phone calls, emails, sales 
letters, networking events, etc. You keep 
it up building dozens, then hundreds 
of leads at a time. Then to convert those 
leads to sales you keep following up on 
each of them in a timely fashion. Mean-
while, you are still maintaining all the 
activities that continue to generate leads. 
So between generating leads, following 
up on leads, then turning leads into sales, 
you begin to feel like the guy in the circus 

who spins plates on top of poles – rush-
ing from one plate to the next to keep 
them spinning.

No wonder these folks hate to take 
vacations – it breaks the Momentum 
they’ve spent months or years creating 
and they know it takes time to get it  
going again.

Years ago when I first started giving 
speeches, a seasoned professional speaker 
advised me, “It took me ten years to quit 
sweating cash flow, but even so, it is still 
all about non-stop marketing.” In other 
words: maintaining Momentum.

For a growing company, Momentum is 
the point where you have done enough 
advertising, marketing, public relations, 
networking, customer service, and so 
forth that business begins to flow. It is the 
point where you are garnering the pre-
cious and often elusive word-of-mouth 
referrals. Momentum is about building a 
reputation. Acquiring it, however, doesn’t 
mean you can taper off on your efforts... 
but it does mean that your efforts will 
become easier.

The best thing about Momentum is 
that once you get it, motivation becomes 

self-perpetuating. Momentum is energiz-
ing. It keeps you on your toes. And, the 
rewards come quickly and regularly.

I have found this to be true in all 
pursuits. Even when I am writing fiction 
there is always a certain point in a novel 
that it takes on a life of its own and 
demands my daily attention, energy and 
focus until it is complete. Unfortunately, 
nothing quite puts the brakes on Mo-
mentum like finishing a book, or com-
pleting any other major task. The trick to 
avoid losing that Momentum is to begin 
another book or another task before you 
complete the first one. Then you just shift 
your energy over to the next project that 
is already under way.

By Robert Wilson

Keeping The Ball Rolling

Robert Evans Wilson, Jr. is	an	
author,	speaker	and	humorist.		He	
works	with	companies	that	want	to	
be	more	competitive	and	with	people	
who	want	to	think	like	innovators.	For	
more	information	on	Robert,	please	
visit	www.jumpstartyourmeeting.com.

I	know	an	advertising	agency	owner	who	never	fully	takes	a	
vacation.	He	takes	his	family	to	fairly	exotic	locations,	but	nev-
er	so	alien	that	they	are	outside	the	reach	of	modern	commu-
nication.	In	other	words,	he	is	never	further	than	a	cell	phone	
call	or	email	away.	He	checks	in	with	the	office	several	times	
a	day	–	much	to	the	chagrin	of	his	family	who	want	him	to	be	
fully	engaged	in	the	holiday	at	hand.	So,	he	ends	up	sneaking	
off	under	the	guise	of	visiting	the	restroom,	or	going	to	the	
bar	for	a	cocktail,	in	order	to	connect	with	his	staff,	a	client	or	
a	prospect.	His	wife	and	kids	aren’t	fooled;	they	just	sigh	and	
accept	the	inevitable.	I	used	to	think	he	was	a	control	freak	
–	someone	who	couldn’t	let	go	and	let	someone	else	take	
over	–	until	I	came	to	understand	the	concept	of	Momentum.
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 CFEE
Maybe it’s Time to be Recognized 
for What You Bring to the Table.

As a professional in the Festivals & 
Events Industry, you know the difference 
between Good and Great. You’ve dedi-
cated yourself to the “whatever it takes” 
approach that has become your hall-
mark. You understand the importance 
and value of continuing to hone your 
skills, growing your knowledge base,  
expanding your professional network, 
and surrounding yourself with others 
who have reached the top levels of their 
careers as well. 

CFEE (Certified Festival & Event Execu-
tive), the IFEA’s professional certification 
program, provides the essential difference  
between good and great among profes-
sionals in our industry. It signifies the 
highest level of achievement. Attainment 
of your CFEE certification provides recog-
nition of your commitment to excellence,  
experience, and to your career, placing you 
in an elite group of the top festival and 
event professionals in your field. It’s a state-
ment of quality that you bring to the table.

For more information about the IFEA’s professional certification program, and our 2011 CFEE  
FastTrack® Program, contact Bette Montieth at bette@ifea.com or call +1-208-433-0950.

The	CFEE	Professional	Certification	Program	is	Sponsored	by

Good Great
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in five years…
Global Festival and Event  
leaders will use international 
communication and exchange 
as their primary source for 
ideas.

International Festivals & Events Association

Festival and Event professionals 
will depend on tools, products 
and resources that don’t exist 
today.

Festival and Event industry leadership 
directories will be filled with the names 
of individuals you haven’t met yet.

Today’s IFEA… 
Professional Preparation for Tomorrow.
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in five years…

Employee Theft
Employee dishonesty is costly and 

pervasive. There are numerous examples 
of this, from small town, local businesses 
to major corporations. The economic 
environment and advancements in 
technology make the threat of loss more 
ominous than ever before. On average, 
seven percent of business revenue is lost 
as a result of occupational fraud and 
abuse. Maintenance of strong, enforce-
able internal controls should be a prior-
ity for any business entity. But even the 
best internal controls frequently fall short 
of stopping employee theft. Insurance 
coverage against employee crime is an 
important backstop against the actions of 
thieving employees, and will help protect 
your assets. 

ATM Machines
ATM machines have become com-

mon at event sites for the convenience 
of patrons. Usually, these machines are 
contracted with a financial institution 
who is responsible for the money inside 
the machine and do not expose the 
event to a financial loss. However, there 
are events that actually own the money 
within the machine, which poses a risk 
of loss. Standard crime policies restrict 
coverage to ‘inside’ a building, so if the 
ATM machine was out in the open, there 

would not be any coverage without a 
special endorsement. If you happen to be 
one of the events that owns the money 
within the ATM machine, please call your 
broker to request that your crime policy 
extend coverage for the ATM machines 
that are outside a building.

Golf Carts
Golf carts are invaluable for putting 

on an event, transporting people and 
supplies from one area to the next. As 
great as they are, they do add a risk of 
bodily injury and property damage at 
your event. The following are just a few 
risk management tools to put into place 
to minimize these risks:

Hold an orientation meeting for all 
operators reviewing the routes, rules 
and regulations of cart operation
A cart driver’s license should be is-
sued upon attendance and successful 
completion of the meeting
Have a coordinator that approves all 
cart operators
Make sure the coordinator monitors 
the check in and out of the golf carts
Keep keys to the golf carts in a secure, 
locked area.

Please call your broker if you need ad-
ditional information regarding the rules 
and regulations of cart operation.

•

•

•

•

•

For	70	years	Haas & Wilkerson 
Insurance	has	been	one	of	the	largest	
providers	of	insurance	representation	to	
the	entertainment	industry.	The	agency	
is	national	in	scope,	with	approximately	
100	associates	providing	technical	
expertise	and	quality	insurance	repre-
sentation	at	a	competitive	price.	Beyond	
the	standard	price	quotation,	services	
include	coverage	analysis	and	recom-
mendations	at	no	additional	cost.	Our	
clients	include	fairs,	festivals,	carnivals,	
amusement	parks,	rodeos	and	special	
events	throughout	the	United	States.	
For	more	information	contact	Carol	
Porter	913-676-9258.

Insurance	Coverage	You	May		
Not	Have	Even	Considered

INSURANCE INSIGHTS
By Susan Greitz

Insurance	coverage	 is	available	 for	all	 types	of	 liabilities,	many	
that	you	probably	haven’t	even	thought	about	(think	Tina	Turner’s	
legs	or	Celine	Dion’s	vocal	chords).	Whether	you’ve	been	stag-
ing	events	for	years	or	you’re	planning	your	first	one,	it’s	a	good	
idea	 to	 stop	 and	 consider	 what	 insurance	 your	 business	 and	
event	might	need.
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The IFEA and Zambelli Fireworks are pleased to announce 
Alex Freeman from the Kentucky Derby Festival in 
Louisville, KY, as the recipient of the 2011 IFEA/Zambelli 
Fireworks Volunteer of the Year Award.

As this year’s winner, Alex Freeman will be the guest of the 
IFEA and Zambelli Fireworks at the IFEA’s 56th Annual 
Convention & Expo, October 3-5, 2011 in Fort Worth, 
Texas. She will be recognized and presented with her 
award during the IFEA Hall of Fame Luncheon sponsored 
by Kaliff Insurance on Monday, October 3rd, 2011.

Please join us in Fort Worth to help Alex celebrate this 
great award.

Alex Freeman
Nominated by the Kentucky Derby 
Festival, Louisville, KY

The length and depth of Alex 
Freeman’s involvement with the 
Kentucky Derby Festival can best 
be described in three words: forty 
one years. As a member of its board 
of directors for 18 years and as a 
“civilian” volunteer serving on event 
committees and helping with event 
production; Alex Freeman is and has 
been, a dedicated and dependable 
volunteer and she shows no signs  
of slowing down!

Alex first became involved with 
the Derby Festival when The Derby 
Festival’s Great Balloon Race was 
first held; the same year Alex and her 
husband John started their balloon 

company, Air ‘n’ Mania. Together they 
have participated in the Balloon race 
a number of times and even won the 
event in 1980! Working on the inau-
gural Great Balloon Race was Alex’s 
first foray as a Derby Festival volun-
teer and she hasn’t looked back since. 

The Derby Festival is very fortunate 
to have a network of approximately 
4,000 volunteers who help produce 
nearly 70 events over a two-week 
period. Some volunteers are involved 
for several hours on a single day; oth-
ers take part in event planning and 
throughout the entire year. Alex Free-
man falls into the latter category and 
her depth of involvement is unmatched 
in the 56-year history of the Kentucky 
Derby Festival. She stands alone 
amongst an “army” of volunteers that 

have helped the Derby Festival grow 
from one event – produced on a budget 
of $640 – to one of the largest and 
more celebrated festivals in the country.

Alex Freeman has been involved 
with virtually every aspect of the 
Derby Festival over the past 40 years. 
As a board member, she headed nu-
merous event committees, organizing 
meetings and working closely with 
full-time Derby Festival staff mem-
bers. She fulfilled a similar role as a 
KDF volunteer, never turning down 
an assignment and providing leader-
ship and vision for less experienced 
colleagues. One of her current roles 
is working a security check-point for 
the Second Street Bridge during the 
Thunder Over Louisville fireworks and 
air show. This is an esteemed position, 
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as the bridge serves as the launching 
point for thousands of fireworks shells 
during the internationally known 
Thunder show and is strictly off-limits 
but for a handful of event personnel.

Alex is well known for her willing-
ness to tackle any project, no matter 
how large or small. Derby Festival 
event team members use her as a ref-
erence source on many projects. Over 
the course of the Derby Festival, Alex 
seems to be everywhere at once, yet 
she tends to stay in the background. 
If asked to perform any task, it is a 
certainty that it will be carried out. 
She is not reluctant to speak up and 
address any issue that may be nega-
tively affecting the Festival. She is 
highly respected by board members 
and volunteers all across the spec-
trum of participants.

Volunteers who have later been 
elected to the Derby Festival’s board 
of directors speak of Alex Freeman’s 
willingness to share her experience 
and to help foster positive attitudes 
and an optimistic outlook. One new-
ly-elected board member cited her as 
a role model for her dependability, 
years of service, infectious attitude, 
recruitment of volunteers, depth of 
involvement and dedication. She has 
been described as the “ideal ambas-
sador for the Derby Festival and its 
place in the community.”

There are certain people in every-
one’s life who are just plain fun to 
be around. Without a doubt, Alex 
Freeman is one of those people. Her 
smile is genuine, her demeanor is 

contagious and she is never heard to 
complain. There are no such things 
as problems for Alex – only opportu-
nities to grow and learn.

Many people would become jaded 
or bored volunteering for the same 
organization year after year, but Alex 
brings renewed enthusiasm to each 
season’s event planning. Her positive 
attitude can quickly turn around the 
pessimism of others and her can-do 
attitude is absolutely infectious. 

It’s hard to know where to start 
when it comes to describing the dif-
ference that Alex Freeman has had 
on the growth and success of the 
Kentucky Derby Festival over the past 
41 years. Her impact and influence 
cannot be limited to a single event, 
or even a series of events. One would 
be hard pressed to imagine what the 
Festival would be like without her 
leadership – both as a volunteer and 
a board member. The Derby Festival 
is an infinitely better and stronger 
organization with the involvement of 
Alex Freeman and all the volunteers 
she has helped to recruit. Forty-one 
years is a mighty long run for any 
endeavor, but it’s particularly remark-
able that Alex remains as enthusiastic 
and supportive as ever.

To quote a current Derby Festival 
staff member: “You can see Alex’s love 
for this organization in everything she 
does. She is truly an ambassador for 
the Kentucky Derby Festival, always ref-
erencing the Festival within the com-
munity with pride. Most of all, I love 
that she always does it with a smile.” 

IFEA / Zambelli Fireworks 
Volunteer of the Year

2001
John Johnson

Nominated	by	SunFest
Palm	Beach	County,	Florida

2002
John Altadonna

Nominated	by	the	Autumn	Leaf	Festival	
Clarion,	Pennsylvania

2003
Tad Fraizer

Nominated	by	Updowntowners
Lincoln,	Nebraska

2004
Ray Griffin

Nominated	by	Cityfolk
Dayton,	Ohio

2005
Lisa Collins

Nominated	by	Memphis	in	May		
International	Festival
Memphis,	Tennessee

2006
Doreen Ravenscroft

Nominated	by	Waco	Cultural	Arts	Fest
Waco,	Texas

2007
Dave Carter

Nominated	by	Wichita	Festivals,	Inc.
Wichita,	Kansas

2008
Randy Hawthorne

Nominated	by	Updowntowners,	Inc.	Lin-
coln,	Nebraska

2009
Gayl Doster

Nominated	by	Music	for	All
Indianapolis,	Indiana

2010
Mary Jo Sartain

Nominated	by	Tulsa	International	Mayfest
Tulsa,	Oklahoma
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2011

The International Festivals & Events Association is 
pleased to announce the induction of one of the festival 
and event industry’s finest professionals into its presti-
gious IFEA Hall of Fame – Pete Van de Putte, CFEE, dfest®/ 
Dixie Flag Event Services Team in San Antonio, Texas. 

Known as the association’s most prestigious honor, the IFEA 
Hall of Fame recognizes those outstanding individuals who, 
through their exceptional work and achievements, have made 
a significant contribution to the Festivals and Events Industry 
and a profound difference in the communities they serve. 
Induction into the Hall of Fame is considered the highest of 
industry honors. Selected from a group of his industry-peers, 
Pete joins the prestigious ranks of 51 others inducted into the 
hall over the past 20 years. 

Pete will be honored at the IFEA’s 56th Annual Convention 
& Expo, in Fort Worth, Texas, October 3-5, 2011, where he 
will be presented with his award during the IFEA Hall of 
Fame Awards Luncheon sponsored by Kaliff Insurance on 
Monday, October 3rd, 2011.  Please join us in Fort Worth 
to help Pete celebrate this honor of a lifetime.

Pete Van de Putte
dfest®/Dixie Flag  

Event Services Team
San Antonio, Texas
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Pete Van de Putte, CFEE, started in the 
festival business as a young child selling 
pennants with his father to shrimp boat 
captains for the ‘Blessing of the Fleet’ fes-
tivals along the Texas coastline.  His first 
official job, at the age of 8, was to help 
put up the décor for the Poteet Strawberry 
Festival, one of Dixie Decorators first cus-
tomers when they opened. Even at this 
young age, Pete began interacting with 
festival and fair managers as he walked 
the grounds with his father. Relation-
ships built quickly, especially when the 
Festival and Fair managers would provide 
Pete with tickets to the carnival!  Those 
relationships have continued to grow for 
more than 50 years.

Through Pete’s school years, he worked 
installing Christmas decorations, deco-
rated rodeo arenas and festivals, and as 
he got older and could drive, he started 
making personal visits to the venues to 
see how best to decorate them.  Accord-
ing to Pete, his greatest challenge was 
learning “how to make things different 
using all the same décor.” 

 In a tradition many have tried to 
model after him, Pete would not only 
willingly teach others, but would also 
make it a point to learn from them, 
too.  As a young apprentice, Pete would 
constantly watch his father as he created 
and designed flags and banners of every 
imaginable kind, until soon he began to 
define innovative and creative ideas of 
his own.  Pete learned from his parents 
that if he had a dream, and was willing to 
work with dedication toward that dream, 
he could make it a reality.

Pete’s dream growing up however, was 
to become a high school band director.  He 
attended St. Mary’s University where he 
majored in music education, while at the 
same time working nights at Dixie doing 
silk screening, hanging net banners and 
on the weekends decorating festivals in the 
San Antonio area.  Pete’s career as a band 
director allowed him to develop and shape 
his creativity while - perhaps more impor-
tantly - helping to develop and shape many 
young people into great adults.  Not a day 
goes by that he doesn’t hear from a former 
student whose life he has touched.

At the age of 30 Pete’s passion for work-
ing with people led him, with encourage-
ment from his father, to make the best 
career decision of his life: to come into Di-
xie Flag Manufacturing Company and run 
the business.  His father said he could pay 
him what he was making as a band direc-
tor, and if he wanted more, the answer was 
short and sweet…“build the business.”  

When Pete took over the company, he 
expanded the core business of selling all 
kinds of flags to all kinds of customers, 

and concentrated on aggressively build-
ing the custom manufacturing aspect 
of the business.  This naturally led him 
to return to his festival and fair roots.  
More recently, by incorporating the next 
generation into the family business, he 
has expanded the event services focus 
of the company to include mascots and 
video production for festivals, and the 
introduction of a new industry brand: 
dfest® - Dixie Flag Event Services Team. 
Throughout the years, Pete has practically 
raised his family within the context of 
Dixie Flag, having had his sister, several 
daughters, one of his sons and one of his 
sons-in-laws representing the company.  

Pete’s decision to come into the 
company was also based upon his posi-
tive feelings towards the festival and fair 
acquaintances he had made and a desire 
to expand those relationships. Almost im-
mediately he became involved as a charter 
member and the first vendor business 
member of the Texas Festival Association 
(now the Texas Festivals & Events Associa-
tion - TFEA).  In 1982, he was elected to 
the TFEA board where he would represent 
suppliers for many years, in addition to 
serving as Chairman of the Board in 1998.  
Dixie Flag, through dfest® continues to be 
a Chapter Sponsor for TFEA.  

