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Book Now – and Take Advantage of Special Rates for 
the IFEA
As a member of IFEA, you receive a $400 discount on your registration to IEG’s Annual 
Sponsorship Conference if you register before December 31 (after December 31, you 
save $300). To register now and take advantage of these rates, visit www.IEG2012.com 
and use special order code “AC2012IFEA”. Or call Penny Perrey at 312/725-5117 or email 
her at penny.perrey@sponsorship.com.

About the Conference
More than 1,200 marketers from around the globe will come together in Chicago March 
18-21 for IEG’s 29th Annual Sponsorship Conference — the world’s largest and most 
important meeting for sponsorship and partnership professionals.

No other conference you can attend offers the opportunity to learn from and network with 
the quality or quantity of partnership decision-makers and thought-leaders that IEG does.

Your Registration Includes:
Admission to all sessions, including keynotes, panel discussions, workshops,  
round tables
Admission to all networking events, including Sunday Opening Reception,  
Monday Reception at the Museum of Modern Art, Tuesday Cocktail Reception
Luncheons on Monday and Tuesday, and Breakfasts on Monday, Tuesday  
and Wednesday
Membership in Special Interest Groups (SIGs)
Conference Workbook with session documentation and a delegate roster
Online Conference Dashboard: Gives you complete access to all session materials, 
and all sessions are recorded – so, if you miss something, or want to watch a session 
again, you’ll have up to three months after the conference to view all sessions

Who You’ll Hear From:
Marc Pritchard, Global Marketing & Brand Building Officer, Procter & Gamble
Jean-Claude Biver, CEO, Hublot
Wendy Clark, SVP, Integrated Marketing Communications, Coca-Cola
Mike Harrison, Chief Brand Officer, Timberland
John Skipper, EVP, Content, ESPN
Mark Wright, VP, Media Services & Sponsorships, AT&T
Johan Jervoe, VP, Sales & Marketing/Director, Creative Services/Digital Marketing, Intel
Eddy Moretti, Founder, Vice Media
Larry Scott, Commissioner, Pac-12 Conference
Lesa Ukman, Chairman, IEG, LLC 

Plus you’ll interact with panelists and workshop and 
round-table leaders from: 
ASICS, AT&T, Bank of America, Bell Aliant, BMW Canada, CenturyLink, Clorox, Columbus 
Zoo & Aquarium, Fidelity Investments, Harley-Davidson, Hershey, Heineken, Hewlett-
Packard, Kraft, Mercedes-Benz, MetLife, Ogilvy & Mather, Performance Research, 
Principal Financial, RadioShack, Red Bull, Roush Racing, SaskTel, Scotiabank, Subaru, 
Swedbank, T. Rowe Price, and others.

Register Now
Use Coupon Code “AC2012IFEA”
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•

•
•
•

•
•
•
•
•
•
•
•
•
•

Book Now to Save
Full Rate: $1,995
IFEA Rate: $1,595 
(save $400 before Dec. 31!); 
$1,695 (save $300 after Dec. 31!)
Coupon Code: AC2012IFEA

Need more info?
Contact Penny Perrey at
312/725-5117 or email  
penny.perrey@sponsorship.com

“An excellent opportunity to  
network and build relationships.”
Maritza Villegas, The Recording  
Academy / The Grammys

“There’s not a minute wasted in the 
jam-packed 3.5-day event. A great 
place to meet colleagues from around 
the globe or across town to share 
ideas and outcomes.”
Danyl Vavreck, Minnesota State Fair

“Great networking, good idea  
sharing, fuels creative thought.”
Brett Gorrell, Festivals Inc.

“The single best place for helping me 
do my job while introducing me to the 
newest trends in sponsorship and a 
wide variety of decision-makers.”
Austin White, National High School 
Rodeo Assn.

IFEA and IEG have  
partnered to bring you 
targeted information on 
the sponsorship industry.

http://www.IEG2012.com
mailto:perrey@sponsorship.com
mailto:perrey@sponsorship.com
http://www.sponsorship.com
http://www.sponsorship.com/ifea
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PRESIDENT’S LETTER

It’s a Wonderful LifeIt’s a Wonderful Life

Despite the challenges around us, 
the IFEA has enjoyed a successful  
2011, thanks to so many of you and  
our many friends around the world. 
On behalf of the IFEA Staff and  
Boards, I thank you for your continued 
support and friendship throughout 
the year. Together, we are building a 
powerful and positive global industry 
that will continue to touch lives in a 
positive way through celebration, in 
the New Year ahead and for many  
years to come. 

Best wishes for a “Wonderful Life” 
and a Happy and Healthy Holiday!

In the holiday movie classic “It’s a 
Wonderful Life,” George Bailey (played 
by Jimmy Stewart), responding in 
desperation to a pile of mounting 
problems, is given the opportunity to 
see what life and his community would 
be like if he had never been born. As 
he comes to realize the many lives that 
he has positively touched and changed 
along his way, his affirmation and re-
ward comes at the conclusion of the film 
when all those he has helped and sup-
ported throughout his life rally around 
him when he needs them the most. 

Now, while we certainly live in a 
time and world of mounting problems, 
I am not creating an analogy here that 
gives anyone justification to throw in 
the towel or to realistically expect that 
all those around you who should be 
there when you need them the most, 
will even understand and play their 
role correctly. I am asking you - es-
pecially at a time of year when we all 
tend to naturally reflect on the past, 
present and future – to pause for a 
moment and recognize for yourself the 
many positive and lasting effects that 
you personally and your events / orga-
nizations have had on those around 
you; your respective communities; and 
the growing and important impact that 
our global industry is able to have on 
cities, countries, and people around 
the world. We are all fortunate to work 
in a profession that allows us so many 
unique opportunities (and challenges) 
to provide such important and positive 
benefits to so many.

But rather than adopt only the 
obvious and reflective role of George 
Bailey, I also encourage you to play the 
role of Clarence - the Angel who helps 
George to see the importance of his life 
and who he is when he is at his best. 
Instead of waiting for those around 
you to show their support, be the first 
to show yours to those whose role in 
your communities and our industry 
is so important, but perhaps not fully 
recognized. Set the example for person-
al involvement; share your expertise; 
strive to lay new and creative founda-

tions for future generations; and help 
others to understand the importance of 
their individual roles. 

During the past several years, I have 
had the good fortune of getting to 
know Mayor Lee Gum-Sik of Gimje 
City, Korea. Many of you may have met 
him during our IFEA Annual Conven-
tion in Fort Worth this year. Mayor Lee 
has always been a friend of our indus-
try and is obviously well-respected by 
those around him. This year, when I 
returned to Gimje City to present the 
Mayor with our IFEA World Festival 
& Event City Award, in recognition of 
the positive and supportive environ-
ment that Gimje City has created for 
the festivals and events of their city, I 
came to understand better all that was 
behind his success, as an individual 
and as Mayor.

Mayor Lee clearly understands the 
important role that all those in his city 
play in their mutual success – from 
volunteers to entertainers to govern-
ment officials – and he just as clearly 
understands and embraces his role 
in recognizing and motivating each 
of them. During our visit, Mayor Lee 
was able to fill a field house with local 
festival volunteers; to attract multiple 
national-caliber entertainers home to 
‘their city’ to participate in this special 
event; and to draw numerous govern-
ment, education and media influen-
tials (local, regional and national) to a 
massive celebration in recognition of 
their common success and reward, as 
we re-presented the IFEA World Festi-
val & Event City Award to them all. 

Mayor Lee is a humble and giving 
gentleman whose personal reward is 
seeing his city and citizens prosper; a 
reward clearly reflected as he person-
ally congratulated and thanked them 
all. He plays his important role every-
day of reminding his community who 
they are when they are at their best and 
he is rewarded in return as they rally 
around him to ensure their continued 
and common successes. His example is 
one that I hope all of us in our indus-
try can emulate.
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www.eventbrite.com
www.eventbrite.com
www.twitter.com/eventbrite
www.facebook.com/eventbrite


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

http://www.ifea.com


Ken-Ran	Productions				•				817-552-9200				•				www.kenran.com
Providing	Local,	Regional,	National	Talent	and	Concert	Production	Services

Award Winners 
And Nominees For 

“Best	Live	Act”,	“Best	Emerging	Artist”,	“Best	Country	Act”,	
“Best	Album”	and	“Best	American	Roots	Group”	

Tejas	Brothers	Debut	CD	was	#7	on	the	Americana	Radio	Airplay	Charts.

“Fun	seems	to	be	the	motor	driving	this	four	piece	

Americana	muscle	car.	So	when	the	sun	shines	in	

your	neck	of	the	woods,	let	the	top	down	and	pop	this	

band’s	latest	offering	“Rich	Man”	in	the	cd	player	and	

discover	“This	Little	Feeling”	that	the	Tejas	Brothers	

leave	concert	goers	with	after	each	performance.”

Lone Star Music

“They	are	loved	for	their	energetic	live	perfor-mances	and	their	enthusiasm	is	contagious!”My Texas Today

“Tejas	Brothers	have	stood	as	one	of	the	best	live	acts	in	Texas.	The	Dave	Perez-led	quartet	is	once	again	proving	itself	one	of	the	best	bands	in	the	state.”
The Dallas Observer

Presents

http://www.kenran.com
http://www.kenran.com
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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 

mailto:ira@ifea.com
mailto:pennyreeh@ktc.com


Brooks  Kenda l l

IN CONVERSATION
How did you get into events?

Growing up traveling on the road with my Dad’s rock band, it is no wonder 
that I ended up working for Ken-Ran Productions, an award winning Event 
Entertainment Service Company my father started 54 years ago. I guess it’s just 
in my blood!

What has been your biggest professional challenge?
As of late, it’s been the sluggish economy, with Wall Street woes and political con-

cerns eating away at our industry. Clients are trying to save a buck by procuring tal-
ent on their own while in most cases working with agents won’t cost you anymore 
than doing it yourself. Our company works with entertainers more frequently than 
event planners. Frequent booking gives us buying power and a better knowledge 
of what a band or entertainer’s rock bottom price is. If you are working with a full 
service company like ours, you should also consider the added value. Having said 
that, please remember that we are all in the same boat and entertainers are hurting 
as much as anyone else so be willing to pay a fair price. 

Lately we have had to be more creative and consider things like Routing, Block 
Booking or Multiple dates which has become more important than ever, as this 
saves our clients extra money spent on travel expenses. We have also been work-
ing with more up and coming or undiscovered talent. Our Company usually has a 
good idea of what new talent is on the rise and they can help you catch the talent on 
the way up, before they become a high priced act. Good entertainment companies 
always have their hands on the pulse of the newest talent for their clients. 

Some festivals are cutting their entertainment budgets so we have begun to assist 
them in getting sponsor contributions. Given the current financial frame of mind 
at many companies, a number of beneficial sponsorships are being axed, with little 
consideration for ROI and lots of consideration for reducing any variable costs pos-
sible. Sponsors are tightening budgets and spending smarter on fewer opportunities. 
Many companies will be dropping sponsorship of world class events. This creates an 
opportunity for smaller, single events. 

Recent polls show that people have a renewed interest in “escapism” and  
“need for fun.” So remind your client of that when they say they want to cut out  
the entertainment.

FACTS ON FILE
Years in the Business:  
54	Years

Degree:  
School	of	Hard	Knocks

Family:  
Father	of	3	Boys

Last book read:
Just	Magazines

Last business book read:
“Starmaker”
by	Jim	Halsey

Brooks Kendall    
Producer 
Ken-Ran Productions
418	South	Barton	Street
Grapevine,	Texas	76051	
USA	
Phone:	817-552-9200	
Fax:	817-552-9204
brooks@kenran.com	
www.kenran.com

PEOPLE

KEN-RAN Productions is a company that has considerable experi-
ence in large scale special event production. With a history in both 
Corporate and Civic events, its mission is to create or participate 
in spectacular, world class, events. They assist Fairs, Festivals and 
Events through, the use of detailed budgeting, and hands-on 
management from inception through creative development to suc-
cessful execution. By working with a myriad of event suppliers and 
sub-contractors, KEN-RAN Productions can offer a cost effective 
single source coordination for any size project or event.
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Continued	on	page	80

mailto:brooks@kenran.com
http://www.kenran.com
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IFEA VISION
A globally united industry that touches 

lives in a positive way through celebration.

http://www.ifea.com
www.fwworld.com
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Population Level: Under 100,000

Meizhou Island of Putian City, 
Fujian Province, China 

 
 
 
 
 
 
 
 
 

As the birthplace of legendary Mazu, 
Goddess of the Sea, Meizhou Island of 
Putian City in China’s Fujian Province is 
the cradle of Mazu culture and the loca-
tion of the first Mazu temple. For over a 
thousand years, the belief in Mazu gradu-
ally merged with traditional customs and 
has now turned into a folk culture in 
worship of Mazu in the form of temple 
fairs or custom practices at home and 
in Mazu temples around the world. The 
memory and belief of Mazu has deeply 
impacted Chinese people’s life, especially 
those who live in coastal areas and their 
descendants. Mazu culture has become 
a significant cultural bond to enhance 
family harmony, social solidarity, as well 
as the community identity of all Mazu 
followers. The China Meizhou Mazu 
Cultural Tourism Festival has become a 
prominent tourism festival that serves as 
an important platform for international 
cultural exchange. (Photo from the China 
Meizhou Mazu Cultural Tourism Festival) 

  

Gimje-si, Jeollabuk-do,  
South Korea 
Judges Selection for Most Outstanding Global Entry in 
Population Category

 
 
 
 
 
 
 
 
 

Gimje is a typical small agricultural 
town located in the southwestern part 
of Korea harvesting one fortieths of the 
rice produced in Korea every year. Korea’s 
farming culture is thriving in the Gimje 
plain, the nations’ largest breadbasket, 
with an infinitely spread horizon. In the 
fall, the region depicts beautiful Korean 
autumn scenery, commonly described 
as having golden wave of yellow rice on 
plains under the crystal clear blue sky. 

Due to the agricultural benefits in the 
city, the city government launched the 
Gimje Horizon Festival to help urban 
visitors enjoy all these beauties of the 
region as a well-packaged tourism attrac-
tion while improving the brand image of 
the region and competitiveness of its rice 
products. (Photo from Gimje Horizon 
Festival)

 

Population Level: 100,000 to 1 Million 

Joinville, Santa Catarina, 
Brazil

 
 
 
 
 
 
 
 
 

Located in the Santa Catarina State, in 
the Southern Region of Brazil, Joinville is 
Santa Catarina’s largest city. In 2010, its 
population has reached approximately 
520,000, many of whom are of German 
descent.

Owing to urban development and 
relatively good infrastructure, Joinville 
has become a major center for events and 
business conferences. The city has one of 
the highest standards of living in Brazil.

Joinville is famous for its strong Ger-
man-influenced culture. The city retains 
many aspects of the German culture, in 
its architecture, in the local dishes, parties 
and in the way of life of its inhabitants, 
known as workaholics. Joinville is the 
host city of the Festival de Dança de Jo-
inville (Joinville Dance Festival) which is 
the world’s largest dance event, held every 
year during the month of July.  

The	 International	 Festivals	 &	 Events	 Association		
announced	 and	 recognized	 the	 2011	 recipients	 of		
the	 “IFEA	 World	 Festival	 &	 Event	 City”	 award	 during	
the	56th	Annual	IFEA	Convention	&	Expo	in	Fort	Worth,	
Texas,	U.S.A.	on	October	3rd,	2011.

The	 IFEA	 would	 like	 to	 congratulate	 all	 of	 our	 2011	
IFEA	World	Festival	&	Event	City	Award	Recipients.	For	
more	information	on	the	IFEA	World	Festival	&	Event	
City	Award	and	this	year’s	winners	–	Click	Here.	

“Recognizing	the	best	 in	community	 leadership	and		
festival	and	event	partnerships	around	the	world.”

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=274&Itemid=710
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Reykjavik, Iceland 
Judges Selection for Most Outstanding Global Entry in 
Population Category 

 
 
 
 
 
 
 
 
 

Reykjavik is the capital of Iceland and 
the country‘s largest city. Located on the 
south west peninsula of Iceland, Reyk-
javik enjoys a surprisingly energetic and 
inspiring community of artists, musi-
cians, writers and designers. This creative 
group finds one of its outlet in the cities 
numerous festivals and events. 

Reykjavik offers ongoing festivals and 
events throughout the year. The city is 
the home of around 30 festivals annually 
which focus on everything between tango 
and the Icelandic horse, design and cut-
ting edge theater. 

The City of Reykjavik produces many 
of the city’s largest festivals and is a proud 
and important sponsor of many more. In 
2004 the City Council approved a Tourism 
Policy which supported the importance of 
festivals and events for the cities’ image as 
a young, cultural and vibrant city. In 2011, 
Reykjavik City Council approved a new 
Tourism Policy which further emphasizes 
the importance of festivals and events 
playing a major role in portraying Reyk-
javik as an attractive destination all year 
round. (Photo from Visit Reykjavik)
 

Population Level: Over 1 Million 

Johannesburg, Gauteng, South Africa 

 
 
 
 
 
 
 
 
 

Johannesburg, affectionately known as 
Jo’burg, Jozi and JHB by South Africans, 
is the capital of the province of Gauteng, 
the richest province in South Africa. Often 
referred to as the ‘City of Gold’ due to its 
rich gold-mining heritage, Johannesburg is 
a striking city of contrast and considerable 
wealth, despite its relative youth, being 
founded just over 120 years ago, in 1886. 
The Johannesburg of today is South Africa’s 
financial capital and a truly vast city, being 

one of the biggest in the whole of Africa, 
after only Cairo (Egypt) and Lagos (Nige-
ria). Johannesburg is rich in culture and 
entertainment, and plays host to many fes-
tive activities throughout the year includ-
ing the International Mozart Festival; The 
Rand Show, one of Johannesburg biggest 
festivals, the Oyster and Wine Food Festival 
and the month long Arts Alive Festival. 

São Paulo, São Paulo, Brazil

 
 
 
 
 
 
 
 
 

São Paulo is the largest city in Brazil, with 
a city population of about 11 million and al-
most 20 million in its metropolitan region. 
It is the capital of the Southeastern state of 
São Paulo, and also a beehive of activity that 
offers a jovial nightlife and an intense cul-
tural experience. São Paulo’s financial might 
and metropolitan style give its annual festi-
val offerings international and cosmopoli-
tan flair. The city’s year is packed with events 
that showcase what this colossal metropolis 
does best. São Paulo’s cultural calendar cov-
ers everything from art to music, cinema to 
food, and carnival! The city government and 
business sponsors pour more than $R20 
million into the folia each year, aiming to 
build a local scene of note. Besides organis-
ing the main spectacle in the Sambódromo, 
many Paulistanos are involved in samba 
school rehearsals (ensaios), street parades 
(blocos), the January selection ceremony for 
the carnival’s king and queen (Rei Momo 
and Rainha), and smaller neighbourhood 
celebrations. The most known samba 
schools are: Nenê de Vila Matilde , Vai-Vai, 
Camisa Verde e Branco, Unidos do Peruche, 
Mocidade Alegre and Rosas de Ouro. (Photo 
from Jefferson Pancier/SPTuris)

Indianapolis, Indiana, United States 

 
 
 
 
 
 
 
 
 

Indianapolis, the capital of Indiana, 
is by far the largest city in Indiana, the 
12th largest city in the U.S., the most 
populous state capital east of the Missis-

sippi River and is also one of the fastest 
growing regions in the United States. 
Indianapolis has an arts community that 
includes many fairs celebrating a wide 
variety of arts and crafts including Broad 
Ripple Art Fair, Talbot Street Art Fair, 
Carmel Arts Festival, Indian Market and 
Festival, and the Penrod Art Fair. Every 
May since 1957, Indianapolis holds the 
500 Festival, a month of events including 
a mini marathon and festival parade, the 
latter being the day before the Indianapo-
lis 500. Indianapolis is also home to the 
Indiana State Fair as well as the Heartland 
Film Festival, the Indianapolis Interna-
tional Film Festival, the Indianapolis 
Theatre Fringe Festival, the Indianapolis 
Alternative Media Festival, and the Mid-
west Music Summit. 

Dubai, United Arab Emirates 

 
 
 
 
 
 
 
 
 

Dubai is the second largest of the seven 
United Arab Emirates and probably the 
most well-known; its strategic location 
in the heart of one of the world’s richest 
regions midway between the Far East and 
Europe being a key element in its success. 
Although Dubai’s economy was built on 
the oil industry, the emirate’s model of 
business drives its economy, with the effect 
that its main revenues are now from tour-
ism, real estate, and financial services, simi-
lar to that of Western countries. Dubai has 
recently attracted world attention through 
many innovative large construction projects 
and sports events. 

From a humble fishing village to a mod-
ern bustling metropolis in just over three 
decades, Dubai has burst on to the global 
scene as perhaps one of the most happen-
ing cities in the world with its ambitious 
projects and unique events. With its lavish 
reputation, Dubai continues to impress with 
world-class events such as the annual Dubai 
Shopping Festival, Dubai International Film 
Festival, Dubai World Club, and Dubai 
Desert Classic golf tournament. 

Continued	on	page	80



SUSTAINABLE EVENT MANAGEMENT

Unfortunately there is no one-size-fits-all recipe book or 
shopping checklist for events sustainability. You need to weigh 
up your combination of ingredients for each decision to get 
the best outcome. A follow by numbers recipe won’t get it right 
for everyone every time.

Keeping with analogies, think of the event industry as a 
supermarket, and all the products on the shelves are the dif-
ferent events. You have categories of things like frozen goods, 
fruit & veg, bakery, cleaning, etc. And in each of those you 
have individual products. Even within the same category every 
single product on the shelf has a different story. It has different 
raw materials, it has a different manufacturing process, differ-
ent energy intensity, water use, distance to transport, labelling, 
marketing etc. The sustainability recipe for a bottle of shampoo 
will be different than for a can of beans. 

There are common things to consider like sourcing of 
materials and supplies, transport, waste, water, energy, societal 
aspects, toxicity, etc. But each has to balance the various aspects 
to come up with the final recipe of considerations that make 
the product the most sustainable it can be.

The same goes for the event industry. There needs to be 
some menu planning for each and every event. You need to 
pick and choose your ingredients depending on what is ap-
plicable to your circumstances, and importantly, to your beliefs 
and principles and those of your stakeholders.

Take purchasing of fresh produce for example. You need to make 
a decision between sourcing locally, sourcing organically, sourcing 
seasonally, and for some products sourcing fair trade. You need to 
think of the support of local communities economically, the trans-
port miles of produce that is out of season locally, or if in fact the 
produce is even grown near where you are holding the event. You 
need to weigh up health aspects, the amount of chemicals used, 
and the working conditions of the labour on the farm. 

If I was looking at coffee sourcing for example, and the event 
was in a country or region that grows coffee, then local sourc-
ing (rather than organic or fair trade) would be upmost for me. 
Of course if local and organic, or local, organic and fair trade is 
available, the decision is made for me. If all coffee needs to be 
imported, I would choose fair trade. If it’s grown on the other side 
of the country, then I would have a more difficult choice between 
supporting fair trade and supporting the country’s growers. Other 
things might come into play, like whether the company the fair 
trade coffee comes from is 100% committed to sustainable sourc-
ing, or if this range is a ‘token’ gesture when you look at its entire 

product range. I would choose to support a boutique company 
that is 100% committed to sustainable development opposed to 
a company that has just put a fair trade product in amongst its 
others product lines. That’s like buying free-range eggs from a 
company that mainly has caged hen eggs. A few chooks running 
around free doesn’t make that company ethical.

An example within sustainable energy sourcing has occurred 
for me recently which I will share with you. The optimal for 
me is to use 100% reclaimed vegetable oil biodiesel in mobile 
power generators. However I had a situation where the cost of 
biodiesel was considerably more than mineral diesel, the genset 
supplier had proven that biodiesel uses one and a half times 
more fuel for the same power output, and (this was the big turn 
off for me) the biodiesel was cropped from soy imported from 
half way around the world. This event is in Australia and in that 
country there is GreenPower (RECs) available to be purchased 
against kWh used in mobile generators. This means that the 
equivalent amount of renewable energy is placed on the mains 
grid as the kWh used by the event’s diesel generators.

It was a difficult decision to make because in my heart I 
don’t want mineral diesel used in any generators. But I REALLY 
don’t want to use cropped biodiesel imported from half way 
around the world. And the client didn’t want to pay almost 
10 times the amount for this biodiesel than it would cost to 
purchase GreenPower. So in this situation we have opted with 
mineral diesel and GreenPower RECs. 

If the biodiesel used by the generator company was not 
cropped but made from locally sourced reclaimed vegetable 
oil, along with the event’s waste oil going back to that com-
pany for processing into biodiesel, then the money would have 
become less of an issue and the support of a fantastic initiative 
in closing the loop would have. 

Another aspect to this decision was that the generator sup-
plier is not committed to using biodiesel all of the time in 
all of their kit. I like it when a company has converted fully. 
The gensets don’t have to change filters, the techs know what 
they’re working with, and the company has demonstrated its 
commitment to sustainability.

There is a combination of considerations and the answer will 
come to light after you include your event situation and your 
organisation or personal viewpoint on various issues. It may 
be that your event is in a location where biodiesel is cropped 
and you know it is not detrimental to food crop production, to 
pulling down forests and it supports the community economi-

By Meegan Jones

Sustainability for your event is like cooking up a curry, but not strictly following a recipe. 
You know the essential ingredients but you have to mix and match those spices to get it 
just right. Cooking times vary. You may need to spice it up a bit, or bring it back if you’ve 
gone in a little heavy-handed.

Is There a Recipe for Event 
Sustainability I Can Follow?
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Continued on page 80
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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.

http://www.ifea.com
http://www.ifea.com


Recognizing a loyal sponsor, celebrating a 
couple getting married or “flying” an Ameri-
can flag during a patriotic holiday, using a 
set piece as part of your display can add a 
special touch that will be remembered.

Set pieces have traditionally been built 
on a lattice framework with pyrotechnic 
devices called “lances.” The lance is about 
the diameter of a pencil and the length 
would reflect several sharpenings on that 
pencil. The design is typically laid out with 

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

to “light” the set piece without pyrotech-
nics and maintain that light for an extend-
ed period. A typical wedding set piece is 
eight feet by eight feet with a heart shape 
inside which the names of the bride and 
groom are portrayed. Set pieces with a 
sponsor’s logo have been made with rope 
light as large as 75 feet long and 32 feet 
tall. This permits the audience to see it 
clearly from a long distance. 

Set pieces can be animated using 
delayed timing of the firing of lances or 
wheels moving on a car design or char-
acters moving. The design found in the 
accompanying photo is an artist’s render-
ing of a set piece for the November 18th 
Light Up Night festival in Pittsburgh. 
Made using rope light, it is animated with 
the “150 Years” blinking off and on and 
the cap of the bottle appearing to pop off 
the bottle, followed by foam appearing at 
the mouth of the open bottle. 

Set pieces can be simple, inexpensive 
and still impactful. Or they can be more 
complex – depending on the goal and 
budget of the customer. Let our artist 
work with you to design the right en-
hancement to your display.

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.

thin, round bamboo pieces. Once the 
design is completed, the lances are placed 
about four inches apart along the bam-
boo and are then fused together. When 
it is lit, all of the lances begin to burn 
in bright colors, spelling the names or 
design in colors selected by the customer. 
The lances send out color sparks for ap-
proximately 45 to 60 seconds. 

In recent years, we have started building 
set pieces with rope light that permits us 
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Set Pieces – The 
Sign for Your Display

http://www.zambellifireworks.com
mailto:dougtaylor@zambellifireworks.com
mailto:dougtaylor@zambellifireworks.com
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In my last column, I discussed what 
a board is responsible for and what its 
duties are. This issue, I will build on that 
foundation by describing the legal duties 
of a director.

In its excellent book, Guidebook for 
Directors of Nonprofit Corporations, the 
American Bar Association states that a 
director of a nonprofit organization owes 
the organization two duties: the Duty of 
Care and the Duty of Loyalty. 

“The duty of care calls upon the direc-
tor to act in a reasonable and informed 
manner when participating the board’s 
decision and its oversight of the cor-
poration’s management.” To meet this 
requirement the director must 1) stay in-
formed of the affairs of the organization 
and 2) discharge duties in good faith, 
acting with the care that a reasonably 
prudent person in a like position would 
believe appropriate. (1:19)

The most basic requirement of the duty 
of care is to attend meetings. In general, 
the director himself or herself needs to 
be physically present at meetings and 
vote. Directors are not normally able to 
vote on matters by proxy as organization 
members might. Repeated absence from 
board meeting can expose the director to 
the risk of not fulfilling the duty of care 
to the organization. Many high-function-
ing boards establish attendance criteria 
that could result in the removal of a di-
rector if his or her attendance is shoddy. 
Attendance at committee meetings 
(which are an extension of the board) is 
included under this requirement and fail-
ure to attend committee meetings could 
result in sanctions of some type.