In 1988, Jo Ann Andera, Director of 
the Texas Folklife Festival in San Antonio, 
suggested that Pete join the IFEA. He took 
that advice and attended his first IFEA 
Convention in 1989 in Palm Springs, 
California.  From Pete’s first involve-
ment in both TFEA and IFEA, he began 
attending educational sessions at event 
management workshops and conven-
tions, quickly developing an appreciation 
for the people in the festivals and events 
industry and the power of celebration.  It 
became his passion to help support those 
who were creating celebration.  Pete’s 
strong belief in education helped him 
‘pay it forward’ to others in the industry 
by sponsoring speakers such Pat Craig 
Corda, “K” Alferio, and Ira Rosen for 
TFEA’s first conferences.  Pete is now 
honored to have an IFEA Foundation 
Legacy Scholarship in his name, provid-
ing others with the same opportunities 
he has had.  It was at his first convention 
in Palm Springs, California in 1989 how-
ever, that Pete asked to sponsor the IFEA’s 
Hospitality Suite.  He has continued to 
do so, along with Dixie Flag, for the past 
23 years, building a highly valued and 
anticipated icon of IFEA conventions.

No one understands the importance 
of networking more than Pete Van de 
Putte. The outstanding contribution that 
Pete has made to the IFEA has led to the 
development of the organization as one 

that is unique in the Festivals and Events 
industry, worldwide. The openness of IFEA 
industry professionals, all willing to un-
selfishly share their knowledge, experience 
and resources is one of the many unique 
traits that sets the IFEA apart from so 
many others. Without Pete and the dfest® 
Hospitality Suite, this spirit could not 
have grown as quickly as it has. Pete has 
always understood that an organization 
or industry that communicates and shares 
openly with one another will prosper and 
he has done his part to foster that; locally, 
regionally, nationally and globally.

In addition to his generous support 
sponsoring the dfest® Hospitality Suite, 
Pete has been actively involved at every 
level of the IFEA: serving on the IFEA 
World Board for more than a decade, in-
cluding as Chairman in 2008; on the IFEA 
Foundation Board; on the IFEA President’s 
Council; on the IFEA Global Roundtable 
Council; and as a leading and consistent 
sponsor of the IFEA for decades.  It is fair 
to say that Pete Van de Putte has helped 
to guide the organization through chal-
lenge, change and opportunity, but always 
towards a bright future. 

However, anyone who thinks that hos-
pitality and conversation are Pete’s only 
contributions are missing the big picture. 
He has had much to do with changing 
the way that we look at our events – both 
figuratively and literally!  Pete, Dixie and 
dfest® have all contributed tremendously 
to the way we (and others) experience 
our events. Their work sets the backdrop 
for our work as we create memories 
for so many others. From concept to 
creation, Pete Van de Putte and company 
have expanded the concept of flags and 
banners to every component of an event, 
including entryways, area décor and de-
lineation, attendee service identification, 
sponsor recognition, operational signage, 
grounds ambiance and more.  They have 
taken the “art” of decorations to new lev-
els…and sizes…with their construction of 
the largest free-flying American flag in the 
world for the Port Authority of New York 
and New Jersey to fly over the George 
Washington Bridge in New York City!

But perhaps the most important 
qualities that make Pete Van de Putte a 
standout among his peers are the ones 
most readily recognized by those who 
know him best: His ready cadre of jokes 
to bring a smile to all those around him; 
his passion for life, family and friends; 
his willingness to stand up for what is 
right; and his loyalty even when times are 
tough. Through these qualities and many 
others he has not only raised the bar, but 
decorated it as well!  It is hard to imagine 
the IFEA or our industry without the 
magic that is Pete Van de Putte.

Please raise a flag and a toast to our 
2011 IFEA Hall of Fame Inductee…Pete 
Van de Putte.

2011 IFEA’s 2011 Hall of Fame inductee 
is a natural-born networker.



Booking	 national	 record-
ing	artists	for	your	festival	
concerts	 can	 be	 daunt-
ing	 if	 you	 are	 unfamiliar	

with	the	process,	unsure	what	your		
options	 for	 assistance	 are	 or		
unaware	 of	 potential	 pitfalls	 and	
|sudden	 surprises	 that	 unexpect-
edly	pop	up	during	the	process.	This		
article	can	take	some	of	the	mystery	
out	of	the	artist	booking	process	and	
describe	 what	 support	 options	 are	
available	to	lessen	the	burden	while	
enhancing	your	negotiating	position.	
We	 will	 also	 explore	 ways	 you	 can	
be	better	prepared	to	sidestep	some	
of	 the	 landmines	 inherent	 in	 the		
process	 and	 keep	 the	 supersized	
Maalox	 bottle	 out	 of	 your	 grocery	
basket.
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Let’s start with a little background. The 
majority of celebrity entertainers reach a 
level in their careers where (1) they can 
no longer effectively handle their book-
ing responsibilities alone; and (2) they 
can finally afford to pay a percentage of 
their artist fee (typically 10%) to hire an 
exclusive booking agency. For these rea-
sons, national recording artists and other 
celebrity entertainers (e.g. comedians, 
motivational speakers, etc.) are booked 
through the major exclusive agencies like 
William Morris Endeavor, Creative Art-
ists Agency and Paradise Artists among 
others. By their very nature, an exclusive 
agency books only those artists on their 
respective roster. There are a dozen or so 
of these major agencies that account for 
booking the majority of the top national 
celebrity entertainers and another hun-
dred or so boutique agencies exclusively 
booking the remaining artists operating 
at this level.

 The festival manager has several op-
tions to book talent through the exclusive 
agencies. They can book their artists di-
rectly or an alternative is to book through 
a professional talent buyer or a type of 
non-exclusive booking agency referred to 
in the industry as a middle agency. For 
perspective, this correlates with Real Estate 
sales where you can buy a home directly 
from its owner or contract with a Real Es-
tate agent who will coordinate the entire 
sales process for a fee. Below we’ll identify 
the pros and cons of each option.

DIY – The Good, the Bad and 
the Ugly

Often seasoned festival managers gain 
experience over the years booking na-
tional artists and understand the process 
well. Sometimes it’s a staff member who 
booked bands in college who’s given the 
reins by default. We will refer to this as the 
Do It Yourself approach. While this can be 
a viable solution, it’s worth considering 
what the real value is of expending al-
ready-stretched staff resources along with 
the opportunity cost of not spending time 
on other event related issues like sponsor 
development, marketing, and staff over-
sight. Even so, some festival directors feel 
it is an important role they play within the 
organization to personally shoulder the 
talent buying process. The motivation can 
be straight from the heart but the execu-
tion may not be the most efficient use of 
staff time. Some rationalize that the DIY 
model will save the organization money 
by “cutting out the middle man.” Chances 
are good that it won’t provide any mate-
rial savings. Once all costs are considered 
along with the minimal financial leverage 
of a one-off event, achieving lower artist 
fees by booking an artist on sequential 
out-of-market dates is not realistic with a 
Do It Yourself scenario.

Booking multiple entertainers may 
preclude contracting all of your artists 
through one exclusive agency, further 
compounding the human-resources is-
sue. It is also important to know that an 
exclusive agency’s fee is paid by the artist 
out of the gross artist fee creating a finan-
cial incentive for the agent to keep the fee 
as high as possible. A ten thousand dollar 
reduction in the artist fee effectively takes 
a grand out of the exclusive agency’s earn-
ings. Given the fact that exclusive agents 
work with a finite number of artists who 
have a limited number of open dates 
(a.k.a. inventory) they are trained to only 
provide enough information to the buyer 
to elicit an offer. An exclusive agent will 
not discuss an artist’s current concert at-
tendance, ticket prices, or provide any real 
quantitative evidence that might indicate 
the potential of the artist’s ability to 
draw a crowd. While they are financially 
incented to close the sale, the exclusive 
agent (on many levels) functions more 
like an order taker than a proactive order 
getter. This is understandable as the busy 
agents not only deal with hundreds of 
buyers a day but don’t want to be held 
accountable for you booking one of their 
artists based on opinion - only to see 
ticket sales do poorly. If you are book-
ing direct with the exclusive agents you 
should exercise diligence by research-
ing current tour histories, recent airplay, 
and personal background (i.e. drinking, 
drugs, no-shows) that may reflect poorly 
on the artist and your organization before 
submitting an offer and closing a deal. 

Talent Buyers Can Shop 
Around

It is common for an experienced talent 
buyer to evolve into their position after 
working many years for a promoter, a 
venue, or a booking agency where they 
have developed industry contacts and 
relationships with the major exclusive 
agents over time. These talent buyers can 
easily navigate through the agency gate-
keepers and often talk to the agents daily 
about multiple buying opportunities for 
their clients. They can be an invaluable 
source of information for you and the 
advantage they share with a middle agent 
is that neither of them is limited to book-
ing artists from one exclusive roster. They 
can check availabilities on any artists you 
are interested in booking, which may 
involve discussions with many exclusive 
agencies. The main difference between 
a talent buyer and a middle agent is 
that a talent buyer normally limits their 
involvement on your event through the 
booking process. They can provide you 
with all of the pertinent information 
you need on which to base a booking 
decision. Their value lies in their ability 
to leverage their experience, negotiating 

skills and potential routing opportuni-
ties to secure an artist for you at the best 
price. They will also recommend changes 
to the contract for your approval that will 
protect your interests and reflect industry 
best practices. Talent buyers may charge 
either a flat amount ($2,000 to $2,500) 
per artist booked or a percentage of the 
artist fee (often 10% depending on the 
artist fee). Agreeing to a flat rate or cap-
ping their commission keeps the financial 
incentive from increasing along with 
artist fees. Generally, the amount of time 
the talent buyer spends on booking a 
$20,000 versus a $50,000 act is the same, 
so depending on your total talent budget 
it’s usually to your benefit to negotiate a 
ceiling on the fee. 

In any case though, good talent buyers 
(like middle agents) will “pay their way” 
by saving you more money than the fees 
they charge. Specifically, talent buyers will 
(1) save you time (= money) by acting as 
a clearinghouse for all communication 
with the exclusive agents; (2) potentially 
save you money by using their contacts 
and relationships to route artists into 
neighboring cities and states to achieve 
discounts on their artist fee; (3) be of-
fered opportunities by exclusive agents to 
book acts who are “on their way up” at 
entry-level rates as a result of their long-
standing relationships. 

Middle Agents Work Best at 
the Front of the Line

Middle Agents buy talent also but differ 
from more limited service Talent Buyers 
because they typically offer a larger suite 
of services (in addition to talent buy-
ing) that can also include onsite stage 
and production management, artist rider 
fulfillment (i.e. coordinating internal 
ground transportation, flights, Hotel, and 
catering for the artists). Many middle 
agents provide turnkey, soup-to-nuts 
solutions that can also include marketing, 
production, security management, con-
cessions management and infrastructure 
design (i.e. fencing, table, tent and chairs, 
and portable toilets rental and place-
ment). Many middle agencies have the 
experience and infrastructure to manage 
entire festivals but may also work on an a 
la carte basis that is solely dependent on 
the specific needs of an event. 

Experienced middle agents (and talent 
buyers) have a lot of insider informa-
tion and anecdotal evidence on artists 
as well as quantifiable resources at their 
disposal of an artist’s tour history that 
includes ticket prices and attendance 
records which are good indicators of an 
artist’s current ability to draw an expected 
crowd size. Because neither is limited to 
a single artist roster, they are happy to 
provide their clients with information 
that will help them make an informed 

							Fall	2011						 IFEA’s ie: the business of international events	 31



decision before they’re ready to give their 
middle agent the go-ahead to submit an 
offer. They have no qualms about divulg-
ing an artist’s abuse problem(s) or their 
predilection for showing up late to gigs. 
Unlike the exclusive agent, the middle 
agent can steer you away from a certain 
artist without fear of losing a sale because 
there are always other artist options 
available with other exclusive agencies. I 
was very close to booking a well-known 
southern rock artist for a festival headline 
position but was uneasy about his well-
publicized drinking. While the exclusive 
agent spoke highly of his music, he never 
once mentioned the possibility the artist 
might show up drunk. I happen to know 
one of this artist’s bandmates and called 
him about the artist’s current habits. His 
advice was “It just depends - some shows 
are great and on other shows he is six 
sheets to the wind.” We passed on that 
artist based on a candid insider remark 
– catching this artist on a bad night 
could have cost us a client but instead it 
enhanced our value.

Middle agent fees depend on the size 
of the event and the additional work they 
are contracted to perform in addition to 
the talent buying. Typically middle agen-
cy fees are based on a percentage (often 
10%) of the budget they are responsible 
for; however, flat fees can also be negoti-
ated with most of them. 

There is another variety of middle 
agent that should be mentioned and that 
is regional or national promoters (like 
AEG or Live Nation) that can be con-
tracted to book your entertainment and 
provide ancillary services. They should 
be considered but know that generally 
they will charge higher fees and may not 
consider a certain artist for the festival if 
it would be more lucrative for them to 
book that artist in the market on another 
show later in the year. The national pro-
moters would have a distinct advantage 
in securing a routed date for their client’s 
festival but understand that any discount 
achieved in the artist fee may never be 
realized by the festival.

Putting Added Value on the 
Table

Both straight-up talent buyers and tal-
ent buying middle agencies also provide 
intrinsic value to your organization in 
the exclusive agency negotiations phase 
prior to an offer being submitted. Herb 
Cohen, the late entertainment industry 
executive and author of “You Can Negoti-
ate Anything” discusses three ever-pres-
ent variables in the negotiation process: 
Power, Time and Information. All three of 
these crucial variables can be used to your 
benefit by enlisting the help of an experi-
enced talent buyer or middle agent. 

Two of the most important sources of 
power a talent buyer can exercise in their 
discussions with the exclusive agencies 
are power of competition and power of 
expertise. The exclusive agents sell in a very 
competitive marketplace with hundreds of 
available bands represented by competing 
agencies vying to win a position on your 
festival stage. The talent buyer uses the com-
petitive environment as leverage in their ne-
gotiations by making the exclusive agencies 
aware that they are exploring all options. 

Obviously, this power can also be 
exercised by a festival manager in the DIY 
scenario but chances are they will have 
fewer agency contacts and alternative 
opportunities to leverage. The power of 
expertise comes with your talent buyer 
who is an experienced industry profes-
sional and is known by the exclusive 
agencies. Additional positioning power 
is achieved by keeping a buffer between 
the festival manager and the exclusive 
agencies if they are limited to communi-
cating only with your talent buyer. While 
the exclusive agency may prefer to deal 
directly with the festival manager (i.e. the 
decision maker) they will welcome the 
middle agent’s involvement because of 
their long relationship and track record. 
In doing so, you will enhance your nego-
tiating position by forcing the exclusive 
agent to deal only with your talent buyer. 
Adding the middle agent to the mix takes 
your festival manager off the front line 
and keeps the exclusive agents at bay.

The other two variables (information 
and time) are also leverage points for your 
talent buyer. We previously discussed the 
kind of information you will not get from 
the exclusive agent but all information is 
readily available from the middle agent. 
Objective information on an artist can 
either persuade or dissuade you from sub-
mitting an offer. The risk is too great for 
the exclusive agent to provide too much 
information but on the other hand it can 
enhance the value of your middle agent by 
providing it. The experienced talent buyer 
also knows how to leverage time in your 
favor. Because the exclusive agency knows 
only too well that the closer to the date 
they are trying to fill, the likelihood of fill-
ing that date diminishes. If the date passes 
without it being booked – it is inventory 
that is lost forever. On the other hand, 
the DIY festival manager is under lots of 
pressure on multiple fronts as the festival 
nears and may appear more anxious to ex-
ecute a deal which might be to the agent’s 
benefit and not the festival’s. 

Sidestepping Landmines and 
Fielding Monkey Wrenches

As we conclude, let’s look at another 
anecdote further illustrating the value of 
having a talent buyer or middle agent in 

your corner when you start shopping for 
national entertainers. Working as a middle 
agent a few years ago, I booked a three 
day festival that had been on sale for a 
month and was exactly one week out from 
its opening. All the radio spots had been 
running for weeks, the print ads were more 
frequent and all the editorial and press 
releases had been put to bed. Everything 
was percolating along just fine and advance 
sales were on target when we received a call 
one Thursday afternoon from the exclusive 
agent for the band he was calling about. 

In an apologetic tone he told me the 
lead singer of our Saturday night headliner 
cancelled the date due to a throat problem. 
I totally understood because this “singer” 
normally sounded like he had just gargled 
with a glass full of Drano. After accepting 
reality, I immediately called the festival 
director who dropped the phone, became 
speechless and started shaking all over. She 
was undeniably crippled by the news. We 
just couldn’t let her die on the table so in-
stead got to work. I put out an APB to every 
exclusive agent I knew and by Friday noon 
we had a better-than-acceptable replace-
ment booked. By Friday evening the recut 
radio spots were running with a music bed 
much stronger than the original spots and 
tickets sales were back on track.

A week out, festival staffs are typically 
overwhelmed with the last minute situa-
tions like tents getting blown down in a 
storm, permits that haven’t been approved, 
visits by the alcohol beverage commission, 
ongoing sponsor requests and other criti-
cal needs. The busy festival director wears 
many hats and has other responsibilities 
that may suffer if they’re unavailable to 
meet with event sponsors, City Officials 
and board members because they are still 
having to take calls from exclusive agents. 
There are excellent alternatives available 
that can help lighten the staff load at little 
to no extra cost if the festival manager 
decides it is in their best interest to accept 
some assistance and not “go it alone.” 

Mark Johnson	has	enjoyed	a	well-
rounded	career	in	both	the	entertain-
ment	and	event	ticketing	industries	
that	included	senior	management	
positions	with	event	and	festival	
producers	and	ticketing	solution	pro-
viders	in	multiple	major	US	markets.	
Mark	has	booked	local,	regional	and	
national	entertainment	for	concerts	
and	festivals	and	produced	a	variety	
of	events	over	several	decades	in	
addition	to	performing	consultancies	
with	venues,	event	producers,	sports	
teams,	and	promoters.	

Mark	can	be	reached	at	281-751-
7199	or	mejtex1111@gmail.com.
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Wine Festivals, Heart Walks, outdoor 
sporting events, The Academy Awards, 
even garage sales all have one thing in 
common...concern about the weather. 
Generally, the better the weather, the 
better the turnout, and most important 
for the event organizers, the more money 
is made. Yes, more money is made from 
larger crowds, but the quality and profit 
of the event is also affected by not hav-
ing to rent expensive tenting or having 
to revert to Plan B, using less desirable 
weather back up plans.

But hey, it's the weather! It's Mother 
Nature! What are you going to do? 

Remember the old saying... "Everybody 
talks about the weather, but nobody does 
anything about it."  Well let me tell you, 
this weather saying needs to be changed 
because some folks are doing something 
about the weather for your event. Despite 
this being 2011, nobody has figured out 
how to control the weather yet, but there 
is a way to better "plan" around the 
weather with a more accurate and person-
alized forecast. 

The United States and Canada do have 
their own nationwide, government run 
weather services, who generally do a good 
job at just that, "generalized" forecasts for 
large geographical areas. Most countries 
worldwide have these types of govern-
ment sponsored weather services, avail-
able to the public free of charge. And, in 
this day and age, if you want a forecast, 
just check the internet or turn on the TV 
to your national TV weather networks. 
Weather information is all over the place 
and it costs nothing.  If you have an event 
and can live with a forecast of "30% 
chance for rain today," great! More power 
to you. But, if a 30% chance of rain just 
isn't good enough and you need more 
specific details, you need times of rain, 
exact temperatures, a forecast pinpointed 
to your exact event location, more lead 
time (a forecast 10 days or more in 

by	Wayne	G.	Mahar
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More precise and detailed forecasting 
like this can also be used for other aspects 
of managing and planning events. For 
instance, if you knew a week or more in 
advance that it would be unseasonably 
chilly for your event, maybe this advanced 
warning might have you cutting back on 
ice cream but stepping up your supply of 
warmer foods and drinks. On the other 
hand, it you knew it would be unseason-
ably hot and humid, you could increase 
cold drinks, ice cream and popsicles. 

If you knew it would be wet for much of 
your event, then besides moving some of 
the festivities inside and ordering tenting, 
you might find having umbrellas and rain-
coats for sale could be a money maker. 

What about your event advertising and 
promotion? Money spent worthwhile OR 
money down the drain? The public hears 
the chance for rain in the forecast and 
they think your event will be a wash out. 
Don't let them think that! Beat them to 
the punch. Gear your advertising to the 
weather ahead of time so they know your 
event is still going on, is weather proofed 
and still plenty of fun!

Now keep in mind, weather forecast-
ing is an inexact science!  It is one of 
the few jobs that involves predicting the 
future. Simply and honestly put, there 
are bound to be times when something 
changes, and that’s where updates come 
in. One of the only other jobs I can think 
of that involves predicting the future on a 
regular basis is a stock broker or invest-
ment counselor, and all we have to do is 
think about the past few years and you 
can decide for yourself how accurate that 
information has been.

True event weather stories, or Tales of 
event stress! You decide.

Hillary Harris, renowned and award 
winning Director of Special Events for 
Warner Brothers in Los Angeles, had a 
particularly "trying" experience with the 
weather last year. A giant outdoor event 
with tens of thousands of dollars on the 
line, and rain was in the forecast. The easi-
est thing to do would have simply been 
to cancel the event, but that was the last 
thing Hillary or the client wanted to do. 

So Hillary called to get some more 
precise private weather forecasting going. 
Nobody can tell this story better than 
Hillary herself, and she does just this in 
her blog "Hill on Hollywood" at this link.
http://www.hillonhollywood.com/
(Scroll down to her entry of May 10, 2011 
entitled "It never rains in California.")

Can you feel her angst and stress while 
she tells her story? I am sure many of you 
can "feel her pain."

The weather can certainly play a big 
part in weddings too. Prime example, a 
high profile Hollywood actress had her 
wedding in Ojai, California earlier this 

year. The "public/online/national TV" 
forecast had simply "30% chance for 
rain." If your son or daughter has a soccer 
game scheduled for Saturday morning, 
it's not that big of a deal. But, if you are 
famous and have a lavish outdoor wed-
ding and reception planned that takes 
all week to set up for, a forecast of 30% 
chance for rain just doesn't cut it.

In a situation like this, not only were 
more precise and detailed forecasts sent 
out daily well in advance of set up, but 
on the wedding day, meteorologists were 
in communication with the wedding 
planner, in this case Yifat Oren of Yifat 
Oren & Associates http://yifatoren.com/.   
Yifat and her expert team of wedding 
planners were on site and they received 
weather and doppler radar briefings every 
hour. Try getting that type of service off 
the internet or television!

So, how about your next outdoor 
event? Is the weather "tricky" in your 
event location? Are you confident in a 
weather forecast that calls for 30% chance 
for rain? Can you call someone and chat 
about your weather concerns? If these 
important questions leave you uneasy, 
then maybe you should check out private 
weather forecasting and see the difference 
for yourself.

Wayne Mahar	is	the	President	of	
Precision	Weather	Service,	a	private	
weather	consulting	firm	based	in	
Syracuse,	NY.	Precision	Weather	
Service	is	the	leader	in	special-
ized	weather	services	for	all	types	
of	events	including	whose	clients	
include	most	Hollywood/LA	movie	
studios	and	the	largest	NYC	and	LA	
based	event	companies.	Some	of	
our	clients	and	credits	include	The	
Academy	Awards,	Grammy's,	Golden	
Globes,	Cannes	Film	Festival,	Sun-
dance	Film	Festival,	NBA	All	Star	
Game,	MTV	Spring	Break,	2010	AHL	
Outdoor	hockey	game,	hundreds	of	
movie	premieres	and	parties	through	
DREAMWORKS/Paramount,	
NBC-Universal,	Warner	Brothers,	
BestEvents	LA,	ELS	Lights,	CynFull	
Productions,	RelativityMedia,	Silver	
Birches,	and	Yifat	Oren	&	Associates	
and	famous	Hollywood	weddings.	

Be	sure	to	visit	us	at	the	IFEA	annual	
convention	in	Fort	Worth	in	Octo-
ber	and	register	at	our	booth	to	win	
FREE	EVENT	FORECASTING.

Website	at	www.precisionweather.com.	
Find	us	on	Facebook.	
Phone:	315	638-1666
wmahar@precisionweather.com

advance before your event begins), AND 
your own meteorologist always only a 
phone call away, none of these previously 
mentioned weather sources will help 
you make that critical, "money on the 
line" decision. What you need is a private 
weather service!

A private weather service works only 
for you and your event!  No generalized 
forecasts covering large geographical 
areas. Private forecasts pinpoint your 
exact location and take into consider-
ation your events proximity to bodies of 
water, hills and any other local effects. 
Forecasts are detailed hour by hour, 
updated as needed (not just at set times 
like most other forecasts), and if you have 
questions or concerns, you have your 
own meteorologist available 24/7, only 
a phone call away. All of this means you 
have a forecast that is not only MORE 
accurate, but more dependable and more 
useful! Private forecasting firms work for 
YOU and YOUR event! They build their 
reputation on being more accurate than 
anything else available.

At this point you are probably asking 
yourself, "How can they do this?" and 
"Is there really that much of a difference 
between the forecasts I get for free and a 
private weather service?" The answer is a 
definite yes! There IS a big difference. The 
fact is this. The primary concern for most 
government weather services is essentially 
to "Alert the general public of severe, life 
threatening weather," and they gener-
ally do a good job at it. That is the most 
important thing they do. The "general, 
public forecasts they provide most media 
each and every day is not their primary 
task. For a private weather service how-
ever, getting YOUR forecast of rain or 
temperatures or wind IS the primary task!

What makes the difference in the 
quality of forecasting? First, know that 
meteorologists worldwide all begin with 
the same, basic weather data i.e.: satellite, 
radar, computer models etc.  So how can 
the forecast be that much more accurate? 
Another great question! Here's how. 
Private forecasters, besides knowing the 
exact location and topography for your 
event, have also spoken with you and 
know what your primary concerns are. 
Knowing this, they can more readily "be 
on the lookout" for these specific weather 
elements for you. And here's another huge 
difference. The time spent on a forecast. 
Private meteorological firms spend a great 
deal of time on just YOUR event forecast. 
They don't have to worry about forecasting 
for 15 zones covering 10,000 square miles. 
That "pin point analysis and forecasting" 
accounts for greater accuracy and more 
detail, and a forecast that helps you plan 
with and around the weather and allows 
your event to go more smoothly.
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Corporate Social Responsibility
More corporations are launching vol-

unteer programs to grow their corporate 
image and employee loyalty. Companies 
want to show that they are committed to 
their home communities while providing 
volunteer opportunities for their employ-
ees to give back. 

Your first task? Work with your exist-
ing event sponsors to extend volunteer 
opportunities to their employees. Cor-
porations often have internal communi-
cation sites specifically geared to share 
volunteer opportunities. They may look 
for options to “own” a specific shift or 
area, such as information booths, water 
stations or food booths by staffing com-
pletely with their corporate volunteers. 

Your second task? Work with your 
internal event sponsorship team to 
share their contacts or have them ask 
their contacts who might be in charge of 
their employee volunteering. Getting a 
company involved in your organization 
on the volunteer level will strengthen 
their sponsorship and connection to your 
organization. If the company is a sponsor 
prospect, having them volunteer (and 
enjoy their volunteer experience) can 
only help sell the sponsorship package 
by building the relationship between the 
company and your event. 

Your third task? It is all about net-
working. Get involved in your local 
chamber to meet business people in 
your area. Talk to friends and family who 
work for large corporations. Do they 
know who coordinates volunteer activi-
ties for their business? Look around at 
other community events and charitable 
activities. Which corporations are actively 
represented through the volunteers? And 
“mine” your LinkedIn account to see if 
any of your friends, colleagues or associ-
ates are “contacts” within businesses in 
which you seek to recruit volunteers. 

Many companies seek employees who 
are active in the community but they 

Part	of	Volunteer	Management	Series	#7

Growing	Your	Volunteer	Base
Need	more	volunteers?	Looking	for	new	recruiting	sources?
Consider	these	tried	and	true	options	recommended	by	
volunteer	management	experts.

by	Joelle	Baugher
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leagues to join them if you just ask. Pro-
vide recruitment reminders and volunteer 
registration links to your volunteers early 
and often.

Create Incentive Programs – Reward 
volunteers for registering early, or for 
registering for multiple activities or 
numerous hours. Volunteers working the 
most hours and the most difficult jobs 
could receive a simple volunteer recogni-
tion gift, such as $5 giftcards or event 
merchandise like t-shirts. Invite current 
volunteers to a volunteer appreciation 
party and use this as a recruiting oppor-
tunity by allowing them to bring a guest. 
Hold drawings for additional prizes to 
keep people connected to your event. 
Consider rewarding volunteers who have 
worked hard for you by giving them the 
first opportunity to select jobs and shifts.

Newsletters – Create a volunteer news-
letter to stay in touch year round. This 
will help keep your volunteers engaged, 
interested and up-to-date with your event 
happenings. You can use the newsletter to 
announce new volunteer opportunities or 
new and exciting happenings within your 
organization. This communication will 
create an “insider” atmosphere.

Board Members – Ask your board 
members to get you in front of the 
groups, businesses and organizations 
with which they work regularly. Board 
Members have an interest in your organi-
zation and they will often serve as  
an advocate for your efforts and can  
help you promote the volunteer oppor-
tunities. Remember they have a direct 
interest in your success. They just need to 
be asked to help.

Work With Other Organizations 
– Work with your CVB or Sports Com-
mission and ask them to send a message 
that you create to their volunteer database 
advertising your volunteer opportunities, 
including a link to your registration site. 
Do the same with other major volunteer 
organizations, organizers of large sport-
ing and music events, marathons, etc., 
even the local United Way. Such groups 
may simply help you or they may be in-
terested in reciprocal sharing of volunteer 
databases. If you think there may be such 
a reciprocal request, make sure you have 
permission from your volunteers. Include 
a question on your volunteer site that 
indicates each individual’s willingness to 
be contacted by other organizations. 

Community Websites – Post your info 
and registration link on your local com-
munity “things to do” websites. Many 
news outlets have such a page on their 
websites and they want this information.

Newspaper – Submit short notices to 
the newspaper at regular intervals regard-

ing volunteer opportunities. For sporting 
event volunteers, send your notice to 
the sports editor. For civic, charity and 
fundraising events, submit it to the editor 
of the most appropriate section.

TV and Radio – Submit notices to 
broadcast stations. They may include 
your call-out for volunteers on a slow 
news day or during a time allotted to 
such information. When doing this, it is 
extremely important to have an easy way 
for volunteers to respond, as they will not 
be able to write down a web address. One 
option is to get a link in advance on the 
station’s web site, allowing the station to 
drive more traffic to its own site. 

Good Match – What type of person  
or group would want to volunteer for  
this event or specific job? Target and 
reach out to those affinity groups that 
would naturally be drawn to the event 
you are organizing. Going beyond the 
obvious -- music students who could  
help with a jazz festival, adult soccer 
leagues that could help with a soccer 
tournament -- think about the connection 
between the volunteer and the activity.  
If you need to set up at 4:00 AM, why  
not ask a military group to help? Need 
volunteers at 1:00 PM on a school day? 
You won’t want to target high school stu-
dents, even if the event is otherwise of  
interest to them. Does a shift require 
lifting or other physical strain? You may 
have a lot of tasks for your older volun-
teers, but you probably won’t want to 
recruit them for strenuous work.

Most importantly, do take time to 
make sure the volunteer and the volun-
teer job opportunity is a good match. 
This step will help ensure a good volun-
teer experience for everyone.

don’t always make it easy for organiza-
tions seeking volunteers to find the 
right contact person. The titles of people 
in charge of employee volunteering 
can range from specific (Community 
Outreach Liaison) to vague (Project 
Manager). It always helps if you can find 
someone in the company or a personal 
contact to make introductions.

The Millennial Generation 
A postcard is a waste of printing and 

postage for this younger crowd. Keep your 
efforts green and low cost with social 
media. Take it virtual.

The younger the potential volunteer 
the more likely their use of social media, 
but to get their attention, you need to 
speak their language and connect with 
them in a meaningful way on Facebook, 
Twitter, LinkedIn, etc. Post pictures of 
the volunteers from the event(s) wearing 
event t-shirts or participating in fun event 
activities to get a buzz going online. 

Get volunteers and potential volunteers 
involved early. Engage them with short, 
fun polls on your Facebook or Twitter 
sites. Hold a contest for best shirt design 
and have your ‘fans’ vote for the winner 
on your Facebook page. Or have your 
‘fans’ pick the event theme for the year 
or the theme for the volunteer apprecia-
tion day event. Put out a call for specific 
volunteer jobs and make it creative and 
fun. If you need volunteers for an info 
booth, ask for “those people who always 
have ALL the answers.” 

And don’t forget the value of referrals! 
Once a volunteer has registered to partici-
pate, suggest that they post the volunteer 
registration link to their personal facebook 
page or on their twitter account to help 
bring this fun volunteer opportunity to the 
attention of their friends and family. 

Other Tips for Overall 
Recruitment

Begin by Consolidating. Make certain 
your database is clean and up to date. Do 
you have all of your existing volunteers 
in your online database? Include those 
volunteers without email who cannot be 
contacted electronically. Check with your 
event staff to make sure you are not work-
ing from multiple lists. Eliminate stray 
spreadsheets and scraps of paper with 
volunteer information. 

Utilize Existing Volunteers. The best 
source for new volunteers is your network 
of existing volunteers. Actively work 
to ensure your volunteers have a great 
experience. Make them feel they are a part 
of the event team and they will return 
year after year. As a by-product, they will 
encourage their friends, family and col-

Joelle M. Baugher	is	an	Account	
Manager	at	TRS	–	The	Registra-
tion	System.	Before	coming	to	TRS,	
Joelle	was	responsible	for	the	500	
Festival’s	entire	volunteer	effort	as	
the	Volunteer	Manager	managing	
over	7,000	volunteers	across	nearly	
50	events	and	programs.	TRS	clients	
include	the	2011	North	Texas	Super	
Bowl	LOC,	Kentucky	Derby	Festival,	
Indy	500	Festival,	Cisco	Ottawa	
Bluesfest,	2011	NCAA	Men’s	Final	
Four,	Seafair,	2011	EuroGames	and	
International	Children’s	Festival.	

Joelle	can	be	reached	at	
1.317.644.6980	or	jbaugher@
theregistrationsystem.com.	For	more	
information	on	TRS,	go	to:	www.
theregistrationsystem.com.
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The City of Allen Parks and Recreation 
Department is no different than most 
organizations in the fact it holds its em-
ployees, volunteers and boards to deliver-
ing the highest level of customer service. 
Although customer service is held in 
such high regard by the department, no 
formal customer service philosophy, poli-
cies, procedures and expectations were 
formally established from 1978 to 2007. 
To ensure seamless customer service 
consistent from top to bottom, facility to 
facility and event to event the department 
decided to employ a grassroots approach 
to creating its own customer service phi-
losophy and implementation. 

You may be asking yourself what 
exactly is a customer service philosophy? 
A customer service philosophy is similar 
to a mission statement in that it states 
what broad expectations your organiza-
tion has regarding customer service. After 
many hours of collaboration “Delivering 
Remarkable service by Empowered employ-
ees creating Amazing experiences resulting 
in Lasting impressions” or REAL for short 
was instituted by the City of Allen Parks 
and Recreation Department.

Before we explore the steps necessary 
to create your own customized customer 
service philosophy let’s first remind 
ourselves of the importance customer ser-

vice plays in our success. We all know if 
someone has a horrible customer service 
experience he/she will tell everyone about 
it. Providing extraordinary customer ser-
vice to your patrons will not only build 
customer loyalty but encourage them 
to spend more time and money at your 
event as well. Having raving fans helps 
create favorable political support for the 
next time you ask for additional funds or 
to try something new and radical. 