A second requirement of the duty 
of care is to exercise independent and 
informed judgment on organizational 
matters. Directors have a fiduciary re-

sponsibility to act in the best interests of 
the organization. No decisions should be 
made because a matter is recommended 
by the staff or even by the board chair. 
Each director must exercise his or her 
own judgment about what is the best for 
the organization. This responsibility even 
applies if the board member represents 
some particular group or interest on the 
board. The director’s legal duty is to the 
organization as a whole and not to the 
group or interest they may be “represent-
ing” on the board.

Obviously, to carry out this responsibil-
ity, the board member must be properly 
informed. Normally, in an organization, 
information supplied to the board is 
prepared by the staff or by a commit-
tee working on behalf of the board. 
The director must individually evaluate 
whether this information is sufficient to 
make an informed decision. If he or she 
deems that it is not, he or she should ask 
for additional information. Do not hesi-
tate to exercise this right as a new board 
member. Sometimes boards get compla-
cent with the way things are going, and 
it takes a fresh set of eyes with a fresh 
perspective to see that board members are 
not receiving all they should in the form 
of information. 

 In hindsight, board decisions may turn 
out to be right or they may turn out to 
be wrong. The correctness of a decision 
is not that it creates a liability for the 
directors involved so long as they acted to 

ensure they were properly informed and 
then acted in good faith and in a manner 
that they reasonably believed to be in the 
best interest of the organization. This is 
called the “Business Judgment Rule” and 
basically it says that courts may not sec-
ond guess the judgment of the board “ … 
if such director’s action was undertaken 
in good faith, in a manner reasonably 
believed to be in the best interests of the 
corporation, and based on the director’s 
independent and informed judgment.” 
(1:28) This rule is well established in law 
and is one of the key protections that 
directors have. 

Naturally, there are exceptions to any 
rule. In the case of the business judg-
ment rule, it will not be applied where 
basic breaches of duty have occurred such 
as criminal activity, fraud, bad faith or 
willful and wanton misconduct. There is 
another special exception which might 
apply if the board chooses to cease the 
operations of a charitable organization. 
If this action is being contemplated by 
the board, the board should consult legal 
counsel before making any decision in 
this regard.

“The duty of loyalty requires directors 
to exercise their powers in good faith and 
in the best interests of the corporation, 
rather than in their own interests or the 
interests of another entity or person.” 
(1:29) This duty applies to three areas: 1) 
conflicts of interest, 2) corporate oppor-
tunity, and 3) confidentiality.

Legal	Duties	of	a	Board	Member	
(Part	II	of	Becoming	a	Board	Member)

In the Board Room
By Mitch Dorger 

“Business	Judgment	Rule”…	says	
that	courts	may	not	second	guess	
the	judgment	of	the	board.
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A conflict of interest occurs whenever 
a director has a material personal interest 
in a proposed contract or transaction to 
which the corporation may be a party. 
Importantly, such conflicts of interest are 
fairly common and certainly should not 
be considered unlawful or unethical. For 
example, a director may contract with 
the corporation for a service and provide 
that service at a substantial discount to 
the organization. This sort of arrange-
ment makes good sense for all concerned, 
and the arrangement does not have to be 
terminated because a conflict of interest is 
occurring. What needs to happen is that 
the conflict needs to be fully disclosed 
and then reviewed and approved by the 
“disinterested” members of the board (or 
a designated committee of the board). 
“Disinterested” means that the director 
has no financial interest in the matter 
at hand. Normally, the board will ask 
itself 1) if the arrangement is indeed in 
the corporation’s best interest and 2) if 
it is fair to the corporation. In my last 
organization, we had a few of these occur 
each year with regard to professional 
services. A thorough review of the circum-
stances was made and in each case it was 
determined to be in the best interest of 
the corporation to continue the arrange-
ments. This is perfectly appropriate. The 
key to preventing conflicts of interest is 
for the board to establish a system to 
allow full disclosure of the any conflicts 
and then have documented procedures 
in place to review the circumstances. 
Because this is a legal matter, I recom-
mend organizations seek legal counsel in 
setting up procedures for identifying and 
handling conflicts of interest.

The area of the duty of loyalty is corpo-
rate opportunity. Corporate opportunity 
is fairly straightforward compared to the 
conflict of interest rules. Essentially, this 
rule states that if a director learns of a 
business opportunity which might rea-
sonably be of interest to the corporation 
that he serves as a director for, then he 
must disclose the opportunity and allow 
the corporation to take advantage of it, 
before he pursues it on his own.

The third obligation under the duty 
of loyalty is confidentiality. Again, this 
obligation is fairly straightforward. A di-
rector should disclose information about 
the corporation’s activities outside of the 
board unless they are already known by 
the public or are of public record. High-
performing boards might expand on this 
basic guidance by stating exactly what 
type of information may be revealed by 
board members and under what circum-
stances. But if there is any doubt, the 
director should maintain the confidenti-
ality of board room information. Simple, 
right? Nothing could be further from 

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	ex-
perience	including	20	years	as	a	chief	
executive	officer.	His	experience	as	a	
CEO	was	consistently	characterized	by	
successful	performance	improvement	
programs	and	high	employee	morale	
and	achievement.	He	believes	the	fun-
damental	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	gover-
nance,	volunteer	management,	financial	
planning	and	management,	government	
relations,	and	large	event	management.	
As	a	public	speaker	he	has	lectured	on	
non-profit	organizational	management,	
strategic	planning,	change	management	
and	leadership.	He	has	also	served	as	a	
keynote	speaker	for	four	different	festi-
val	and	event	association	conventions.	
	
Mitch	Dorger,	Principal	
Dorger	Executive	Consulting	
Pasadena,	California.		
mitch@dorger.com		

The	key	 to	preventing	conflicts	of	
interest	 is	 for	 the	board	 to	estab-
lish	a	system	to	allow	full	disclosure	
of	the	any	conflicts	and	then	have	
documented	 procedures	 in	 place	
to	review	the	circumstances.
the truth! In my experience, maintaining 
the confidentiality of the board is one 
of the hardest things to achieve. It seems 
in some organizations people view their 
status as determined by how much infor-
mation they know and can leak to their 
friends. I used to sarcastically say that 
leaked information is often the “coin of 
the realm” in some organizations. 

Someone might say, “What harm is 
done if the information is shared with 
members within the organization?” The 
answer is that a lack of confidentially 
can absolutely cripple the effectiveness 
of a board. A board depends on the 
individual board members being able to 
candidly and frankly state their posi-
tions. If this information is leaked, what 
a person says in the confidence of a board 
room can come back to haunt him or her 
in a personal way. I have seen breaches 
of confidentiality take all candor out of 
board discussions and leave only cursory 
discussions within the confines of the 
board room. This can be devastating to 
the effectiveness of a board. Confidential-
ity must be preserved, even if that means 
sanctions against or even removal of the 
offending director.

There is one final element of the duty 
of loyalty that must be mentioned: if a 
director obtains knowledge of illegal or 
suspected illegal action within the orga-
nization, that director has an absolute 
requirement to disclose that information 
(regardless of whether the activity has 
been approved by the board). If suspi-
cions exist, they must be revealed to the 
board chair or chief executive (or both) 
with a demand that the circumstances 
be investigated. If this fails to occur to 
the director’s satisfaction, the matter 
should be taken to the full board. If the 
suspicion is not repudiated, the direc-
tor involved should clearly express his 
or her dissent and ensure that dissent 
is recorded. The director should also 
strongly consider consulting personal 
legal counsel.

That concludes the discussion of direc-
tor duties. I recognize that the discussion 

was long and there were simplifications 
made to try to be brief. I strongly recom-
mend that every board have their legal 
counsel meet with the members of the 
board every few years to discuss these du-
ties and ensure that all directors are aware 
of the legal nature of their duties to the 
board on which they serve.

In the next column, I will turn to the 
protections that directors have in carrying 
out their responsibilities.

Notes:
1. Committee on Nonprofit Corpora-
tions, Editors George W. Overton and 
Jeannie Carmedelle Frey, Guidebook for 
Directors of Nonprofit Corporations. 
Section of Business Law, American Bar 
Association, 2002.

mailto:mitch@dorger.com
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Six years later, he returned to major 
league baseball. This time as a manager 
– and what a manager he turned out to 
be! He created the modern baseball farm 
system which enables major league teams 
to nurture and develop future stars through 
their minor league teams. He was the first 
to establish a permanent spring training fa-
cility in Florida. He changed the way statis-
tical analysis is used in baseball by proving 
that on-base percentage is more important 
than batting average. Branch Rickey is best 
known, however, for breaking the color 
barrier by bringing African-American Jackie 
Robinson into the major leagues. It earned 
him a spot in the Baseball Hall of Fame.

Rickey offers this as his recipe for suc-
cess, “Success is where preparation meets 
opportunity.” A simple formula that 
reminds me of the old joke: “How do 
you get to Carnegie Hall?” The answer: 

“Practice. Practice. Practice.” Obvi-
ously, you can’t take advantage of 
an opportunity if you don’t have the 
skills. It’s a good recipe for success, 
but it doesn’t reveal the secret main 
ingredient.

A funny old song from Frank Sinatra 
gets us little closer to the answer. Do 
you remember these lyrics from High 
Hopes ?

Just what makes that little old ant
Think he’ll move that rubber tree plant
Anyone knows an ant, can’t
Move a rubber tree plant!

I love that song because a stanza later 
we learn the ant CAN: “Oops there goes 
another rubber tree plant.” Is having 
“high hopes” the secret ingredient? No, 
but it gets us closer to it. You see, the ant 
succeeds because he doesn’t know that he 
can fail.

Think about some of the people you 
know who are successful. What is it that 
makes them big achievers? What traits do 
you associate with them? 

When I ask this question of my 
audiences I frequently hear the follow-
ing ingredients: Courage, Perseverance, 
Enthusiasm, Discipline, Confidence, 
Decisiveness, Self-reliance, Responsibility, 
Focus, Ambition, and Optimism.

All of these are certainly traits of suc-
cessful people, but which one is the over-
riding characteristic? Which one is the 
main ingredient?

None of the above!
That’s right – none! Yes, they are all im-

portant, but there is one ingredient that 
makes the cake, and that is simply your 
belief that you will succeed. It’s called 
Self-Efficacy. Your belief in your ability to 
achieve what you seek is the biggest part 
of actually getting there. The best part 
is that self-efficacy is a trait that can be 
acquired at any age.

We acquire a sense self-efficacy in four 
ways. The first way is cumulative. With 
each success we achieve we add a new 
layer of confidence in ourselves. The 
second way is through observation. When 
we see someone similar to ourselves 
succeed, we realize that we can too. The 
third way is controlled by our attitude. 
A positive attitude enhances our belief 
in our abilities whereas a negative one 
destroys it. The fourth way is from the en-
couragement of others who believe in our 
ability to succeed. This is where you as an 
effective manager can help your people 
succeed. Tell them that you believe they 
can meet their goals and you will help 
them believe it too.

With Robert Wilson

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	infor-
mation	on	Robert’s	programs,	please	
visit	www.jumpstartyourmeeting.com.

In	1907,	during	a	major	league	baseball	game,	
second	base	was	stolen	13	times	by	the	winning	
team.	The	catcher	for	the	losing	team,	Branch	
Rickey,	was	unable	to	pick	off	even	a	single	run-
ner.	That	record	stands	to	this	day.	It	also	spelled	
the	end	of	Rickey’s	career	as	a	baseball	player	
after	just	two	short	seasons.	With	nothing	else	to	
do,	he	went	to	college	and	law	school.	
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The Main Ingredient

http://www.jumpstartyourmeeting.com


 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

mailto:bette@ifea.com
mailto:bette@ifea.com
http://www.ifea.com
http://www.ifea.com
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ASSOCIATION PARTNER ASSOCIATION PARTNER

ASSOCIATION PARTNER

www.hwins.com
www.zambellifireworks.com
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What follows is a general checklist of the types of  
insurance that event managers will want to consider. 

Comprehensive General Liability Policy  
(Commercial Liability Policy)
Worker’s Compensation 
Automobile
Umbrella/Excess Liability
Environmental Impairment Liability
Building and Contents Coverage  
(floods, earthquakes, named perils)
Commercial Crime Insurance  
(employee dishonesty)
Professional Liability/Malpractice / 
Errors and Omissions Policy
Personal and Advertising Injury Liability

❏

❏

❏

❏

❏

❏

❏

❏

❏

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.

A	Checklist	for	Event	Insurance	Coverage

INSURANCE INSIGHTS
By Susan Greitz

Although the insurance industry was hard hit during the 
recent recession, there are still hundreds of companies in 
the United States. There are companies out there to issue 
policies to protect against any risk; including the weather, 
which is often a concern for event managers. Depending 
on the size and scope of the event, there may be several 
different policies that have to be considered. As such, an 

event promoter should locate an 
insurance broker and trust their 

advice. The broker can identify your risks, help estimate 
your exposure, and assess the limits of protection your 
event needs. Insurance should be, if it has not already, a 
line item cost in every event’s budget. But like all event 
budgets, the cost of this protection should be carefully 
scrutinized and analyzed to gain the maximum protection 
for the minimum cost. The right insurance issued in con-
junction with a good risk management program will result 
in a safe, well-executed event.

www.hwins.com
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Those “matrix barcodes” with squared 
patterns are sweeping into North America 
from Asia and Europe where they have 
been popular for many years. QR or 
Quick Response Codes were created by 
Toyota in 1994 to track auto parts but 
now this multi-faceted tool is popping  
up everywhere.

QR codes are a type of barcode that 
can be seen in a wide variety of products. 
Look for these examples:

Read the front page of USA Today to 
find QR codes linking the reader to  
additional story pictures.
Check for QR code printed on the 
plastic information tab stuck in the soil 
of a plant from Wal-Mart for gardening 
tips.
Note that savvy business people are 
imprinting QR codes on their business 
cards to connect directly with corporate 
websites.
 

How Can QR Codes Help 
Event Planners?

The codes are still relatively new to  
most of the North American market  
but the skyrocketing growth of QR  
code creation and popularity of the QR 

•

•

•

scanners on smart phones would likely 
indicate that this phenomena will have 
staying power. 

Consider these options as you make 
your event more accessible with minimal 
expense.

Promotions: A QR code on flyers, 
Newspapers or posters can take viewers  
to a ticket purchase site or the event  
website for more details. The QR codes 
are attention getters as people passing  
by hold up phones to scan the code. 

Information Please: Print a QR code  
on your event tickets or on information 
signs around your event. These will  
allow attendees to go to your online 
event map and/or event schedule.

Vendors: Put QR codes on each vendor 
sign at your event and sponsor a contest 
to encourage attendees to stop by as 
many booths as possible. The winner is 
the person who logs the most QR scans.

Vendors II: Encourage vendors to cre-
ate their own QR signs with promotional 
information to drive future traffic to  
their websites or retail spots.

Tickets: You can now buy tickets  
online and receive an unique QR code  
by e-mail or SMS.

How Do 
QR Codes Work?

 
Where	can	I	put	a	QR	code?	The	
codes	can	be	printed	on	any	flat	sur-
face	including	promotional	posters,	
tickets,	and	vendor	signs.		

How	do	I	create	a	QR	for	my	event?	
Event	managers	can	create	an	event	
QR	code	simply	by	using	any	one	of	the	
numerous	QR	generators	online.	Just	
do	a	search	for	QR	generator.	There	are	
free	and	paid	options	depending	on	the	
level	of	print	and	artistic	quality.	

How	do	I	scan	a	QR?	Reader	ap-
plications	are	available	on	many	
camera	phones.	A	growing	number	of	
smart	phones	come	with	QR	readers	
installed	while	others	offer	numerous	
reader	applications.	

How	do	I	measure	the	effectiveness	
of	my	QR	campaign?	QR	generators	
typically	have	an	analytics	tool	that	will	
allow	you	to	view	daily,	weekly,	monthly	
and	yearly	scans	by	the	locations	they	
were	scanned	from	and	the	phone	mod-
els	that	were	used	to	scan	the	code.	

Are	there	risks?	Yes.	QR	codes	must	
be	printed	in	high	enough	quality	
that	scanners	can	read	clearly.	And	
remember	to	only	scan	QR	codes	
from	reputable	sources	to	decrease	
the	chance	of	opening	a	virus.	

1.

2.

3.

4.

5.

Florence May	is	the	President	of	TRS	
-	The	Registration	System	and	a	recog-
nized	speaker	on	event	technology.	TRS	
supplies	online	volunteer,	event	and	
ticketing	to	festivals	and	events	across	
North	America.	Clients	include	Kentucky	
Derby	Festival,	Indy	500	Festival,	Sea-
Fair,	Freedom	Festival,	French	Quarter	
Festivals,	San	Antonio	Rock	n	Roll	Mara-
thon,	and	numerous	Olympic	Trials.

If you decide to use QR or other mo-
bile barcodes, Laura Marriott of NeoMe-
dia recommends five effectiveness tips: 

Incorporate the mobile barcodes into 
all digital and traditional media to 
ensure 360 degree exposure.
Create value by incorporating an exclusive 
offer, contest, or promotional discount.
Produce the code in basic black and 
white so all scanners can read it. 
Test to ensure your barcode links through 
to a mobile enabled site (not a PC site). 
Mobile barcodes have tracking capabil-
ities so take the time to determine the 
effectiveness of your campaign based 
on your pre-determined goals. 

•

•

•

•

•

Technology	for	Events:	

QR	CODES	ARE	HERE
By	Florence	May
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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.

www.hwins.com
www.zambellifireworks.com
http://www.eventbrite.com
http://www.dixieflag.com
http://www.kandkinsurance.com/EventsAttractions/Pages/EventsAttractions.aspx
www.kaliff.com
http://www.dfwi.org
www.ifea.com
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by	R.	Kyle	Conway

Branding

Wild!
Gone
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R. Kyle Conway	is	the	Founder	and	
Owner	of	the	The	Sponsor	Bureau.	
Kyle	can	be	reached	at:	Phone:	
214.702.6411	or	Email:	Kyle@Spon-
sorBureau.com.	For	more	information,	
go	to:	www.SponsorBureau.com.

Wild!

Most	of	us	talk	about	“branding”	in	terms	of	
branding	 something.	 Often	 this	 refers	 to	 an	
event	logo	or	signage.

In	 the	 event	 production	 and	 management	
world	 the	concept	of	branding	 is	something	
that	bears	deeper	 investigation.	Specifically,	
what	 happens	 if	 our	 brand	 is	 left	 unsuper-
vised	or	is	misused?	Brand	neglect	can	have	
a	 profound	 impact,	 the	 magnitude	 of	 which	
can	rock	your	business	to	the	core.	Likewise,	
properly	managing	your	brand	can	have	a	last-
ing	positive	influence.

As marketers, we’ve all read the data 
about how many ads we’re hit with in a 
typical day. According to Consumer Re-
ports Website, “The average American is 
exposed to 247 commercial messages per 
day.” But is that a realistic number? 

Texas A&M University Digital Library 
estimated the average American con-
sumer is exposed to more than 850 com-
mercial messages per day. And yet other 
sources cite research indicating more 
than 3,000 messages per day. It seems the 
jury is still out when you try and quantify 
how many commercial messages the 
average American experiences per day. 

One thing we can agree on is that the 
brand landscape is crowded. How do we 
cut through the clutter to get our mes-
sages across and at what cost?

Terms like “Brand Promise” often force 
us into marketing meetings to find out 
exactly what that term means and how we 
will keep and deliver on this mystical idea. 

We all have seen the surveys, bench-
marks and reports that generally lead to 
a simple conclusion: we want to improve 
how we communicate all the great things 
the company has done in serving its cus-
tomers, supporting its community and 
being a good corporate citizen. The goal 
that emerges is to enhance the corporate 
image and remove any negative percep-
tions or barriers to sales.

With reports in hand, the typical 
decision is to enhance, update or refresh 
our brand depending on who our target 
audience is. So we rush out and hire a 
consultant or talk to the corporate com-
munication folks about possible new 
designs for a logo, a fresh font, a vibrant 
color scheme…anything. But it’s often 

based solely on what we think our audi-
ence is looking for.

A painful lesson learned in branding 
is making the mistake of thinking our 
brand is what WE think it is. Brands are 
not logos and not products. If they were, 
our perception of companies, organiza-
tions and special events would change 
hourly.

Brand managers for corporations, small 
businesses or special events are all called 
upon to handle certain responsibilities 
for the sake of the brand, such as:

Monitor and measure brand strength
Develop a brand plan
Increase brand awareness, value, acces-
sibility and connectedness (sometimes 
called “emotional connection”)
Monitor and measure plan progress
Develop organizational understanding 
and support
Advance ideas that support the brand 
promise
Institute mechanisms for messaging 
– elevator speech, talking points. 

Brand managers must use all commu-
nications options available, from video to 
Internet, print to direct mail, special event 
sponsorship to social media. It all matters 
and successful brands devote the resources 
needed to ensure that success. Does yours?

In reality, our brand is simply what 
others think and feel about us. Are we 
safe, fun or educational? Are we cutting 
edge, easy to work with or trustworthy? 
Entertaining or a good value? All these 
qualities and more, factor in to the deci-
sion to buy from us or associate with us 
regardless of what we are selling and thus, 
become our brand. 

•
•
•

•
•

•

•

In fact, all that really exists in the world 
of brand management is the perception 
of the customer. The perception is the 
reality; objectivity is an illusion.

The challenge then becomes how to be 
good stewards of not just a brand but the 
perception of a brand. We’ve all seen the 
daily reminders of what happens when a 
brand spins off course:

When a major airline declares bank-
ruptcy, what does that do to our trust 
in them? 
What about a sports celebrity who is 
caught in flagrante delicto? 
What happens when prices go up with-
out giving customers the added value 
to justify these increases? 

Maddeningly, we all are remembered for 
what happens in our lowest times. Once 
our brand has been tarnished we rarely get 
a second chance to “reposition” ourselves. 
This concept appears to have no limits. 

Consider these familiar brand collapses 
(without naming names):

The winningest coach in history
The most trusted over the counter pain 
medicine
The largest retail bank in the country
A pillar of higher education for more 
than 250 years
A top special event in the market for 
the last two decades.

Aristotle is cited as the source of the 
proverb “Nature abhors a vacuum.” 
This means any absences will be filled. 
As humans we are often too busy to 
purposefully allocate time and energy 
dwelling on the fact our perception of 
brand identity may have been changed 
without permission. But would you make 
time knowing that someone or something 
is waiting in the wings? A replacement for 
the newly banished brand is always ready 
and willing to fill that vacant spot. 

The next time you head to the market-
ing meeting, keep this question in mind: 
How well is your company positioned 
for successful brand management? Logos, 
positioning and promises are important. 
But neglect your brand at your own peril. 

As the caretakers of our brands it is 
up to us to properly nurture and protect 
them. Do so and you can sustain brand 
equity for the long term. The strength of 
your brand depends on it.

•

•

•

•
•

•
•

•

mailto:Kyle@SponsorBureau.com
mailto:Kyle@SponsorBureau.com
http://www.SponsorBureau.com
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with a

By Zet Baer

Lighter
Footprint
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Stroll down the calm, shady streets of the 
historic King William neighborhood near 
downtown San Antonio, Texas. On most 
days, you’ll be transported to the 19th cen-
tury by the sight of beautifully restored, Vic-
torian-era homes and well-tended gardens. 
You won’t see many people about, maybe a 
few neighbors in their yards and a handful 
of tourists with walking maps in hand. But 
on one Saturday in mid-April each year, the 
scene changes drastically. A teeming swarm 
of approximately 50,000 visitors overrun the 
16-block area of the neighborhood, normal-
ly home to fewer than 250 households and 
businesses. The hordes are there to enjoy the 
King William Fair, a daylong event that caps 
Fiesta San Antonio. Fiesta is the city’s an-
nual 11-day celebration, featuring multiple 
parades, parties, fundraisers and festivals. 
The King William Fair is a family-oriented 
festival and families come out in abun-
dance. A parade kicks off a day filled with 
food and art booths, entertainment stages, a 
kids kingdom and other merriment.

That Was Fun – Now Clean It Up
The fair closes at 6:00 p.m., and for 43 

years, the King William Fair Committee has 
been committed to returning the neighbor-
hood to its normal, clean and exquisite self 
before noon of the following day. As atten-
dance has grown exponentially, so has the 
cleanup process. In 2011, the King William 
Fair accepted the added challenge – working 
within the guidelines of a new City of San 
Antonio Green Events Ordinance, an initia-
tive which seeks to minimize the environ-
mental impact of large, scale public events. 

Like governments and municipalities 
across the globe, the City of San Antonio 
is requiring event organizers to imple-
ment sustainable practices to control the 
impact of large outdoor gatherings. The 
King William Fair was eager to comply 
with the city’s requirements, understand-
ing the ground-level implications for 
everyone involved with the festival. 

Meeting the Goal
The 2011 King William Fair met the 

Green Events Ordinance guidelines, thanks 
to the diligent and enthusiastic support of 
the neighborhood association, volunteers, 
vendors and sponsors. In preparing for next 
year’s Fair and beyond, the Fair has made 
plans to shrink environmental impact even 
further, with the long-range goal of reaching 
Zero Waste Management. 

In order to reach these desired out-
comes, fair staff and volunteer leadership 

are examining every area of their opera-
tions and learning from the best practices 
of other festivals across the country. 

Though each of our events differ in 
size, style, geography and demographics, 
there are some shared approaches that I 
believe can be used by festival and event 
organizers, no matter what city or country 
they are in. The best advice is to start 
where you are and not take on more than 
you and your team can handle.

FOUR STEPS TO A  
GREENER EVENT

1. Start Now 
Meaningful change will affect every 

part of your planning and operations, and 
it will require buy-in from everyone in-
volved with the event (see “Buy-In Chart). 
Build a culture of possibility thinking, 
starting with your board and core staff 
and working through the various stake-
holders. Almost everyone will happily 
agree to the importance of “going green,” 
but it’s vital to go beyond the level of cor-
dial nods and into the realm of planning 
and implementing change. Identify and 
enroll the key individuals needed to create 
support for the additional expenditures 
of time, talent and resources required to 
implement modified procedures.

Make a commitment to a greener event 
and make it part of your planning from 
day one. Develop a policy statement that 
establishes long-range goals and im-
mediate objectives. Lay out your vision 
in concrete, achievable terms to help 
everyone understand the benefits that will 
result from supporting this effort. Be sure 
to solicit feedback and suggestions, for 
others may have ideas and resources you 
haven’t identified yet. 

2. Manage Your Footprint
Examine everything your festival buys, 

uses, consumes and disposes: electric-
ity, publicity materials, transportation, 
infrastructure, communications, signage, 
food and drink containers, tickets, and to-
kens. You have direct control over some; 
others come under the purview of the 
vendors, subcontractors and governmen-
tal agencies. All of the materials used to 
produce your festival have an impact on 
overall usage of resources, and should be 
considered carefully. To what extent can 
the volume of these be reduced? 

Begin with waste prevention and reduc-
tion. Are your materials biodegradable, 

•

reusable or recyclable? Instead of paper 
tickets, how about using the new tokens 
that are made of biodegradable pota-
toes? Utilize email, social media and 
the Internet to reduce printed materials. 
Use two-sided printing for handouts, 
biodegradable bags for recycling, re-
cycled paper and vegetable/soy inks for 
handouts. Reduce the amount of copy-
ing and printing around the office. 
The King William Fair had a neighbor 
who developed an App for smart phones 
that allowed guests to look at a map 
of the grounds, scan the entertainment 
schedule, find their favorite beverage, view 
the parade route and the mass transit 
schedules. This allows us to significantly 
reduce the number of printed programs.  
 Single use bottles are a big source of 
waste. To reduce the amount of recy-
clables, invite guests to bring their own 
personal bottles and refill them at bever-
age stations around the grounds. Bum-
bershoot, Seattle’s Music and Art Festival, 
offers free refills to those who bring their 
own; other festivals charge a minimal fee.  
 Can you identify alternative sources 
that could supply more ecologically 
sustainable materials than the ones you 
have used in the past?
Consider waste management and recy-
cling. Research waste collection compa-
nies in your area and find a good waste 
management partner. Determine what 
you are going to recycle at your event. 
Predict the waste stream and plan to mit-
igate. Alison LeRoy of the Dublin (Ohio) 
Irish Festival (105,000 visitors) recycled 
8.3 tons of paper, aluminum and plastic 
this year. Susan Meyer, Special Events 
Coordinator for the Milwaukee Art Mu-
seum says their patrons are very willing 
to use recycle bins – 25 percent of the 
waste leaving their grounds is recycled.

Compostables. You can set up a system 
for gathering compostable food scraps 
from vendor prep and consumer com-
post in your recycling stations, but you 
need to find a partner who will take 
the compostable refuse. And you can 
compost more than you think – some 
authorities require events to use corn-
based compostable service ware.
Put a team of volunteers in place to 
staff your recycling stations to facili-
tate proper sorting and prevent cross 
contamination. The City of Norfolk 
(Virginia) trains “Recycling Ambassa-
dors” to oversee recycling stations and 
impart information to festival patrons. 
Have a plan in place to take excess un-
sold food to a food bank or a shelter. 
Make it easy for your guests! Signage 
is key to your success. Once your 
guests are on site, let them know 
how and where to recycle. Keep your 
signage consistent and authoritative. 