We cannot forget internal customer 
service is just as important as external 
customer service. Maintaining a positive 
environment for employees and volun-
teers that is unwavering during even the 
most intense times helps uphold motiva-
tion and loyalty. Having complete orga-
nizational buy-in and support in regard 
to delivering remarkable customer service 
helps ward off a stressful and unhealthy 
work environment, lost revenue and a 
bad reputation.

So, how did the City of Allen Parks 
and Recreation Department develop their 
own customer service philosophy using a 
grassroots method? Here’s how.

Assembling the Team
The first crucial step in creating a cus-

tomer service philosophy is to assemble 
a dedicated team of individuals who 
will be responsible for its development, 

How	to	Create	a	Customized	

Customer Service 
PHILOSOPHY 

for	Your	Organization
By	Tiffany	Harben

Welcome! Is there anything I can 
assist you with? Thank you for 
coming! Customer service seems 

so simple yet has one of the greatest im-
pacts on a customer’s experience during 
an event. A large portion of the success 
of an event is a product of outstanding 
internal customer service between staff, 
volunteers, sponsors and vendors that 
transforms into outstanding external 
customer service to patrons.
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implementation and ultimate success. Put 
together a team who represent a diverse 
cross section of your entire organization. 
Include part time staff, full time staff, 
volunteers and board members. Utilizing 
a diverse team will help ensure you take 
into account all areas of your organiza-
tion as it relates to customer service. 

When picking your team, choose 
wisely. Focus on individuals who take 
initiative, have time to commit to the 
process and understand and demonstrate 
exceptional customer service themselves. 
Make sure the team knows they will not 
only be responsible for developing the 
philosophy but also for disseminating the 
message throughout the organization.

To guarantee the group is successful, 
construct a proper size group for your 
particular needs. When a group gets too 
large, often times it is difficult for things 
to get accomplished. If a group is too 
small the workload may become over-
whelming. You are the best barometer of 
what size group to assemble. It is impera-
tive throughout the process to instill a 
climate of openness and equality. Make 
sure everyone knows all ideas and input 
are welcome and everyone has a voice.

As the work load increases tasks can be 
distributed individually, and you might 
entertain the idea of putting together 
subcommittees. To prevent monotony, 
alternate meetings with the entire group 
with smaller individual subcommittee 
meetings. Make sure throughout the 
process to take time to solicit feedback 
from others outside the group ensuring 
the team is heading in the right direction. 
Adding or replacing members throughout 
the process is a great way to breathe new 
life into the creative process. Added mem-

bers can provide additional feedback, 
new ideas and a different prospective. 
Each time the group moves from one task 
to another use those shifts in energy to 
recruit new members. 

Using a grassroots campaign including 
a wide variety of individuals from your 
organization will help increase buy-in. 
Creating a customer service philosophy 
that is a group effort from the bottom up 
and not a mandate handed down from 
management, typically proves to be much 
more successful.

Develop the Philosophy 
When developing the customer  

service philosophy first start by creating  
a customer service statement. When  
developing your customer service state-
ment, why reinvent the wheel? Identify 
businesses and organizations you know 
have excellent customer service. Where 
have you received excellent customer 
service? Research those companies for 
ideas you can apply to your organization. 

When researching companies for the  
City of Allen Parks and Recreation state-
ment our group studied Chick Fil-A,  
Disney World and Nordstrom’s and 
picked key words and concepts we felt  
fit our need.

When developing the statement,  
use power words. A thesaurus is a  
great tool to use for this step. The REAL 
Customer Service Statement features  
the words remarkable, empowered,  
amazing and lasting. Replacing basic 
words like “great” with “outstanding” 
“distinguished” or “excellent” helps  
evoke much stronger emotions.

Make sure the statement is memorable. 
Having a customer service statement 
that is lengthy and overcomplicated will 
be hard for your organization to adopt. 
You might consider using an acronym or 
catchy phrase. Also, verify the customer 
service statement is consistent with your 
current mission and vision statements. 

After you have developed your custom-
er service philosophy consider creating 
guiding principles to help further define 
what customer service is for your orga-
nization. Guiding principles break your 
statement into further detail and define 
what customer service will look like in 
your organization. For instance, remark-
able service may be defined as:

Being accessible to your customers and 
responding to them in a timely manner 
with clear and accurate information.
Exercising flexibility and responding to 
changing customer needs.
Seeking to delight your customers and 
establish close customer relationships.
Providing seamless, consistent service 
from facility to facility and location to 
location. Your service level will become 
the brand by which you are known.

•

•

•

•

Make sure through-
out the process to take 
time to solicit feedback 
from others outside 
the group ensuring the 
team is heading in the 
right direction.

Creating service stan-
dards further defines 
your guiding principles  
by establishing a standard 
practice by which it will 
be carried out.
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Tiffany Harben	has	been	with	the	
City	of	Allen	for	5	years	and	com-
pleted	her	internship	with	the	Parks	
and	Recreation	Department,	served	
as	Tournament	Coordinator	at	Chase	
Oaks	Golf	Club	and	is	now	the	
Special	Events	Coordinator.		Tiffany	
was	one	of	the	founding	member	of	
the	REAL	Customer	Service	Team	
and	has	served	as	a	trainer	as	well	as	
Committee	Chair	of	Training	for	the	
REAL	Team.			

Recognizing your internal custom-
ers are as important as your external 
customers, because requests from your 
co-workers ultimately help you provide 
outstanding service to your customers.

If the ultimate goal is to have a system 
by which you can track the success of 
your customer service philosophy you 
may consider adding an element that can 
be measured. Creating service standards 
further defines your guiding principles 
by establishing a standard practice by 
which it will be carried out. For example, 
being accessible to your customers and 
responding to them in a timely manner 
could be defined as returning all phone 
messages within 24 hours. 

Customer Service Statement:  
remarkable service

Guiding Principle: 
being accessible to your customers  
and responding in a timely manner

Service Standard: 
returning all phone messages within  
24 hours

The creative portion of the process 
tends to take the most amount of time. 
Identifying and defining each element in-
cluding your customer service statement, 
guiding principles and service standards 
can be quite a daunting task. Make sure 
to allow your team adequate time to 
accomplish this large scope of work yet 
encourage them to work at a pace that 
is efficient and productive. The develop-
ment of your philosophy will prove to 
be one of the most rewarding parts of 
the process as you will then have all the 
details of your customer service philoso-
phy completed. 

Implementation
Now that you have a completed cus-

tomer service philosophy what should 
you do next? Creating a successful 
implementation plan will ensure you 
achieve the goal of having everyone in 
your organization understand and buy-in 
to your new philosophy.

When rolling out your new philosophy 
consider rolling it out in sections. You 
can roll the customer service statement 
out first to build excitement and anticipa-
tion for the steps to come. Making sure 
not to overwhelm people with informa-

•

tion is imperative. Consider disseminat-
ing information from the top of your 
hierarchical structure down. Having 
managers and supervisors buying-in first 
and practicing the information they have 
learned will help set an example for those 
in their divisions or work groups. 

One of the most efficient means of 
making sure everyone in your organiza-
tion received the same message regarding 
your philosophy is to develop a manda-
tory training program. Although develop-
ing your own training will take additional 
time it will ensure each person within 
your organization receives the same in-
formation. When soliciting trainers, turn 
to your existing team members as they 
already have a vested interest in the suc-
cess of the program. Use this opportunity 
to recruit additional staff as well. 

A great way to keep the customer service 
momentum going and in the forefront of 
everyone’s mind is to implement an inter-
nal recognition program. Who doesn’t like 
being formally recognized and rewarded 
for a job well done? Encourage people in 
your organization to nominate others who 
have demonstrated extraordinary custom-
er service. Create a committee that picks 
top performers and distribute rewards of 
gift cards, time off work, extra money or 
simply a silly prize. Creating an internal 
newsletter or including customer service in 
a portion of your existing newsletter will 
further recognize staff. 

As previously mentioned, design a mea-
surement tool for internal and external 
customer service. Establish a benchmark 
prior to rolling out your philosophy and 
then re-measure your results six months 
and one year down the road. Conduct 

Although developing 
your own training will 
take additional time it 
will ensure each person 
within your organiza-
tion receives the same 
information.

surveys, establish focus groups and secret 
shop your event to gain a better under-
standing of the customer service your or-
ganization offers. How better to know just 
how much your hard work has paid off?

Going forward, re-evaluate your cus-
tomer service statement, guiding princi-
ples and service standards regularly. As we 
all know things change so quickly in this 
industry that which worked before may 
become obsolete. Make sure to frequently 
update and make changes as needed.

Customer service plays a great impor-
tance in the event industry as events are 
a customer service based product. If your 
event is successful year after year, creating 
your own customer service philosophy 
will only help enhance and improve the 
service you already offer. Although the 
process does seem to encompass quite 
a bit of work, creating a detailed plan 
customized to your organization’s beliefs 
allows all those involved to conduct 
themselves as you have defined. As we all 
know there is always room for improve-
ment and what better area to do so than 
customer service.
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“Coming through is Brace, throws it in 
front … Maidens in front … scores! The 
Attack win the Ontario Hockey League 
championship!”

At 22,000 people, Owen Sound is the 
smallest market in the Ontario Hockey 
League; a proving ground for many 
young players on their way to the pros. 
I have the good fortune to be the City 
of Owen Sound’s Event Facilitator, and 
I knew as soon as I heard our team, the 
Owen Sound Attack, win its first provin-
cial title, that something big was about  
to happen.

This is the story of what took place 
over the next several hours, and the les-
sons learned that I hope may prove to be 
helpful to other event planners who find 
themselves in similar situations. When 
the excitement level is already high, you 
need to capitalize on it and give the 
people an opportunity to celebrate safely. 
When all the right ingredients are com-
bined, you can help create memories that 
will last a lifetime. 

INGREDIENTS:  
General Elements That Every 
“Instant Event” Requires

FOCUS OF EXCITEMENT. In this case, 
the focus is a winning hockey team. But 
the focus could be any athletic cham-
pionship victory, winning a bid for an 
international event like the Olympics, or 
any other significant accomplishment. 
The point is, there is something that all 
of the community is very excited about, 
and the invitation to celebrate the victory 
together will be enthusiastically received.

KEY ORGANIZER. This can be a profes-
sional event planner or a volunteer, self-
selected or appointed. Whoever it is, they 
need to be ready to jump into action and 
do whatever is required.

CHAIN OF COMMAND. The key orga-
nizer needs to know who calls the shots 
and go to the top of the command chain, 
starting with whoever they report to di-
rectly, and quickly drawing in the officials 
who can make command decisions, i.e. 
Mayor, City Manager or CAO, Chief of 
Police, etc.

COMMUNICATIONS STRATEGY. If you 
haven’t had the chance to plan this out in 
advance, just make use of every medium 
available. In our case, this included text 
messages, Facebook messages, phone 
calls, email, and multiple radio stations. 
Tip: be positive! Once you have buy-in 
from the top, you have all you need to 
create the momentum for a successful 
event, so announce the time and location 
on all media as soon as you can, then fire 
on all cylinders to get everything ready in 
time!

RALLY VENUE. This may be obvious, as 
in the case of a winning sports team, or 
it may require some thought. Make sure 
you’re familiar with the venues in your 
town where a large rally may be held.

RECIPE
Here’s how we mixed all the ingredi-

ents together for a successful instant event 
this time in Owen Sound. 

First, a quick background summary to 
help you understand what all the excite-
ment was about. 

The final championship game was 
played in Mississauga, a city of 700,000 
people on the outskirts of Toronto, less 
than a 3 hour drive from Owen Sound. 
In spite of being situated in an urban 
area of over 3 million people, Missis-
sauga fans were in the minority at most of 
the final series games played in that city. 
Owen Sound Attack fans far outnumbered 
local fans, perhaps because in an urban 

environment with multiple professional 
teams, even a top-rated amateur team 
(Mississauga’s team, the Majors, were 
rated #3 in Canada) has trouble draw-
ing a crowd. In a lower population centre 
without any professional sports franchise, 
in Canada at least, amateur hockey seems 
like it’s the only game in town. Add to 
that these facts: the Attack (rated #9 in 
Canada) weren’t even expected by many 
at the start of the season to even enter 
the playoffs, let alone take it all the way; 
after over 20 years in Owen Sound, the 
franchise had yet to win the OHL cham-
pionship; Owen Sound fans were instru-
mental in keeping the team alive after it 
was almost sold to another market eleven 
years ago; and most home games in the 
playoffs were virtually sold out . . . you 
get a picture of how enthusiastic Attack 
fans are. (This unlikely scenario of small 
town fans dominating in a big city market 
became a national news story that week.)

The success of our homecoming parade 
and rally were made possible by the 
“ingredients” described at the top of this 
article, as well as the Attack’s incredible 
fan base, and a little bit of serendipity. 
The final game was not played on home 
ice, but on a warm spring afternoon a 
relatively short distance away. So even as 
fans returned home in the early evening, 
they knew the team would be returning on 
its bus as well. If it had been a night game, 
or played a much greater distance away 
from Owen Sound, the victory celebration 
could not have happened on the same 
day as the game. Of course, if it had been 
the next day, we’d have had more time to 
plan the party, and I might have a few less 
grey hairs today! But, on the other hand, it 
might not have been as much fun.

IT’S ALL ABOUT TEAM WORK
Just like a master chef needs a team 

working together smoothly to prepare 

It	begins	with	a	moment	on	the	radio.	The	final	game	of	a	seven	game	
series,	after	several	hard-fought	series	to	reach	the	provincial	Junior	A	
Hockey	championship,	and	it	all	comes	down	to	this	moment:
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a fabulous gourmet meal for a large 
party, so does an instant event planner 
need a team of supporters and leaders 
that all focus together on the event, with 
determination and a common goal in 
mind. It could have been disastrous if 
egos or territorial concerns had gotten in 
the way. From the Mayor and Acting City 
Manager, Fire Chief and Chief of Police 
down the chain of command to the staff 
at the arena, everyone worked together in 
the certain knowledge that this needed 
to happen, it needed to be safe, and it 
needed to be a blast. And so it was!

If there were anything I would do dif-
ferently, I would have had an emcee lined 
up and a pre-approved budget to have a 
band playing in the arena itself while fans 
were waiting. Also, confetti guns, stream-
ers, balloons, etc. would have really 
added to the festive atmosphere. 

The most important lesson I learned 
from this experience is that sometimes, you 
have to roll with whatever’s happening and 
like a surfer on a super-sized wave, just get 
on top of the thing and ride it in. People in 
this situation, including numerous senior 
politicians and managers whom I report 
to, responded well to my no-nonsense atti-
tude. Someone needs to be in charge of an 
instant event and be empowered to make 
on-the-spot decisions.

You may be thinking, “Why not work 
out the details in advance and simply roll 
out the pre-planned victory party once 
the goal is scored and the word is given?” 
Well, sports fans are a superstitious lot, 
and before the final game, any talk of 
planning a victory party was quashed be-
cause we didn’t want to “jinx” the team. 
The last thing you want to do, when 
your team’s at such a critical moment, is 
distract them with anything beyond their 
immediate target - winning the champi-
onship. So all you can do is keep your 
head in the game, keep your schedule 
clear of any unbreakable commitments, 
and be ready to roll into action when the 
announcer says, “They win!”

3:30	PM	 The	winning	goal	is	scored.

4:00	PM	 I’m	at	home,	checking	Facebook;	the	“buzz”	is	growing.	Peo-
ple	are	asking	each	other,	“Is	there	going	to	be	a	parade?”

4:15	PM	 I	receive	a	phone	call	from	a	random	stranger,	who	has	
looked	my	name	up	in	the	phone	book,	also	asking		
about	a	parade.

4:20	PM	 I	send	a	text	message	to	my	manager,	Pam	Coulter,	the	
City’s	Director	of	Community	Services,	who	is	in	Missis-
sauga	at	the	game.	Are	we	going	to	do	anything?	She	
starts	making	inquiries.

4:25	PM	 I	call	the	Bayshore	Community	Centre,	the	team’s	home	
arena	in	Owen	Sound,	and	find	out	that	it’s	available		
that	evening.

4:26	PM	 I	call	and	talk	with	the	City’s	Facilities	Manager,	Craig	
Ruppenthal,	who	is	also	at	the	game	in	Mississauga.	He	
agrees	that	the	City	should	host	a	party	at	the	Bayshore.

4:30	PM	 Pam	calls	me	back	and	confirms	that	the	team	is	coming	
back	to	Owen	Sound	that	evening	and	is	open	to	having	
a	victory	party.	She	asks	me	to	contact	the	Mayor,	Deb	
Haswell,	and	the	Acting	City	Manager	Glen	Henry,	and	
start	putting	the	pieces	together.	

5:00	pm	 The	Mayor	has	talked	with	the	Chief	of	Police	and	the	Fire	
Chief,	and	they	are	organizing	parade	escort	vehicles.

5:30	pm	 Via	email	and	on	Facebook,	all	of	the	local	radio	stations	
have	been	alerted:	fans	are	invited	to	meet	the	team	bus	
when	it	arrives	in	town	at	approximately	8:30	p.m.,	and	
the	parade	will	go	from	the	City’s	entrance	through	down-
town	Owen	Sound	to	the	Bayshore	Arena.

5:45	pm	 We	want	to	have	music	playing	in	the	lobby	as	fans	arrive,	
knowing	they	will	likely	start	arriving	early	and	be	waiting	
quite	a	while	before	the	parade	arrives.	I	opt	for	a	guy	
with	an	iPod	hooked	into	a	900-watt	PA	system.	Hey,	
whatever	works!

6:00	pm	 Text	from	Pam:	the	team	is	still	in	Mississauga,	not	
expected	to	leave	until	6:30	at	the	earliest.	Getting	the	
word	out	via	Facebook	and	email	again:	team	arrival	
expected	to	be	a	little	later	than	planned.

6:30	pm	 As	I	know	others	are	mobilizing	logistical	aspects	of	the	
coming	event,	I	focus	on	getting	the	word	out,	posting	
all	over	Facebook	and	making	sure	the	radio	stations	are	
kept	up	to	date.	

7:00	pm	 I’m	on	my	way	through	town	to	the	Bayshore.	People	are	
already	starting	to	line	the	streets,	and	there’s	a	festive	atmo-
sphere	starting	to	build.	At	the	Bayshore,	even	though	the	

TIMELINE	TO	A	
VICTORY	RALLY	

(times	approximate)

From	a	background	in	theatre	pro-
duction	and	administration,	Doug	
Cleverley	branched	into	event	coor-
dination	when	he	moved	to	Owen	
Sound,	Ontario,	in	the	late	1990s.	
Since	2002	he	has	worked	for	the	
City	of	Owen	Sound	as	Event	Facili-
tator,	producing	events	with	budgets	
ranging	from	$3,000	to	$500,000.	
He	is	a	member	of	IFEA	and	Festivals	
&	Events	Ontario,	and	recently	com-
pleted	his	CFEE	qualifications.

Phone:	519-376-4440	ext.	1251
Email:	dcleverley@owensound.ca	
Website:	www.owensound.ca
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team	isn’t	expected	to	arrive	there	for	another	
two	hours,	parking	lots	are	filling	up	and	there	
are	people	everywhere.

7:15	pm	 One	look	at	the	crowd	already	in	the	parking	lot,	
and	the	Mayor	determines	that	the	arena	lobby	
will	not	be	nearly	large	enough	–	the	arena	bowl	
must	be	the	venue.	The	arena	entrances	are	
opened	up	and	people	start	entering.	

7:30	pm	 As	the	PA	is	being	set	up,	the	operator	
informs	me	that	he	does	not	have	“We	are	
the	Champions”	by	Queen.	A	small	obstacle,	
but	what	would	a	victory	party	be	without	this	
song?	Quick	thinking	and	technology	brings	
the	song	to	me	via	a	third	party	source.

7:45	pm	 Bagpiper	arrives	and	starts	playing	by	the	en-
trance	to	the	parking	lot,	adding	to	the	festive	
feeling.	Bayshore	staff	are	putting	a	red	carpet	
and	podium	out	on	the	ice.

8:00	pm	 I	start	making	announcements	over	the	PA	
as	fans	arrive,	letting	them	know	when	we	
expect	to	get	started	and	encouraging	them	
to	find	seats.	The	arena	is	open	but	there	is	no	
concession	stand,	no	entertainment	inside,	just	
a	big	room	full	of	excited	people.	The	team	is	
making	progress	towards	Owen	Sound,	how-
ever	its	journey	is	somewhat	delayed	as	the	
bus	stops	to	allow	the	players	to	acknowledge	
fans	who	are	waiting	along	the	highway,	waving	
signs	in	support	of	the	team,	starting	more	than	
half	an	hour	away	from	the	edge	of	town.

8:15	pm	 Many	people	are	arriving	now	who	were	at	the	
game	in	Mississauga.	Someone	gets	me	the	cord-
less	microphone	from	the	arena,	and	I	quickly	put	

together	the	agenda	for	speeches	with	input	from	
the	Mayor,	my	manager	and	others.	

8:45	pm	 Team	bus	arrives	at	edge	of	town	greeted	
by	hundreds	of	placard-waving	fans.	The	
front	of	the	bus	is	weighed	down	with	the	
players	bunched	together,	taking	pictures	of	
the	crowds	as	the	bus	slowly	makes	its	way	
through	town	streets	lined	with	fans.	A	couple	
of	players	have	gotten	out	and	are	riding	at	the	
head	of	the	parade	in	an	open	convertible	with	
the	championship	cup	and	the	team	mascot.

9:30	pm	 The	bus	arrives	at	the	arena.	Guarded	from	over-
zealous	fans	by	a	couple	of	police	officers,	the	
team	piles	off	its	bus	and	the	players	marshal	in	
their	dressing	room.	There	was	little	time	to	hire	
an	emcee	so	the	duty	falls	on	me.	I	arrange	to	
borrow	an	Attack	jersey	from	the	team.

9:40	pm	 There	are	close	to	3,000	people	in	the	arena.	
The	bagpiper	leads	the	team	onto	the	ice,	
and	is	completely	drowned	out	by	the	roars	
from	the	crowd.	I	find	myself	far	outside	of	my	
comfort	zone.	I	prefer	to	have	others	emcee	
our	events	but	under	the	circumstances	I	bite	
the	bullet	and	lead	the	“Go	Attack	Go”	chant,	
which	goes	on	for	several	minutes.	The	At-
tack’s	radio	broadcast	team	are	in	their	booth	
and	they	play	broadcaster	Fred	Wallace’s	call	
of	the	winning	goal,	and	the	crowd	roars	its	ap-
proval.	The	moment	is	so	sweet.	Next,	we	hear	
remarks	from	the	provincial	representative,	
Mayor,	coach	and	select	players.	I	step	back	
at	this	point	and	stay	out	of	the	spotlight.	The	
players	deserve	all	the	fanfare	and	applause.	
I’m	happy	to	have	played	a	key	part	in	making	
this	“instant	event”	happen.
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Imagine your event with no cash spon-
sors, ticket sales revenue, vendor fees or 
any other currency exchange. Would it 
still have value? Whether your event is 

big or small; has a ten-million dollar budget 
or no budget, understanding the power of 
in-kind can increase your bottom line.

1. Using In-kind to Measure 
Your Success

Measuring the overall success of an 
event can be challenging. Ticket sales, 
entry fees & sponsorship dollars are cash 
related components that are commonly 
measured to demonstrate the value and 
success of an event. But what about all 
the non-cash related components? Do-
nated goods, services and volunteer hours 
are all equally important. How are you 
tracking these? How do you measure the 
value they bring to your event? Recording 
all in-kind contributions, big or small is 
important. It is a method used to label 
and measure worth on donations or gifts, 
a way to document the thousands of 
non-monetary goods & services that filter 
through your event. 

Scenario: A local company hears about 
your upcoming Fun Run this Saturday. 
They decide to drop off a little donation 
Friday afternoon, a box of five hundred lip 
balm tubes. Saturday morning you quickly 
toss a lip balm into each of the runner’s 
goodie bags.

Lip balm in a runner’s bag may seem like 
a small thing, but if your process stopped 
after tossing them in the bags, you just 
overlooked an important asset. Each lip 
balm is worth $2.50 at the local market. A 
$1,250.00 value went unrecorded and per-
haps unnoticed. If that company dropped 
off a check for the same amount, would 
you have handled it differently? By placing 
a current market price on goods and ser-
vices that are offered and recording them 
as in-kind contributions you are showing a 
true valuation of your event. It may take a 
little extra time but the benefit of present-
ing an accurate account and increased bot-
tom line is worth it. Sending a thank you 
card or letter that identifies the value of the 
gift is also important. The donor can use 
it a tax deduction and they will appreciate 
you recognizing their generosity.

 Note: When recording in-kind  
contributions as assets to your  
budget, don’t forget to also record 
them on the expense side as well,  
when they are used or given away. 
Because no actual money is exchanged 
your accounting team or auditors will 
want to see this balance. 

2. Using In-kind to Increase 
Your Revenue

Taking in donations that may seem mi-
nor or trivial and passing them along as 
tokens or gifts is a great way to heighten 
the experience of your guests. But how 
can this common practice be used to 
boost your bottom line? 

Scenario: The manager from the local 
bank calls you when he sees your poster ad-
vertising the 4th of July parade. He knows 
it’s going to be hot and would like to do-
nate thousands of hand held fans. Parade 
spectators could use these to keep cool.

Many companies are eager to donate 
items to be given away at your events. 
Don’t let the word “donate” fool you in 
to thinking they are doing you a courtesy. 
These companies recognize how much 
time and effort goes into marketing & 
branding of events. Chances are they 
know your audience. For a small invest-
ment they can purchase thousands of 
promotional items announcing their 
store or displaying their logo and use 
your event as a tool to distribute them. 
You may want to ask yourself, “What is 
it worth?” What would they be willing to 
pay for the right to hand out fans along 
the parade route? Everything about your 
event and the audience it brings is mar-
ketable. Don’t be afraid to sell the right to 
be associated with the product that you 
have worked so hard to build. 

Note: In most instances you may want 
to consider reserving the right to hand 
out or distribute promotional materials 
exclusively for your sponsors. 

3. Using In-kind to Build New 
Sponsorships

Sponsorships don’t always have to 
be cash offerings. What other things are 
essential to your event? What kinds of 

THE POWER OF IN-KIND…
Five	Ways	to	Discover	Renewed	Value	Within	Your	Event

By	Christy	McBride
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services will you be using? Is it something 
that has to be purchased, or could it be 
donated? Are there organizations or busi-
nesses in your community that have the 
resources and the know-how to fill some 
or all of these needs? 

Scenario: The board of directors has added 
a new event to your week-long festival. It 
will be a midnight mud volleyball tourna-
ment, kicking off the week’s activities. Be-
cause it is a brand-new event, you have no 
sponsor backing & no additional funding. 
You have the venue secured but basically 
nothing else. Team entry fees will only be 
enough to cover the cost of t-shirts & prizes.

First, consider everything you will need 
for the event. Next, identify companies in 
your area that could provide the necessary 
support. Research those companies. What 
is their business strategy? What is their 
mission? Are they active in any other com-
munity events or partnerships? Then, based 
on your research, make a list of what assets 
you could offer that would be valued by 
that company? Use all this data to con-
struct a customized sponsorship proposal.

Proposal example: They commit to provide 
topsoil, equipment and labor to build and 
tear down the mud volleyball pit in your 
venue. They also lend the use of their 
generators, light towers and barricades 
the evening of the tournament. In return 
for their contribution they are designated 
the title sponsor of the tournament and 
receive premium expo space during the 
seven day festival. Their logo is included 
in the design of the mud volleyball t-shirts 
and incorporated in all ads and promotions 
associated with the event. Banners and 
flags presenting their title sponsorship of 
the tournament are positioned prominently 
throughout the festival grounds. 
 (This is a condensed example; obviously a custom 

sponsorship would include much more detail.) 

Note: Being consistent and fair when 
structuring sponsorships is crucial. 
Do the research and know the market 
value of what you are asking a spon-
sor to contribute. Build a sponsorship 
package that is comparable to one you 
would shape for a cash sponsor at a 
similar level. 
 

4. Using In-kind to Trim Your 
Expenses

Not all companies are prepared to 
offer their goods or services at no cost. 
Nor are they interested in a sponsorship. 
Although you may be asking them to do-
nate something they already possess, or a 
service they routinely deliver, ultimately 
it will cost them something. On the other 
hand, most companies do have the ability 

to offer markdowns. Before you pay full 
price for something, shop around. Which 
companies are willing to offer discounts? 
Are there universities or trade schools in 
the area that offer the same services at re-
duced rates? What are you prepared to do 
for them in return? How can you trim the 
cost on some of the things you frequently 
spend money on?

Scenario: Your arts festival budget has 
been reduced. You only have a small por-
tion of what you normally spend to hire 
photographers. Yet capturing the splendor 
and dynamic visual images of this event is 
essential for future marketing & promo-
tions. You don’t have the skills, equipment 
or time to take the photos yourself. 

Be creative, how can you get the same 
results on a smaller budget? There may 
be someone that is eager to get their 
name out there, and willing to offer their 
services at a discounted rate in return for 
a marketing opportunity. Think of useful 
assets you can offer in-trade, without 
costing you much. A photographer might 
be interested in an ad in your program 
or a booth space at the festival. You don’t 
have to offer them a full sponsorship, just 
be aware of the fair value of their services 
when offering your resources in trade. Or, 
what about offering the budget money 
you have, as a cash prize in a photography 
contest? Amateur photographers could be 
invited to photograph the event and sub-
mit their best works. In the end, you own 
the rights to countless photos, someone 
wins a cash award and you save money! 
The potential savings are unlimited when 
you are imaginative and resourceful. 

Note: Be sure to record any discounts 
on goods or services as an in-kind 
donation. Although it is only a reduc-
tion in cost, it should still be shown 
as an asset to your budget because it is 
money you did not have to spend. 

5. Using In-kind to Benefit Your 
Community 

Events not only entertain and amuse, 
they also create a platform for local com-
munity groups and nonprofit organizations 
to gain awareness or increase fundraising. 
How can your event be used to give back to 
the neighboring communities that support 
it? Take a look around, what community 
groups are trying to raise money? What 
programs are in need of funding? Who 
needs to be heard? Your event offers the 
stage and the setting for many local organi-
zations to gain from its worth. 

Scenario: A local high school theatre group 
is trying to raise money for new costumes. 
They would like to rent a vendor space and 

plan to charge reasonable fees for children’s 
activities such as duck pond, ring toss and 
face painting. They are not certain if the 
money they earn will cover the cost of the 
booth and still give them enough funds to 
buy the costumes they need. But they are 
young and hopeful. 

You could rent them the booth space 
and wish them luck. Or, you might con-
sider what talents they possess that would 
be beneficial to your event. A young en-
ergetic theatre group might make the per-
fect stage crew, something that you nor-
mally pay expensive laborers for. Paying 
the theater group to fill this need saves 
you money, while offering them peace of 
mind, knowing exactly how much they 
will be earning for their labors. You might 
also suggest they perform throughout the 
day (in-between stage sets) as wandering 
entertainers, showcasing bits and pieces 
of their upcoming musical. They would 
earn additional money in tips while 
they spawn community interest in their 
upcoming show. Bonus, you just saved 
money on your entertainment budget! It 
is a win-win situation when community 
groups can boost awareness or funding of 
their programs, while providing in-kind 
services or volunteer hours that are ben-
eficial to your event.

Note: Get it in writing. A verbal agree-
ment is not enough. Any type of arrange-
ment between you and another party 
should be treated like any other contract 
for services. Both parties will feel com-
fortable knowing what is expected.

These are just five brief scenarios that 
illustrate how in-kind contributions of 
goods or services can serve as a powerful 
tool in increasing the quality of your event 
while decreasing the impact on your bud-
get. The possibilities are endless as to how 
much your event can gain from taking a 
fresh look at the power of in-kind.

Christy McBride	has	served	eight	
years	as	the	Special	Events	Coordi-
nator	for	South	Ogden	City,	UT.	She	
is	one	of	the	original	founders	of	the	
South	Ogden	Business	Alliance	and	
serves	as	a	board	member	of	the	
Weber	Arts	Council.	She	loves	living,	
working	and	playing	in	the	beautiful	
Ogden	area	with	her	amazing	hus-
band	Mike	and	their	four	awesome	
kids,	Skye,	Jake,	Wynter	&	Rachel.	
She	can	be	reached	at	3950	Adams	
Ave.	South	Ogden,	UT	84403	or	call	
1-8001-622-2705	or	email:	cmc-
bride@southogdencity.com
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by	Charlotte	J.	DeWitt,	CFEE
DOWN UNDER

AND OVER THE TOP

Innovation,	information,	and	legacy	were	the	themes	of	two	recent	
events	conferences	held	“Down	Under”	during	the	southern		

hemisphere’s	winter	this	past	July.	Both	conferences	featured		
international	keynoters	interspersed	with	national	experts.
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Super Events World made its début in 
Sydney, Australia, July 20-22, 2011, bring-
ing together the heavy hitters of Austra-
lia’s burgeoning sports world alongside 
government tourism experts and cultural 
leaders. The conference was produced by 
terrapinn with sponsorship from Events 
New South Wales, now a part of Des-
tination NSW, a new statutory tourism 
authority announced in June by George 
Souris, Minister for Tourism and Major 
Events in New South Wales.

Eventing the Future ran July 28-29 in 
Hamilton, on New Zealand’s North Is-
land, shortly after the Christchurch earth-
quakes on the country’s South Island. 
It is the official conference of the New 
Zealand Association of Event Profession-
als (NZAEP). The association recently 
was awarded NZ$113,000 (US$89,769) 
by New Zealand Major Events to further 
its educational offerings through confer-
ences, regional seminars, a national 
awards program, and a feasibility study 
for certification options. According to Liz 
MacPherson, Deputy Secretary, Tourism, 
Events, and Consumer Affairs, 96 events 
have been supported by New Zealand 
Major Events since 1995.

Here are some highlights from the 
conferences.

Legacy
In both countries, the issue of legacy 

is of foremost concern—understandably 
so, as the investment in attracting mega 
events such as the Olympics or the Rugby 
World Cup can be disproportionate to 
their immediate economic return. At the 
Super Events conference in Sydney, Bruce 
Dewar, CEO of Vancouver, Canada’s 
LIFT Philanthropy Partners, presented 
a well-documented and inspirational 
model of what he describes as “Venture 
Philanthropy,” applying concepts and 
techniques from venture capital finance 
and business management to the world 
of philanthropy. 

LIFT evolved from its early beginnings 
in 1999, when British Columbia (B.C.) 
was competing against other Canadian 
provinces to be selected as Canada’s  
official entry in the bid to host the  
2010 Olympic and Paralympic Winter 
Games. An organization called “2010  
Legacy Now” was created the next  
year with CN$5 million raised for this 
purpose. By 2002, it had incorporated 
as a non-profit society, and in 2003 had 
as a goal increasing the number of B.C. 
athletes on national and Olympic teams, 
as well as on the podium at the 2010 
Winter Games. 

But even after having won the support 
of Canadian citizens and then, the Olym-
pic bid itself in 2003, LIFT, then called 
2010 Legacy Now, continued its vision of 

developing a plan not just for 2010, but 
beyond. The larger goal was to leverage 
the Games to ensure significant and last-
ing benefits for the host region of British 
Columbia (B.C.), Canada. Provincial 
government funding of CN$32.5 million 
allowed it to focus on key core areas of 
sports and recreation, the arts, volunteer-
ism, literacy, and community programs 
and initiatives—a far broader mandate 
than simply sports.

Real Legacies… Now
2010 Legacies Now is considered a best 

practice by the International Olympic 
Committee for its efforts to leverage the 
Games to support more than 12,500 
programs and projects in more than 400 
B.C. communities and neighborhoods. 
The legacies created by these and other 
investments are extensive and touched 
the lives of more than two million people 
in British Columbia leading up to the 
2010 Winter Games.

So impressed was the International 
Olympic Organizing Committee with this 
model, that they commissioned a case 
study of it in 2009. 

“By implementing social and eco-
nomic legacies, host cities have a chance 
to change a community and a nation 
forever. 2010 Legacies Now has used the 
Olympic Games as a catalyst for change, 
and its multitude of initiatives will no 
doubt influence future host city legacy 
efforts.” 