•

•

❍

❍

❍

❍

To	meet	new	environmental	standards,	 festival		
organizers	must	plan	well	and	recruit	green		
participation	from	everyone	involved	in	the	event.
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Keep consistent with your containers 
– if your community already provides 
residential recycling in a blue or green 
bin, consider using the same color. Bet-
ter yet, get your local collection agency 
to donate the same residential contain-
ers that your attendees already know 
and use. Many have had good success 
with Clear Stream brand containers, 
which hold a clear bag in a simple wire 
frame with a top that indicates holes 
for plastic bottles or aluminum cans.

Look at your event’s energy management 
across the board. In San Antonio we 
can purchase credits for wind power 
through our public utility company. 
Can you use more fuel-efficient ve-
hicles for the parade and your staff? Is 
it possible to convert amusement rides 
to energy powered by alternative fuel?
How can you reduce the overall miles trav-
eled to your event? Promote carpooling, 
biking, walking and use of public transit. 
Provide shuttle service from public tran-
sit stops or parking lots. Contact your 
local transit company about providing 
park and ride service from outlying 
locations. Create a carpool or rideshare 
program and offer discounts for those 
who participate. Provide amenities for 
bicyclists. At the King William Fair a 
local bicycle repair shop offered to set 
up a bike valet service at our event. We 
provided a secure space for them and 
they provided staffing. This was a win-
win for everyone. The guests were able to 
ride right up to an admission gate and 
feel safe about leaving their bike for the 
duration of their time at the event. 

Bumbershoot in Seattle measures car-
bon offset options and partners with 
Green Mountain Energy Company, 
which donates the total number of 
CAR certified carbon offsets to make 
travel by the visiting entertainers 100 
percent carbon neutral. This initiative 
offsets approximately 219 metric tons 
of CO2 emissions and has the same 
positive environmental impact as 
not driving a car over 535,000 miles, 
recycling more than 193,000 pounds 
of newspaper, or the carbon absorbed 
by over 724 trees in their lifetime. 

3. Create Partnerships
Work within your community to 

create the partnerships that will make 
your event successful. Volunteers can be 
recruited through many avenues: 

Many corporations have volunteer 
teams designed to work public events
Civic organizations, 4H clubs and scouts 
are all seeking opportunities to serve
High school and college students often 
need community service hours as part 
of their academic requirement.
Consider providing incentives for your 

❍

•

•

❍

•

•

•

volunteers, such as free admission, a 
volunteer rest station, t-shirt or compli-
mentary food and beverages. The Kerrville 
(Texas) Folk Festival has special t-shirts 
printed for their “Sanitation Krew,” and 
has built a special place of honor for that 
group in their culture. 

Special sponsorships supporting your 
green initiatives provide an opportunity 
for local businesses to promote their 
name and brand. The burgeoning market 
of “Green” companies is a perfect place 
to find allies in your effort to conserve 
resources and manage impact.

4. Educate and Empower Your 
Guests

Use your platform to educate your guests, 
vendors and – through your event promo-
tions and public relations – the community 
at large. The success of your sustainable 
program lies with your event guests. As 
you advertise the festival, let the audience 
know in advance what you are doing. Shape 
your message to the demographics of your 
population – if your community has already 
made recycling part of its routine, you may 
not need to do much in advance. If people 
are still learning about recycling, you may 
need to be more assertive. In addition to 
advertising and public relations, use your 
website and social media, such as Facebook 
and Twitter to help you spread the word.

Consider adding a “Green Zone” as 
part of your overall activities, with infor-
mation, activities and participation from 
local non-profit organizations involved 
in sustainable practices. In addition to 
providing information about conserva-
tion at your event, the Green Zone kiosks 
can include entertaining and resourceful 
exhibits about saving energy and manag-
ing waste in the home and at work. 

You may want to undertake a demograph-
ic survey at your event, if you haven’t done 
so or if it has been some time since your 
last one. This will provide you with more 
information as you begin planning for the 
following year. Again, college and university 
students can help you accomplish this.

After your event, report your measure-
ments and your success. The hauling compa-
ny can provide you with information on the 
tons of recycling you kept out of the landfill. 

Benefits
Our events gather large segments of our 

populations to raise money for worthy 
causes, rally community spirit among our 
populace, celebrate our arts and perpetuate 
our cultures. Changing policies and pro-
cesses that have been in place for decades 
requires the festival, its stakeholders and 
participants to adopt a “Culture of Possibil-
ity” – new knowledge and fresh commit-
ment to sustainable practices. In addition 
to global benefits, the event community 

realizes several immediate rewards:
Minimizing waste improves the effi-
ciency of an event and reduces hauling 
costs as you divert recyclables and 
compostables from the landfill. 
Promoting alternative transportation 
and using renewable sources of energy 
will decrease greenhouse gases emitted 
by your event.
Many in your community will expect 
conservation from your organization, 
and if they don’t you will be rewarded 
with being at the forefront of these 
sustainable practices. 
A successful program can create posi-
tive change within your community 
and increase environmental awareness.
Our efforts to “green” our events will 
weave ecological stewardship and 
sustainable processes through the next 
generation of merriment. 
As event organizers, these are steps 
we can take to learn and implement 
more sustainable practices. It can save 
money, improve our relationship with 
Mother Earth and, after all, it is the 
right thing to do!

•

•

•

•

•

•

Useful Resources
City of San Antonio Green  
Events Guide
http://www.sanantonio.gov/oep/pdf/G
reen%20Events%20Guide%20(2).pdf

UK Sustainable Events Standard 
BSI 8901
http://shop.bsigroup.
com/en/ProductDetail/
?pid=000000000030196056

Making Events More Sustainable: 
A Guide to BS 8901
http://shop.bsigroup.
com/en/ProductDetail/
?pid=000000000030202077

US EPA Sustainable Events 
Guidelines
http://www.environment.tas.gov.au/file.
aspx?id=11736

US EPA Recycle On The Go,  
Special Events
http://www.epa.gov/epawaste/con-
serve/rrr/rogo/venues/events.htm

Carbon Offset Provider
http://www.carbonfund.org/

Zero Waste Guidelines
http://www.ecocycle.org/zwevents/
DIY/index.cfm

http://www.sanantonio.gov/oep/pdf/Green%20Events%20Guide%20(2).pdf
http://shop.bsigroup.com/en/ProductDetail/?pid=000000000030196056
http://shop.bsigroup.com/en/ProductDetail/?pid=000000000030202077
http://www.environment.tas.gov.au/file.aspx?id=11736
http://www.epa.gov/epawaste/con-serve/rrr/rogo/venues/events.htm
http://www.epa.gov/epawaste/conserve/rrr/rogo/venues/events.htm
http://www.carbonfund.org
http://www.ecocycle.org/zwevents/DIY/index.cfm
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Zet Baer	is	the	Fair	Coordinator	for	the	King	William	Fair	in	San	Antonio,	TX.	She	can	be	reached	at:	zet@kwfair.org	or		
210-271-3247.

Buy-In Chart:
“Create	a	Culture	of	Possibility	Thinking.”	In	pursuing	a	greener	event	and	planning	for	the	“zero	waste”	
standard,	it	is	important	to	recruit	all	of	the	stakeholders	associated	with	the	event	using	the	following		
Buy-In	Chart.

STAKEHOLDER GREEN ROLE

Board of Directors Establish	vision	and	long-range	goals,	commit	to	support

Professional Staff Set	objectives,	develop	environmental	stewardship	policy,	apply	new	procedures,	train	volunteers

Event Volunteers
Understand	the	commitment	to	a	cleaner	festival,	staff	and	implement	new	initiatives,	help	

communicate	the	green	event	idea

Sponsors & Supporters 
Share	and	support	the	initiative	and	help	recruit	partnerships	with	new	supporters	from	

ecological	and	sustainable	advocacy	groups

Parks & Recreation, 

Government Planning
Provide	consultation	and	support	for	green	initiatives	–	excellent	source	of	ideas	and	resources

Waste Management Active	participant	in	recycling	and	low-impact	waste	disposal

Health Department Consult	and	advise	regarding	green	contributions	to	sanitation,	food	preparation	and	disposal

Energy Provider (Utility) Provide	energy	from	a	renewable	source

CVB & Tourism Bureaus Include	green	commitment	in	event	description	and	promotion

News Media Communicate	environmental	commitment,	educate	public	on	mass	transit,	recycling

Vendors Use	low-impact	disposables,	support	zero	waste	standards

Property/Business Owners 

& Neighbors

Appreciate	the	event’s	effort	to	lighten	its	footprint	on	the	area,	cooperate	with	increased	

recycling	and	management	activities

Green Non-Profits Participate	in	public	education	(“Green	Zone”	info	kiosks)	activities,	provide	volunteers,	advocate

Event Guests
Take	public	transportation	or	bike	to	event,	bring	reusable	water	containers,	recycle	materials,	

cooperate	with	policies

Earth Continues	to	provide	a	habitable	environment

mailto:zet@kwfair.org
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Messaging	
Makeover

Have	 you	 ever	 driven	 past	 a	 billboard	 that	 would	 cause	 an		
accident	if	anyone	actually	read	the	whole	thing?	Or	wished	that		
a	 salesperson	 would	 stop	 blabbering	 about	 how	 perfect	 their	
product	or	service	 is?	Worse	yet,	have	you	ever	sat	 through	a		
presentation	 that	 features	 a	 bunch	 of	 PowerPoint	 slides	 being	
read	to	you	by	the	speaker?	The	advertiser,	salesperson	and	
speaker	all	missed	 the	opportunity	 to	 reach	and	 influence	 their		
target	 audiences.	 Time	 and	 money	 are	 wasted.	 Productivity		
suffers.	It’s	probably	time	for	an	Extreme	Messaging	Makeover.

Does Your 
Company Need an

By	David	M.	Mastovich

?
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FIVE WAYS TO ACHIEVE YOUR 
EXTREME MESSAGING MAKEOVER

1. Focus on One Big Idea
We’re bombarded with messages from 

the time we wake up until we crash at 
the end of a long day. We can’t afford to 
spend more time processing information 
unless we are sure we need it. We remem-
ber creative messages that are memorable 
and make an emotional impact. We relate 
to them and they are focused on one 
main idea. Think about ads or slogans 
that you probably couldn’t forget if you 
wanted to… 

Can You Hear Me Now?
Don’t Leave Home Without It.
Got Milk?

Try to remember the last time a sales-
person made just the right pitch. Or you 
thoroughly enjoyed a presentation or 
speaker. The message was focused on you 
and on one big idea that you still remem-
ber today. The next time you are creating 
an ad, making a sales pitch, preparing 
for a presentation, or writing a memo, 
improve your message by asking yourself: 
What’s the Big Idea?

2. Tell Your Story by Telling 
Stories

Stories resonate and help us relate 
to others. We remember vivid details 
of stories told when we were kids. The 
most influential speakers tell memorable 
stories that stir multiple emotions. The 
most successful advertising campaigns 
use storytelling to make a lasting impact. 
The best media coverage is created by 
compelling stories.

When presenting to a group, internally 
or externally, take your messaging to an-
other level with meaningful and memo-
rable stories. You might find that a story 
you think is no big deal will be enjoyed 
by your audience.

Build your company’s brand by telling 
multiple stories that become your key 
message points, convey your real story 
and create the image you deserve. Tell 
your company’s story in a way that fo-
cuses on your key target audiences. Make 
it about them and their wants and needs.

Instead of sending boring press releases 
that end up ignored by the media, tell in-
teresting, real life stories that people will 
want to read and hear. Then, the media 
can be your conduit to tell your story.

3. Use Startling Stats, 
Numbered Lists and Acronyms

People tend to remember memorable 
facts or numbers rather than theories or 
abstract ideas. Beginning with a relevant 
fact or statistic can be an effective way to 
grab the audience’s attention and provide 

•
•
•

them with an easy to remember point. 
Trident famously used the phrase “four 
out of five dentists surveyed would recom-
mend sugarless gum to their patients who 
chew gum” in its advertising for decades. 
Why? It was a startling statistic that made 
a memorable impact. Trident provided a 
key takeaway that gained credibility with 
their key target audiences.

We also remember numbered lists 
better than a simple listing of facts. If 
you number points in accordance to 
importance or relevance, your audience 
will at least remember the top few points 
and maybe more. Think back to when 
a speaker used this technique and said 
they were going to talk about three major 
points. Once they said the first two, you 
were waiting for the third one. After the 
presentation, you probably even tried to 
remember the three main points to tell 
others who were not at the presentation. 

Acronyms and abbreviations are also 
an effective way to help your audience 
remember things they might not nor-
mally retain. Within many organizations 
and industries, this practice is so popular 
that a maze of acronyms can actually 
lead to confusion. When that happens, 
you might find a CQI team is developed 
to focus on PI and maximizing ROI to 
reduce stress and avoid increased visits to 
doctors in the company’s PPO or HMO...
so try not to overuse this tactic.

4. Get Them to Feel Something
Your messaging must make an emo-

tional impact with your target audience. 
They have to feel something.

When we listen to a political candidate, 
entertainer, coach, religious leader or 
rock star, we typically feel something. We 
are emotionally tied to the subject and 
the speaker. These communicators know 
how to stir emotions and engage their 
audiences.

While you might not see yourself as a 
rock star speaker or your message to the 
level of a coach or politician, you still 
need to think about how you can make 
an emotional impact on your audience. 
Don’t fall back on the same old corporate 
speak. Do you touch on emotions like 
excitement, fear, happiness or sadness? 
If not, you are reducing the likelihood 
of your message resonating and being 
remembered for more than a brief time.

Touch emotions to capture people’s 
attention. Focus on what the audience 
stands to lose as well as what they stand 
to gain. Put the message in their terms 
and focus on the impact on them, posi-
tive or negative.

5. Tell the Truth
Most marketers have heard the phrase 

‘Truth in Advertising’ and there’s even a 

spoof on YouTube about the lack thereof. 
The term ‘Spin Doctor’ pretty much cov-
ers the perception of Truth in PR. And 
as far as Sales, nobody likes to be sold, 
right?

As our parents and kindergarten 
teachers taught us, telling the truth is the 
ethical way to go. It is also the practical 
approach.

Telling the truth is essential to success-
ful Public Relations. Pick your favorite 
media gaffe that resulted from a public 
figure being less than truthful. ‘The 
Media’ will find and report contradic-
tions and the story can potentially reach 
the masses within minutes online. If you 
hide behind a ‘no comment’ or offer a 
less than truthful response, you will be 
perceived negatively when the reporter 
eventually does break the story (and 
someone will).

With regard to Truth in Sales, think 
about how you feel when a salesperson 
goes on and on. You probably wish they 
would shut up and listen to what you 
are saying so you can tell them what 
you want. Salespeople need to listen, 
ask probing questions and match needs 
based on the strengths of their product or 
service. Admit weaknesses early because 
the prospect will usually figure out that 
your product isn’t perfect. Focus on true 
strengths and leave the hyperbole to your 
competitors.

Truth in Advertising does exist and the 
winning companies adhere to it. Truth in 
PR must exist or you and your company 
will lose credibility. Truth in Sales will 
help you stand out from the competition 
and ultimately lead to more business for 
your company.

Your Extreme Messaging Makeover 
will make a difference for you and your 
organization. Follow these strategies and 
make it happen!

David M. Mastovich, MBA	is	
President	of	MASSolutions,	Inc.	
With	a	core	philosophy	of	integrated	
marketing,	MASSolutions	focuses	on	
improving	the	bottom	line	for	clients	
through	creative	selling,	messaging	
and	PR	solutions.	In	his	recent	book,	
“Get	Where	You	Want	To	Go:	How	
to	Achieve	Personal	and	Professional	
Growth	Through	Marketing,	Selling	
and	Story	Telling,”	Mastovich	offers	
strategies	to	improve	sales	and	gen-
erate	new	customers;	management	
and	leadership	approaches;	and	
creative	marketing,	PR	and	communi-
cations	ideas.	For	more	information,	
please	visit	massolutions.biz.
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Festival	and	Event	Research:	

Lessons	From	
the	Field

By	Douglas	Michele	Turco
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For event managers who embrace 
research, knowledge is powerful. Brandon 
Igdalsky, President of the Pocono 500 
Raceway, arranged for his NASCAR race 
fans in Pennsylvania to be queried during 
the 2009 economic recession to deter-
mine spending patterns, brand loyalty, 
and trip characteristics. The study also 
compared 2009 research findings with 
previous race research as well as national 
NASCAR fan data to gain further insights 
(Turco, 2009). In the 1980s, officials with 
the Albuquerque International Balloon 
Fiesta devised a long-term research agen-
da with assistance from scholars at the 
University of New Mexico. The research 
plan included annual spectator studies 
to profile the market, gauge sponsorship 
effectiveness, customer satisfaction, and 
spending behaviors. In addition, the 
AIBF, Inc. arranged for periodic surveys 
of the balloon pilots to improve safety 
and service quality. Lastly, a survey of 
Albuquerque residents was performed to 
gauge their perceived costs and benefits 
of the Balloon Fiesta, and support for a 
new Balloon Fiesta park and museum. 
Armed with sound data, AIBF, Inc. landed 
Kodak as title sponsor, and developed a 
new park and museum. 

The body of knowledge in festival and 
event research is diverse and growing. Re-
search areas covered in the staged attrac-
tions literature include: Organizational 
theory and human resource management, 
consumer behavior, finance and econom-
ics, law, marketing and sponsorship, and 
sport tourism. Festival and event research 
is presented in several scholarly publica-
tions including the International Journal 
of Event and Festival Management, Event 
Management, Journal of Travel Research, 
Journal of Sport Management, Journal of 
Sport and Tourism, International Journal of 

Sport Marketing and Sponsorship, and Sport 
Marketing Quarterly, among others.

This article seeks to familiarize the 
reader with festival and event field re-
search topics, common research proce-
dures, research issues and proper ways to 
address them. Field research is the most 
direct approach to gather data from event 
consumers, and is conducted where the 
actions is – at the festival/event setting. 
There are numerous examples of field re-
search and lessons from the field that can 
be learned. Besides the examples above, 
a spectator study at the 2009 U.S. Open 
Women’s Golf Championship revealed 
a significant presence of golf moms 
– mothers of the professional golfers. 
This small market segment attended the 
tournament daily, stayed in high-priced 
accommodations, and spent more per 
capita in the host city than fans without 
a relationship to the players. Similarly, a 
study of fans at the Little League Baseball 
World Series found that those with a 
relative competing in the tournament at-
tended more games and spent as much as 
three times more money than other fans. 

The research methods described in this 
article may be applied to a range of festi-
vals and events (arts, sport, gastronomic, 
heritage, cultural, etc.) where primary 
data from participants and spectators is 
needed. Ideally, research is performed to 
aid festival and event managers in their 
decision making with respect to plan-
ning, sponsorship, development, and 
marketing campaigns. An array of sam-
pling techniques for festival and event 
research is described. A case or vignette is 
offered to demonstrate the application of 
key steps in the research process. It first 
involves the use of advanced spectator 
research technologies at the 2009 Pocono 
500 NASCAR race. 

STEPS TO FESTIVAL / EVENT 
RESEARCH SUCCESS

There are five key steps to field survey 
research for festival and event organisations: 

Developing the problem  
(defining and delimiting it); 
formulating hypotheses or  
research questions; 
research design; 
data gathering, treatment and  
analysis; and 
reporting. Each step is described in  
the following sections I to V.

Step One
Developing the Problem

At the outset, there must be something 
problematic for the firm to address. What 
is the problem? Why must it be resolved? Per-
haps the firm needs to profile its specta-
tors because potential sponsors demand 
this information before signing on. An 
event professional may wonder: Why are 
people not returning? Are they (dis)satisfied 
with our services? The answers may allow 
the organisation to take corrective action 
and satisfy and retain customers. Another 
event organisation may have a sponsor 
who wants to know if their sponsorship 
“works” before agreeing to a long-term 
contract. Once the research problem is 
identified it can be refined, and research 
questions or hypotheses formed and ad-
dressed to ultimately resolve the problem.

Step Two
Formulating Research Questions

Research questions drive a field study. As 
a festival/event marketer, what do you want 
to know? For example, the Albuquerque 
International Balloon Fiesta, Inc. wanted 
to know balloon pilots’ satisfaction with 
event operations, facilities, and safety. 
The purpose of the 2007 and 2009 World 
Summer Universiade Games research was 
to compare the spending of participants 
across two events and continents (Turco, 
Papadimitrou, & Berber, 2011). Among 
other things, Pocono 500 NASCAR race of-
ficials also wanted to know the radio music 
preferences of spectators, so as to leverage 
a media rights deal with an appropriate 
company (Turco, 2009). 

Hypotheses
Research hypotheses are anticipated 
outcomes for a study. They can be 
posed directionally or in the null. 
For example, a null hypothesis for an 
event tourism study is: There will be no 
significant difference in the per capita per 
day spent by spectators with or without 
relatives or friends competing in the event. 
In many cases, the direction of an 
anticipated outcome may be surmised 
from previous research. In the previ-
ous example, research has shown that 

1.

2.

3.
4.

5.

Festival	and	Event	Research:	

Lessons	From	
the	Field

By	Douglas	Michele	Turco

There	are	a	number	of	reasons	why	festival	and	event	
marketers	 conduct	 research	 and	 reasons	 why	 they	
don’t.	Festival	and	event	research	including	spectator	
market	profiles,	 economic	 impact,	 and	sponsorship	
effectiveness	studies	allow	organizers	to	understand	
consumer	 behaviors,	 quantify	 event	 benefits,	 and	
determine	 the	value	of	 their	operations.	Among	 the	
stated	reasons	for	not	researching	events	are:	I	don’t	
know	how	to	do	 research.	 It’s	 too	 time	consuming,	
and	costs	too	much	money.	It	(research)	doesn’t	tell	
me	anything	I	don’t	already	know.
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event tourists with direct association 
to competitors do spend more money 
than other event tourists (Scott & 
Turco, 2007). Therefore, a directional 
hypothesis is more appropriate: H1 - 
Visitors with relatives or friends competing 
in the event will spend significantly more 
money in the host economy per capita per 
day than other event visitors.

Definitions
Certain terms or conditions must be 
defined for field research. For festival 
and event economic impact study, one of 
the first parameters to be defined is the 
economy. Economic costs and benefits 
from festivals and events may occur at 
the national, regional/provincial, state, 
county, metropolitan, district, city, and/or 
neighborhood levels. Often, geopolitical 
boundaries are used to define economies 
for impact studies since governments 
maintain tax records and multiplier 
coefficients are computed for various ju-
risdictions. Likewise, an event tourist study 
must operationalize who is and who is 
not an event tourist. The definition of a 
tourist may seem fairly straightforward 
but that is not the case. Place of visitor 
origin, length of stay, distance travelled, 
and mode of transport are variables that 
influence the tourist definition. 

Step Three – Research Design
Once the purpose and research ques-

tions for a study are confirmed, it must be 
determined how the data will be ob-
tained, where, when, and by whom – key 
questions in research design. Options 
include observation, surveys, mining 
secondary data, etc. This article focuses 
on survey research, the most common 
approach in festival and event research. 
Decisions concerning instrumentation, 
logistics, scheduling, research methods 
and resources are to be made during this 
stage. Most field studies gather informa-
tion from a sample of subjects, unless a 
total population can be queried. Subject 
sampling, procedures and protocols for 

data gathering and treatment must be 
prepared and practiced in advance of the 
event to ensure reliability. 

FIELD SURVEY DATA  
COLLECTION APPROACHES
 There are several methods to collect 
participant and spectator data at festivals 
and events: on-site interview, mail-back 
survey, self-administered diary, two-stage 
approach, and e-mail survey, each with 
relative advantages and disadvantages as 
briefly described below. 

On-site approaches  
 Gathering data at festival/event 
sites permit immediate data acqui-
sition as opposed to traditional or 
electronic mail surveys that may 
take several weeks for responses to 
be received, if ever. In addition, the 
on-site survey allows the interviewer 
to reinterpret a question for a 
subject should the need arise. With 
mail surveys, if a subject does not 
understand a question s/he may 
be more likely to skip it and/or 
discontinue the survey altogether. 
A disadvantage of the on-site data 
collection approach is that it may 
intrude on participant’s leisure 
experience, particularly if subjects 
are approached during a featured 
attraction. On-site interviews are la-
bor intensive and for international 
events, multilingual interviewers 
may be required and prove difficult 
and/or costly to obtain.  
 For participant studies, it may 
be possible to gather data from 
surveys distributed by other means 
at the event venue. For marathons 
and triathlons, it is common for 
participants to receive race gift bags 
filled with “goodies” including a t-
shirt, race number, and instructions. 
Placing a survey in each racer’s 
bag is an easy method of distribu-
tion. The problem is getting a high 
percentage of the racers to complete 

1.

and return the questionnaires. An 
incentive to complete the survey 
i.e., free registration for next year’s 
event, cash, etc. may elicit a higher 
rate of return. 
 A self-administered visitor log or 
diary requires subjects to record their 
transactions and other consumer 
behaviors on and away from the 
event venue. Subjects are intercepted 
at or around the event site early on 
and asked to participate in the study. 
Often an incentive to complete the 
survey is used to encourage and 
maintain participation. While this 
approach has the potential to gener-
ate accurate information, diaries or 
logs have the highest mortality or 
drop-out rate (Yu & Turco, 2000). It 
has also been found that by record-
ing their transactions, subjects have 
a heightened awareness of their 
spending and may alter subsequent 
purchase decisions. Most often they 
cut back on spending for the remain-
der of the visit. 

Knock-knock: Going door-to-door  
 In an era of instantaneous drive-
through windows and electronic 
communication i.e., Facebook, 
Twitter, texting, and electronic mail, 
the old-fashioned approach to field 
survey research – going door-to-
door - is making a comeback! Some 
people still appreciate direct face-
to-face communication over new 
media forms. Door-to-door surveys 
of residents with homes adjacent to 
an event venue have been employed 
in several studies including the 
Ice Climbing World Cup, Tour de 
France, and Winter Olympic Games 
(Turco & Dinu, 2009; Bull & Lovell, 
2007; Ritchie & Lyons, 1990). In 
the case of Le Tour de France study, 
a cluster sample of homes along 
the racecourse was drawn. Field 
researchers conducted the surveys 
before and after the event and com-
pared the results pre- to post-event. 
Going door-to-door may involve 
interviews or simply leaving a ques-
tionnaire with the head of house-
hold to complete and return either 
in a return addressed, postage paid 
envelope or to be collected by field 
researchers at a designated day/time. 

The Skier Lift Technique 
 Granted, few festivals and events 
are held at ski areas…but there are 
lessons to be learned from the field 
survey data collection approach 
often used at ski resorts - the skier 
lift technique. Here, subjects in chair 
lift lines are asked to participate in 

2.

3.

There	are	several	methods	 to		
collect	participant	and	spectator		
data	 at	 festivals	 and	events:		
on-site	interview,	mail-back	survey,	
self-administered	diary,	two-stage	
approach,	and	e-mail	survey
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the study by trained interviewers on 
skis. Upon consent, the interview is 
performed while they ride the lift to 
the top of the ski run. The interview-
er poses the questions and records 
the responses. At the end of the lift, 
the interviewer skis down the hill 
and returns to the lift line to select 
another subject. To enhance external 
validity, the sample is drawn in 
proportion to the volume of skiers 

who typically ride lifts to hills that 
designated for beginner, intermedi-
ate and advanced. Of course, the 
approach works equally as well for 
snowboarders. Advantages of the 
skier lift technique are (1) subjects 
are a “captive” audience since they 
cannot escape the interviewer, 
leading to high response rate; (2) 
no intrusion on the leisure time 
of subjects; and (3) easy to recruit 

volunteer interviews since they get 
to ski as part of their assignment. 

Traditional mail-back surveys 
 The traditional mail survey 
is useful when a relatively large 
population or subject group(s) are 
geographically dispersed and post-
event evaluation is desired. Mail-
back surveys are low labor intensity 
in terms of labor intensity but the 
costs for photocopying and postage 
can add up, particularly with large 
sample sizes and follow-up mailings 
that may be necessary to gain an 
appropriate response rate. The time 
lag between a subject’s behavior and 
survey response may be consider-
able, contributing to inaccuracies 
(recall bias). Low response rates 
have plagued the mail-back surveys.  
 Turco (2001) has employed a 
combination of the on-site and 
mail-back approaches whereby 
subjects are systematically sampled 
at the sport venue and asked a 
brief set of qualifying questions. 
For example, Are you a visitor to this 
city? Would you be willing to respond 
to a mail survey about the event upon 
your return home? If so, the subject’s 
name, physical and electronic mail 
addresses and telephone numbers 
are recorded. The survey question-
naire and cover letter are sent at 
once to the subjects, with a postage 
paid, return address envelope. The 
two-stage approach permits reliabil-
ity checks for variables asked on-site 
and post-event. Further, higher 
response rates are achieved as sub-
jects have given their word that they 
would respond to the mail-back 
survey. Most people, once reminded 
of their commitment, are true to 
their word and respond. Of course, 
this approach is time consuming 
and costly but the questions is, how 
much are you willing to spend on your 
survey to achieve a high response rate? 