- Dr. Jacques Rogge, President, IOC

Vancouver: 
A Decade of Social Legacies

200 national and international 
sport events were hosted in 34 B.C. 
communities
595,000 students engaged in daily 
physical activity in their classrooms 
100,000 youth discovered new 
summer and winter sports 
264,000 people participated in new 
community sport programs
11,200 coaches received training in 
recreational and high-performance 
sports
560 arts and cultural projects en-
gaged people throughout B.C.
104 task groups improved literacy 
programs in 400 communities and 
neighborhoods 
3,600 tourism businesses and 100 
communities focused on accessibil-
ity for people with disabilities 
4,000 families learned early learn-
ing and literacy skills to engage 
their preschool-aged children 
2,000 organizations used VolWeb.ca 
to find volunteers for their events. 
By 2008, VolWeb.ca was hosting 
more than 8,000 volunteers and 
1,600 organizations seeking  
volunteers for their events. Today, 
the legacy lives on internation-
ally. This is the program that New 
Zealand’s Rugby World Cup is using 
to manage its volunteers.

•

•

•

•

•

•

•
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•
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Vancouver 2010 Paralympics. Photo courtesy Patrick Roberge Productions.
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Beyond the Games
In February 2011, 2010 Legacy Now was 

rebranded as LIFT Philanthropy Partners. 
Its two main areas of focus are sport and 
healthy living, and literacy and lifelong 
learning-- both, says Dewar, essential to 
helping people be contributing mem-
bers of society and advancing the social 
well-being and economic prosperity of 
communities throughout Canada. 

To build a social legacy, Dewar recom-
mends starting early with a multi-year 
plan; offering strategic funding for 
capacity-building, partnership develop-
ment, and sustainability; and recognizing 
the power of the event to effect change. 
An on-going measurement process is 
essential in order to be able to document 
return on investment. www.liftpartners.ca

 
Australia

State government support from New 
South Wales (NSW) is strong, with 
the creation of Destination NSW, a 
new statutory authority encompassing 
Tourism NSW, Events NSW, the Greater 
Sydney Partnerships, the Regional Tourism 
Organizations, and the Homebush Motor 
Racing Authority. Its goal: to double NSW 
tourism by 2020 from AU$70 billion to 
AU$115-140 billion, according to Andrew 
McEvoy, Managing Director, Tourism 
Australia, and increasing international 
tourism from its current 32% to 45% by 
2020. Government support of tourism-
driving events is critical. Oprah Winfrey’s 
much-publicized trip to Sydney in De-
cember 2010, complete with an audience 
of 300 people, was estimated at AU$3 
million and considered a branding suc-
cess for Sydney. 

Melbourne, Victoria, is regarded  
by most Australians as its domestic  
vacation destination of choice in the  
next two years according to surveys by 
Roy Morgan Research (Capital City Daily, 
July 20, 2011). But Sydney—and other 

Australian cities—are about to give it a 
run for its money. 

With Victoria Major Events Company’s 
budget at an estimated AU$80 million 
(US$84.4M) per year, Events Queensland 
has increased its tourism budget by 
AU$83M to $157M over four years. Not 
to be outdone, Events NSW has boosted 
its destinations budget by AU$45M over 
four years, thanks to an election year 
commitment by the O’Farrell govern-
ment. Destination NSW, which will en-
compass Events NSW and Tourism NSW, 
is to be backed by a four-year AU$400M 
budget, which combines the budgets 
from both Events NSW and Tourism 
NSW, as well as the additional boost to 
the destinations budget. 

“Tourism and events are an AU$28 
billion a year business, supporting more 
than 162,500 jobs throughout the State,” 
says George Souris, Minister for Tourism 
and Major Events, NSW. To put this in 
context, the Australian state’s popula-
tion is approximately 7.24 million. By 
comparison, Massachusetts and Arizona 
(USA) are each about 6.6 million. 

During 2008, Massachusetts attracted 
just under 20 million travelers who 
spent approximately US$15.6 billion 
(AU$14.8B using today’s exchange 
rates), making tourism one of the largest 
industries in the Commonwealth. These 
numbers, however, do not necessarily 
include only festivals and events. Tourism 
generated over $962.7 million in state 
and local tax revenues and supported 
128,800 jobs in 2008. [Source: TNS 
Travels America and the US Department 
of Commerce & USTA’s Economic Impact 
of Travel on State Economies]

Following on Sydney’s success in win-
ning the 2010 IFEA World Festival and 
Event City Award (population over one 
million), Events NSW has built an im-
pressive events calendar themed around 
“Same Time Same Place” events, giving 

a degree of predictability for vacation-
planning to Sydney, says Sally Edwards, 
General Manager, Operations and Com-
munications, Destination NSW (Events). 

Australian Snapshots
Di Talty, Director of Strategic Devel-

opments at Sydney Harbour Foreshore 
Authority, oversees the massive devel-
opment of Sydney’s Darling Harbour 
area. Damian Jeacle, Head of Events and 
Venues for the Foreshore Authority, has 
a full schedule of events including The 
Rocks’ Aroma Festival at Sydney Harbour, 

Destination New 
South Wales 

Upcoming Events
The Cure  performing at Vivid 
Festival 2011, Sydney Opera House
Bledisloe Cup (Australia Wallabies 
vs New Zealand Rugby Union) –  
a 10-year deal for Sydney
The Addam’s Family to premiere in 
Sydney at the Capitol Theatre in 
2013
Strictly Ballroom the musical 
– World Premiere launch, Lyric 
Theatre in 2015
Opera on Sydney Harbour -  
La Traviata: - March 2012
2015 Touch Football World Cup 
Australian Open of Surfing 
– Manly Beach – February 2012 
– a three-year deal
Annie the musical returns to  
Australia, starting in Sydney at  
the Lyric Theatre January 2012
Australian Open Grand Prix  
Gold (Badminton), SCEC  
Darling Harbour
Harry Potter: the exhibition at the 
Powerhouse Museum, Sydney, 
from November 2011
Richard III to show in Sydney at 
the Lyric Theatre, directed by Sam 
Mendes, starring Kevin Spacey 
– December 2011
Tiger Woods to join the all-star 
line-up at the 2011 Australian 
Open of Golf, The Lakes Golf Club
Royal Sydney Golf Club named  
as the venue to host the Davis  
Cup World Group Play-off 
between Australia and Switzer-
land (hopefully with Federer and 
Hewitt both playing)
Sydney to host Qualifiers for 2014 
FIFA World Cup (soccer)
Officer and a Gentleman, the musi-
cal – World premiere launch in 
Sydney at the Lyric Theatre  
May 2012

•

•

•

•

•

•
•

•

•

•

•

•

•

•

•

Vancouver 2010 Paralympics. Photo courtesy Patrick Roberge Productions.
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an innovative, non-alcoholic celebration 
of the city’s first spice trade along the 
water’s edge. For over a hundred years, 
the Rocks area was the hub of Sydney’s 
international trade, where produce such 
as coffee, tea, and spice was off-loaded to 
warehouses lining Campbell’s Cove. The 
Aroma Festival is a sensory overload and 
indulgence with the pungency of brew-
ing coffee, the heady explosion of spice 
as it hits the nose, the satin quality of 
chocolate as it melts on the tongue, and 
the clean refreshing flavor of the first sip 
of tea. And if anyone ever thought about 
exporting a festival idea, this one would 
be a perfect “sister” for the Middle East.

Barry McNamara, director of 
GR8Events and Australia’s Wintersun 
festival, surely deserves the award for re-
siliency. An Australian, McNamara spoke 
at the New Zealand Association of Events 
Professionals conference about the high 
cost of success.

Hired in 1988 by a local committee to 
revamp, revive, and coordinate a commu-
nity event in Coolangatta, he introduced 
the ‘retro nostalgia’ concept which is now 
the core of the event. By 2009, Wintersun’s 
income surpassed AU$700,000. 

But over the years, over-zealous politi-
cians and licensing authorities gradually 
increased compliance costs, with road 
closure costs jumping from AU$2,000 to 
AU$85,000 and the government-run bus 
service demanding AU$8,800 to cover 
costs of ‘disruption’ to bus services. Traffic 
management costs increased 700% from 
2000 to 2009, and the application pro-
cess changed from a phone call to a 40-
page document. Local hotels and venues 
increased their rates. In spite of a 78% 
return visit rate, it was becoming increas-
ingly difficult to produce the festival, and 
the state of Queensland gave no funding. 
In essence, Wintersun became a victim of 
its own success. 

After surveying patrons and participants, 
its only option was to relocate, chang-
ing venues annually in order to bring the 
festival to the people—to Port Macquarie 
in 2010, and in 2011, to Coffs Harbour, 
both in New South Wales. Recognizing the 
value of this successful event to its host 
communities, Events New South Wales, 
now part of Destination NSW, awarded 
Wintersun a major grant as part of its goal 
of tourism generation. The three-year grant 
is renewable for two additional three-year 
periods, thus affording Wintersun some 
stability in this transition period. 

NSW Deputy Premier and Member 
for Oxley Andrew Stoner said, “Regional 
events drive tourism and generate signifi-
cant economic benefits for local com-
munities. The 2011 NSW Events Calendar 
includes twenty-three regional events that 
will inject more than AU$60 million of 
economic benefit to the State.”

Queensland’s loss is New South  
Wales’ gain.

As for intellectual property rights, while 
the Wintersun Festival is a trademark reg-
istered name, Coolangatta now produces 
its own version of the festival and builds 
on the old association, referring to its new 
event as the replacement for Wintersun. 
“Imitation may be the sincerest form of 
flattery,” but there is only one Wintersun.

McNamara has just retired from the 
Festivals Australia Committee after serving 
seven years, four years beyond the normal 
three-year term. This government appoint-
ed committee consists of seven festival 
and/or event specialists who read funding 
requests submitted to the government and 
meet twice a year to recommend which 
submissions should be funded. 

Shani Wood, SW Events, recently 
received a cash award for Australian 
communications giant Telstra’s Business 
Makeover. The 2009 Australian Event Pro-
ducer of the Year, Shani was international 

Photo courtesy Charlotte J. DeWitt, CFEE.

Vivid Sydney Wintersun Festival
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events manager for the Red Bull Air Race 
from 2008-2010, and currently is working 
on the Commonwealth Business Forum in 
Perth. Shani recently spoke at the Tourism 
& Events Excellence Conference September 
5-7, 2011, in Melbourne. The conference 
was sponsored by the Victoria Tourism 
Industry Council: http://www.teeconfer-
ence.com/about.html 

Shani’s philosophy: creating a “win” 
for both parties.

For governments to confirm a major 
event within their city, says Wood, they 
need to ensure there is a positive return 
on the investment. For a major event to 
pitch to a city, it needs to ensure that the 
city will provide sufficient funding and 
in-kind support, services, and resources. 
As both parties have specific needs to 
be met, they are looking for returns that 

provide excellent results. The negotiating 
period can take time and can be challeng-
ing, but Wood advises “stay the course” 
and make sure both sides benefit.

Adelaide Fringe in South Australia is 
the largest arts festival in the southern 
hemisphere. Modeled after the Edinburgh 
Festival Fringe, its 3,000 performers draw an 
audience of 1.45 million according to Direc-
tor and Chief Executive Gregory Clarke. 
Innovative promotional activities include a 
traveling minivan (“caravan” in Oz-speak) 
equipped with a pop-out stage offering sur-
prise “teaser” performances throughout the 
city. Dates for 2012 are February 24-March 
18. www.adelaidefringe.com.au

Australian Excellence
Themed “Evolve to Survive,” the 

Australian Events Conference comes to 

Sydney, NSW, from October 6-7, 2011. 
Keynoter Jonathan Mills, Artistic Director 
of the Edinburgh International Festival 
in Scotland, promises to be a stimulating 
presenter. Key topics at the conference 
include a look at Australia’s carbon tax, 
its new national Occupational Health 
and Safety legislation, and new laws and 
regulations around sponsorship and 
technological advancement. 

The conference also hosts the presti-
gious Australian Event Awards, now in its 
third year. The judging panel is co-chaired 
by Sandy Hollway, AO, former CEO of 
the Sydney Organizing Committee for 
the 2000 Olympic Games, and long-time 
IFEA member Johnny Allen, AM, Founda-
tion Director of the Australian Centre 
for Event Management (ACEM) at the 
University of Technology, Sydney. Barry 
Wilkins, OAM and IFEA Hall of Fame 
member, is also on the judges’ panel. 
Contact: Ian Steigrad at enquiries@even-
tawards.com.au.

Times Square visits Sydney at 
Super Events

Two of the world’s most watched New 
Year’s Eve events are Sydney’s spectacular 
fireworks extravaganza over the Sydney 
Harbour Bridge, in the southern hemi-
sphere, and the count-down in New York 
City’s Times Square fourteen hours later 
in the northern hemisphere. 

As with any annual mega-event, the 
challenge is to keep it fresh and new each 
year. Tim Tomkins, President of Times 
Square Alliance, talked with humor and 
passion about “six hours waiting in the 
cold for a 10-second event” (the dropping 

Adelaide Fringe. Photo courtesy Tony Virgo. Photo courtesy Greg Kessler.

Wintersun Festival
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of the ball counting down to midnight) 
and the core values of his event: celebra-
tion, reflection, and renewal. 

Innovative ideas in New York this 
past year included staging a confetti test 
from a skyscraper as a media photo op-
portunity, using 126 “confetti dispersal 
engineers.” Each year, the countdown 
organizers try to think of a new way to 
deliver what is known as the light bulb (a 
hold-over from the old days, when one 
globe descended on Times Square). Most 
recently, this was delivery by rickshaw, 
surely an attention-grabber in the frigid 
New York streets. For those wishing to get 
rid of bad memories, a hungry shredding 
machine was ready to eat the written 
memories on “Good Riddance Day.”

 
New Zealand

When someone says, “Did the earth 
move for you, too?” they are usually talking 
about love, not geology. But in the case of 
New Zealand’s South Island this past year, 
extreme emotion equated to the after-
math of two major earthquakes and their 
aftershocks that destroyed major parts of 
Christchurch and its surrounding areas.

For Peter Burley, Conference Conve-
nor, it meant evacuating the offices from 
which the New Zealand Association of 
Event Professionals (NZAEP) Eventing the 
Future conference was coordinated. 

NZAEP Chair Anne Hindson called it 
the “unplanned event.” 

An estimated fifty percent of build-
ings in the city center were destroyed or 
damaged, with another one hundred 
buildings rendered beyond repair; 181 
people died. Christchurch’s AMI Stadium 
was significantly damaged and will not 
host any Rugby World Cup matches, 
a major economic blow. Venue losses, 
according to Hindson, included arts and 
theatre venues, conference venues, movie 
theatres, community halls and centers, 
public spaces and parks, and sport and 
recreation venues. Hindson both chides 
and challenges events producers to devel-
op an emergency response system against 
future quakes and tremors, including an 

off-premise location housing backups of 
critical documents and photos.

For event producers like Adam Hay-
ward, Director of Body Festival in Christ-
church, the tremors on September 4, 2010, 
resulted in the inevitable cancellation of 
the festival, scheduled two weeks later.

But more to the point, when a second 
aftershock of 6.3 magnitude occurred 
barely five months later on February 22, 
2011, followed by another aftershock on 
June 13th, the repercussions were even 
more far-reaching. The biggest sporting 
event ever to be held in New Zealand– 
the Rugby World Cup, scheduled for Sep-
tember 9-October 23, 2011, —found itself 
literally juggling a time bomb, and the 
clock was ticking. Christchurch, one of 
the seven cities due to host playoff games, 
and its arena were in shambles, and the 
city’s participation in Real New Zealand 
Festival, a cornerstone of the bid to host 
the games, was jeopardized.

Kia Ora!
As we go to press, New Zealand  

has recovered and is in full festival  
mode, with events around the country 
beginning and the excitement of the 
Rugby World Cup building. Some 85,000 
international visitors, including 29,000 
from Australia, are expected to arrive in 
New Zealand between September and 
October to enjoy not only the top-notch 
matches, but also a country-wide program 
of cultural festivities themed as The Real 
New Zealand Festival.

Due to the demands of hosting the 
Rugby World Cup, a special allocation  
of NZ$9.48M was created and funded by 
the Lottery Commission, which adminis-
ters the national lottery and redistributes 
its profits to good causes. 570 projects 
applied for funding; 195 were chosen. 

New Zealand’s own megastar of  
classical song, Dame Kiri Te Kanawa, 
returns to Auckland on October 22, 2011, 
for a gala concert with the New Zealand 
Symphony Orchestra and conductor 
Pietari Inkinen that will capture all the 
magic of her stellar career.

Event Economics and Speed 
Dating

According to the New Zealand Herald, 
the Rugby World Cup will cost NZ$1.2 
billion (US$1.014B), but will produce 
only NZ$700 million (US$ 591M) in 
direct economic return. Government 
sources expect to generate NZ$268 mil-
lion from the sale of 1.35 million tickets. 
(Andrew Heathcote, Business Review 
Weekly, July 21, 2011). 

Business engagement manager at New 
Zealand 2011 Alex Matheson says that the 
Herald article exaggerates the price tag be-
cause it fails to take into account infrastruc-
ture improvements that would have hap-
pened anyway, such as upgrading stadiums 
and improving roads and airports.

Whether this daring and ambitious 
government-driven business plan will 
work remains to be seen. 

To understand the reasoning of hosting 
a major event such as this at a projected 
loss, the athletically uninitiated must take 
into account that rugby was originally 
played by international private schools in 
a “boutique” sort of championship series, 
thus attracting an elite audience which 
the New Zealand government, in theory, 
believes could benefit local businesses via 
a government-initiated business club—a 
type of “speed dating” that puts visiting 
international businessmen in contact 
with their local counterparts. Call it busi-
ness tourism. The jury is still out. 

Not to be left out, however, NZ Marine, 
the local marine industry, and its export 
arm have rescheduled the Auckland 
International Boat Show from its usual 
March date to September 15-18, 2011, 
and created a new event, the Superyacht 
Captains’ Forum, to take place simulta-
neously. A second seminar, Superyacht 
InnovationNZ, will take place October 
12-14, 2011. The rationale, again, is to 
use the power of the Rugby World Cup to 
lure this elite segment to New Zealand, 
hopefully for refitting their superyachts in 
New Zealand boatyards while watching 
the New Zealand versus Japan World Cup 
game at the Royal New Zealand Yacht 
Squadron.