E-surveys 
 Electronic mail surveys can 
lead to fast and low cost survey 
distribution. Pre-registered event 
participants or ticket buyers may be 
asked for their e-addresses, provid-
ing a ready-made list for surveying. 
With corresponding software for 
analyses, their survey responses can 
be uploaded immediately, permit-
ting real-time results. Acquiring the 
e-addresses of a certain popula-
tion may not be possible, as some 
subjects may not have access to 
e-mail. Further, those with e-ad-
dresses may possess characteristics 

4.

5.

Research Vignette: The Need for Speed

Speed was of the essence for researchers at the 2009 Pocono 500 NASCAR 
race at Pocono Raceway, Long Pond, Pennsylvania. With only a few hours 
before the race to interview spectators, researchers used high-tech, handheld 
devices for data collection and analysis. The researchers performed the inter-
views on the Raceway grounds at the Sponsors’ Village prior to race start using 
the i-Pod touch and Surveyor application. Questions posed were to ascertain 
spectators’ geographic and socio-demographic characteristics, and spending 
in the Pocono Mountain area. Spectator data were entered and immediately 
uploaded in WiFi zones for analysis. At the conclusion of the data-gathering 
phase, preliminary findings were sent to the race organizers via electronic mail 
before the green flag was waved for the race to begin. The entire process was 
paperless.

Among the key findings of the study were:

Small groups: Spectator groups to the 2009 Pocono 500 averaged 3.87 per-
sons in size. Groups were comprised primarily of family (46.7%), family and 
friends (24.5%), and friends (22.3%). 

Short stays: Among visitors staying overnight in the Poconos, the average 
length of stay was one night. Accommodations used by visitors included 
hotel/motel (22.3%), camping (14.1%), private residence of friends/relatives 
(11.4%), and other (18.5%). 

Local spending: Visitor groups spent a total of $462.12 in the Poconos 
(off-site). Visitors spent $141.70 for lodging, $149.79 for food and beverage, 
$117.35 for shopping, and $53.28 for other expenses. Per person spending 
off-site averaged $119.41. 

Experience counts: Spectators had attended an average of 6.5 Pocono Raceway 
races prior to the 2009 Pocono 500. Repeat visitation is a significant indicator 
of customer satisfaction.

Radio: Spectators favored country music (37%), and classic rock (32.6%) for 
radio entertainment. Other favored radio entertainment included pop/con-
temporary (7.6%), news (4.9%), talk (4.3%), and other (9.2%).

Race information: Spectators primarily relied on the official NASCAR website for 
information on the Pocono 500 (41.3%), the official Pocono 500 website (22.8%), 
Speed Channel (13%), NASCAR radio (3.8%), and other sources (13%). 

Profile: Spectators ranged in age from 16 to 72 years with a mean age of 39.4 
years. Sixty one percent of subjects were male and 39% were female. Nation-
wide, NASCAR fans 18-44 years comprised 49% of the spectator market. In gen-
eral, NASCAR fans at raceways mirror the Pocono gender profile: 60% are male 
and 40% are female. Approximately 28% of spectators interviewed had children 
under the age of 18 years. Nationally, 43% of NASCAR fans have children under 
the age of 18 years. Approximately 36 percent of Pocono 500 spectators had 
2008 household incomes over $50,000; 21.5% has incomes below $50,000. 
Forty-eight percent of NASCAR fans across the country $50,000+ per year.
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that differ from other members of 
the population i.e., computer savvy, 
younger, more education, income, 
etc., thereby limiting the external 
validity of the study. Using multiple 
methods of data collection and 
comparing findings from each may 
address this issue. 

Unobtrusive Measures 
 What one says they will do may 
not always be what they actually do. 
Thus we can learn a great deal about 
people simply by observing them, 
capturing their actions rather than 
their stated ones. Watching people 
as the proverbial “fly on the wall” 
allows subjects to behave naturally 
and without inhibition. Unobtru-
sive measures include video and 
audio recording, photography, and 
personal observation. These records 
are time consuming to gather and 
review, and time is money. Disad-
vantages of unobtrusive measures 
are inconsistent interpretations of 
the data, invasion of subject privacy, 
and confidentiality. 

INSTRUMENTATION:  
WRITING THE SURVEY
 Asking the right questions is essential 
to the success of any field survey. Ques-
tions should be devised that will gener-
ate data necessary to respond directly 
to the study’s key research objectives. 
Additional questions may be posed to 
further examine the responses given by 
different types of people. For example, 
responses to a spectator survey on the 
effects of sponsorship on purchase 
intentions can be cross tabulated with 
data from the survey’s socio-demo-
graphic questions i.e., gender, age, oc-
cupation, highest level of education at-
tained, etc., to shed light on the extent 
to which there are differences in how 
males and females, young and older 
adults, etc. may be induced to purchase 
an event sponsor’s products. For an 
event economic impact study, at a mini-
mum, the following survey information 
should be obtained to calculate visitor 
spending: (1) residency; (2) primary 
reason for visiting designated economy; 
and, (3) local spending by visitors. 

SURVEY SAMPLING

Sample Size 
 A common question concerning 
field research is: How many sport 
event spectators should be surveyed? 
The standard answer is: “As many as 
possible,” since the accuracy of survey 
data is linked to the number of 
respondents. Hallmark or large-scale 

6.

1.

sport events usually have spectator 
populations over 100,000 and are 
considered infinitely large, thereby 
requiring parametric sampling for 
enhanced external validity. Mini-
mum sampling sizes of 38 persons 
will produce results accurate to 
within + 5% of the actual reported 
figure; a sample of 588 yields results 
+ 4%; and a sample of 1,000 gener-
ates a + 3% ranges at the 95% con-
fidence level. Since greater sample 
sizes often lead to additional time 
and financial costs, the researcher 
must decide how much variability 
s/he is willing to accept in the study. 
It is recommended that sample 
sizes for economic impact studies 
be large enough for a + 4% to + 
5% tolerated error level (See Table 
1). For participant surveys it may 
be practical to query all athletes or 
their coaches/managers unless the 
field is unusually large or difficult to 
access. Often, coaches or managers 
are capable of accurately providing 
spending information for an athlete 
or team since they act as fiscal 
agents during travel competitions.  

Sample Subjects: Who to survey?  
 For visitor expenditure studies, 
field researchers should seek an 
adult decision maker or head of 

2.

household to provide the requested 
information. Subjects should be 
instructed to divulge their own 
expenditures if traveling unaccom-
panied or those of their immediate 
travel group if traveling with others. 
If at all possible, subjects should be 
selected at random to avoid sample 
bias and ensure generalizability 
(external validity). True random 
sampling grants everyone in the des-
ignated population an equal chance 
to be selected. Most festival/event 
field studies do not include profes-
sional entertainers or elite athletes 
because they are limited for time 
and organizers do not want them 
distracted from their sport focus or 
exploited. Some “small-time” enter-
tainers, artists, athletes may feel the 
same way, though they are generally 
willing to comply with purposeful 
research if it is not too intrusive.

LOGISTICS: WHERE TO SURVEY? 
 Distinct spectator markets may attend 
events at different days and/or times, 
and congregate in certain areas of an 
event venue. For example, spectators in 
luxury skybox suites and those in general 
admission seating typically possess 
different socio-demographic character-
istics and spending behaviors. Samples 
drawn exclusively from an event location 

Table 1. Spectator Survey Sample Sizes And  
Precisions Levels

                                                     Precision Levels And Sample Sizes

Attendance +3% +4% +5% +10%

Under 10,000 1,000 588 385 99

20,000 1,053 606 392 100

50,000 1,087 617 397 100

100,000 1,099 621 398 100

Over 100,000 1,111 625 400 100

Source:	Yamane,	T.	(1967).	Elementary	sampling	theory.	Englewood	Cliffs,	NJ:	Prentice-Hall.

subjects	 should	 be	 selected	 at	
random	to	avoid	sample	bias	and	
ensure	generalizability
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frequented by a distinct market segment 
diminishes the study’s external validity 
and its termed sample location bias.

SCHEDULING: WHEN TO SURVEY? 
 It is not practical or necessary to 
sample participants or event specta-
tors during every hour of operation. 
Determining the proper times to survey 
is important for the same reasons as 
where to survey. The days and hours 
of operation to sample event specta-
tors must control for sampling bias 
and assure generalization of results 
to the total population. For example, 
young adults are more likely to attend 
late night events than older adults or 
families with young children. If event 
spectators were surveyed only during 
late evening hours, the sample would 
likely be skewed younger than the true 
spectator population. For multiple day 
events with at least eight hours of op-
eration per day, a recommended survey 
schedule is to establish time blocks 
to conduct the survey. These periods 
should be weighted by projected at-
tendance and randomly selected from 
all possible hours of the event. An-
other survey scheduling technique is to 
stratify survey distribution based upon 
anticipated or past event attendance. 
For example approximately 20% of the 
total attendance at the Albuquerque 
International Balloon Fiesta occurred 
during the first day, whereas 14% oc-
curred during the eighth day. Therefore, 
approximately 20% of the all surveys 
were administered during the first 
day and 14% during the eighth day. 
Therefore caution must be taken when 
scheduling times for field data collec-
tion to avoid sample bias.
 Festivals and events that last a day 
(i.e., Kentucky Derby) a month (i.e., 
FIFA World Cup), or days in between, 
have a production lifecycle extending 
for months or years. For event impacts 
studies, it must be remembered that 
impacts occur prior to the event during 
bid preparation and planning, during 

the event, and post-event as part of 
the event legacy. Therefore, it must be 
decided when direct spending occurs 
and when it will be measured. Most 
economic impact studies include only 
the spending that occurs during the 
event though recent emphasis has been 
placed on measuring longer-term post-
event impacts or legacies. 
 Gathering participant or spectator 
data in the field is dynamic and invasive. 
Weather dependent events may be 
altered due to climatic conditions, and 
field research may need to be altered 
accordingly. For example, if a concert or 
match was rained out during which time 
surveys were to be conducted, the data 
collection schedule must be revised. 
Field surveys should not be conducted 
during active periods of a match or con-
test. After all, spectators and participants 
are involved in a particular sport for a 
reason and should not be distracted by 
field researchers during competition. 
Few would want to be interrupted from 
a critical point in a match by a field 
researcher. Before or after matches and/
or during intermissions when there is 
“down time” are the best times to query 
subjects at sport events. Using smart 
phones or WiFi enabled tablet-sized 
computers as data gathering tools elimi-
nate the need for paper and photocopy-
ing expenses and permit immediate data 
entry and uploading for analyses.
 Several recommendations are offered 
festival and event managers seeking 

to initiate a research program. First, 
contact a faculty member in a social 
sciences field at an area college to 
discuss the possibility of assisting with 
your festival/event research. Do so 
at least six months in advance of the 
planned research. Second, plan the 
research months in advance. Double 
the amount of time initially thought 
for the research project. Third, enlist 
and train volunteers to assist with data 
collection. Lastly, use the research find-
ings for decision-making. Discuss the 
research findings and implications with 
the festival/event staff. Prepare festival/
event plans based on the research.

Step Four  
Data Treatment and Analysis

The fourth step in the field research 
process is treating and analyzing the data 
collected. Quantitative data may be coded 
into numeric values and entered into a 
computerized statistical package or software 
spreadsheet for analysis. Programs including 
Microsoft Excel, SPSS, and SAS are com-
monly used for data computation. Internet 
surveys may immediate upload responses 
and provide immediate analysis in real time. 

For economic impact studies involving 
multi-day events and relying on sur-
vey data from visitors, it is necessary to 
adjust event attendance records to reflect 
the true number of distinct individu-
als attending rather than the total event 
attendance. Repeat attendance by visitors 
must be factored, as the amount visitors 
spend in the host economy is multiplied 
by the number of actual visitors. Failure 
to account for repeat visitors would obvi-
ously overinflate the total direct econom-
ic impact figures. To calculate the number 
of direct visitors at a sport event, several 
data points are required including event 
attendance, number of days/sessions 
visitors attended, whether or not attend-
ing the event was the primary reason for 
visiting, and average visitor group size. 
Accurate event attendance records are 
critical to the validity of any sport event 
field study. Some events tally individual 
visits by scanning barcodes on ticket 
passes but many do not. For multiple day 

Field	 surveys	 should	 not	 be		
conducted	during	active	periods	
of	 a	 match	 or	 contest.	 After	 all,	
spectators	 and	 participants	 are	
involved	 in	 a	 particular	 sport	 for		
a	reason

In	the	field,	subjects	are	more	likely	
to	respond	to	polite,	well-trained,	
well-groomed	surveyors	who	are	
dressed	in	uniforms	and	possess	
official	photo	identification.
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or session events, total attendance must 
be adjusted to reflect the total number of 
primary visitors or visitor groups. To do 
so requires the following data:

Total event attendance
Average days/sessions attended
Primary reason for visiting host 
economy – festival/event
Average visitor group size. 

Data collected from visitor surveys may 
be applied to the template below to adjust 
attendance totals taking into account re-
peat visitation and primary reason for vis-
iting the host community. For a four-day 
event with an attendance of 100,000 and 
visitors attending 2.5 days, the total num-
ber of visitors would be 40,000. Primary 
visitors represented 50% of the sample 
and once applied to the total number of 
visitors (40,000) reveals a total of 20,000 
primary visitors. The average visitor group 
size (4 persons) applied to the primary 
visitor total (20,000) produces a total of 
5,000 primary visitor groups. 

Step Five 
Reporting

Once the field data are analysed and 
research questions addressed, the study 
findings may be reported internally and/or 
externally. Typically, a written report is 
prepared containing an executive sum-
mary, introduction, purpose statement, 
review of related research, methods, analy-
sis, discussion, conclusions, and recom-
mendations. Findings may be illustrated 
in tables, graphs, and narrative statements. 
A list of references cited and appendices 
that may contain maps and diagrams, 
sampling schedules, event information, 
questionnaires, etc. are contained in the 
final section of the report. Oral reports 
often follow the same sequential order as 
the written report with presentation slides 
containing key findings, tables, graphs, 
and photographs from the event.

DISCUSSION
Research Issues in the Field

At times, research may be conducted 
for political purposes and to a self-serv-
ing point. Crompton (2006) contends 
that many sport event economic impact 
studies are commissioned to justify a 

•
•
•

•

political position rather than to search for 
economic accuracy, resulting in the use 
of questionable procedures that produce 
bloated numbers. Among the question-
able research procedures: including local 
resident spending; appropriate aggrega-
tion; inclusion of time-switchers and ca-
suals; abuse of multipliers; ignoring costs 
borne by the local community; ignoring 
opportunity costs; ignoring displacement 
costs; expanding the project scope; exag-
gerating visitation numbers; and inclu-
sion of consumer surplus. Regardless of 
the motives for conducting research, what 
is most important is that sound, system-
atic and ethical procedures are followed 
for data gathering and analysis. Internal 
validity or the extent to which a research 
instrument accurately measures what it 
purports to measure, is critical to any field 
study. Estimates or projections of festival/
event tourist activity generally come from 
attendance figures, room occupancy rates, 
or some other system to measure tourism 
demand. Internal validity is threatened 
from poorly constructed and formatted 
questionnaires that produce responses of 
little worth. In short, a study will only be 
as accurate as the data collected - or as the 
saying goes, Garbage in, garbage out.

Threats to Validity
A threat to external validity (how true 

what one found is of the general popula-
tion) can occur when a survey reaches 
a high level of non-response bias, also 
contaminating its reliability. Non-respon-
dents may differ from survey respondents 
in certain ways. For example, they may have 
spent less money, stayed fewer days, and/or 
been less satisfied with their experiences. 
Non-response bias may be unintentionally 
encouraged by researchers in a number of 
ways. For international events, the language 
used for field surveys may lead to non-re-

sponse among those who are not fluent. 
Mail-back surveys without accompanying 
postage-paid, return addressed envelopes 
will also yield high non-response rates. The 
proliferation of junk mail and spam has 
made it very difficult for researchers con-
ducting postal and electronic mail surveys 
to obtain high response rates.

At what point (or response rate) does sub-
ject non-response compromise the generaliz-
ability of a study’s findings? 

As a general rule, surveys with less 
than a 50% response rate are at risk of 
non-response bias. A common practice 
for addressing the issue is to randomly 
select a sub-sample of non-respondents 
and survey them by another method. 
If responses are statistically similar 
for this sub-sample as for the original 
respondents, it may be assumed that the 
response group is representative of the 
population and, therefore, the results 
may be generalized with greater confi-
dence in their accuracy. If the responses 
differ significantly, such differences as 
well as resulting limitations to the study’s 
generalizability should be described in 
the final research report. In the field, sub-
jects are more likely to respond to polite, 
well-trained, well-groomed surveyors 
who are dressed in uniforms and possess 
official photo identification.

The accuracy of spectator studies may 
be limited by the amount of time that 
transpires between a subject’s event at-
tendance and the survey, inducing what is 
termed, recall bias. Recall bias is particu-
larly acute in economic impact studies 
with mail-back surveys when a lengthy 
time lag between the event and survey 
has occurred. Visitors tend to underesti-
mate their expenditures when asked for 
information after a considerable time has 
elapsed from their visit. They also tend 
to perceive their travel experiences more 
positively as time transpires. To address 
the issue of recall bias, visitors should be 
queried as soon after their experiences as 
possible; at least within one-two weeks 
of their visit. The flipside of recall bias 
is projection bias, which can occur when 
subjects are asked to estimate their spend-
ing early in their trip or visit. To address 
projection bias, visitor samples should be 
drawn near the end of or immediately af-
ter the event. A split-method research ap-

Mail-back	surveys	without	accom-
panying	 postage-paid,	 return	 ad-
dressed	 envelopes	 will	 also	 yield	
high	non-response	rates.	

Technology	will	play	an	increasingly	
important	role	in	festival	and	event	
research	in	this	decade.
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proach may also be employed i.e., on-site 
interview and post-event e-mail survey, 
permitting spending comparisons based 
on when the surveys were conducted. 

Future of Festival and Event Research
Technology will play an increasingly 

important role in festival and event re-
search in this decade. Smart phones and 
other small portable electronic devices 
will permit sport consumer research that 
is less intrusive and can collect data im-
mediately. Some researchers are accessing 
event consumer data from large mines 
gathered by credit card companies. For 
example, Simon Chadwick has pub-
lished research on football fans’ spend-
ing behaviors and economic impacts at 
European championships based on data 
accessed from MasterCard. This direct, 
“top-down” approach to research offers 
advantages to the labor-intensive field 
research. The research topics or problems 
in sport business are enduring and will 
be facing scholars and managers in the 
future. Research will become more central 
to the strategic planning process as a new 
wave of well-educated managers enters 
the festival and event industry, armed 
with research skills and an appreciation 
for data-driven decision-making.

CONCLUSION
This article sought to familiarize the 

reader with event research by describing 
the key steps to research success: 

Developing the problem; 
Formulating hypotheses or research 
questions; 
Research design; 
Data gathering, treatment and analysis; 
Reporting. 

Several data collection approaches for 
festivals and events were described in-
cluding on-site interviews, door-to-door, 
e-surveys, and the skier lift technique. 

It must be remembered that research 
in the field is fluid and dynamic, and re-
quires, at times, flexibility by the research-
ers. This lesson came across loud and 
clear for field researchers at the 2010 FIFA 
World Cup in South Africa. Fans blaring 
the vuvuzelas made spectators interviews 
at the stadium precincts extremely dif-
ficult. The survey schedules and locations 
were altered and additional surveys were 
gathered at the FIFA Fan Fests where the 
decibel levels were not as high.

•
•

•
•
•
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OK, event planners, what would you 
do if three days out from expecting nearly 
30,000 attendees at a four-and-a-half-day 
event you suddenly learned that 80,000 
square feet of space, 2/3 of what you 
need, in addition to parking and numer-
ous hotel rooms, would not be available 
due to an approaching flood?

What if the decorator already had the car-
pet and pipe and drape in place in anticipa-
tion of 300 vendors beginning their load-in 
the next day? What would you do with hun-
dreds of exhibits worth thousands of dollars 
in the buildings you had to evacuate? And 
what if you were working with only your 
usual skeleton setup crew because this event 
had always gone off like clockwork?

This is exactly what happened to us as 
the producers of the American Quilter’s 
Society Quilt Show & Contest in Pa-
ducah, Kentucky, in late April 2011. 

For 26 years the annual AQS Quilt Show 
was held in the Julian Carroll Convention 

Successful	Event	Planning	

Creating	Plan	B	on	the	Fly
By	Bonnie	Browning

Center and since 2002, the Paducah Expo 
Center, on the bank of the Ohio River with-
out flood problems. Then, in 2011, heavy 
winter snowmelt saturated the ground be-
fore unusually wet spring weather dropped 
17 inches of rain on the area in the ten 
days prior to the opening of the show. 

In fact, the weather was so bad that 
as setup and quilt judging was being 
completed on Easter Sunday, tornado 
sirens forced moving some of the quilts 
and the three judges to an interior safe 
room, truly panicking one of them with 
no tornado experience at all. 

Just when the all clear sounded, suddenly 
Plan B was needed. At 1:00 p.m. when the 
decorator was finishing and judging was 
near completion, the city engineer came to 
the site to tell show managers to vacate. The 
floodwall gates that protect Paducah (a city 
of 26,000) had to be installed, and doing 
so would cut off all access to the conven-
tion center buildings and parking. The only 

contracted usable space that remained was 
the Pavilion, a 40,000 square foot air dome 
facility with no parking.

After the team got over the “deer in 
the headlights” shock, they sprang into 
action. Because there was no Plan B in 
place, a rapid assessment had to be made 
in order to create one. Over the course of 
four hours, this is what was done:

City staff and AQS staff pulled out cell 
phones to see who could open doors to 
empty buildings throughout the city to 
assess space availability. Volunteers were 
called to come evacuate the quilts while a 
plan was developed. Many of these people 
left their Easter family dinners to open 
building doors or to fold, organize, and 
safeguard the quilts. The decorator had to 
dismantle the pipe and drape, and all of the 
carpeting that had been laid for the show.

By 5:00 p.m. the management team 
was ready to scout, and they split up 
to look at alternative venues. The space 

Photo courtesy: Bonnie K. Browning, AQS

Photo courtesy: FoxFotography.zenfolio.com Photo courtesy: FoxFotography.zenfolio.com
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needs included vendor space (electric and 
phone), classrooms (heavy duty electric 
for irons and sewing machines), and 
exhibit space (spacious and secure). All of 
this had to be on some sort of transpor-
tation loop. Vacant mall buildings were 
looked at for exhibits and vendors and 
area churches for classrooms. When the 
show staff reconvened back at the con-
vention center about 8:00 p.m., all of the 
options were discussed:

Cancel the event. This was not viable. 
Many of the vendors and visitors were 
already in town; they had nonrefundable 
hotel rooms and airplane tickets. Food 
vendors had already purchased food. 
The loss of the $17 million economic 
impact from the event would be dev-
astating to many local businesses; the 
annual AQS quilt show is better than 
Christmas for merchants in Paducah.
Find enough square footage to give 
all of the vendors their contracted 
amount of space, keeping the Pavil-
ion plan in place. This would require 
multiple buildings and an unwieldy 
shuttle bus system to get to all of 
the locations. Vendors would not 
do well if they were spread out to so 
many locations.
Find enough space in a concentrated 
area to give all of the vendors at 
least some space. This would require 
relocating all of the exhibits and 
vendors, including those slated for 
the Pavilion. Adjust the transporta-
tion accordingly.
Option 3 was chosen, to use two 

adjacent buildings at the mall for special 
quilt exhibits and vendors. This space could 
accommodate all of the vendors by giving 
the sponsors their double booths and the 
other vendors a single booth. The First Bap-
tist Church had ten classrooms for the 100+ 
workshops, their chapel could be used for 
lectures, and part of the contest quilts could 
be hung in the church’s great room. When 
all of the tables and sewing machines for the 
classrooms had to be hand carried up the 
stairs of the church, the baseball team from 
a local college was recruited to help.

Now Plan B had to be implemented 
– It was 10:00 p.m., and the setup had 
to be completely re-done in time for the 
first event at 5:30 p.m. Tuesday evening. 
Vendors were expecting to load-in at 8:00 
a.m. Monday morning.

First thing Monday morning the entire 
AQS staff was notified of the venue 
changes. Reassignments were worked out 
for vendor locations and staff jobs, and a 
press release was written to disseminate 
via email to vendors and instructors either 
at home or en-route. A quick adjustment 
to the event’s show guide made it pos-
sible to insert one page indicating changes 
made for the show, including addresses of 
the new buildings involved. Staff created 

1.

2.

3.

“original location / new location” hand-
outs to guide visitors to new venues.

At 10:00 a.m. AQS participated in a 
press conference with the mayor and 
other city leaders to announce to the 
public the course of action being taken 
to install the floodwall gates and what 
would happen to the quilt show. 

Power and other utilities had to be 
installed in the vacant buildings; the 
buildings had to be cleaned (crews worked 
overnight on Sunday to get this done); and 
new drawings of the facilities had to be 
prepared for the decorator and matched to 
orders for vendor electricity and telephone 
services. Various city inspectors were on 

hand to make sure all of the new venues 
being used were up to code for the safety of 
visitors, vendors, instructors, and staff. 

Finally, it was time to begin resetting the 
show in the new locations, which required 
additional decorator staff. The 40,000 
square foot Pavilion became the headquar-
ters for the show— admissions, member-
ship, and workshop desks; First Aid; Post 
Office; wheelchair and scooter rental; and 
a package check area, plus the Best of Show 
award winning quilt and other major prize 
winners, the bed-sized contest quilts, and 
sponsor and vendor booths. 

One of the biggest challenges was find-
ing a place to put the food vendors – this 
event taxes every creature comfort includ-
ing providing enough food for the visitors 
necessitating having outside food vendors 
who are normally located in the parking lot 
of the convention center. The ultimate fix for 
the food service was the biggest disappoint-
ment of the readjustments. Visitors found 
plenty of food when they traveled to the 
mall area, and the church turned out to have 
a wonderful food service, so the downtown 
restaurants and relocated food vendors did 
not do the business they expected.

Ten buses had been scheduled to 
provide transportation to/from the hotels 

and attractions that contracted for that 
service. To support the new venues, two 
additional buses were contracted. The bus 
route maps were updated and copies were 
made to distribute to all venues.

Somewhere along the way, assistance 
was provided to countless visitors who 
were planning to stay across the river in 
Illinois, where some flooding had also 
occurred, with finding new hotel rooms.

By 5:00 p.m. Tuesday, all of the 
vendors had loaded in. The first evening 
event at 5:30 p.m. began on time. 

Wednesday morning at 9:00 a.m., it 
looked like every quilt show ever hosted in 
Paducah: Hundreds of quilters were waiting 

for the doors to open and before long, 
the aisles were crowded and remained 
that way all day. Thursday, Friday, and 
Saturday, quilters continued to come—
almost 27,000 attended this year’s event. 

The show went amazingly well 
when you consider the entire event 
was re-planned in eight hours time just 
three days before the show opened. 
Only two activities had to be cancelled 
as a result of the changes made in the 
show venues. Some vendors, even 
those in smaller booth spaces, said this 
was their best show ever. 

Was all of this planning on the fly 
necessary? Just how serious was the situa-
tion on April 24 when we had to change 
gears? The danger was real; the Ohio 
River at Paducah crested at 55.8 feet, 
16.9 feet above flood stage. The floodwall 
gates were not taken down until May 17. 

While we never know what to expect 
from Mother Nature, quick action to develop 
an alternate plan and hard work by Mayor 
Bill Paxton, Judge Executive Van Newberry, 
the City of Paducah, McCracken County, 
City Engineer Rick Murphy, Mark Thomp-
son at Paducah Parks Department, Paducah 
Expo & Convention Center, Paducah Visitors 
Bureau, Paducah Ambassadors, Freeman 
Decorating, Turner Communications, An-
chor Trailways, Neil’s Catering, ServiceMas-
ter, First Baptist Church, utility companies, 
Mid-Continent University Baseball Team, 
American Quilter’s Society’s staff, and count-
less others, made it possible for the AQS 
Quilt Show to go on! Kudos to everyone 
involved, including our flexible, adaptable 
sponsors, vendors, instructors, and visitors. 

Heed our advice: Nurture and appreciate 
good working relationships with your onsite 
providers; never underestimate the value of 
experienced event planning staff; and have a 
Plan B in place before you need one.