The Real New Zealand Festival
On the North Island in Auckland, four 

main showcase and performance spaces 
– The Cloud, Shed 10, The Main Stage 
(outdoor stage), and the Forecourt on 
Queens Wharf – will host more than 
forty New Zealand bands and musicians, 
themed family weekends, and many 
events featuring the best of New Zealand 
entertainment, food, wine, and business 
innovations. 

Even small towns are getting in on 
the act. Paihia, a small gem of a coastal 

Photo courtesy Times Square Alliance.
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town in the North Island’s Bay of Islands, 
will host the Bay of Islands Food and Wine 
Festival and Catch ‘it’ Bay of Islands Seafood 
Tournament.

And while Christchurch on the  
South Island will not host any of the 
games, its festival life continues with 
the Christchurch Arts Festival, The Body 
Festival of Dance and Physical Theatre, and 
Christchurch Sings, a 500-voice choir and 
symphony performance commemorat-
ing the first anniversary of the September 
2010 earthquake.

Innovation: New Zealand
Cultural awareness of Asia is one  

of the goals of the Asia New Zealand 
Foundation, which introduced the  
Auckland Lantern Festival twelve years  
ago. The festival runs for three days  
at the end of Chinese New Year and 
draws some 200,000 people to see 
international performers from China, 
fireworks, martial arts demonstrations, 
Japanese drummers, and illuminated 
lanterns via collaboration with the Seoul 
Lantern Festival. 

A second Asian-themed festival, the 
Diwali Festival of Lights, was started ten 
years ago in partnership with Auckland 
and Wellington City Councils. “Chinese 
are the biggest Asian community in New 
Zealand, and Indians are the second big-
gest,” says Jennifer King, the Foundation’s 
Director of Culture, “so we were looking 
for a festival which would draw together 
all the various Indian communities here 
in the same way that the Lantern Festi-
val has drawn together all the various 
Chinese communities. Both festivals are 
designed to provide a vehicle for the com-
munities to showcase their talents to the 
wider public. In both festivals, we believe 
it is important to introduce authentic per-
formance from the home country.” The 
Diwali Festival is supported in part by the 
Indian Council for Cultural relations. 

A totally separate, but creative fund-
raising event, The Big Sleepout raised 
NZ$200,000 for charity when one 
hundred high profile business and com-
munity leaders shared a meal and slept 
out with homeless people on cardboard 
mattresses. It was produced by Cracker-
jack Promotions.

Symbiosis and Exploitation 
One of the most innovative ideas to 

emerge from the Eventing the Future confer-
ence was Adam Hayward’s concept of a 
“symbiotic” relationship between arts and 
sports events. Faced with the prospect of 
the “gorilla on the table” (the big thing 
that no one wants to admit is there), Hay-
ward chose to embrace the Rugby World 
Cup enthusiastically, eventually seeing his 
idea of moveable art become a part of New 
Zealand’s winning bid to host the Cup.

The idea was beautifully simple: Since 
only the very rich would be able to park 

Diwali Festival of Lights, Auckland and Wellington, New Zealand

Auckland Lantern Festival, New Zealand.
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near the AMI Stadium in Christchurch, 
Hayward’s idea was to make the walk 
along the route from the center of the 
town to the games an artistic experience. 
He envisaged “making the walk to the 
game more memorable than the game” 
and his head-in-the-cloud idea machine, 
as he calls it, went into overdrive. Since 
his festival celebrates dance and physi-
cal theater in all shapes and forms, the 
perfect answer was to provide participa-
tion opportunities as well as performance 
experiences across all forms of dance each 
time a game was on.

“Imagine spectators being accompa-
nied from the Square on their way down 
to AMI Stadium,” he says. “They leave the 
square accompanied by a marching band 
“pied piper”-style a little way along the 
route. They are then passed on to a New 
Orleans-style street walking jazz band, 
while along the route acrobats and street 
performers emerge from buildings and al-
leyways to entertain, and overhead danc-
ers swirl and fly, suspended from cranes, 
high wires, and buildings, adorned in 
the colors of the rugby teams playing 
that day. An opera diva belts out ‘Swing 
Low, Sweet Chariot’ from atop a building, 
whilst a string quartet plays from inside a 
retail space on High Street.”

To top it off, the festival featured joint 
workshop activities with the Mental 
Health Foundation and the Heart Founda-
tion (think Morris dancing, salsa, swing, 
cha-cha, Hawaiian and Tahitian hula, 
yoga, and belly dancing in chocolate), rec-
ognizing not only the role dance can play 
in the healthy well-being of a community, 
but especially the benefits this year.

“In short,” says Hayward, “I firmly 
believe that events such as this should be 
latched onto and ‘exploited’ in the nicest 
possible sense of the word, so as to ensure 
we provide our visitors not only a one-off 
experience specific to the event they’re in 

town for, but also a means to explore our 
city, its culture, and all it has to offer.”

The idea: fantastic. The reality: it was 
conceived in 2009 for the New Zealand 
bid (and funded NZ$207,000 by the Real 
New Zealand Festival), prior to the earth-
quakes. The man: dauntless. You will see 
him again… perhaps even in a “Sister 
Festivals” cooperation with a well-known 
Seattle (USA) festival producer who shall 
remain nameless at this point.

“The games in Christchurch got taken 
away,” said Hayward referring to the Febru-
ary 2011 earthquake, “and again we could 
have just cried and said okay, that’s it, but it 
became evident that not only were we ada-
mant about being part of the rejuvenation 
of the heart of our city, but also the role the 
arts play in times of crisis was huge.”

Charlotte DeWitt	is	a	member	of	
the	IFEA	Hall	of	Fame,	the	industry’s	
highest	honor.	As	president	of	
International	Events,	Ltd.,	she	has	
served	as	a	cultural	ambassador	and	
events	architect	in	some	29	countries	
since	1979,	designing	and	produc-
ing	over	150	waterfront	festivals	and	
international	events.	She	recently	
was	the	opening	keynote	speaker	at	
the	annual	conference	of	the	New	
Zealand	Association	of	Event	Profes-
sionals.	Charlotte	is	Past	Chairman	of	
IFEA/World	(IFEA)	and	founder/	past	
President/CEO	of	IFEA	Europe.	She	
lived	in	Sweden	from	1994-2004.

Charlotte	J.	DeWitt,	CFEE,	President	
International	Events,	Ltd.	
249	West	Newton	St.,	#8
Boston,	MA	02116	USA
M	+1	617	513	5696
charlotte@internationaleventsltd.com	
www.internationaleventsltd.com

For further information:

Destination NSW/Events
Sally	Edwards,	General	Manager,	
Operations	and	Communications
www.eventsnsw.com.au
sally.edwards@eventsnsw.com.au
T:		+61	02	8114	2400			
F:		+61		02	8114	2444
M:	+61	0414	523	657				

Super Events Conference
Paul	Hamann,	General	Manager
terrapinn:	www.terrapinn.com/super-
events
paul.hamann@terrapinn.com		
T:	+61	2	9021	8822

LIFT Philanthropy Partners
Bruce	Dewar,	CEO
www.liftpartners.ca
bdewar@liftpartners.ca	
T:	+1	(778)	327-5161

Australian Event Awards
Ian	Steigrad,	Director
www.eventawards.co.au
Ian.steigrad@epicteam.com.au	
enquiries@eventawards.com.au	

New Zealand Association of Event 
Professionals
www.nzaep.co.nz
Eventing	the	Future	conference
www.eventingthefuture.co.nz
Peter	Burley,	Convenor
info@sportguidance.co.nz
M:	+64	021401045

The Body Festival  
Dance	and	Physical	Theatre	Trust
Adam	Hayward,	Artistic	Director
www.thebody.co.nz
	adam@thebody.co.nz
T:	+64	(0)	3	366	7709
M:	+64	(0)	21	230	9029

Asia New Zealand Foundation
Jennifer	King,	Director,	Culture
www.asianz.org.nz
JKing@asianz.org.nz
T:		+64	4	4708704
F:		+64	4	4712330
M:	+64	27	2089422

Toolbox

AU$1	=		US$	1.06585
	 € 0.750572
	 £	0.657141

NZ$1 =	 US$	0.846750	
	 	€ 0.596282
	 	£	0.522057

Exchange	rates	as	of	Sept.	3,	2011
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IFEA Foundation Legacy Scholarships
Supporting and Educating the Festivals & Events Industry Since 1993.

The Nick Corda Memorial 
Scholarship 
Providing support to young/new professionals 
currently completing their education or with less 
than three years in the industry. (More Details) 

The Judy Flanagan Scholarship 
Providing support to a deserving individual/ 
organization whose event involves a parade. 
(More Details)
 
The Georgia Festivals & Events 
Association Scholarship 
Providing support to a deserving individual/ 
organization from Georgia. (More Details)  

The Bill & Gretchen Lofthouse 
Memorial Scholarship 
Providing support to a deserving individual/or-
ganization currently struggling with short-term 
economic or start-up challenges. (More Details) 

The Mampre Media International 
Scholarship 
Providing support to a deserving individual 
working with media/marketing responsibilities 
for an event. (More Details) 

The Daniel A. Mangeot Memorial 
Scholarship 
Providing support to a deserving individual/orga-
nization seeking advanced education and profes-
sional certification. This scholarship provides core 

curriculum registration fees toward the attainment of the  
IFEA’s Certified Festival & Event Executive (CFEE) designation. 
(More Details) 

The Mid-Atlantic Festival & Event 
Professionals Scholarship  
Providing support to a deserving individual/
organization within the Mid-Atlantic United 
States. (More Details) 

The Richard Nicholls Memorial 
Scholarship 
Providing support to a deserving High School 
senior or College Student with a history of com-
mitment to participating or volunteering in non-

profit events / organizations; someone who is well-rounded 

in extra-curricular activities in and outside of campus life 
and who has a passion for helping others and/or supporting 
a cause that enhances the quality of life for individuals or the 
community at large. (More Details)

The Bruce & Kathy Skinner 
Scholarship 
Providing support to young/new professionals 
currently completing their education or with less 
than three years in the industry. (More Details) 

The John Stewart Memorial 
Scholarship 
Providing support to a deserving individual work-
ing with technology responsibilities supporting an 
event(s). (More Details) 

The Tennessee Festival & Event 
Professionals Scholarship 
Providing support to a deserving individual/or-
ganization from Tennessee. (More Details)  

The Pete Van de Putte Scholarship 
Providing support to a deserving individual/or-
ganization from Texas. (More Details) 
 

The Joe & Gloria Vera Scholarship 
Providing support to a deserving individual/ 
organization from Texas. (More Details)  

The Don E. Whitely Memorial 
Scholarship 
Providing support to a deserving individual/ 
organization whose event involves a parade. 
(More Details) 

The Kay Wolf Scholarship 
Providing support to a deserving individual/ 
organization from Texas. (More Details)  

The George Zambelli, Sr. Memorial 
Scholarship 
Providing support to a deserving volunteer who 
has given their time and energies to their com-
munity festival/event. (More Details)

For more information about how you can sponsor an IFEA Foundation Legacy Scholarship, 
call +1-208-433-0950 or email Schmader@ifea.com. 

Each of the IFEA Foundation Legacy Scholarships below serve a selected audience(s) within our 
industry, as identified, by providing an annual scholarship to the IFEA Annual Convention & Expo 
(registration only). We invite you to look through the opportunities, take a moment to learn a little 
more about the special individuals and groups attached to each, and apply for those that you may 
qualify for. For more information, go to: www.ifea.com.



www.NRPA.org
800.626.NRPA (6772) 7-1-1 for speech and hearing impaired

www.IFEA.com
+1. 208.433.0950

www.OGLEBAY-RESORT.com/schools 
800.624.6988, ext. 4126

To find out more information please visit:

January 22–26, 2012

The Program
This two year program is designed to help everyone from the beginner in 
the field to the director level.  

  YEAR I TOPICS: 

 Reality Check: Defining Your Event
Most people have no understanding of what is involved in producing 
successful events. Before you begin, this overview will help you to  
understand what you are getting into and why. This course will discuss 
the importance of feasibility studies, business plans, and other  
valuable resources.

 Understanding Potential Programming Components
Most festivals and events are made-up of a number of internal events 
within the larger umbrella event. This session will provide an overview 
of the many potential programming components and directions to be 
considered when developing events such as:  

• Concert performances.

• Non-stage entertainment.

• Parades.

• Fireworks.

• Carnivals.

• Air shows.

• And more.

 The Business Side of Events
Event Management is about much more than “Hey, kids, let’s put on a 
show!” This section will cover the critical business side of a successful event, 
including: Budgeting, business processes, legal obligations, protecting 
your event and interacting with business partners on a daily basis. 

The Schedule
Sunday, January 22

3:00 – 5:00 pm . . . . . .  Registration
5:00 – 6:00  pm  . . . . .  Orientation
6:00 – 8:00 pm . . . . . .  Welcome Social and 

Dinner

Monday, January 23 

8:00 am – 12:15 pm . .  Class
12:15 – 1:45 pm . . . . .  Lunch
1:45 – 5:45 pm . . . . . .  Class

Tuesday, January 24

8:00 am – 12:15 pm . .  Class
12:15 – 1:45 pm . . . . .  Lunch
1:45 – 3:00 pm . . . . . .  Class
3:00 – 5:45 pm . . . . . .  Oglebay Festival of 

Lights Tour

Wednesday, January 25

8:00 am – 12:15 pm . .  Class
12:15 – 1:45 pm . . . . .  Lunch
1:45 – 5:45 pm . . . . . .  Class

Thursday, January 26

8:00 am – 12:15 pm . .  Class
12:15 – 1:45 pm . . . . .  Lunch
1:45 – 5:45 pm . . . . . .  Class
6:00 – 8:00 pm . . . . . .  Graduation Banquet

Festivals and events have become a valuable resource to communities, states, regions, and even countries. Over time, events have 
changed from informal affairs to spectacular productions, demanding extensive skills and experience. As a result, the International 
Festivals & Events Association and the National Recreation and Park Association—together with the Oglebay National Training Center 
in West Virginia, created the Event Management School.

Presented In Partnership by:
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 Building an Event Team
An event manager is only as successful as the team they 
build around them. From the board, staff, and committees  
to vendors and suppliers, this section will cover the  
relationships that you will need to foster on your internal 
management team and external resources team.

 Creating and Managing an Effective Volunteer Program
Volunteers put the ‘community’ in ‘community events’ and 
some events have legions of dedicated workers who bring 
valued skills to the table while keeping costs to a minimum. 
This section will cover critical components of a successful 
volunteer program through recruiting, training, management, 
communication, retention, and rewards.

 Sponsorship / Sponsor Service
There are very few events today that can operate without 
sponsorship support, but successful sponsorship doesn’t just 
happen. This section will help you to understand sponsorship 
and sponsor service, including:

• Asset/benefit identification.

• Pricing and proposals.

• Research, targeting and customization.

• Marketing materials and contracts.

• Sales meetings.

• Follow-thru.

• Sponsor service.

 Non-Sponsorship Revenue Programs
A successful event cannot have all its financial eggs in one 
basket. This section will cover the primary non-sponsorship 
revenue programs that you are likely to depend on to  
generate non-sponsorship revenue such as:

• Food and beverage.

• Event merchandise.

• Entry fees.

• Specialty revenue.

 Marketing and Mediums
Today’s marketplace has created a host of marketing options 
and mediums to choose from: traditional, social and creative, 
but which ones are right for your event and how do you best 
use them to your benefit?  Learn how to develop:

• Marketing plans.

• Traditional media sponsorships.

• On-line expectations.

• Creative and functional options.

 Event Operations
Learn strategies and tactics to managing the overwhelming 
package of considerations that comes with event operations. 
All dependent on one another, this section will cover all of 
the ‘on-site’ considerations of an event, including:

• Infrastructure needs.

• Site design and event ‘flow’.

• Attendee and support services.

• Life safety and legal expectations.

 Surveys and Evaluations
No event is complete until the last survey and evaluation is 
in. This is the first step in making future events successful. 
This section will teach you how to do evaluations that will 
yield valuable results with low cost. Learn about attendee  
surveys, sponsor, vendor, entertainer, and volunteer  
evaluations, as well as economic impact surveys.

 Oglebay Winter Festival of Lights and Annual 
 Resort Events 

This Behind-the-Scenes tour of America’s largest light show 
and other annual events staged by the Oglebay Resort event 
team, will allow Event Management School students an  
insiders look at a successful event program in-action.

  YEAR II TOPICS:

Year II takes the entire process to the next level and adds 
many new critical elements such as: 

>  Time Management

>  Event Design

>  Controlling the Event Experience

>  Board Governance

>  Financial Management

>  Brand Building 

>  Community Outreach 

>  Contingency Planning

>  Creating Sustainable Events

>  Building Accessible Events

>  Maximizing Event Technology

>  Programming Considerations

>  Behind-The-Scenes Opportunities
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• Speakers Bureau.

• FAQ Resources.

• Creating the “hype” around your event.

• ‘Award Winning’ events.

 Year-Round & Community Outreach Programs
Keeping an event in the public-eye throughout the year can 
help with marketing efforts, volunteer recruitment, sponsor 
sales, public relations, and elevate your organization as a 
leading corporate citizen in your community.

• School programs.

• Cause Tie-ins. 

• Competitions and Auditions.

• Support of other events and organizations.

 Contingency Planning
Preparing for the unexpected and uncontrollable is a  
specialty of event management professionals and while it 
can often go unnoticed and unused, when needed these  
important preparations cannot be valued highly enough.

• Potential problems and proper response.

• Understanding event insurance needs.

• Emergency communications plan.

 Sustainable Events
We live in a new world, where everyone must play an active 
and visible role in protecting our natural resources. This  
section will cover the many options, from basic to  
extreme, available for playing your own role in the equation.

• Green programs/opportunities.

• Green realities.

• Defining a sustainable event plan.

• Recruiting local assistance.

 Building an Accessible Event
Making your event accessible to all audiences isn’t just a nice 
thing to do; it’s an expectation. This section will help you 
to understand your legal obligations and how to make your 
event welcoming for everyone.

• Understanding ADA requirements.

• Seeing your event through other’s perspectives.

• Recruiting local assistance.

  YEAR II TOPICS (Coming in 2013) 

 Time Management
Anyone with first-hand festival and event management  
experience clearly understands the importance of maximizing 
your time management skills, allowing you to better  
manage the multiple tasks and function areas demanding 
your attention.