Bonnie Browning	is	the	Execu-
tive	Show	Director	of	the	American	
Quilter’s	Society.	She	can	be	reached	
at	phone:	270-898-7903,	ext.	146	or	
email:	bonniebrowning@AQSquilt.com.

mailto:bonniebrowning@AQSquilt.com


IFEA is pleased to present our 2012 Webinar  
Series! Offering online educational sessions hosted 
by industry leaders and special guests, the IFEA  
Webinar series covers a wide variety of topics  
important to your organization’s success. 
Webinars are easy to attend… just view and listen to the presentation 
online from the comfort of your own computer - without even leaving your 
desk! No Travel Expense Required. Can’t make the live presentation of the 
Webinar? Not a problem! Live Webinars are recorded and are available to 
be viewed as “Webinars On Demand” to watch at your leisure after the live 
presentation. What better way to receive great educational information by 
great presenters while saving both time and travel expenses! 

2012 
 IFEA Webinar   
       Series

Registering for a Webinar: 
Both live and recorded Webinars 
are available for purchase via any 
of the following methods: 

Online at the IFEA Bookstore & 
Resource Center 
Faxing or mailing in the Webinar 
Registration Form 

(See separate brochure/regis-
tration form for Webinars on 
Demand)

Calling the IFEA at +1-208-433-
0950 ext: 2 

Individual Webinar Cost: 
$59 - IFEA Members 
$59 - Association Alliance Members 
$79 – Festival & Event Ontario 
Members
$99 - Non-IFEA Members  

Registration cost is per computer 
site for as many people as you can 
sit around your computer. Gather 
additional staff, volunteers, or board 
members around your computer so 
they too can join you for this learning 
experience at no additional charge!

•

•

❍

•

•
•
•

•

 Webinars in Bulk:  
(Call, Mail or Fax orders only, not 
available for online purchasing)

BUY 3 Webinars and Receive 1 
FREE (Up to $99 in savings) 
BUY 5 Webinars and Receive 2 
FREE (Up to $198 in savings!) 
BUY 10 Webinars and Receive 5 
FREE (Up to $495 in savings!) 

Webinar Start Time in  
Your Time Zone: 
7:00 a.m. Hawaii 
9:00 a.m. Alaska
10:00 a.m. Pacific 
11:00 a.m. Mountain 
12:00 p.m. Central 
1:00 p.m. Eastern 
6:00 p.m. GMT

Webinar Length:
60 Minutes 

Questions? 
Contact: Nia Hovde, Director of 
Marketing & Communications at: 
nia@ifea.com

•

•

•

2012 IFEA WEBINAR SCHEDULE
THURSDAy, JANUARy 19TH, 2012 
Five Fatal Flaws of Selling Sponsorship and How to Overcome Them
Bruce Erley, CFEE, APR
President & CEO, Creative Strategies Group, Broomfield, CO
CFEE Elective Credit: Economic Impact

THURSDAy, FEBRUARy 2ND, 2012
Bells & Whistles: Understanding and Choosing the Best Social Media 
Tools for your Event
Carla Pendergraft, CMP
Owner, Carla Pendergraft Associates, Waco, TX
CFEE Elective Credit: Current Industry Issues & Trends

THURSDAy, FEBRUARy 16TH, 2012
Who Knows You? Power Marketing! Formulating Winning Marketing Strategies
Gail Alofsin, Director of Corporate Partnerships
Newport Harbor Corporation, Newport, RI
CFEE Elective Credit: Current Industry Issues & Trends

THURSDAy, FEBRUARy 23RD, 2012
Best Practices for Safety & Security Management Plans for Events
Peter Ashwin, Partner & Principal Consultant, 
Exelar Consulting, Boise, ID
Eligible for CFEE Elective Credit: Leadership & Management

THURSDAy, MARCH 1ST, 2012
What Must the Modern Festival & Event Manager Master?
Bill O’Toole, B.Sc., M.Eng., Manager of Event Project Management System 
(EPMS) Pty Ltd, Sydney, New South Wales, Australia 
CFEE Elective Credit: Leadership & Management

THURSDAy, MARCH 15TH, 2012
Maximum Creativity with Minimum Costs
Mary Ann L. Dilling, CFEE
Executive Director, Fond du Lac Festivals, Inc., Fond du Lac, WI
CFEE Elective Credit: Creativity & Innovation

THURSDAy, MARCH 29TH, 2012
Building a Constructive Board-Staff Partnership 
Mitch Dorger, Principal 
Dorger Executive Consulting, Pasadena, CA
CFEE Elective Credit: Leadership/Management

THURSDAy, ApRIL 12TH, 2012
Engaging Youth at Your Event: New Answers to an Age Old Challenge
Ken Ashby, President and Maris Segal, CEO, 
Prosody Creative Services, Inc., New York, NY
CFEE Elective Credit: Leadership & Management

THURSDAy, ApRIL 26TH, 2012
Membership Has It’s Privilages - Upgraded Event Experiences that Boost 
Your Budget
Becky Genoways, President/CEO
On the Waterfront, Inc., Rockford, IL
CFEE Elective Credit: Economic Impact

THURSDAy, MAy 10TH, 2012
Buy and Use Entertainment More Effectively & Generate More Revenue
John Owen, CFE, Director of Marketing & Member Services 
Outdoor Amusement Business Association, Winter Park FL
CFEE Elective Credit: Leadership & Management

THURSDAy, MAy 24TH, 2012
What I Wish I Knew Six Months Ago - A Practical Discussion on Growing 
Event Attendance Online in 2012
Doug Rasch, Online Marketing Director
Edgeworks Group, Irvine, CA
CFEE Elective Credit: Current Industry Issues & Trends

WEDNESDAy, OCTOBER 24TH, 2012
Merchandise: Finding the Balance That Best Fits Your Event
Bridget Sherrill, Vice President of Merchandising & Jennifer Morgan, 
Merchandising Manager
Kentucky Derby Festival, Louisville, KY
CFEE Elective Credit: Creativity & Innovation

THURSDAy, NOvEMBER 1ST, 2012
The Charitable Impact of Festivals & Events: It’s Not Just About Corn 
Dogs and Cokes Anymore:  You Also Need to Show ‘em You Care!
Jeff English, Sr. Vice President of Administration/General Council
Kentucky Derby Festival, Louisville, KY
CFEE Elective Credit: Leadership & Management

THURSDAy, NOvEMBER 8TH, 2012
From Outsider to Insider: Creating Festival Fans
Gail Bower, President, 
Bower & Co. Consulting, Philadelphia, PA
CFEE Elective Credit: Creativity/ Innovation

THURSDAy, NOvEMBER 15TH, 2012
Events Central: A New Age of Partnership & Policy in Municipal Events Management
Delores MacAdam, Manager, City of Ottawa Events Central Branch &  
Mark Ford, Inspector, Ottawa Police Special Event Unit, Ottawa, ON, Canada
CFEE Elective Credit: Leadership & Management
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Thursday, January 19th, 2012

Five Fatal Flaws 
of Selling                     
Sponsorship and
How to Overcome
Them
Bruce Erley, CFEE, APR
President & CEO,  
Creative Strategies 
Group, Broomfield, CO
CFEE Elective Credit: Economic Impact

As the adage goes . . . Wisdom comes from 
Success, Success from Experience, Experience 
from Failure. After more than 30 years in 
sponsorship sales, Bruce Erley, founder, president 
and CEO of Denver-based Creative Strategies 
Group will share some of the biggest failures and 
flaws he has experienced or witnessed during his 
career and how to avoid or overcome them. 

Bruce Erley is a 30-year veteran of the 
event marketing and sponsorship field 
and is regarded as a leading sponsor-
ship expert for the festivals industry. He 
founded Creative Strategies Group (CSG) 
in 1995. Prior to that time, Bruce was the 
Vice President for Marketing and Sales for 
the International, educational and cultural 
organization, Up with People, where he 
directed sponsor sales, entertainment mar-
keting and merchandising operations. At 
Creative Strategies Group, Bruce conducts 
all general consultation, including the de-
velopment of property audits, sponsorship 
plans, corporate sponsorship programs 
and training, as well as directs CSG’s ongo-
ing operations.  Erley is widely acclaimed 
as a top presenter on sponsorship topics 
for the festivals and events industry.

Thursday, February 2nd, 2012

Bells & Whistles: 
Understanding         
and Choosing 
the Best Social 
Media Tools for 
your Event
Carla Pendergraft, CMP
Owner, Carla Pendergraft 
Associates, Waco, TX
CFEE Elective Credit: Current Industry Issues & Trends

Are you already comfortable using Facebook 
and Twitter, and find yourself ready for the 
next level of social media marketing? If so, this 
webinar is for you. We’ll go over the “bells and 
whistles” of some of the new technologies that 
could make a difference in your festival and 
event marketing. Groupon, LivingSocial, QR 
Codes, and Craigslist are just a few of the tech-
nologies we’ll touch on. We’ll talk about how 
festivals are actually using these today and ex-
plain how they work. Come prepared to move 
beyond the basics and explore some brand new 
ideas for marketing your festival or event.

Carla Pendergraft has been a freelance 
web designer since 1998 and has owned 
her own web design and consulting 
firm since 2002. She is Director of Sales 
& Internet Development at the Waco 
Convention & Visitors Bureau, a position 
she has held for over 20 years. She has a 
bachelor’s degree in Middle Eastern Stud-
ies from the University of California, and 
a Master’s degree in business from Texas 
State University. She speaks frequently on 
the topic of social media and the internet, 
and has over 60 websites to her credit.

Thursday, February 16th, 2012

Who Knows You? 
Power Marketing!   
Formulating 
Winning Marketing 
Strategies
Gail Alofsin, Director of 
Corporate Partnerships
Newport Harbor 
Corporation, Newport, RI
CFEE Elective Credit: Current Industry Issues & Trends

No matter what your job title is, you are 
always marketing – products, services, ideas 
and YOU! Focused on building sustainable, 
successful and powerful relationships with 
internal and external customers, the end goal 
is to increase the bottom line while creating a 
work place focused on success for all involved.

Winning marketing strategies include 
event marketing, corporate partnership, 
power networking, community engagement, 
guerilla marketing and sales. New mindset: 
It’s not about who you know – it’s all about 
who knows you!

Whether you are new to marketing or 
have been executing programs for years – this 
webinar is designed to review your passion for 
your company and to inspire excellence. The 
bottom line is that marketing that works will 
attract, engage and retain customers. When 
all is said and done – it is all about who 
knows YOU! You…are your company!

Gail Lowney Alofsin is the Director 
of Corporate Partnerships for Newport 
Harbor Corporation, a leading hospitality 
company based in Newport, Rhode Island. 
From 1988 - 2004, Alofsin served as the 
Director of Sales, Marketing and Public Re-
lations of the Newport Yachting Center, a 
division of Newport Harbor Corporation, 
developing the waterfront event site from 
one national event to five national events 
while increasing corporate partnership 
sales 5700%! Alofsin is a 1984 graduate of 
Tufts University in Medford, Massachusetts 
where she focused on International Rela-
tions at the Fletcher School of Foreign Di-
plomacy. In addition to her full time sales 
and marketing position at Newport Harbor 
Corporation, Alofsin serves as an adjunct 
professor at the University of Rhode Island 

– teaching classes focused on communica-
tion, marketing and public relations.

Thursday, February 23rd, 2012

Best Practices 
for Safety &                
Security 
Management 
Plans for Events 
Peter Ashwin, Partner & 
Principal Consultant, 
Exelar Consulting, Boise, ID
Eligible for CFEE Elective Credit: Leadership & Management

Peter Ashwin is the Managing Partner 
and Principal Consultant at Exelar Con-
sulting, focusing on Security & Investi-
gations, Master Security Planning, Risk 
Management & Operational Readiness. 
Projects include: Technical writer for Host 
City Bids for major events such as Sochi 
2014 Winter Olympic Games; Doha 
2016 Olympic Games; Moscow 2010 
Youth Olympic Games and Russia Bid 
for 2018/2022 FIFA World Cup. He was 
the Project Director for Games Readiness 
Exercises for the Vancouver 2010 Winter 
Olympic & Paralympic Games; Athens 
2004 Olympic Games and Sydney 2000 
Olympic Games. In addition he was the 
Project Manager of Games Security for 
the Torino 2006 Winter Olympic Games 
and Security Consultant for Joint Opera-
tions, Integration & Coordination for the 
Salt Lake 2002 Olympic Winter Games.

Thursday, March 1st, 2012

What Must the 
Modern Festival      
& Event Manager 
Master?
Bill O’Toole, B.Sc., M.Eng., 
Manager of Event Project 
Management System 
(EPMS) Pty Ltd, Sydney, 
New South Wales, Australia 
CFEE Elective Credit: Leadership & Management

As our industry grows in importance, the 
event management team must understand that 
their events and festivals are no longer isolated. 
The governments, companies, authorities and 
sponsors regard them as assets with a big and 
immediate return on investment.  The manage-
ment sciences of strategy, decision criteria, 
ISO31000, measuring goodwill, feasibility 
reports, management  processes and metrics all 
now play a part whether we like it or not.  We 
should not be swamped by our success. Now is 
the time for the event team to master these con-
cepts and use them for the benefit of the event. 

Bill O’Toole is the Manager of the Event 
Project Management System Pty., Ltd. 
(EPMS) and Founding Director of the Inter-
national Event Management Body of Knowl-
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edge (EMBOK). He works for governments 
and large organizations around the world 
on their event development strategies.  His 
latest textbook, Events Feasibility and Devel-
opment, is a detailed explanation and guide 
to this international movement to develop 
and rationalize the event portfolio.

Thursday, March 15th, 2012

Maximum 
Creativity with           
Minimum Costs
Mary Ann L. Dilling, CFEE
Executive Director,  
Fond du Lac  
Festivals, Inc.,  
Fond du Lac, WI
CFEE Elective Credit: Creativity & Innovation

Looking for ways to add new and exciting 
events to your festival while not adding new 
and exciting expenses to your bottom-line?  
This webinar will explore creative ways to en-
hance and grow your events with minimal or 
no cost to you and explore imaginative ways 
to better maximize and create opportunities 
for your events.

Mary Ann Dilling, CFEE has served 
as the Executive Director of Fond du Lac 
Festivals for the past ten festivals sea-
sons. Fond du Lac Festivals is a nonprofit 
organization that produces Taste of Fond 
du Lac, Light Up the City, and Wisconsin 
premier event, Walleye Weekend a Free 
Family Festival. Fond du Lac Festivals 
currently benefits almost 200 non-profit 
organizations through its efforts. She is 
responsible for all aspects of the organi-
zation, including budget, sponsorship, 
marketing, community relations, acts  
and entertainment, building and 
grounds, and accounting. Fond du Lac 
Festivals is able to produce international 
award winning events by partnering 
with different entities and utilizing their 
resources to maximize the events to their 
fullest potential. 

Thursday, March 29th, 2012

Building a 
Constructive              
Board-Staff 
Partnership 
Mitch Dorger, Principal 
Dorger Executive  
Consulting, Pasadena, CA
CFEE Elective Credit:  
Leadership/Management

Regardless of what business a non-
profit is in, it is critical to the success of 
the organization that there be a construc-
tive partnership between the board of the 
organization and the staff, particularly the 

chief executive.  These relationships work 
best when everyone involved understands 
what the respective roles are and what is 
required to establish and maintain the right 
relationships.  This can sometimes be very 
challenging in the festival industry because 
our activities are so much fun that everyone 
wants to be in on the operational action 
and lines of responsibility get blurred.   This 
session will not only lay out the basic ground 
rules for a constructive partnership, but 
will also follow an interactive format to see 
if board members and staff both under-
stand the proper roles of each and how they 
interrelate.  Invite your board chair and 
the executive director to view this webinar 
together.  The interactive nature of the session 
will be both fun and instructive.  

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 success-
ful performance improvement programs 
and high employee morale and achieve-
ment. 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 manage-
ment, financial planning and manage-
ment, government relations, and large 
event management. As a public speaker 
he has lectured on non-profit organiza-
tional management, strategic planning, 
change management and leadership. He 
has also served as a keynote speaker for 
four different festival and event associa-
tion conventions.

Thursday, April 12th, 2012

Engaging Youth at 
Your Event:  New    
Answers to an 
Age Old Challenge
Ken Ashby, President 
and Maris Segal, CEO, 
Prosody Creative 
Services, Inc., New York, NY
CFEE Elective Credit: Leadership & Management

We target young people for our events, 
know they have buying and spending power, 
and know they are influencers with their 
families, but, do we truly know how to 
engage them, on their terms, in ways that are 
meaningful and will build loyalty? From vol-
unteerism to social media and event program-
ming, Ken Ashby and Maris  Segal, award 
winning executive producers and marketers, 
will explore reaching this important audience 
where they live, learn and play.

Prosody Creative Services, Inc. is 
an award winning marketing and event 
management agency based in New 
York.  Principles, Ken Ashby and Maris 
Segal, offer over six decades of combined 
experience with large and small scale 
clients and socially grounded projects 
that have taken them all over the world 
including:  Pope Benedict XVI’s NY visit, 
Super Bowl half times, Up With People 
International Youth Leadership program, 
World Cup Soccer, William Jefferson 
Clinton’s Presidential Inaugural and 
relationship marketing brand support for 
Fortune 500 companies such as American 
Express, Kraft Food Service, M&M Mars, 
Glaxo Smithkline and IBM. Recently, 
Prosody served as the Executive Producer 
for America’s 400th Anniversary which 
commemorated the founding of the first 
permanent English settlement at James-
town in VA. 

Thursday, April 26th, 2012

Membership Has 
It’s Privilages -          
Upgraded Event 
Experiences that 
Boost Your Budget
Becky Genoways, 
President/CEO
On the Waterfront, Inc., 
Rockford, IL
CFEE Elective Credit: Economic Impact

The upgraded hospitality or membership 
club experience can yield great results without 
requiring a lot of resources. From small 
intimate settings to large corporate tents, 
upgraded experiences are a non-traditional 
revenue source that will make your patrons 
happy and boost your budget.

 Becky Genoways, CFEE is the Presi-
dent/CEO of ON THE WATERFRONT, 
Inc., a multiple event production 
company located in Rockford, Illinois. 
The company’s flagship event, the On 
the Waterfront Festival, is one of Illinois’ 
largest music festivals - a three-day Labor 
Day weekend event, encompassing 25 
city blocks in the center of the city, and 
includes 80 performers on 5 stages, over 
20 special events, and 50 local not-for-
profit food vendors. Becky has been CEO 
of On the Waterfront, Inc. since 1998 
and involved in the festival and event 
industry for over 30 years. Becky currently 
serves on the Board of Directors and the 
President’s Council of the IFEA.
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Thursday, May 10th, 2012

Buy and Use 
Entertainment          
More Effectively & 
Generate More 
Revenue
John Owen, CFE, Director 
of Marketing & Member 
Services 
Outdoor Amusement 
Business Association, Winter Park FL
CFEE Elective Credit: Leadership & Management

This Webinar focuses on how to buy and 
use entertainment to generate more money 
for your event. Why spend the money? How 
to I get more out of your entertainment 
budget? Why should you be looking at walk 
around/specialty acts and acquiring your  
own walk around character/characters. How 
do you use them to make more money for 
your event? 

John Owens has an extensive back-
ground in Radio, Television and Cable 
TV. His background includes producing 
bands for live performance, running two 
Talent Booking agencies, one of which 
was CMC Productions out of Raleigh, 
NC was also a management company 
for Epic/RCA, Arista artists Nantucket, 
Doc Holiday and Glass Moon. He has 
promoted outdoor shows and been in 
the Fair industry for over 10 years as Fair 
Manager at the Anderson County Fair in 
Anderson, SC, the Nevada State Fair in 
Reno, Nevada and as the Marketing/Event 
Director at the Volusia County Fair in De-
land, Fl. Extensive background in book-
ing entertainment. Author of “Opening 
Night” Creating Successful Events. Owens 
is currently the Director of Marketing and 
Member Services for the Outdoor Amuse-
ment Business Association (OABA).

Thursday, May 24th, 2012

What I Wish I 
Knew Six Months   
Ago - A Practical 
Discussion on 
Growing Event 
Attendance Online 
in 2012
Doug Rasch, 
Online Marketing Director
Edgeworks Group, Irvine, CA
CFEE Elective Credit: Current Industry Issues & Trends

As the Online Marketing Director for 
Edgeworks Group, Doug Rasch has used ev-
ery existing web based marketing tactic: QR 
Codes, Facebook ads, SMS marketing, Twitter 
Accounts, Google Ads, Video Promotions, Mo-
bile Marketing, LinkedIn Advertisements, PR 
web, Phone Tracking, Multivariate Programs, 
Banner Ads, Follow Advertising etc. Join him 

for an honest review of what online efforts 
built attendance, and which ones failed. Real 
world results and analysis from actual Mar-
keting Campaigns for events, warts and all.

Doug Rasch a decorated US Marine, 
found that the combination of his 
academic background in Math, and an 
early career in managing live theater, 
provided the odd mix of skills needed in 
web Marketing. Doug, with professional 
adverting certifications from Google and 
Bing, spent five years marketing events 
and live theater in Southern California, 
before moving to Edgeworks Group in 
2008, where he is currently the Direc-
tor of Online Marketing. Doug regularly 
speaks at webinars and conferences across 
the country, sharing his experiences 
with SEO, Online Advertising, Social 
Media Management, Mobile Marketing, 
Facebook App development, and Website 
Usability Tracking & Analysis.

WEDNESDAY, October 24th, 2012

Merchandise: 
Finding the                
Balance That 
Best Fits Your 
Event
Bridget Sherrill, 
Vice President of 
Merchandising & 
Jennifer Morgan, Merchandising Manager
Kentucky Derby Festival, Louisville, KY
CFEE Elective Credit: Creativity & Innovation

Merchandise sales have always been an 
important and valuable revenue stream for 
festivals, but like everything else, how and 
where we reach the consumers with our prod-
ucts and getting them to buy can sometimes 
be a challenge. Keeping up with merchandise 
trends, selecting products that reach your 
demographic and being conscious of today’s 
economic climate are all very important 
factors in selecting the right mix of products 
for your event. Retail product placement, on 
line marketing and on site booth location and 
display are all important things to help assure 
those products sell. These coupled with know-
ing how to select the right balance of designs, 
sizes and quantities can be the difference in a 
profitable merchandise program. 

The Kentucky Derby Festival merchan-
dise program is always evolving to meet the 
needs of our customers and suppliers. Spend 
some time with Bridget Sherrill and Jennifer 
Morgan from the Kentucky Derby Festival as 
they discuss what has worked over the years 
and what has not. 

Bridget Sherrill has been with the 
Kentucky Derby Festival for 38 years 
holding various positions ranging from 
bookkeeper to events manager to mar-
keting and her current position as Vice 
President of Merchandising. Bridget’s 

primary responsibility is overseeing the 
Festival’s Merchandise Program and the 
highly proclaimed Pegasus Pin Program 
which generates approximately 23% of 
the Derby Festival’s annual $5.8 million 
dollar budget. Bridget has served on the 
Leadership Alliance Committee of the 
International Festival & Events Associa-
tion Foundation and was Chairman of 
the organization in 2001 in addition to 
serving on the IFEA President’s Council. 
In 2004, Bridget received the prestigious 
honor of being inducted into the IFEA 
Hall of Fame. 

Since 2001, Jennifer Morgan has 
served as the Merchandising Manager of 
the Kentucky Derby Festival, Inc., a pri-
vate, non-profit civic celebration. Prior to 
this role, Jennifer served as the Sales and 
Marketing Manager for a merchandise 
licensing company for seven years. She is 
a 1992 graduate of Miami University and 
began her career as retail manager for the 
Limited Corporation. As Merchandising 
Manager for Kentucky Derby Festival, 
Jennifer oversees the development, pro-
duction and distribution of the Festival’s 
merchandise line. 

Thursday, November 1st, 2012

The Charitable 
Impact of Festivals 
& Events: It’s Not 
Just About Corn 
Dogs and Cokes 
Anymore:  You 
Also Need to 
Show ‘em You Care!
Jeff English, Sr. Vice President of  
Administration/General Council
Kentucky Derby Festival, Louisville, KY
CFEE Elective Credit: Leadership & Management

While the Festivals we produce provide 
a greater quality of life and a substantial 
economic impact on our communities, it’s 
also important to show your citizens and city 
leaders there is a charitable impact as well. It 
helps strengthens that critical bond between 
the Festival and your patrons, provides excel-
lent public relations opportunities and might 
just lead to an extra sponsorship dollar or 
two!  The Kentucky Derby Festival Founda-
tion is the 501(c)3 charitable arm of the 
Kentucky Derby Festival.  It manages the 
charitable outreach of KDF and has a chari-
table impact of over $400,000 each year.  
Jeff English, Sr. VP of Administration for the 
Kentucky Derby Festival, will explain how the 
Foundation works and will outline ways in 
which KDFF highlights its charitable impact 
to the community and city leaders.

Jeff English is the Sr. Vice President of 
Administration/General Counsel of the 
Kentucky Derby Festival. After graduating 
from Washburn University School of Law 
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(Topeka, KS) in 2004, Jeff worked in poli-
tics and practiced law before joining the 
KDF staff.  As General Counsel for KDF, 
he is charged with overseeing all of the 
Festival’s legal issues, along with serving 
as its risk management officer.  

Thursday, November 8th, 2012

From Outsider to 
Insider: Creating     
Festival Fans
Gail Bower, President, 
Bower & Co. Consulting, 
Philadelphia, PA
CFEE Elective Credit: 
Creativity/Innovation

All events and festivals have lifecycles. 
Building audiences – your event’s lifeblood 
– during each of these phases faces its own 
challenges. A new event is a clean slate, but 
it’s also when you invest the most to attract 
ticket buyers, participants, sponsors, vendors, 
and influencers. At the five-year mark, if the 
event survives, suddenly you’ve come of age. 
The next several years usually bring more 
growth, but it also means more innovation on 
your end. That innovation cycle, in both your 
event and how you market it, can mean the 
difference between an event or festival that 
has longevity and one that crashes and burns.

Learn what it takes to create festival and 
event fans of all your audiences – ticket buy-
ers, sponsors, participants, vendors, partners, 
and even staff, along with those who influ-
ence them. Invest an hour with Gail Bower, 
event, marketing, and sponsorship strategist, 
in a strategic discussion about growing events 
– and event supporters – and come away 
with new ideas to inspire your 2013 events.

Gail Bower helps organizations dra-
matically raise their visibility, revenue, 
and impact. She’s a professional consul-

tant, writer, and speaker, with nearly 25 
years’ experience managing some of the 
country’s most important events, festivals 
and sponsorships. Launched in 1987, 
today Bower & Co. improves the effec-
tiveness and results of clients’ marketing 
strategies, events/festivals, and corporate 
sponsorship programs. She’s the author of 
a guidebook for sponsorship sellers, en-
titled How to Jump-start Your Sponsorship 
Strategy in Tough Times, and blogs about 
sponsorship at SponsorshipStrategist.com. 
Visit her web site at GailBower.com.

Thursday, November 15th, 2012

Events Central: 
A New Age of    
Partnership & 
Policy in 
Municipal 
Events 
Delores MacAdam, 
Manager, City of 
Ottawa Events Central Branch & 
Mark Ford, Inspector, Ottawa Police, 
Special Event Unit,
Ottawa, ON, Canada
CFEE Elective Credit: Leadership & Management

Managing municipal events can be both 
exciting and challenging at the same time. A 
successful event can raise the profile, prestige 
and citizen support for a city as a whole. At 
the same time it only takes one mishap or 
planning error to ruin an event, often leading 
to major financial, public relations and safety 
issues. The City of Ottawa’s Events Central 
office represents a breakthrough in coordi-
nated, repeatable events management. The 
model leverages a standing Special Events 
Advisory Team, documented processes and 
by-laws, and emerging citizen engagement 
technologies to design, implement and track 

each of its over 250 events per year. 
This model has proven successful in man-

aging both large national and international 
events such as the Ottawa Bluesfest, Win-
terlude, FIFA Games, Grey Cup and Canada 
Day celebrations, down to hundreds of local 
group, ethnic and community events. Ottawa 
won the IFEA Top City Award in North 
America for “Festival and Events City” 2010 
(population 500,00 to 1 million). Ottawa 
was the first City to receive this Award. De-
lores Macadam, Manager of Events Central 
and Mark Ford, Inspector Ottawa Police, are 
the designers of the Ottawa events manage-
ment program, they will retrace the city’s 
journey to establish relations and standards 
across all entities in the city’s events infra-
structure. They will reveal key insights, best 
practices and potential pitfalls along the way.

Delores MacAdam is the manager of 
the City of Ottawa Events Central Branch 
(Special Events and Corporate Volunteer 
Program). She is involved in all phases of 
design, planning, execution and evolu-
tion of over 250 local, national and 
international events per year.  With 30 
years of experience in community plan-
ning and development at the municipal 
and provincial level, she is responsible 
for engaging political leaders, local busi-
ness & community groups, professional 
entertainment and sporting entities, as 
well as knitting together dozens of local 
and worldwide events for celebration.  
For the past year, she has worked with 
consultants from various North American 
cities to develop a software program for 
events which will be launched February 
1st, 2012.  She will also be bringing to the 
City of Ottawa Council a Special Events 
By-law that has been designed to address 
the needs of government (compliance) 
and event organizers in terms of process, 
transparency and fairness.  
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Webinars On Demand
Looking for a different webinar topic – don’t forget to check out 

our Webinars OnDemand – previously recorded webinars that are 
now available for download. For a complete list of available Webi-
nars On Demand, just go to the IFEA Bookstore & Resource Center.

How Webinars Work
IFEA Webinars are Website-enabled seminars that function much 

like a teleconference. They use your computer’s Website browser to 
display presentation materials and other applications important 
to the Webinar topic, with the audio portion of the presentation 
provided either through your computer speakers or over the phone.

Once your registration has been submitted, you will receive 
an email from the IFEA confirming that you have been registered 
for the Webinar. The day before the scheduled Webinar, you will 
receive an email with specific instructions on how to log in for the 
Webinar. You will receive this email again, the day of the Webinar.

Once this information has been received, joining a Webi-
nar is as easy as 1, 2, 3!

Log In To The Webinar: To start the Webinar, log in to the 
specific website address that you received for the Webinar and 
connect to the presentation. Webinars can be viewed on virtu-
ally any computer with a high-speed internet connection.
Listening To The Webinar: After you’ve logged in and gained 
access to the Website, you have two options to listen to the 
audio portion. You can either dial the telephone number pro-
vided to hear the webinar via a conference call, or if you have 
computer speakers, you may listen via your computer speak-
ers. (The phone number provided will not be an 800 number, 

1.

2.

so all costs for the call will be incurred by the registrant.)
Sit Back and Learn: Once you are logged in, all you need to 
do is sit back and learn! It’s just like any other seminar, except 
you’re sitting comfortably at your own desk! Throughout the 
webinar, you are able to ask questions to the presenter using the 
online Question/Answer messaging system that is part of the 
Webinar screen. The Webinar Organizer will view your question 
and present it to the speaker at the end of the presentation.
Along with the Webinar itself, all registered attendees will 

receive a copy of the presentation used for the webinar prior to 
the webinar start time in addition to the recorded copy of the 
webinar after the webinar presentation.

System Requirements
For PC-based participants:

Internet Explorer® 7.0 or newer, Mozilla® Firefox® 3.0 or 
newer or Google™ Chrome™ 5.0 or newer (JavaScript™ and 
Java™ enabled)
Windows® 7, Vista, XP or 2003 Server
Cable modem, DSL, or better Internet connection
Minimum of Pentium® class 1GHz CPU with 512 MB of RAM 
(recommended) (2 GB of RAM for Windows® Vista)
 

For Mac®-based participants:
Safari™ 3.0 or newer, Firefox® 3.0 or newer or Google™ 
Chrome™ 5.0 or newer (JavaScript™ and Java™ enabled)
Mac OS® X 10.5 – Leopard® or newer
Intel processor (512 MB of RAM or better recommended)
Cable modem, DSL, or better Internet connection

3.

•

•
•
•

•

•
•
•



International Festivals & Events Association • 2603 W Eastover Terrace • Boise, ID 83706 - U.S.A.
Questions: Contact Nia Hovde, Director of Marketing & Communication at nia@ifea.com or Phone: +1-208-433-0950 ext: 3, Fax: +1-208-433-9812 • www.ifea.com

IFEAWebinar Series

2012 UPCOMING LIVE WEBINARS: To register please make your selection by checking (√) from the webinars below:

REGISTRATION CONTACT INFORMATION

Webinar Participant:  ___________________________________________________________________________________________________________  

Webinar Participant Email: _______________________________________________________________________________________________________

Organization: ________________________________________________________________________________________________________________  

Address: __________________________________________________________________________________________________________________  

City, State/Province, Zip Code: ______________________________________________________________________  Phone: _________________________

PURCHASE INFORMATION
 IFEA Member  Festival & Event Non-IFEA Member Total
 Association Alliance Ontario Members

Individual Webinars:________Quantity X  $59 (USD)  $79 (USD)  $99 (USD)  ___________ 

Purchasing Webinars in Bulk:
BUY 3 Webinars and Receive 1 FREE  $177 (USD)  $237 (USD)  $297 (USD)  ___________
(Up to $99 in savings)

BUY 5 Webinars and Receive 2 FREE  $295 (USD)  $395 (USD)  $495 (USD)  ___________
(Up to $198 in savings)

BUY 10 Webinars and Receive 5 FREE  $590 (USD)  $790 (USD)  $990 (USD)  ___________
(Up to $495 in savings)
                TOTAL  ___________

PAYMENT INFORMATION

Select method of payment:      Check (make check payable to IFEA in U.S. funds)      Visa      MasterCard      American Express

Print Cardholder Name:  _________________________________________________________________________________________________________  

Signature: _________________________________________________________________________________________________________________

Credit Card Number: ___________________________________________________________________________________________________________  

Expiration Date: _______________________________________________ CVN Code: _______________________(MC/Visa-3 digit code back) (AMX-4 digit code front)

Upcoming Live Webinar Presentation Registration Form

Registration cost is per computer site for as many people as you can sit around your computer.
Once your registration has been submitted, you will receive an email from the IFEA confirming that you have been registered for the Webinar. The day before the  
scheduled Webinar, you will receive an email with specific instructions on how to log in for the Webinar. You will receive this email again, the day of the Webinar.

Webinars in Bulk offer is applicable to both Upcoming Live Webinar Presentations and Pre-Recorded Webinars On Demand.
Payment must be received in full at time of registration to participate in Webinars. No refunds on webinar registration unless notified 24 hours prior to start of webinar.

Thursday, January 19th, 2012 
Five Fatal Flaws of Selling Sponsorship 
and How to Overcome Them
Bruce Erley, CFEE, APR, Creative Strategies Group

Thursday, February 2nd, 2012
Bells & Whistles: Understanding and 
Choosing the Best Social Media 
Tools for your Event
Carla Pendergraft, CMP, Carla Pendergraft Associates

Thursday, February 16th, 2012
Who Knows You? Power Marketing! For-
mulating Winning Marketing Strategies
Gail Alofsin, Newport Harbor Corporation

Thursday, February 23rd, 2012
Best Practices for Safety & Security 
Management Plans for Events
Peter Ashwin, Exelar Consulting

Thursday, March 1st, 2012
What Must the Modern Festival & 
Event Manager Master?
Bill O’Toole, B.Sc., M.Eng., Event Project Manage-
ment System (EPMS) Pty Ltd 

❍

❍

❍

❍

❍

Thursday, March 15th, 2012
Maximum Creativity with Minimum Costs
Mary Ann L. Dilling, CFEE, Fond du Lac Festivals, Inc.

Thursday, March 29th, 2012
Building a Constructive Board-Staff 
Partnership 
Mitch Dorger, Principal, Dorger Executive Consulting

Thursday, April 12th, 2012
Engaging Youth at Your Event: New 
Answers to an Age Old Challenge
Ken Ashby & Maris Segal, Prosody Creative Services, Inc.

Thursday, April 26th, 2012
Membership Has It’s Privilages -  
Upgraded Event Experiences that 
Boost Your Budget
Becky Genoways, On the Waterfront, Inc.

Thursday, May 10th, 2012
Buy and Use Entertainment More  
Effectively & Generate More Revenue
John Owen, CFE, Outdoor Amusement Business 
Association

❍

❍

❍

❍

❍

Thursday, May 24th, 2012
The Marketing & Development of Social Media 
from an Organization’s POV (Exact Title TBA)
Doug Rasch, Director of Search Marketing
Edgeworks Group

WEDNESDAY, October 24th, 2012
Merchandise: Finding the Balance 
That Best Fits Your Event
Bridget Sherrill & Jennifer Morgan, Kentucky  
Derby Festival

Thursday, November 1st, 2012
The Charitable Impact of Festivals 
& Events: It’s Not Just About Corn 
Dogs and Cokes Anymore: You Also 
Need to Show ‘em You Care!
Jeff English, Kentucky Derby Festival

Thursday, November 8th, 2012
From Outsider to Insider: Creating 
Festival Fans
Gail Bower, Bower & Co. Consulting

Thursday, November 15th, 2012
Events Central: A New Age of Partnership 
& Policy in Municipal Events Management
Delores MacAdam, City of Ottawa Events Central Branch

❍

❍

❍

❍

❍
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2012 IFEA / Haas & Wilkerson

Pinnacle Awards
Competition
Call for Entries

Each year, the International Festivals & Events Association recognizes  
outstanding accomplishments and top quality creative, promotional, 
operational and community outreach programs and materials  
produced by festivals and events around the world, with the Haas & 

Wilkerson Pinnacle Awards Competition. This prestigious awards competition 
strives for the highest degree of excellence in festival and event promotions 
and operations, and in doing so, has raised the standards and quality of  
the festivals & events industry to new levels. 

From events large or small, cities, festivals, chambers, universities, parks & 
recreation departments, vendors & suppliers, and everything in between, events 
and promotions of nearly every type and size will have the opportunity to be 
recognized, as entries are categorized into organizations with similar sized  
budgets. From best Event Poster, T-Shirt, Hat, Promotional Brochure, Website, 
TV Promotion and Social Media site to best Volunteer Program, Environmental 
Program, Sponsor Follow-Up Report and Media Relations Campaign, there’s a 
place for almost every element of your event to be recognized. 

The IFEA / Haas & Wilkerson Pinnacle Awards have provided many  
outstanding examples of how event producers can use innovation and  
creativity to achieve a higher level of success. One of the goals of the  
IFEA is to promote the professionalism of our members and the festivals 
and events industry as a whole. Therefore, to add further impact to the 
winning organizations, the IFEA will provide your organization with a 
press release template for you to distribute to your media list explaining 
the award and the competition. Your organization will be recognized  
for taking part in raising the level of professionalism throughout the 
industry, while at the same time improving your community. 

So what are you waiting for, gather your items, fill out the entry 
form, and send them off to be judged against the best of the best,  
in the festivals and events industry. Then get ready to hear your  
organization’s name announced at the 57th Annual IFEA  
Convention & Expo, Date TBA, in Denver, Colorado, U.S.A.

Gain the recognition your event deserves…

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=54&Itemid=156
www.hwins.com


THE CONTEST
DEADLINES

EARLY BIRD ENTRY DEADLINE: 5:00 p.m. (MST)  
MONDAY, JUNE 25, 2012

Entries received on or prior to June 25, 2012 will receive the 
Member early bird rate of $30 per entry or $50 per Grand Pinnacle 
entry or the Non-Member early bird rate of $60 per entry or $100 
per Grand Pinnacle entry depending on IFEA Membership status.

FINAL ENTRY DEADLINE: 5:00 p.m. (MST)  
MONDAY, JULY 16, 2012

Entries received between Tuesday, June 26, 2012 and  
Monday, July 16, 2012 will receive the Member final entry 
rate of $35 per entry or $55 per Grand Pinnacle entry; or the 
Non-Member final entry rate of $75 per entry or $150 per 
Grand Pinnacle entry depending on IFEA Membership status.

ELIGIBILITY
Entries must have been produced and / or used for the first time 
between July 18, 2011 and July 16, 2012.
Entries must be submitted in their original format unless previously 
approved. For Questions Contact: Nia Hovde, nia@ifea.com.
Payment in full must be received with entries for entries to be 
deemed eligible.
Entries and entry forms must be submitted in English.
Font size for any written text must not be smaller than 10pt.
To receive the member rate for Pinnacle entries you must be an 
IFEA member in good standing.
Each entry form submitted must be completed in its entirety in 
order for items to be judged eligible.

IMPORTANT NOTES
Items submitted are NOT able to be returned.
Judges will not refer to items in other categories, nor will they 
transfer items already judged in other categories (the number of 
entries must equal the number of categories entered).
A separate entry form must be submitted for each entry  
(copy as necessary).
Multiple entries or categories on a single form will not be accepted.
For all entries, please clip or pin entry form to item. Please do 
not glue or tape form to item.
Multiple entries within the same notebook / bound format will not 
be accepted. Please separate entries.
Entries required to be submitted in a “notebook” means entry 
should be submitted in some sort of bound format in order to 
keep the all materials together. For example, a 3 ring binder; 
spiral bound; or a bound publication.
Please consider the processing of your credit card or the  
cashing of your check for your Pinnacle entries, notice that your 
entries were received and processed.
Entries required to also be submitted on a disk / thumb drive 
along with printed copy, be sure to label each CD / thumb drive 
and attach to notebook at front of entry. Submit entry as 1 (one) 
pdf or Word doc file if possible.
NEW: When submitting your total entries, please also submit a 
high resolution copy of your organization or event logo. Please 
email to nia@ifea.com – subject “Logo for 2012 Pinnacle Entry 
– and your event/organization name.”

A HOW TO GUIDE
A few changes have been made to the Pinnacle Brochure in an 
effort to help you understand what is needed from each category.
All categories are listed on the left side of each page
Entry information required for each category is listed under the 
specific category on the left (if applicable). This information is 
unique to that specific category. 
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Any supporting questions and supporting material requirements 
needed for each category or group of categories, is listed on the 
right side of each page (if applicable.)

THE JUDGES
The judges are recognized professionals in the areas of graphic 
design, promotions and public relations; broadcast, print and  
online media; and special event planning and management.

SCORING SYSTEM
Some categories in the Pinnacle Awards will be judged using 
a point system for each individual entry. Each entry is scored 
separately. Scores will not be combined.
A possible total of 100 points may be awarded to each entry.
Be sure to answer and include all necessary information for each entry. 
If a required element within an entry is not applicable to your 
event, please state so within your entry to avoid being marked 
down on points or indicate what element you have instead.
The scoring system is not applicable to TV, Radio, Multimedia, 
Print & some Merchandising categories.
We are unable to provide you with the points awarded for each 
of your entries.
Failure to meet all requirements or answer / provide all necessary 
information will result in a deduction of points.

THE WINNERS
All finalists for the IFEA / Haas & Wilkerson Pinnacle Awards will 
be notified by email the 3rd week of August, 2012. Notification 
will go to the primary IFEA Member in addition to the contact 
listed on the Awards entry form.
The 2012 IFEA / Haas & Wilkerson Pinnacle Award winners will 
be announced at the 57th Annual IFEA Convention & Expo, Date 
TBA, in Denver, Colorado, U.S.A.
If you are not present at the Awards Presentation to accept your 
award(s), they will be mailed to you after the Annual Convention. 
Expect 3-4 weeks for delivery.
Organizations submitting entries for the Grand Pinnacle category 
must register at least one person for the 57th Annual IFEA Convention 
& Expo this Date TBA, in Denver, Colorado U.S.A. or arrange for a 
representative to accept any award won on your behalf. 
Gold, Silver and Bronze winning entries will be on display during 
the 57th Annual IFEA Convention & Expo.

RELEASE & USAGE
By submitting your entry to the IFEA / Haas & Wilkerson  
Pinnacle Award Competition, you automatically grant the  
IFEA the right to use any materials and / or photos from your 
entries for editorial, analytical, promotional or any other purpose 
without additional compensation or permission. In addition, you 
acknowledge your entry/ies are not returnable. Your entry into 
the competition is acknowledgement of these terms.

SHIP ENTRIES TO:
IFEA Pinnacle Awards Competition
International Festivals & Events Association
2603 W Eastover Terrace, Boise, ID 83706, USA
Phone: +1-208-433-0950 ext: 3

Please try to avoid using packing peanuts when shipping your entry. 
For packing tips, go to www.ifea.com and then Industry Awards / 
Pinnacle Awards / Packing Tips for Pinnacle Award Entries 

QUESTIONS?
Contact: Nia Hovde, Director of Marketing & Communications at 
Phone: +1-208-433-0950 ext: 3 or Email: nia@ifea.com
For additional information and FAQ’s, go to www.ifea.com/ 
Industry Awards / Pinnacle Awards
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THE GRAND PINNACLE
GRAND PINNACLE

The Grand Pinnacle is the IFEA’s highest award, reflecting the best 
overall festival or event in the world, within each budget category. 
ENTRY INFORMATION:

For entry, please provide a detailed description to each  
section requested within: 

Introductory Information (10 points) 
Additional Requirements (50 points) 
Supporting Materials (20 points) 
Supporting Questions (10 points) 

Submit entire Grand Pinnacle Entry within one (1) notebook.
In addition, also submit your entry on a CD or thumb drive. 
Be sure to Label CD / thumb drive and attach to notebook at 
front of entry. Submit entry as 1 (one) pdf or Word doc file.
Please submit your entry in the order listed here.
Points will be awarded to the individual sections of your 
entry, in addition to the overall Judges Criteria points.

Introductory Information: (10 points) 
Within a maximum of 4 pages (total), provide an overview of 
your event, stating your event’s:

Event Dates
Purpose / Mission
History/Description of Event
Types of Activities Included Under the Festival / Event Umbrella
Overall Revenue and Expense Budget
Estimated Economic Impact
Attendance Numbers & Demographics
Volunteer Count & Demographics 
Staffing Numbers and Positions
Founding / Incorporation Date and Management System 
(i.e.: 501©3 non-profit staff & volunteer board; city  
managed; profit-making partnership, etc.)

Additional Requirements: (50 Points) 
Include a detailed overview of each of the sections listed 
below (a-h) for your festival / event, using no more than 2 
pages for each section.

Make each section a separate tab in entry in order for the 
judges to clearly identify them.
If your festival/event does not include one or more of the 
sections listed below, please provide an overview as to 
why your event does not include that element, or what you 
provide instead, so as not to lose points.

Promotional & Marketing Campaign (What was your 
overall message/slogan/image that you projected for your 
event this year?)
Media Outreach (What was your target population, who 
received the message, what types of mediums did you 
utilize and who promoted your message)
Website / Social Media / Multi-Media Programs
Sponsor Program (Provide an overview of your overall 
sponsorship program – how many sponsors, who are they 
and what do they sponsor and total sponsorship funds.)
Community Outreach Programs (such as environmental, 
educational, children’s, charity etc.)
Volunteer Program

1)

•

1.
2.
3.
4.

•
•

•
•

1.

a.
b.
c.
d.
e.
f.
g.
h.
i.
j.

2.

•

•

a.

b.

c.
d.

e.

f.

Merchandise Program
Descriptions of any other Special Programs unique to your event.

Supporting Materials: (20 Points)
Please also include any necessary supporting materials  
for the festival/event - limiting materials to no more than  
5 examples for each section in the 2. Additional  
Requirements section (if applicable) (a-h). 
Supporting materials may be placed within a specific  
section of the entry, or at the end.

Supporting Questions: (10 points) 
Please answer the following questions. (Maximum of 1 page 
per question)

What did you do to update / change the event from the 
year before? Were your updates / changes successful?

If the event is a new event, please answer the following 
question instead:

“What challenges / obstacles did you foresee / encounter 
in creating the event, and how did you handle them?”

Please provide measurable results / examples for question (a).
What makes the event stand out as an internationally 
recognized event?
Why should the event win the IFEA / Haas & Wilkerson 
Grand Pinnacle Award?

Judging Criteria: (10 points)
The Grand Pinnacle Entry will be judged based on the following 
criteria. Please refer to the Entry Information for further details. 
The following Judging Criteria is applicable to both the individual 
entry and the overall event.

Is the entry / event well organized?
Is the content professional?
Is the message clear?
Is the entry / event designed and laid out well?
Is the event creative and / or unique?
Does the entry relay the image of the event?
What is the overall impression?
Have all supporting materials and measurable results  
been provided?
Does the entry match the purpose / mission for the event?
Have all requirements been met?

Additional Notes:
Be sure to answer and provide information for every section 
and area listed in the entry requirements. Failure to provide 
information for each section / element will result in a  
deduction of points.
Display boards are no longer required with the Grand Pinnacle 
entry. Your entry will solely be judged on the contents of the 
notebook submission.
This entry is separate from all other categories and divisions. 
Judges will not refer to, or transfer items from other categories.
Organizations submitting entries for the Grand Pinnacle 
category must register at least one person for the 57th  
Annual IFEA Convention & Expo, Date TBA, in  
Denver, Colorado, U.S.A. or arrange for a representative  
to accept any award your behalf.

g.
h.

3.
•

•

4.

a.

°

•

b.
a.

b.

•
•
•
•
•
•
•
•

•
•

•

•

•

•
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Television & Radio

BEST TV PROMOTION 
(Ad Spot or PSA) 

BEST FULL LENGTH TV PROMOTION 
(Local Promotion) 

BEST FULL LENGTH TV PROGRAM 
(National Promotion / Syndication) 

BEST EVENT VIDEO 
(For Sale) 

BEST RADIO PROMOTION 
(Ad Spot or PSA)

2)

3)

4)

5)

6)

ENTRY INFORMATION:
All TV/video entries should be encoded for Region 1 or 
Region 0 DVD capabilities – submit on a DVD or Thumb 
Drive. (Please do not submit Blu-Ray Disks.)
All Radio entries should be submitted on a CD (not a 
DVD) – preferably submitted as a wave file or MP3 file. 
Label DVD / CD and attach entry form to case.
Only one video / radio spot per DVD/CD.
These are standalone items and no written information is 
required.
Make all DVD’s / CD’s set to Auto Play. 

Judging Criteria:
Does the entry relay the image of the event? 
Is the item creative and / or unique? 
Is the message clear? 
Is the item organized? 
What is the “Usability” factor?
What is the overall impression?

•

•

•
•
•

•

•
•
•
•
•
•

BEST EVENT WEBSITE 
(Submit web address only – print website  
address on entry form.)  

BEST ORGANIZATION WEBSITE 
(Submit web address only– print website  
address entry form.)

BEST EVENT / ORGANIZATION  
E-NEWSLETTER 

(Submit three consecutive issues on a CD or  
thumb drive.)

BEST MISCELLANEOURS  
MULTIMEDIA 

(Includes, but is not limited to items such as: 
Screen Savers, Live Web-casts, Electronic Bill-
boards, etc.) (If possible, submit in format used. 
Or, submit printed format. Videos – preferable 
method is a YouTube link.)

BEST SOCIAL MEDIA SITE 
(Submit Social Media Site Address – Print on 
entry form.)

BEST FESTIVAL / EVENT MOBILE  
APPLICATION 

(Submit web address or instructions on how to 
obtain the application, print address entry form.)

7)

8)

9)

10)

11)

12)

ENTRY INFORMATION:
For categories 7, 8, 11 & 12 website will be reviewed 
online by judges.
Be sure to make the website link go to exactly where 
you wish the judges to go first.
Refer to any additional entry information listed next to  
each category.
These are standalone items and no written information  
is required. 

Judging Criteria:
Does the entry / item relay the image of the event? 
Is the item creative and / or unique? 
Is the message clear?
Is the entry / item organized? 
What is the “Usability” factor? 
What is the overall impression?

•

•

•

•

•
•
•
•
•
•

CATEGORIES

Multimedia
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Bound / Multiple Page Entries

BEST EVENT PROGRAM 
(Interior 3 or less colors) 

BEST EVENT PROGRAM 
(Interior 4 or more colors) 

BEST NEWSPAPER INSERT / SUPPLEMENT 
(Submit entry in original format if possible.)

BEST PROMOTIONAL BROCHURE 
(4 or less colors) 

BEST EVENT / ORGANIZATION NEWSLETTER 
(Submit three consecutive issues.)

BEST MISCELLANEOUS PRINTED MATERIALS 
(Includes but not limited to: direct mail pieces,  
cookbooks, annual reports, etc. - One item per entry.)

13)

14)

15)

16)

17)

18)

ENTRY INFORMATION 
These are stand alone items and no written information is required.
Submit categories 13-18 with the entry form securely paper clipped  
to the back.
Do not mount on display board. 

Judging Criteria 
Does the entry relay the image of the event? 
Is the item creative and / or unique?
Is the item designed / laid out well? 
Is the message clear? 
Is the item organized? 
Is the item usable / functional? 
What is the overall impression?

•
•

•

•
•
•
•
•
•
•

BEST PROMOTIONAL POSTER 
(Not for Sale - Used for promotional purposes to promote  
your event) (Do not mount. Submit in poster tube.)

BEST COMMEMORATIVE POSTER 
(For Sale at event) (Do not mount. Submit in poster tube.)

BEST COVER DESIGN 
(Submit cover only – mounted on poster board.)

BEST SINGLE NEWSPAPER DISPLAY AD 
(Submit entry in original format if possible – mounted on  
poster board.)

BEST SINGLE MAGAZINE DISPLAY AD
(Submit ad mounted on poster board.)

BEST AD SERIES 
(Submit a maximum of 5.) (May be mounted on  
poster board together or individually.)

BEST EVENT PHOTOGRAPH 
(Promotional photograph for your event) (Photo Dimensions:  
8 inches x 10 inches, mounted on poster board.)

BEST MISCELLANEOUS PRINTED MATERIALS 
(Includes but not limited to fliers, maps, etc. Only one item  
per entry. Mounting on poster board, optional.)

BEST OUTDOOR BILLBOARD 
(Submit photo or printout of billboard, mounted on poster board.)

BEST EVENT INVITATION 
(Multiple page invitation accepted in this category. Do NOT 
mount this category on poster board.)

BEST STREET BANNER 
(Submit photo or printouts of banner only, mounted on poster board.)

19)

20)

21)

22)

23)

24)

25)

26)

27)

28)

29)

ENTRY INFORMATION
Submit categories 19-20 rolled up in a poster mailing tube. Do not 
fold the poster. Do not mount the poster on poster board.
Submit categories 21-25, 27 & 29 each mounted on a single, black 
display board with a maximum of 2 inch margins.
Only one entry per board.
These are standalone items and no written information is required.

Judging Criteria
Does the item / entry relay the image of the event? 
Is the item creative and / or unique? 
Is the item designed / laid out well?
Is the message clear?
Is the item organized? 
Is the item usable / functional? 
What is the overall impression?

•

•

•
•

•
•
•
•
•
•
•

CATEGORIES

Single Page Entries
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Sponsorship / Fundraising

CATEGORIES

BEST SPONSOR SOLICITATION PACKAGE 
Overview Information: (40 points)
Please provide a detailed overview explaining the following using 
no more than 1(one) page per section:

Introduction and description of main event.
Introduction, effectiveness and success of Sponsor solicitation 
package 

Supporting Materials: (50 points)
Please provide a sponsor solicitation package that was actually 
used to target a specific sponsor.

Provide in the format used to present to the sponsor.  
(Okay to substitute name of sponsor for generic name  
for confidentiality.)

BEST SPONSOR FOLLOW-UP REPORT 
Overview Information: (40 points)
Please provide a detailed overview explaining the following using 
no more than 1(one) page per section:

Introduction and description of main event.
Introduction and effectiveness of Sponsor follow-up report

Supporting Materials: (50 points)
Please provide a sponsor follow-up report that was actually sent 
to a specific sponsor.

Provide in the format used to present to the sponsor and with 
any other additional materials that were sent with the report. 
(Okay to substitute name of sponsor for generic name for 
confidentiality.)  

31)

a.
b.

a.

•

32)

a.
b.

a.

•

ENTRY INFORMATION:
For all entries, please provide the following information, in  
addition to any specific information listed next to each category. 
Submit category 31-32 within one (1) notebook each. 
In addition, please also submit each entry on a CD or thumb 
drive. Submit entry as 1 (one) pdf or Word doc file.

Judging Criteria: (10 points) 
Is the item / entry well organized? 
Is the content professional? 
Is the message clear? 
What is the overall impression?
Have all supporting materials and measurable results been  
provided?
Have all requirements been met? 
Would you recommend or support this opportunity if in a  
position to do so?

•

•
•

•
•
•
•
•

•
•

BEST SPONSOR SOLICITATION VIDEO  

ENTRY INFORMATION:
Please provide a sponsor solicitation video that was actually used 
to target a specific sponsor. (Okay to substitute name of sponsor 
for generic name for confidentiality.)
In addition, please note how the video was provided to the sponsor 
(i.e.: sent electronically as a link; on a disk as part of a packet, etc.)
Submit in basic DVD format (please do not submit Blu-Ray disks)
Video entry should be encoded for Region 1 or Region 0 DVD 
capabilities – submit on a DVD or Thumb Drive. (Please do not 
submit Blu-Ray Disks.)
Label DVD and attach entry form to case
Make DVD set to auto-play.

30)

•

•

•
•

•
•

Judging Criteria: 
Is the item / entry well organized? 
Is the content professional?
Is the message clear? 
Is the item / entry designed and laid out well? 
Is the item creative and / or unique?
What is the overall impression? 
Would you recommend or support this opportunity if in a position 
to do so?

•
•
•
•
•
•
•

BEST SPONSOR 
Overview Information: (90 points)
Please provide a detailed overview explaining the following using 
no more than 1(one) page per section:

Introduction & description of main event
Description of sponsor; level of sponsorship (cash/in-kind);  
details of benefit package and length of sponsorship/  
partnership
Quantity and quality of support to event by sponsor
Goals and success of relationships for both event and sponsor
How the sponsor stands out over all other sponsors.

33)

a.
b.

c.
d.
e.

ENTRY INFORMATION:
Submit category 33 within one (1) notebook. 
In addition, please also submit each entry on a CD or thumb 
drive. Submit entry as 1 (one) pdf or Word doc.