 Designing & Controlling the Event Experience
The event ‘experience’ for attendees must be planned from 
start to finish, providing a safe, attractive, fun and easily  
navagatable environment. Whether they are aware of it or 
not, attendees will be impacted by details covered in this  
section, such as these and many others:

• Quality and creativity.

• Signage and decorations.

• Transportation and parking.

• Information and services.

• ‘Customer’ service.

• Photo stops and character opportunities.

• Participant events.

• Unexpected moments.

 Run it Like a Business
Behind the ‘fun’, every successful event is a successful  
business. This section will cover some of the key and critical 
business areas that event managers must be aware of,  
including:

• Financial management.

• Human resources.

• Board governance.

 Maximizing and Strengthening Revenue Resources
This follow-up to Year I will explore even more  
opportunities and considerations for ensuring the growth  
and success of your revenue resources.

• Sponsorship sales/Sponsor service programs.

• More non-sponsorship revenue generators.

 Brand Building and Power Marketing
Beyond traditional marketing, you must begin to establish, 
protect and strengthen your brand at every opportunity. This 
section will cover important relationships and opportunities 
that will help you to do that.

• Tourism partnerships.

• Industry exchanges and recognition.

• Name and mark style, use and protection.
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 Maximizing Technology in Event Planning and 
 Management

“We’re not in Kansas anymore, Toto.” Technology has 
changed our world and our events as well. This section will 
cover how to take advantage of technology to make your 
event better, easier, more efficient and more fun for everyone.

• Planning and operations.

• Marketing and communications.

• Management and administration. 

• Tracking and databases. 

• Audience participation and access.

 Event Ticketing & Entry Options
A critical area of revenue, and also of potential frustration, 
this section will cover the most effective ticketing and entry 
considerations for your event venues.

• On-line.

• On-site.

• Packaging and pricing.

• Promotions and control.

 A ‘Deeper Dive’ into Individual Programming 
 Components

Year I students will have an opportunity to select three to 
four specific programming components that will be expanded 
upon in greater detail by leading event professionals in those 
specific areas. 

 Inside City/Parks/Event Partnerships: Case Studies
Individual case studies of selected and successful city/parks 
event partnerships will be presented by those with first-hand 
knowledge, providing a unique look at what successful event 
management programs look like from the inside-out.

 Behind-the-Scenes Tour
Year II students will have a unique Behind-the- Scenes  
opportunity provided by a current, industry-leading events 
organization. 

Who Should Attend:
> Current event management staff 

looking to broaden their knowledge 
base while enhancing their  
professional networks.

> Parks and Recreation managers 
and staff.

> Those new to the Event 
Management field.

> Event Management students 
looking to strengthen their  
professional resumes.

> Key event volunteers looking to 
expand their capabilities. 

Instructors:
The foundation of the Event Management 
School is built upon the knowledge and 
first-hand experience of the instructors. 
Each instructor is carefully selected based 
upon their subject matter expertise, 
contribution to the field, and leadership 
in the professional event management 
community. 

Presenting instructors will represent 
industry organizations such as:

> Kentucky Derby Festival

> (Indianapolis) 500 Festival

> Pasadena Tournament of Roses

> Walt Disney 

> and many others.

Location:
A healthy community provides synergy 
between the natural and built  
environments and its citizens. Oglebay 
Resort and Conference Center provides 
the perfect balance that facilitates  
learning. Oglebay is a unique, 1700-
acre, year-round resort with exceptional 
beauty and abundant recreational  
activities. The resort has seven specialty 
shops, a zoo, gardens, museums, fishing, 
tennis, stables, skiing and miles of walking 
trails. You can expect great hospitality 
and service at Oglebay. The resort has 
been in the management school business 
for over 30 years and currently operates 
and hosts over ten major schools in the 
leisure industry. Oglebay is 55 miles from 
Pittsburgh International Airport.
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FULL NAME: 

TITLE:

NAME (AS YOU WISH IT TO APPEAR ON YOUR BADGE)

COMPANY/AGENCY:

MAILING ADDRESS:

CITY:

STATE:  ZIP/POSTAL CODE:

PHONE: FAX:

 

EMAIL:

ARRIVAL DATE: DEPARTURE DATE:

GENERAL INFORMATION 

Email, Mail or Fax this form to: 
The National Training Center for Public Facility Managers at Oglebay Resort & 
   Conference Center
465 Lodge Drive, Wheeling, West Virginia  26003

Phone: (304) 243-4126  •  Fax:  (304) 243-4106  •  E-mail:  ntc@oglebay-resort.com A check, purchase order or credit card for the full 
package amount must accompany this form in 
order to complete enrollment.  When paying with a 
credit card, the package amount will be charged to 
your card upon receipt of registration.  You will  
receive confirmation from the Oglebay Wilson Lodge.  

Note: The balance in full must be paid prior to  
arrival. 

  Check: Made payable to:
      Wheeling Park Commission 

  Purchase Order: #       

  Credit Card:    
        VISA                           MasterCard    
        American Express      Discover

CREDIT CARD NUMBER
 

EXPIRATION DATE 
 

CVC SECURITY NUMBER
 

CARD HOLDERS NAME

METHOD OF PAYMENT:  

PACKAGE PRICES 

For any special needs or accommodations, please contact Oglebay at (304) 243-4126.

SINGLE PACKAGE – NRPA/IFEA MEMBER

NRPA/IFEA Member Tuition Rate . . . . . $   700.00

Premium Lodging Package . . . . . . . . . . $1,019.65

Standard Lodging Package . . . . . . . . . . $   851.65

(WV Taxes are included in the Lodging Package)

PACKAGE INCLUDES:

• 5 nights lodging
• Breakfast and Lunch  

Monday through  
Thursday

• Sunday reception  
and dinner

• Thursday evening  
recognition reception 
and dinner

• Beverage Tickets
• Coffee/Beverage  

Breaks Daily
• Friday continental 

breakfast

CANCELLATION POLICY:  A cancellation fee of $100 will be charged for cancellation at any time up to 30 days prior to the school; 30 to 7 days prior to the school, 50% will 
be charged; and with 7 days or less notice, no refund will be issued. 

Presented In Partnership With:

January 22–26, 2012

REGISTRATION FORM

SINGLE PACKAGE – NON-MEMBER

Non-Member Tuition Rate  . . . . . . . . . . $   850.00

Premium Lodging Package . . . . . . . . . . $1,019.65

Standard Lodging Package . . . . . . . . . . $   851.65

(WV Taxes are included in the Lodging Package)

Single Occupancy Premium Rate:    NRPA/IFEA Member: $1,719.65      Non-Member: $1,869.65    

Single Occupancy Standard Rate:    NRPA/IFEA Member: $1,551.65      Non-Member: $1,701.65    

Early arrival on Saturday available.  |  Additional cost: $160.16

Premium Rooms in the new wing of Wilson Lodge are assigned on a first-come, first-serve basis.  
Please visit our website at www.oglebay-resort.com for Premium Room descriptions.
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As seen at  the IFEA’s Foundation Night Party
Ken-Ran	Productions				•				817-552-9200				•				www.kenran.com
Providing	Local,	Regional,	National	Talent	and	Concert	Production	Services

Presents

and
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AMUSEMENT RENTAL

FANTASY WORLD ENTERTAINMENT - Amusement Rental Company, Interactive Attrac-
tions – Photo Fun, Inflatables, Casino, Mechanical Rides, Foam Dancing, DJs, Music Videos, 
DVD Dance Parties, Bull Riding, Game Shows, Charter Fishing, and much more. Contact: 
Brooks Grady; Address: 124 Jibsail Drive, Prince Frederick, MD, 20678; Phone: 800-757-
6332; Fax: 410-414-3829; Email: brooks@fwworld.com; Website: www.fwworld.com.

BANNERS/FLAGS

dfest® - DIXIE FLAG EVENT SERVICES TEAM - Producers of all types of flags, ban-
ners, decorations, accessories, and custom net street banners. Contact: Pete Van de Putte 
Jr., CFEE, President; Address: P.O. Box 8618, San Antonio, TX 78208-0618; Phone: 210-
227-5039; Fax: 210-227-5920; Email: pete@dixieflag.com; Website: www.dixieflag.com.

CABLE PROTECTION

CHECKERS INDUSTRIAL PRODUCTS, INC., GUARD DOG® CABLE PROTECTORS 
WITH ADDED TRACTION – For increased traction, GUARD DOG® Cable Protectors 
are now available with optional anti-slip rubber pads for use on smooth surfaces. Protect 
electrical cables and hoses from damage while providing a safe crossing for vehicle 
and pedestrian traffic. Hinged lid allows easy access to cables/hoses. Easy to setup, 
disassemble, and store. www.cableprotector.com Contact: Cathi McBride; Address: 620 
Compton Street, Broomfield, CO 80020; Phone: 800-438-9336; Fax: 720-890-1191; Email: 
cmcbride@checkersindustrial.com; Website: www.checkersindustrial.com.

COMMUNICATIONS

VIDEO IDEAS / POINTSMAP - Video Ideas Productions delivers integrated marketing solu-
tions, under one roof, saving you time, money & energy. 23 years of success has proven that 
Video Ideas has the experience to produce creative & effective solutions that are on budget, on 
time and on target. Contact: Jerry Waddell; Address: 1100 Riverfront Parkway, Chattanooga 
TN 37402; Phone: 423-894-2677; Fax: 423-267-7680; Email: jerryw@videoideas.com; Website: 
www.videoideas.com 

ENTERTAINMENT / TALENT

KEN-RAN PRODUCTIONS - Ken-Ran has over 50 years experience in event entertainment 
with national, regional and local entertainers. Featuring James Lann and Tejas Brothers at the 
Foundation Night Party. Contact: Brook Kendall brooks@kenran.com; Address: 418 South 
Barton Street, Grapevine TX 76051; Phone: 817-552-9200; Fax: 817-552-9204; Website: www.
kenran.com 

FINANCIAL

VISA / FESTIVALS.COM - Festival Transaction Services, a Festival Media Corporation company, 
brings true cashless transactions to festivals, fairs and community events through strategic 
partnerships with Visa and Bank of America Merchant Services (BAMS). Contact: Jim Shanklin; 
Address: 2033 Sixth Avenue-Ste 810, Seattle WA 98121; Phone: 206-381-5200; Email: jshank-
lin@festmedia.com 

FIREWORKS

ZAMBELLI FIREWORKS INTERNATIONALE – “THE FIRST FAMILY OF FIREWORKS!” 
America’s leading manufacturer and premier exhibitor of domestic and international 
firework displays. Spectacular custom-designed indoor and outdoor productions, electroni-
cally choreographed to music and lasers. Phone: 800-245-0397; Fax: 724-658-8318; Email: 
zambelli@zambellifireworks.com; Website: www.zambellifireworks.com.

MARKETPLACE
INFLATABLES

DYNAMIC DISPLAYS - Designs, manufacturers, rents – costumes, props, floats, helium 
balloons and activities in the inflatable medium. Offers a complete and flexible service 
package, internationally. 37 years of parade/event experience. Address: 6470 Wyoming St. 
Unit 2024, Dearborn, MI 48126; 1142 Crawford Ave., Windsor, ON N9A 5C9; 1805 Wilson 
Ave. #212, Toronto, ON M9M 1A2; Phone: 800-411-6200 Toll Free; 519-254-9563; Fax 519-
258-0767; Email: steve@fabulousinflatabels.com; Website: www.fabulousinflatabels.com.

INSURANCE

HAAS & WILKERSON INSURANCE – With more than fifty years experience in the 
entertainment industry, Haas & Wilkerson provides insurance programs designed to 
meet the specific needs of your event. Clients throughout the U.S. include festivals, fairs, 
parades, carnivals, and more. Contact: Carol Porter, CPCU, Broker; Address: 4300 
Shawnee Mission Parkway, Fairway, KS 66205; Phone: 800-821-7703; Fax: 913-676-
9293; Email: carol.porter@hwins.com; Website: www.hwins.com.

INTERNET

EVENTBRITE - Eventbrite is for anyone planning or attending an event. We empower event 
organizers to become more efficient and effective when bringing people together. People 
everywhere are searching Eventbrite to discover great events that matter to them. Contact: Tom 
O'Brien; Address: 651 Brannon Street-Suite 110, San Francisco CA 94107; Phone: 415-963-
4411; Email: tom@eventbrite.com; Website: www.eventbrite.com 

QUICKEDGE™ (EDGEWORKS GROUP LLC) - Since 1994 our mission has been to 
drive more business through your website. We plan, design, build, and market successful 
websites by integrating customized online strategies including search engine optimization, 
affiliate marketing, email marketing, and more. If this kind of experience and approach 
is what you’re looking for, we’d love to hear from you. Address: 26361 Crown Valley 
Parkway, Suite 203, Mission Viejo CA 92691; Phone: 866-888-7313 x701; Email: info@
edgeworksgroup.com; Website: www.edgeworksgroup.com.

SCHED LLC – SCHED LLC is the interactive event calendar and personal agenda builder for 
conferences and festivals. We give your event a clean, intuitive, community-building calendar 
and personal scheduler. Contact: Marvin McTaw; Address: 5818 33rd Ave N, St. Petersburg 
FL 33710; Phone: 352-262-3664; Email: marvin@sched.org; Website: http://www.sched.org.

PUBLISHING / INTERNET

TRIPinfo.com - TRIPmedia group is a multi-media information company in Atlanta. It 
produces one publication, two websites, three newsletters, and regional road maps serving 
travel professionals and the public. Its widely recognized database drives the print and online 
media, constantly updated by travel destinations who submit their information updates online. 
Contact: Mark Browning; Address: 3103 Medlock Bridge Rd., Norcross, GA 30071; Phone: 
770-825-0220; Fax: 770-825-0880; Email: mark@tripinfo.com; Website: www.tripinfo.com.

RESTROOMS

PORTABLE SANITATION ASSOCIATION INTERNATIONAL - Trade association represent-
ing U.S. and international companies who rent, sell, and manufacture portable sanitation 
services and equipment for construction, special events, emergency and other uses. Contact: 
D. Millicent Carroll, Industry Standards & Marketing; Address: 7800 Metro Parkway, Ste. 
104, Bloomington, MN 55425; Phone: 800-822-3020 OR 952-854-8300; Fax: 952-854-7560; 
Email:portsan@aol.com; Website: www.psai.org.

SPONSORSHIP

IEG - Leading provider of information/expertise on sponsorship. Publisher of IEG: Sponsor-
ship Report, Directory of Sponsorship Marketing, Legal Guide to Sponsorship. Producer: Event 
Marketing Seminar Series. Analysis: IEG Consulting. Contact: Lesa Ukman; Address: 640 N. 
LaSalle, Ste. 450, Chicago, IL, 60610; Phone: 312-944-1727; Fax: 312-944-1897; Email: luk-
man@sponsorship.com; Website: www.sponsorship.com.
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An Essential Ingredient
For Your Festival or Event

Studies indicate that adequate 
restroom and handwashing facilities 

Request a FREE
“Guide to Clean Portable Restrooms.”

Portable Sanitation 
Association International 

Phone: 1-800-822-3020
Fax: 952-854-7560

Other Background Experience
I have had the pleasure of teaching at the University of Ottawa 

in the undergrad and EMBA program for the last 20 years in 
Marketing, Consumer Behavior, International Business and Cor-
porate Social Responsibility. I was also able to teach in Romania 
and in the United-States. I started and have managed a Humani-
tarian program in Niger with business students since 2005.

What’s the best advice you’ve ever  
received?

Respect others, always be yourself, give back to society and 
have fun! Happiness index is much more important than GDP!

What is your personal philosophy?
As event planners, we are merchants of dreams. We must set 

the stage for people to allow themselves to experience some of 
their most memorable moments in life. We must allow people 
to experience larger than life adventures, to be moved and to 
feel their souls expand through our events. We must always in-
novate, be obsessed by artistic excellence and never do things 
the same way. We must communicate and express our passion 
and love for the nature of our programs through all aspects of 
our delivery, and yes, always find a way to learn and have fun!

Guy	Laflamme	continued	from	page	12

Recently	retired	as	the	CEO	of	the	Pasadena	Tournament	of	
Roses,	Mitch	Dorger	brings	to	his	new	consulting	practice	more	
than	40	years	of	work	experience	including	20	years	as	a	chief	
executive	officer.	His	experience	as	a	CEO	was	consistently	
characterized	by	successful	performance	improvement	pro-
grams	and	high	employee	morale	and	achievement.	He	believes	
the	fundamental	goal	of	leadership	is	to	inspire	teamwork	and	
the	spirit	of	continuous	improvement.	He	has	recent	expertise	
in	the	world	of	non-profit	organizations	and	is	well	versed	in	
corporate	governance,	volunteer	management,	financial	plan-
ning	and	management,	government	relations,	and	large	event	
management.	As	a	public	speaker	he	has	lectured	on	non-profit	
organizational	management,	strategic	planning,	change	manage-
ment	and	leadership.	He	has	also	served	as	a	keynote	speaker	
for	four	different	festival	and	event	association	conventions.	
	
Mitch	Dorger,	Principal	
Dorger	Executive	Consulting	
Pasadena,	California.		
mitch@dorger.com		

for you if you fail to carry out your responsibilities in a reasonable 
and prudent way. Do not despair. In my next two columns, I will 
discuss these duties as well as how you can avoid any problems 
associated with being a board member.”

In	the	Board	Room	continued	from	page	20



Like IFEA, Downtown Fort Worth is famous for large annual events like the MAIN ST. Fort Worth Arts
Festival and the Chesapeake Energy Parade of Lights. 

But the reality is, you can find something special every night of the year in this vibrant urban play-
ground. A fabulous meal. A spectacular theater performance. An amazing concert. A cool nightclub.
A unique boutique. All in an inviting atmosphere that perfectly blends the historic and modern.

It's impossible to describe Downtown Fort Worth in a few words. But one thing's for sure: 
"You get it when you get here." So check out our website at
www.dfwi.org. Then, come see the real thing.

Special Thanks to the City of Fort Worth, through a special grant from the Fort Worth
Promotion & Development Fund, for their support of International Festivals and Event
Association's World Conference, October 3 - 5, 2011.

Downtown Fort Worth.  Where every night is a special event.