Judging Criteria: (10 points) 
Is the entry well organized? 
Is the content professional?
Is the message clear? 
What is the overall impression? 
Have all requirements been met?

•
•

•
•
•
•
•
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BEST NEW FUNDRAISING PROGRAM 
(New Fundraising program where fundraising efforts are to benefit the  
Festival / Event)
Overview Information: (70 points)
Please provide a detailed overview explaining the following using no 
more than 1(one) page per section:

Introduction & description of main event
Description and purpose of Fundraising Program
Target audience for the program
Overall effectiveness / success of the program
Answer supporting question here
Place supporting materials within specific section or at end.

BEST SINGLE NEW SPONSORSHIP PROGRAM 
(New activity / program within an Event created specifically to recruit a 
new sponsor or created after a new sponsor came on board.)
Overview Information: (70 points)
Please provide a detailed overview explaining the following using no 
more than 1(one) page per section:

Introduction & description of main event
Description and purpose of New Sponsorship Program
Description of the targeted sponsor for the program and why the 
sponsor was targeted
Explain the synergy between the event and sponsor
Overall effectiveness / success of the program
Answer supporting question here
Place supporting materials within specific section or at end.

BEST OVERALL SPONSORSHIP PROGRAM 
(Entry should focus on the entire sponsorship program for all sponsors 
for the entire event.)
Overview Information: (70 points)
Please provide a detailed overview explaining the following using no 
more than 1(one) page per section:

Introduction & description of main event
Description of overall Sponsorship Program
List of all current sponsors for event; levels of support; longevity 
and benefit packages for each 
Description of sponsor research targeting and sales process 
Description of sponsor service team and steps taken when new 
agreement is signed. 
Describe current sponsor renewal process & retention rate
Overall effectiveness / success of the program
Supporting Materials: Please provide a copy of Sponsor Agree-
ment Sales Packet / Proposal; a copy of Sponsorship Follow Up 
Report and a sample of Sponsor Agreement
Answer supporting question here
Place supporting materials within specific section or at end.

BEST SPONSORSHIP PROGRAM FOR  
INDIVIDUAL SPONSOR

(Activity / program within an Event for a specific sponsor.)
Overview Information: (70 points)
Please provide a detailed overview explaining the following using no 
more than 1(one) page per section:

Introduction & description of main event
Description and purpose of event/program being sponsored
Description of sponsor; level of sponsorship (cash/in-kind); details 
of benefit package and length of sponsorship/ partnership
Overall effectiveness / success of the program
Answer supporting question here
Place supporting materials within specific section or at end.

34)

a.
b.
c.
d.
e.
f.

35)

a.
b.
c.

d.
e.
f.
g.

36)

a.
b.
c.

d.
e.

f.
g.
h.

i.
j.

37)

a.
b.
c.

d.
e.
f.

ENTRY INFORMATION:
For all entries, please provide a detailed description to requested  
Overview Information under each category, in addition to answering  
the below Supporting Question (10 points) and providing any necessary 
and requested Supporting Materials (10 points). 
Submit category 34-37 within one (1) notebook each.
In addition, please also submit each entry on a CD or thumb drive.  
Submit entry as 1 (one) pdf or Word doc file.

Supporting Question: (10 points)
What did you do to update / change this program from the year 
before? Were your updates / changes successful? Please provide 
measurable results / examples.
If the program is a new program, please answer the following  
question instead.

“What challenges / obstacles did you foresee / encounter in 
creating the program, and how did you handle them?” 

Supporting Materials: (10 points)
Please also include any necessary supporting materials for the program.
Please limit your supporting materials to those actually sent / used  
with sponsor:

Printed materials (brochures / programs etc.)
Promotion / marketing / media materials
Supporting photographs
Measurable results: tangible & intangible

Judging Criteria: (10 points)
Is the program / entry well organized?
Is the content professional? Is the message clear? 
Is the program / entry designed and laid out well? 
Is the program creative and / or unique? 
What is the overall impression? 
Have all supporting materials and measurable results  
been provided? 
Have all requirements been met? 
Would you recommend or support this opportunity if in a position to 
do so?

•

•
•

•

•

°

•
•
•
•

•
•
•
•
•
•

•
•

Sponsorship / Fundraising

CATEGORIES
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BEST ENVIRONMENTAL PROGRAM 
Overview Information: (70 points)
Please provide a detailed overview explaining the following using 
no more than 1(one) page per section:

Introduction and background of main event
Description and purpose / objective of Environmental Program
Target audience / attendance / number of participants
What “Green” initiatives were used at event (i.e. – recycling; 
alternative methods of transportation; renewable energy etc.)
How were initiatives promoted to the public? Include  
marketing materials.
Education programs pertaining to environmental program  
(for public, sponsors, volunteers etc.)
How was environmental program enforced / encouraged, 
tracked, and staffed?
Who assisted environment program (vendors, volunteers etc.)
Measurable results – how much was recycled; savings / cost of  
Environmental program; carbon footprint reduction
Non-tangible results: education; awareness; involvement etc.
Duration of program (start to finish) and years program has been 
part of event 
Description of sponsor / charity / volunteer / school / other 
group involvement with program and benefits to each  
(if applicable)
Tie-in of program to main event
Overall revenue/expense budget of program 
Overall effectiveness / success of program
Answer supporting question here
Place supporting materials within specific section or at end.

BEST VOLUNTEER PROGRAM 
Overview Information: (70 points)
Please provide a detailed overview explaining the following using 
no more than 1(one) page per section:

Introduction and background of main event
Description and purpose / objective of Volunteer Program
Target audience / attendance / number of participants
Duration of program (start to finish) and years program has been 
part of event 
Volunteer demographics (age, gender, individuals, charities, 
schools etc.)
Volunteer job descriptions
Recruitment methods / materials / applications
Communication methods / materials
Training guides / programs / handbooks / materials
Organization & schedule information / materials
Volunteer perks / benefits
Appreciation / recognition methods/ materials
Retention methods / materials
Description of sponsor / charity / volunteer / school / other 
group involvement with program and benefits to each  
(if applicable)
Overall revenue/expense budget of program 
Overall effectiveness / success of program
Measurable results: ratio of volunteers to guests; # of  
volunteers; # of volunteer hours; # of volunteers in database; 
estimate of the financial value of your volunteers.
Answer supporting question here
Place supporting materials within specific section or at end.

38)

a.
b.
c.
d.

e.

f.

g.

h.
i.

j.
k.

l.

m.
n.
o.
p.
q.

39)

a.
b.
c.
d.

e.

f.
g.
h.
i.
j.
k.
l.
m.
n.

o.
p.
q.

r.
s.

ENTRY INFORMATION:
For all entries, please provide a detailed description to requested  
Overview Information under each category, in addition to answer-
ing the below Supporting Question (10 points) and providing any 
necessary and requested Supporting Materials (10 points). 
Submit category 38-47 within one (1) notebook each.
In addition, please also submit each entry on a CD or thumb 
drive. Submit entry as 1 (one) pdf or Word doc file.

Supporting Question: (10 points)
What did you do to update / change this program from the  
year before? Were your updates / changes successful?  
Please provide measurable results / examples.
If the program is a new program, please answer the following 
question instead.

“What challenges / obstacles did you foresee / encounter in 
creating the program, and how did you handle them?” 

Supporting Materials: (10 points)
Please also include any necessary supporting materials for the  
program - limiting materials to no more than 5 examples for each 
area listed below (if applicable). Supporting materials may be 
placed within a specific section of the entry, or at the end.

Printed materials (brochures, handbooks, Recruiting materials, 
evaluation forms, signage, etc.)
Promotional / marketing / media materials
Merchandise materials (photographs accepted)
Information provided to participants / volunteers / sponsors / 
students / charities etc.
Supporting photographs
Measurable results: tangible & intangible

Judging Criteria: (10 points)
Is the program / entry well organized?
Is the content professional? Is the message clear? 
Is the program / entry designed and laid out well? 
Is the program creative and / or unique? 
What is the overall impression? 
Have all supporting materials and measurable results  
been provided? 
Have all requirements been met?

•

•
•

•

•

°

•

•
•
•

•
•

•
•
•
•
•
•

•

Community Relations

CATEGORIES
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BEST EDUCATIONAL PROGRAM 
Overview Information: (70 points)
Please provide a detailed overview explaining the following using 
no more than 1(one) page per section:

Introduction and background of main event
Description and purpose / objective of Educational Program
Target audience / attendance / number of participants
Provide a detailed description of the education program / curriculum
Who provided the education and in what setting
Involvement by local educational institutions and professional 
education (if any)
What was the take-away for attendees / participants?
Duration of program (start to finish) and years program has been 
part of event
Tie-in of program to main event
Overall revenue/expense budget of program 
Description of sponsor / charity / volunteer / school / other group 
involvement with program and benefits to each (if applicable)
Overall effectiveness / success of program
Answer supporting question here
Place supporting materials within specific section or at end. 

BEST EVENT / PROGRAM WITHIN AN 
EVENT TO BENEFIT A CHARITY 

Overview Information: (70 points)
Please provide a detailed overview explaining the following using 
no more than 1(one) page per section:

Introduction and background of main event
Description and purpose / objective of Event/Program
Description of selected charity and why/how it was selected
Target audience / attendance / number of participants
Tie-in of program to main event
Duration of program (start to finish) and years program has been 
part of event 
Overall revenue/expense budget of specific event/program
Description of sponsor / charity / volunteer / school / other 
group involvement with event / program and benefits to each  
(if applicable)
Overall effectiveness / success of program
Answer supporting question here
Place supporting materials within specific section or at end.

BEST COMMUNITY OUTREACH PROGRAM 
Overview Information: (70 points)
Please provide a detailed overview explaining the following using 
no more than 1(one) page per section:

Introduction and background of main event
Description and purpose / objective of Outreach Program
Target audience / attendance / number of participants
Impact program had on the community
Tie-in of program to main event
Duration of program (start to finish) and years program has been 
part of event 
Overall revenue/expense budget of specific program 
Description of sponsor / charity / volunteer / school / other group 
involvement with program and benefits to each (if applicable)
Overall effectiveness / success of program
Answer supporting question here
Place supporting materials within specific section or at end.

40)

a.
b.
c.
d.
e.
f.

g.
h.

i.
j.
k.

l.
m.
n.

41)

a.
b.
c.
d.
e.
f.

g.
h.

i.
j.
k.

42)

a.
b.
c.
d.
e.
f.

g.
h.

i.
j.
k.

ENTRY INFORMATION:
For all entries, please provide a detailed description to requested  
Overview Information under each category, in addition to answering 
the below Supporting Question (10 points) and providing any  
necessary and requested Supporting Materials (10 points). 
Submit category 38-47 within one (1) notebook each.
In addition, please also submit each entry on a CD or thumb 
drive. Submit entry as 1 (one) pdf or Word doc file.

Supporting Question: (10 points)
What did you do to update / change this program from the year 
before? Were your updates / changes successful? Please  
provide measurable results / examples.
If the program is a new program, please answer the following  
question instead.

“What challenges / obstacles did you foresee / encounter in 
creating the program, and how did you handle them?” 

Supporting Materials: (10 points)
Please also include any necessary supporting materials for the pro-
gram - limiting materials to no more than 5 examples for each area 
listed below (if applicable). Supporting materials may be placed 
within a specific section of the entry, or at the end.

Printed materials (brochures, handbooks, Recruiting materials,  
evaluation forms, signage, etc.)
Promotional / marketing / media materials
Merchandise materials (photographs accepted)
Information provided to participants / volunteers / sponsors / 
students / charities etc.
Supporting photographs
Measurable results: tangible & intangible

Judging Criteria: (10 points)
Is the program / entry well organized?
Is the content professional? Is the message clear? 
Is the program / entry designed and laid out well? 
Is the program creative and / or unique? 
What is the overall impression? 
Have all supporting materials and measurable results  
been provided? 
Have all requirements been met?

•

•
•

•

•

°

°

°

°

°

°

°

•
•
•
•
•
•

•

Community Relations

CATEGORIES
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Community Relations

CATEGORIES

BEST NEW PROMOTION 
Overview Information: (70 points)
Please provide a detailed overview explaining the following using 
no more than 1(one) page per section:

Introduction and background of main event
Description and purpose / objective of Promotion
Description of what was being promoted (merchandise, 
event, company, entertainment; etc.)
What makes this promotion different from any other  
promotions done?
Target audience for promotion
Attendance / number of participants (if applicable)
Tie-in of promotion to main event
Overall revenue and expense budget of specific promotion
Duration of promotion (start to finish) 
Description of sponsor / charity / volunteer / school / other 
group involvement with event / promotion and benefits to 
each (if applicable)
Overall effectiveness / success of promotion
Answer supporting question here
Place supporting materials within specific section or at end. 

BEST EVENT (WITHIN AN ExISTING  
FESTIVAL) 

Overview Information: (70 points)
Please provide a detailed overview explaining the following using 
no more than 1(one) page per section:

Introduction and background of main event
Description and purpose / objective of Event within Festival
What makes the event unique & creative?
Target audience and attendance / number of participants
Overall revenue/expense budget of event
Tie-in of program to main festival
Duration of program (start to finish) and years program has 
been part of event 
Description of sponsor / charity / volunteer / school / other 
group involvement with event and benefits to each (if applicable)
Overall effectiveness / success of program
Answer supporting question here
Place supporting materials within specific section or at end.

BEST NEW EVENT 
(For new event created within past year)
Overview Information: (70 points)
Please provide a detailed overview explaining the following using 
no more than 1(one) page per section:

Introduction and background of main event
Description and purpose / objective of New Event
What makes the event unique & creative?
Target audience and attendance / number of participants
Overall revenue/ expense budget of event
Duration of program (start to finish) 
Description of sponsor / charity / volunteer / school / other 
group involvement with event and benefits to each (if applicable)
Overall effectiveness / success of event
Answer supporting question here
Place supporting materials within specific section or at end.

43)

a.
b.
c.

d.

e.
f.
g.
h.
i.
j.

k.
l.
m.

44)

a.
b.
c.
d.
e.
f.
g.

h.

i.
j.
k.

45)

a.
b.
c.
d.
e.
f.
g.

h.
i.
j.

ENTRY INFORMATION:
For all entries, please provide a detailed description to  
requested Overview Information under each category, in  
addition to answering the below Supporting Question  
(10 points) and providing any necessary and requested  
Supporting Materials (10 points). 
Submit category 38-47 within one (1) notebook each.
In addition, please also submit each entry on a CD or thumb 
drive. Submit entry as 1 (one) pdf or Word doc file.

Supporting Question: (10 points)
What did you do to update / change this program from the 
year before? Were your updates / changes successful? 
Please provide measurable results / examples.
If the program is a new program, please answer the following 
question instead.

“What challenges / obstacles did you foresee / encounter 
in creating the program, and how did you handle them?” 

Supporting Materials: (10 points)
Please also include any necessary supporting materials for the 
program - limiting materials to no more than 5 examples for each 
area listed below (if applicable). Supporting materials may be 
placed within a specific section of the entry, or at the end.

Printed materials (brochures, handbooks, Recruiting  
materials, evaluation forms, signage, etc.)
Promotional / marketing / media materials
Merchandise materials (photographs accepted)
Information provided to participants / volunteers /  
sponsors / students / charities etc.
Supporting photographs
Measurable results: tangible & intangible

Judging Criteria: (10 points)
Is the program / entry well organized?
Is the content professional? Is the message clear? 
Is the program / entry designed and laid out well? 
Is the program creative and / or unique? 
What is the overall impression? 
Have all supporting materials and measurable results  
been provided? 
Have all requirements been met?

•

•
•

•

•

°

°

°

°

°

°

°

•
•
•
•
•
•

•

62  IFEA’s ie: the business of international events Winter 2011



BEST CHILDREN’S  
PROGRAMMING 

Overview Information: (70 points)
Please provide a detailed overview explaining the  
following using no more than 1(one) page per section:

Introduction and background of main event
Description and purpose / objective of Children’s 
Program
What makes the program unique and creative?
Target Audience / main target age group
Attendance / number of participants
Activities /entertainment provided
Local School involvement
Tie-in of program to main event
Overall revenue and expense budget of specific 
program / event
Description of sponsor / charity / volunteer / school 
/ other group involvement with event / program and 
benefits to each (if applicable)
Duration of program (start to finish) and years  
program has been part of event
Overall effectiveness / success of program
Answer supporting question here
Place supporting materials within specific section  
or at end. 

BEST PUBLIC SAFETY / SECURITY 
PLAN FOR AN EVENT 

Overview Information: (70 points)
Please provide a detailed overview explaining the fol-
lowing using no more than 1(one) page per section:

Introduction and background of main event
Description and purpose / objective of Safety / 
Security Plan
Target audience / attendance / number of participants
Overall revenue and expense budget of specific 
program / event
Tie-in of program to main event
Duration of program (start to finish) and years  
program has been part of event 
Description of sponsor / charity / volunteer / school 
/ other group involvement with event / program and 
benefits to each (if applicable)
Overall effectiveness / success of program
Answer supporting question here
Place supporting materials within specific section  
or at end. 

Please submit a detailed documentation of the 
security plan used at your event

46)

a.
b.

c.
d.
e.
f.
g.
h.
i.

j.

k.

l.
m.
n.

47)

a.
b.

c.
d.

e.
f.

g.

h.
i.
j.

•

ENTRY INFORMATION:
For all entries, please provide a detailed description to 
requested Overview Information under each category,  
in addition to answering the below Supporting Question 
(10 points) and providing any necessary and requested 
Supporting Materials (10 points). 
Submit category 38-47 within one (1) notebook each.
In addition, please also submit each entry on a CD  
or thumb drive. Submit entry as 1 (one) pdf or Word 
doc file.

Supporting Question: (10 points)
What did you do to update / change this program 
from the year before? Were your updates / changes 
successful? Please provide measurable results / 
examples.
If the program is a new program, please answer the  
following question instead.

“What challenges / obstacles did you foresee / 
encounter in creating the program, and how did 
you handle them?” 

Supporting Materials: (10 points)
Please also include any necessary supporting materi-
als for the program - limiting materials to no more than 
5 examples for each area listed below (if applicable). 
Supporting materials may be placed within a specific 
section of the entry, or at the end.

Printed materials (brochures, handbooks,  
Recruiting materials, evaluation forms, signage, etc.)
Promotional / marketing / media materials
Merchandise materials (photographs accepted)
Information provided to participants / volunteers / 
sponsors / students / charities etc.
Supporting photographs
Measurable results: tangible & intangible

Judging Criteria: (10 points)
Is the program / entry well organized?
Is the content professional? Is the message clear? 
Is the program / entry designed and laid out well? 
Is the program creative and / or unique? 
What is the overall impression? 
Have all supporting materials and measurable results 
been provided? 
Have all requirements been met?

•

•
•

•

•

°

°

°

°

°

°

°

•
•
•
•
•
•

•

Community Relations

CATEGORIES
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Media Relations

For effective media campaigns that generated news  
coverage, instead of paid or donated advertising time.

BEST PRESS / MEDIA KIT 
Overview Information: (70 points)

Introduction & background of campaign / event
Provide actual media kit used to send out for your event.
Target audience / demographics for the media
Target location (communities / cities / states) for media
Types of mediums used for media outreach
Measurable results Indicating:

Number of publications / cities / states targeted
Percent of distribution that covered news
Longevity of media coverage
Increase / decrease in media from previous years

Answer supporting question here
Place supporting materials within specific section or  
at end. 

MOST CREATIVE / EFFECTIVE  
NEWS STUNT

Overview Information: (70 points)
Introduction & background of campaign / event
A detailed description of the news stunt.
How did the news stunt fit in to the overall media  
campaign for your event?
Sponsor / charity involvement (if any) and why.
Was there an increase in media coverage for your event 
as a result of the stunt?
Answer supporting question here
Place supporting materials within specific section or  
at end.

BEST MEDIA RELATIONS CAMPAIGN
Overview Information: (70 points)

Introduction & background of campaign / event
Purpose / objective of the media relations campaign
A detailed outline of your entire media relations  
campaign for your event.
Target audience / demographics for the media
Target location (communities / cities / states) for media
Types of mediums used for media outreach
Measurable results indicating: 

Number of publications / cities / states targeted
Percent of distribution that covered news
Attendance results based on media outreach / campaign
Income results based on media outreach / campaign
Longevity of media coverage
Increase / decrease in media from previous years.

Overall effectiveness of the campaign
Answer supporting question here
Place supporting materials within specific section or  
at end. 

48)

a.
b.
c.
d.
e.
f.
°

°

°

°

g.
h.

49)

a.
b.
c.

d.
e.

f.
g.

50)

a.
b.
c.

d.
e.
f.
g.
°

°

°

°

°

°

h.
i.
j.

ENTRY INFORMATION:
For all entries, please provide a detailed description to  
the requested Overview Information (70 points) under 
each category, in addition to answering the below  
Supporting Question (10 points) and providing any  
necessary and requested Supporting Materials  
(10 points). 
Submit categories 48 - 50 in one (1) notebook each.
In addition, please also submit each entry on a CD or 
thumb drive. Submit entry as 1 (one) pdf or Word doc file.

Supporting Question: (10 points)
What did you do to update / change this promotion from 
the year before? Were your updates / changes successful? 
Please provide measurable results / examples.
If the promotion is a new promotion, please answer the  
following question instead.

“What challenges / obstacles did you foresee / 
encounter in creating the program, and how did you 
handle them?” 

Supporting Materials: (10 points)
Please also include any necessary supporting materials  
for the program - limiting materials to no more than 5  
examples for each area listed below (if applicable).  
Supporting materials may be placed within a specific  
section of the entry, or at the end.

Printed materials (press releases, news clippings, etc.)
Promotional materials
Video / audio documentation (Please limit to 1 example 
– provide written explanation of further examples)
Supporting photographs

Judging Criteria: (10 points)
Is the entry / campaign well organized? 
Is the content professional? 
Is the message clear?
Is the entry / campaign designed and laid out well?
Is the campaign creative and / or unique? 
What is the overall impression? 
Have all supporting materials and measurable results  
been provided? 
Have all requirements been met?

•

•
•

•

•

°

•
•
•

•

•
•
•
•
•
•
•

•

CATEGORIES
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Merchandise

CATEGORIES

BEST T-SHIRT DESIGN 
(No collared or long sleeve shirts.)

BEST PIN OR BUTTON 
(Please mount on poster board with 2 inch  
margins maximum.)

BEST HAT

BEST OTHER MERCHANDISE

BEST MISCELLANEOUS CLOTHING

BEST NEW MERCHANDISE
(New to event within the past year.)

51)

52)

53)

54)

55)

56)

BEST OVERALL MERCHANDISING  
PROGRAM

Overview Information: (70 points)
Introduction & background of event
Description of merchandising program
Overall revenue and expense budget for merchandise lines
Target market for merchandise program (population / 
location)
Marketing efforts tied to merchandise program
Community support in selling / distributing merchandise
Measurable results (Including number / variety of items; 
number of outlets selling items, etc.)
Overall effectiveness of merchandise program
Answer supporting question here
Place supporting materials within specific section or  
at end. 

57)

a.
b.
c.
d.

e.
f.
g.

h.
i.
j.

ENTRY INFORMATION:
Submit actual merchandise items for categories 51- 56 as is.
These are standalone items and no written information  
is required.
Do not mount merchandise items on poster board – except 
Best Pin or Button.
Entries will be judged based on the overall Judging Criteria.

Judging Criteria: (10 points)
Is the item well organized? 
Is the message clear? 
Is the item designed and laid out well?
Is the item creative and / or unique? 
Does the item relay the image of the event? 
Is the item usable? 
What is the overall appeal? 
What is the overall impression?

•
•

•

•

•
•
•
•
•
•
•
•

ENTRY INFORMATION:
For entry, please provide a detailed description to the  
requested Overview Information (70 points) under  
category, in addition to answering the below Supporting 
Question (10 points) and providing any necessary and 
requested Supporting Materials (10 points). 
Submit category 57 with one (1) notebook.
In addition, please also submit each entry on a CD or 
thumb drive. Submit entry as 1 (one) pdf or Word doc file.

Supporting Question: (10 points)
What did you do to update / change this program from the  
year before? Were your updates / changes successful?  
Please provide measurable results / examples.
If the program is a new program, please answer the  
following question instead.

“What challenges / obstacles did you foresee / encounter 
in creating the program, and how did you handle them?” 

Supporting Materials: (10 points)
Please include a sample selection of actual merchandise 
items available.
Also include photographs of all merchandise items  
available in your merchandise program.

Judging Criteria: (10 points)
Is the entry / program well organized? 
Is the content professional? 
Is the message clear? 
Is the entry / program designed and laid out well? 
Is the program creative and / or unique?
What is the overall impression? 
Have all supporting materials and measurable results  
been provided?
Have all requirements been met?

•

•
•

•

•

°

•

•

•
•
•
•
•
•
•

•
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For Suppliers or Associations

BEST VENDOR / SUPPLIER 
(Festival or Event must submit this entry)

Overview Information: (90 points)
Please provide a detailed overview explaining the following 
using no more than 1(one) page per section:

Description of vendor / supplier
How the vendor / supplier stands out over all other  
vendor / suppliers
Quantity and quality of service and support to event by 
Vendor / Supplier
Length of relationship between vendor and event
Tangible benefits of relationship to both event and vendor.

61)

a.
b.

c.

d.
e.

ENTRY INFORMATION:
For entry, please provide a detailed description to the re-
quested Overview Information (90 points) under category. 
Submit category 61 within one (1) notebook. 
In addition, please also submit each entry on a CD or 
thumb drive. Submit entry as 1 (one) pdf or Word doc file. 

Judging Criteria: (10 points)
Is the entry well organized? 
Is the content professional? 
Is the message clear?
What is the overall impression?
Have all requirements been met?

•

•
•

•
•
•
•
•

BEST SINGLE DISPLAY AD

BEST COMPANY IMAGE PIECES 
(Includes but is not limited to: Letterhead,  
envelopes, logo, etc). (One item per entry)

BEST DIRECT MAIL PIECE OR  
BROCHURE

58)

59)

60)

ENTRY INFORMATION:
Submit categories 58 – 60 each on a single, black display 
board (margins 2 inches max).
Only one entry per board. Only one item per entry.
They are standalone items and no written information is required.
Entries will be judged based on the overall Judging Criteria. 

Judging Criteria: 
Does the item relay the image of the event? 
Is the item creative and / or unique? 
Is the item designed / laid out well?
Is the message clear? 
Is the item organized? 
What is the overall impression?

•

•
•
•

•
•
•
•
•
•

BEST NEW PRODUCT OR SERVICE 
Overview Information: (80 points)
Please provide a detailed overview explaining the following 
using no more than 1(one) page per section:

Description of new product or service
Goals & objectives of product or service
Application of product or service at an event
Overall effectiveness of product or services
Target market for product or service
Measurable results: tangible & intangible 
Place supporting materials within specific section or at end

62)

a.
b.
c.
d.
e.
f.
g.

ENTRY INFORMATION:
For entry, please provide a detailed description to the  
requested Overview Information (80 points) under  
category, in addition to providing any necessary and  
requested Supporting Materials (10 points). 
Submit category 62 within one (1) notebook. 
In addition, please also submit each entry on a CD  
or thumb drive. Submit entry as 1 (one) pdf or Word  
doc file. 

Supporting Materials: (10 points)
Please also include samples or photos of new product or 
service. Please limit your supporting materials to no more 
than 5 examples.

Judging Criteria: (10 points)
Is the entry / product well organized?
Is the content professional? 
Is the message clear? 
Is the entry / product designed and laid out well? 
Is the product creative and / or unique? 
What is the overall impression? 
Have all supporting materials and measurable results  
been provided? 
Have all requirements been met?

•

•
•

•
•
•
•
•
•
•

•

CATEGORIES
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Educational Institutions Offering Event Management Programs

CATEGORIES

BEST 2 YEAR EVENT MANAGEMENT  
DEGREE

Overview Information: (50 points)
Please provide a detailed overview explaining the following,  
using no more than 1 (one) page to explain each section:

Introduction & History of School/University
Purpose / objective of 2 year Event Management Degree
Date degree/program was founded & time frame the course  
is offered
Number of staff members & student to staff ratio
Number of students enrolled / number graduated
Tuition costs / Financial assistance offered
Overall revenue and expense budget of program
Writing/Speaking/Testing/Research requirements for students
Practical event experience required (internships/assigned  
event management etc.)
Overall effectiveness of degree/program - Alumni success  
(what are alumni of program doing now?)
Place supporting materials within specific section or at end

BEST 4 YEAR EVENT MANAGEMENT  
DEGREE

Overview Information: (50 points)
Please provide a detailed overview explaining the following,  
using no more than 1 (one) page to explain each section:

Introduction & History of School/University
Purpose / objective of 4 year Event Management Degree
Date degree/program was founded & time frame the course  
is offered
Number of staff members & student to staff ratio
Number of students enrolled / number graduated
Tuition costs / Financial assistance offered
Overall revenue and expense budget of program
Writing/Speaking/Testing/Research requirements for students
Practical event experience required (internships/assigned  
event management etc.)
Overall effectiveness of degree/program - Alumni success  
(what are alumni of program doing now?)
Place supporting materials within specific section or at end

BEST EVENT MANAGEMENT  
CERTIFICATION PROGRAM

Overview Information: (50 points)
Please provide a detailed overview explaining the following,  
using no more than 1 (one) page to explain each section:

Introduction & History of School/University
Purpose / objective of Event Certification Program
Date degree/program was founded & time frame the course  
is offered
Number of staff members & student to staff ratio
Number of students enrolled / number graduated
Tuition costs / Financial assistance offered
Overall revenue and expense budget of program
Writing/Speaking/Testing/Research requirements for students
Practical event experience required (internships/assigned  
event management etc.)
Overall effectiveness of degree/program - Alumni success  
(what are alumni of program doing now?)
Place supporting materials within specific section or at end

63)

a.
b.
c.

d.
e.
f.
g.
h.
i.

j.

k.

64)

a.
b.
c.

d.
e.
f.
g.
h.
i.

j.

k.

65)

a.
b.
c.

d.
e.
f.
g.
h.
i.

j.

k.

ENTRY INFORMATION:
For all entries, please provide a detailed description to the  
requested Overview Information (50 points) under each category, 
in addition to providing any necessary and requested Supporting 
Materials (40 points). 
Submit categories 63-68 within one (1) notebook each. 
In addition, please also submit each entry on a CD or thumb 
drive. Submit entry as 1 (one) pdf or Word doc file.

Supporting Materials: (40 points)
Please also include any and all of the following Supporting Materials:

Student recruiting materials 
Student application materials
Marketing materials for program
Complete outline and syllabus of course(s) 
Reading requirements list for students
Sample testing Materials

Judging Criteria: (10 points)
Is the entry / program well organized? 
Is the content professional? 
Is the message clear? 
Is the entry / program designed and laid out well? 
Is the program creative and / or unique?
What is the overall impression? 
Have all supporting materials and measurable results  
been provided?
Have all requirements been met?

•

•
•

•
•
•
•
•
•

•
•
•
•
•
•
•

•
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Educational Institutions Offering Event Management Programs

BEST ONLINE EVENT MANAGEMENT  
TRAINING PROGRAM

Overview Information: (50 points)
Please provide a detailed overview explaining the following,  
using no more than 1 (one) page to explain each section:

Introduction & History of School/University
Purpose / objective of Online Event Management Training Program
Date degree/program was founded & time frame the course  
is offered
Number of staff members & student to staff ratio
Number of students enrolled / number graduated
Tuition costs / Financial assistance offered
Overall revenue and expense budget of program
Writing/Speaking/Testing/Research requirements for students
Practical event experience required (internships/assigned event  
management etc.)
Overall effectiveness of degree/program - Alumni success  
(what are alumni of program doing now?)
Place supporting materials within specific section or at end

BEST FESTIVAL & EVENT  
MANAGEMENT MASTERS PROGRAM

Overview Information: (50 points)
Please provide a detailed overview explaining the following,  
using no more than 1 (one) page to explain each section:

Introduction & History of School/University
Purpose / objective of Festival & Event Management Masters Program
Date degree/program was founded & time frame the course  
is offered
Number of staff members & student to staff ratio
Number of students enrolled / number graduated
Tuition costs / Financial assistance offered
Overall revenue and expense budget of program
Writing/Speaking/Testing/Research requirements for students
Practical event experience required (internships/assigned event  
management etc.)
Overall effectiveness of degree/program - Alumni success  
(what are alumni of program doing now?)
Place supporting materials within specific section or at end

BEST FESTIVAL & EVENT  
MANAGEMENT PHD PROGRAM

Overview Information: (50 points)
Please provide a detailed overview explaining the following,  
using no more than 1 (one) page to explain each section:

Introduction & History of School/University
Purpose / objective of Festival & Event Management PhD Program
Date degree/program was founded & time frame the course  
is offered
Number of staff members & student to staff ratio
Number of students enrolled / number graduated
Tuition costs / Financial assistance offered
Overall revenue and expense budget of program
Writing/Speaking/Testing/Research requirements for students
Practical event experience required (internships/assigned event  
management etc.)
Overall effectiveness of degree/program - Alumni success  
(what are alumni of program doing now?)
Place supporting materials within specific section or at end

66)

a.
b.
c.

d.
e.
f.
g.
h.
i.

j.

k.

67)

a.
b.
c.

d.
e.
f.
g.
h.
i.

j.

k.

68)

a.
b.
c.

d.
e.
f.
g.
h.
i.

j.

k.

ENTRY INFORMATION:
For all entries, please provide a detailed description to the request-
ed Overview Information (50 points) under each category, in addi-
tion to providing any  
necessary and requested Supporting Materials (40 points). 
Submit categories 63-68 within one (1) notebook each. 
In addition, please also submit each entry on a CD or thumb 
drive. Submit entry as 1 (one) pdf or Word doc file.

Supporting Materials: (40 points)
Please also include any and all of the following Supporting Materials:

Student recruiting materials 
Student application materials
Marketing materials for program
Complete outline and syllabus of course(s) 
Reading requirements list for students
Sample testing Materials

Judging Criteria: (10 points)
Is the entry / program well organized? 
Is the content professional? 
Is the message clear? 
Is the entry / program designed and laid out well? 
Is the program creative and / or unique?
What is the overall impression? 
Have all supporting materials and measurable results  
been provided?
Have all requirements been met?

•

•
•

•
•
•
•
•
•

•
•
•
•
•
•
•

•

CATEGORIES
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Just For Fun

BEST PROMOTION PUBLICIZING 
AN IFEA / HAAS & WILKERSON 
PINNACLE AWARD WIN  
(No Charge to enter this Category)

Were you recognized for your outstanding  
accomplishments with an IFEA/Haas & Wilkerson 
Pinnacle Award last year? Gain further recognition 
for your award and event by promoting your Pinnacle 
Win… and then share with us what you did!

Overview Information: (30 points)
Please provide a detailed overview explaining the  
following using no more than 1(one) page per section:

Introduction & History of Main Event
Purpose / objective of promotional campaign for 
awards won
Years participated in awards program
Average number of entries submitted / won each year
Target audience for promotion
Types of mediums used for promotion
Measurable results (Indicating number of publications 
/ cities / states targeted)
Measurable results (Indicating percent of distribution 
that covered news)
Overall effectiveness of promotion 
Place supporting materials within specific section 
or at end 

Supporting Questions: (30 points)
Please answer the following supporting questions,  
using no more than 1 (one) page for each question:

What has winning an IFEA / Haas & Wilkerson  
Pinnacle Award meant to your event?
How have you used winning an award(s) to  
your advantage?
How has winning an award(s) enhanced your  
presence within your community?
How has winning an award(s) increased leverage / 
funding / sponsorship for your event? 

Supporting Materials: (30 points)
Please also include any and all of the following supporting 
materials – limiting it to no more than 5 examples of each:

Promotion materials used to promote award
Media clippings from promotion
Examples of IFEA / Haas & Wilkerson Pinnacle  
Winner logo placement
Please limit your supporting materials to no more 
than 5 examples in each of the above areas. 

69)

a.
b.

c.
d.
e.
f.
g.

h.

i.
j.

a.

b.

c.

d.

•
•
•

•

ENTRY INFORMATION:
For entry, please provide a detailed description to 
the requested Overview Information (30 points) in 
addition to answering the Supporting Questions  
(30 points) and providing any necessary and  
requested Supporting Materials (30 points). 
Submit category 69 within one (1) notebook.
In addition, please also submit each entry on a CD 
or thumb drive. Submit entry as 1 (one) pdf or Word 
doc file.

Judging Criteria: (10 points)
Is the entry / promotion well organized? 
Is the content professional? 
Is the message clear? 
Is the entry / promotion designed and laid out well?
Is the promotion creative and / or unique? 
What is the overall impression?
Have all supporting materials and measurable  
results been provided? 
Have all requirements been met?

•

•
•

•
•
•
•
•
•
•

•

CATEGORIES
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ENTRY FORM REQUIREMENTS

Please submit one overall entry form with total payment - list all en-
tries submitted on this form. (Be sure to complete sections 1 & 4.)
Please also submit TWO copies of each individual entry form 
– one to be attached to each individual entry – and one to be 
submitted with payment and overall entry form. (Complete sec-
tions 1, 2, 3 on each entry form.) Be sure payment information is 
NOT filled out on these copies.
If one organization is entering items for multiple events produced, 
please submit a separate payment form / overall entry form for 
each event to allow for proper credit to be given to that event. 
Please be sure to PRINT your organization and event name cor-
rectly – as that is how it will appear on any award if won.
NEW - Please email a high resolution copy of your organization 
or event logo to nia@ifea.com - subject “2012 Pinnacle Entry 
Logo” & Your Event / Logo Name. 

Sections 1, 2 and 3 must be completed twice for each entry. One copy attached to each individual entry, and one copy attached to payment form.
1. ENTRANT INFORMATION (Required for each entry) (Tip: Complete Section 1. Then make copies to complete form for each entry.)

How you list your organization / event name will be how it is listed on any award won. Please PRINT clearly.
Organization: ________________________________________________________________________  Membership #: ____________________________

Contact Person: _________________________________________________________________________________________________________________  

Name of Event (if different from organization):  ________________________________________________________________________________________

Address: _______________________________________________________________________________________________________________________

City: ____________________________________ State: _____ Zip Code:  _____________________  Country: __________________________________

Phone:______________________________________________  Fax: ______________________________________________________________________  

E-mail: ______________________________________________  Website: __________________________________________________________________  

2. BUDGET INFORMATION (Required for each entry)

Organization’s Event Expense Budget: (USD, include all cash outflows). Each entry category is divided into the budget categories below. Gold, Silver and 
Bronze Awards will be given in each budget category unless the number of entries warrants budgets to be combined into over and under $750,000.  

  under $250,000       $250,000 - $749,999       $750,000 - $1.5 million        over $1.5 million  

3. ENTRY INFORMATION (Required for each entry) 
Category Name (required): _____________________________________________________________  Category Number (required): ________________ 
To help identify your entry – please provide a brief description of entry: 
(i.e.: black T-shirt with fish; or Photo entitled “Fireworks over Capital”) ____________________________________________________________________ 

4. PAYMENT INFORMATION                          Complete section 4 ONCE. Attach payment for all entries combined. 
Total Categories Entered: List which categories you are entering and how many of each. This is so we can account for all of your entries when they arrive. 

(e.g. 1, 2, 2, 3, 5, 7…): ___________________________________________________________________________________________________________

Entries received with payment by 5:00 p.m. June 25, 2012 (MST) will receive the Member early bird rate of $30 per entry or $50 per Grand Pinnacle Entry; 
or the Non-Member early bird rate of $60 per entry or $100 per Grand Pinnacle entry, depending on IFEA Membership Status. Entries received between 
June 26, 2012 and July 16, 2012 will receive the Member final entry rate of $35 per entry or $55 per Grand Pinnacle entry; or the Non-Member final entry 
rate of $75 per entry or $150 per Grand Pinnacle entry, depending on IFEA Membership Status.

 Early Bird Final Entry Early Bird  Final Entry
 Member Rates Member Rates Non-Member Rates Non-Member Rates

Grand Pinnacle:  $50 x _____= $_______  $55 x _____= $_______  $100 x _____= $_______  $150 x _____= $_______

Pinnacle Entries:  $30 x _____= $_______ $35 x _____= $_______  $60 x  ______= $_______ $75 x ______= $ _______
(Categories 2-68)
 
Category #69: $ 0 x _____ = $_______  
(Just for Fun Category)

TOTAL NUMBER OF ENTRIES:  ___________________________  TOTAL AMOUNT ENCLOSED: $ ______________________________________ 

 Check (Make checks payable to IFEA)    Visa     MasterCard     American Express  

Print Cardholder Name: __________________________________________________________________________________________________________ 

Signature: ______________________________________________________________________________________________________________________ 

Credit Card Number: _____________________________________________________________________________________________________________ 
 
Expiration Date: _____________________________________________  CVN Code:  ______________________(MC / VISA-3 digit code back) (AMX-4 digit code front) 

DID YOU REMEMBER TO 
 Include your payment for total entries along with 1 overall entry form listing each category number entered     Include 2 individual entry forms for each item 

– one with item, one with payment, do not list payment details on these forms      Include each entry (as requested) on a disk or thumb drive      
 Email organization / event logo to nia@ifea.com     Review all rules for entry submission – go to: Pinnacle Awards section at www.ifea.com for more info.

International Festivals & Events Association • 2603 W Eastover Terrace • Boise, ID 83706 U.S.A. • phone: +1.208.433.0950 • fax: +1.208.433.9812 • web: www.ifea.com

•

•

•

•

•

AWARDS
2012

RELEASE AND USAGE

By submitting your entry to the IFEA / Haas & Wilkerson Pinnacle Awards, you 
automatically grant the IFEA the right to use any materials from your entries for edito-
rial, analytical, promotional or any other purpose without additional compensation. 
In addition, you acknowledge your entry / ies are not returnable. Your entry into the 
competition is acknowledgement of these terms. 

mailto:nia@ifea.com
mailto:nia@ifea.com
http://www.ifea.com
http://www.ifea.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=54&Itemid=156


Please submit the following information for 
your nomination:

A. INDIVIDUAL SUBMITTING NOMINEE
	 1.	Name	•	Organization	•	Address	•	City	•	State	
	 		 Zip	•	Phone	•	Fax	•	Email
	 2.	If	your	nominee	is	selected,	will	you	be	willing	
	 		 to	help	ensure	that	they	attend	the	luncheon?
	 3.	If	your	nominee	is	selected,	will	you	be	willing	
	 		 to	assist	the	IFEA	and	the	inductee	in	gather-
	 		 ing	materials	to	prepare	their	induction	video?

B. NOMINEE INFORMATION
	 1.	Name	•	Position	•	Address	•	City	•	State	•	Zip	
	 		 Phone	•	Fax	•	Email

C. NOMINATION QUESTIONS
	 •	 Please	answer	each	of	the	following	questions	
	 		 citing	specific	examples.	Points	will	be		
	 		 awarded	for	each	question.	Points	awarded	
		 		 are	listed	below.
	 •	 Please	provide	up	to	a	1	(one)	page	response	
	 		 (single	sided)	for	each	of	the	below	questions,	
	 		 for	a	maximum	total	of	4	(four)	pages.
	 1.	Explain	how	your	nominee	has	made	a	
	 		 difference	to	the	festivals	&	events	industry.	
	 		 (25	points)	
	 2.	Submit	a	general	overview	of	your	nominee’s	
	 		 career,	including	organizations	they	have	
	 		 worked	for,	positions	held,	titles,	awards,	etc.	
	 		 (25	points)	
	 3.	Describe	the	level	of	involvement	your	nominee	
	 		 has	had	with	the	IFEA	during	their	career.	
	 		 (25	points)
	 4.	What	void	would	there	be	if	he/she	were	not	
	 		 an	event	professional?	(25	points)

D. ENTRY FORMAT: 
Please	EMAIL	your	nomination	in	a	Word	document.	

E. SUBMIT ENTRIES TO: 
Nia	Hovde,	Director	of	Marketing	&	Communications	
at	nia@ifea.com

F. QUESTIONS:
Please	contact:	Nia	Hovde	–	nia@ifea.com		
+1-208-433-0950	ext:	3

To	view	a	complete	list	of	past	inductees	and	their	stories	
go	to	the	Industry	Awards	/	Hall	of	Fame	section	on		
www.ifea.com.

Known as the 
associations most 

prestigious honor, the 
IFEA Hall of Fame recogniz-

es those outstanding individu-
als who, through their exceptional 

work and achievements, have made a 
significant contribution to the Festivals 

and Events Industry. The International Fes-
tivals & Events Association is now accepting 
nominations from its members for those 
individuals who meet this standard for the 
2012 Induction Ceremony.

The Hall of Fame Committee will review all 
nominations and select one or more individu-
als to be honored in to the IFEA Hall of Fame. 
The Honoree (s) will be the guest (s) of the 
IFEA on an all-expense* paid trip to the 57th 
Annual IFEA Convention & Expo in Denver, 
Colorado, exact date TBA, where they will be 
inducted at a reception, sponsored by Kaliff 
Insurance, in their honor.

NOMINATION CRITERIA
Nominations	must	represent	a	current	or	past	

IFEA	member	who	has	made	sub-
stantial	achievements	and/or	
contributions	to	the	festivals	
and	events	industry.	Nominees	
can	be	retired	and	represent	
any	facet	of	our	industry	(i.e.	
vendor,	supporter,	senior	
professional,	etc.).	(Current	
IFEA	Board	of	Directors	
and	Staff	Members	are	not	
eligible	to	be	nominated).	 *Includes	hotel	and	airfare	only.

Nominations should be  
submitted no later than 5:00 PM 
(MST) Monday, June 4th, 2012

2012 Call for Inductees
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Whether	the	individual	acts	as	a	volunteer	admin-
istrator	of	an	event	or	contributes	his	or	her	time	and	
resources	in	support	of	a	larger,	multi-event	organi-
zation	with	a	paid	staff,	the	efforts	that	are	put	forth	
deserve	our	heartiest	congratulations	and	recognition.	
It	is	for	that	reason	that	the	IFEA/Zambelli	Fireworks	
Volunteer	of	the	Year	Award	was	created.

Nominations	are	currently	being	accepted	for	the	
2012	IFEA/Zambelli	Fireworks	Volunteer	of	the	Year	
Award.	The	award	recognizes	those	outstanding	event	
volunteers	whose	unselfish	and	dedicated	service	to	a	
member	festival	or	event	has	made	a	significant	differ-
ence	in	their	community	and	mirrors	the	commitment	to	
success	in	our	professional	ranks.

A	panel	of	impartial	judges	from	within	the	IFEA		
organization	will	select	the	Volunteer	of	the	Year		
winner	from	all	of	the	candidates	submitted.	That	
individual	will	be	honored	at	the	57th	Annual	IFEA	
Convention	&	Expo	in	Denver,	Colorado,	exact	date	
TBA.	As	the	guest	of	the	IFEA	and	sponsor	Zambelli	
Fireworks,	the	winner	will	receive	an	all	expense*		
paid	trip	to	the	convention	to	accept	their	award.		
All	participants	in	the	program	will	be	promoted	
through	local	and	national	media	releases,	available	
on	request.	The	finalist	will	be	featured	in	a	future	
issue	of	“ie”	magazine,	and	each	semi-finalist	will	
receive	a	certificate	of	recognition.

Volunteer	nominations	submitted	for	the	2011	Award	
may	be	carried	over	into	the	2012	competition	with	the	
permission	of	the	nominator.	The	nominator	will	have	
the	option	to	re-write	the	nomination	if	desired.

Please	direct	all	nomination	materials	and	questions	
to	Nia	Hovde,	Director	of	Marketing	&	Communications	
at	nia@ifea.com	or	+1-208-433-0950	ext.	3.

The importance of 
volunteers to our 
industry cannot 

be overestimated.

* Includes hotel and airfare only.

To view a complete list of past winners and their nominations,  
go to the Industry Honors section on www.ifea.com
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2012 CALL FOR NOMINATIONS
Please submit the following 

information for your nomination.

A. INDIVIDUAL SUBMITTING NOMINATION INFORMATION:
Name	•	Organization	•	Address	•	City	•	State	•	Zip	•	Phone	•	Fax	•	Email

B. NOMINATION INFORMATION:
Name	•	Address	•	City	•	State	•	Zip	•	Phone	•	Fax	•	Email

C. NOMINATION QUESTIONS:
Please provide a 2 paragraph response for each of the questions below, indicat-
ing which question you are answering. Please include specific examples for 
each. Points will be awarded for each question. Points awarded are listed below.

1.	Explain	your	volunteer’s	significant	depth	of	involvement.	(20	points)
	
2.	Show	specific	examples	of	your	volunteers	roles	and	responsibilities.	(10	points)
	
3.	Describe	how	your	volunteer	has	provided	significant	enthusiasm,	organizational	

assistance	and	specific	expertise.	(10	points)

4.	Explain	how	your	volunteer	has	shown	initiative	and	leadership	in	his	or	her	efforts.	
(20	points)

5.	Tell	how	your	volunteer	has	exemplified	his	or	her	dependability.	(10	points)

6.	Describe	your	volunteer’s	positive	attitude.	(10	points)

7.	 Describe	how	your	volunteer	has	made	a	difference	to	the	festival	or	event.	What	
impact	has	your	volunteer	had	on	your	festival/event?	What	void	would	there	be	
without	him	or	her	as	a	volunteer?	(20	points)

D. ADDITIONAL INFORMATION:
If	your	nominee	is	selected,	we	will	need	the	following	information	for	marketing	the	2012	
Volunteer	of	the	Year.	Please	submit	the	following	with	your	nomination.	(Not	required	at	
time	of	nomination).	

1.	A	photograph	of	the	volunteer	you	are	nominating.	

2.	A	local	media	list	(up	to	15	contacts)	in	order	for	IFEA	to	send	Press	Releases	to	
your	media.

	 •	 The	preferred	media	list	submission	is	in	an	Excel	format.	

	 •		 Please	include:	Name;	Organization;	Address;	City;	State;	Zip;	Phone;	Fax;	Email

E. ENTRY FORMAT:
•	 Please	email	your	nomination	in	a	Word	document.

F. SUBMIT ENTRIES TO: 
Nia	Hovde,	Director	of	Marketing	&	Communications	at	nia@ifea.com

G. QUESTIONS: 
Please	contact	Nia	Hovde,	nia@ifea.com,	+1-208-433-0950	ext.	3

NOMINATION 
CRITERIA

To be eligible for consider-
ation for the IFEA/Zambelli 
Fireworks Volunteer of the 
Year Award, the nominee 
shall:

•	Be	a	current	volunteer	of	an	
IFEA	member	organization

•	Have	provided	significant	
enthusiasm,	organizational	
assistance	and	specific		
expertise

•	Be	a	volunteer	of	the	nomi-
nating	festival	or	event	for	at	
least	3	years

•	Have	shown	initiative	and	
leadership	in	his	or	her		
efforts

•	Have	a	positive	attitude

•	Have	exemplified	his	or	her	
dependability

•	Have	a	significant	depth	of	
involvement

•	Have	made	a	difference	to	
the	festival	or	event

•	Have	received	no	remu-
neration	for	services	directly	
associated	with	his	or	her	
volunteer	duties

Nominations should be submitted no later 
than Monday 5:00 PM (MST) June 4th, 2012

*	Pixels	Per	Inch			**	Pixels	Per	Centimeter
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THE BOARD TABLE

events to drive tourism. As business travel has slowed, people 
have continued to travel to festivals and events. Let’s keep the 
momentum going and reach out to our tourism colleagues 
and other events that have yet to discover the power of the 
IFEA. Recently, I attended another large industry association 
meeting where several attendees told me they had been to the 
IFEA Convention for the first time this year, and couldn’t wait 
to come back again. What a success story for the IFEA team!

Speaking of success, the IFEA welcomed VISA as a new As-
sociation Partner in 2011. VISA joins Haas & Wilkerson Insur-
ance and Zambelli Fireworks at this highest level of sponsor-
ship with the IFEA. In this new partnership, VISA will be the 
presenting sponsor of the IFEA World Festival and Event City 
Award. In its second year, this new global award program rec-
ognizes top cities around the world that have created the most 
positive community partnerships with festivals and events. In 
2011, the IFEA also began a new partnership with the National 
Recreation and Parks Association (NRPA). Beginning January 
2012, the IFEA and NRPA will produce a new Event Manage-
ment School at Oglebay Resort in Wheeling, West Virginia. 
This new two year program will cover a variety of topics from 
“The Business Side of Events” to “Non Sponsorship Revenue 
Programs” to “Maximizing Technology in Event Planning and 
Management” and everything in between. Whether you are 
new to the event industry or a season veteran, you will find 
that this program is designed to help all levels.

As we wrap up 2011, I want to express my sincere thanks 
to Joe Vera, CFEE, with the City of Hidalgo/Borderfest in 
Hidalgo, TX and Johan Moerman with Rotterdam Festivals in 
Rotterdam, The Netherlands, who are both rotating off the 
World Board after many years of service to the IFEA. Their 
level of commitment and dedication to this organization has 
been exceptional. As I move into the role of immediate past 
chair, I wish much success to incoming IFEA Board Chair, 
Bruce Erley, CFEE, APR, with Creative Strategies Group in Den-
ver, CO. Bruce and I have served together on the board for at 
least six years and I know he will be an excellent Board Chair. 

Over the past twenty-two years I have received so much 
from this organization. I can’t think of any other professional 
association that has even come close to having the impact 
on my career than the IFEA. I have made numerous friends 
around the world from whom I have learned so much. This 
past year alone, I have been fortunate to visit events and 
speak at seminars in Tennessee, Illinois, South Korea and a 
few other stops along the way. I have learned so much from 
these experiences and can only hope that I was able to share 
something of value to those in attendance. 

Again, it has truly been an honor and a pleasure to serve 
this organization as the 2011 IFEA World Board Chair. I wish 
you all a happy, healthy and prosperous New Year..

WRIGHT TILLEY, CFEE
2011 IFEA Board Chair 

Watauga County Tourism Development Authority
Boone, North Carolina, U.S.A.

Tel: +1-828-266-1345
Email: wtilley@exploreboonearea.com

As we approach 2012, I am amazed at how quickly this 
year has passed. It has been an honor and a pleasure to 
serve as Chairman of the IFEA World Board of Directors 
this year. The IFEA is truly blessed to have awesome lead-
ership in the office as well as on both the World Board 
and Foundation Board. With so many creative, business-
minded people who have a passion for events and this 
organization, the future of the IFEA is solid.

Reflecting on the year, I think it was a very positive year 
for the IFEA. The 56th Annual Convention and Expo in 
Fort Worth, Texas was well attended and had an energy 
that was electrifying. One IFEA member was telling me 
that there was a higher level of enthusiasm and energy at 
this year’s convention than he has remembered in recent 
years. There was a great mix of new industry professionals 
and long-time members in addition to several industry 
veterans that hadn’t been able to attend the IFEA Con-
vention in several years. It was great to see them and it 
was encouraging to know that the IFEA is still a valuable 
resource for them. I am hopeful that the increased atten-
dance this year is a sign that business is coming back and 
education budgets are being funded again. As a Tourism 
Director, I was especially pleased to see so many tourism 
professionals at this year’s Convention and Expo. It seems 
to me that one silver lining in this economic downturn 
is that communities and destination marketing organiza-
tions have gained a new appreciation for the power of 

Reflecting	on	the	
Year	that	Was

mailto:wtilley@exploreboonearea.com
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Budget:  Under $250,000

Gold - Fayetteville Dogwood Festival – Fayetteville, NC – U.S.A.

Silver - BorderFest Association - Festival of Lights - Hidalgo, TX - U.S.A.

Bronze - Morale, Welfare and Recreation Department – 

Naval Station Great Lakes, 4th of July Centennial Celebration – Great Lakes, IL – U.S.A.

Budget:  $250,000 to $749,999

Gold - Canada Place Corporation - Canada Day at Canada Place - Vancouver, BC - Canada

Silver - BorderFest Association - BorderFest 2011 “Celebrating Hawaii” 

Proudly Presented by Kraft – Hidalgo, TX – U.S.A.

Bronze - Issaquah Salmon Days Festival – Issaquah, WA – U.S.A.

Budget:  $750,000 to $1.5 Million

Gold - Downtown Fort Worth Initiatives, Inc., 

MAIN ST. Fort Worth Arts Festival – Fort Worth, TX – U.S.A.

Silver - Cherry Creek Arts Festival – Denver, CO – U.S.A.

Bronze - Des Moines Arts Festival – Des Moines, IA – U.S.A.

Budget:  Over $1.5 Million

Gold - Portland Rose Festival Foundation,

 Portland Rose Festival, Rose Festival Renaissance – Portland, OR – U.S.A.

Silver – Kentucky Derby Festival, SuperFest – Louisville, KY – U.S.A.

Bronze - Fiesta San Antonio Commission, Fiesta San Antonio – San Antonio, TX – U.S.A.

To	view	the	complete	list	of	2011	IFEA/Haas	&	Wilkerson	Pinnacle	Award	Winners,	Click	Here.

MARK YOUR CALENDARS FOR THE 
2012 IFEA/HAAS & WILKERSON PINNACLE AWARDS ENTRY DEADLINES

Earlybird Deadline:  June 25, 2012
Final Deadline:  July 16, 2012

Proud	to	insure	excellence	in	the	festivals	&	events	industry

C O N G R AT U L AT I O N S
to our 2011 Grand Pinnacle Winners

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=54&Itemid=156
www.hwins.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=168&Itemid=288


THE FOUNDATION

who participated in putting together this important and very 
worthwhile endeavor.

Also, please don’t forget to remember the IFEA Founda-
tion’s “Fund for the Future” as you plan your year-end giving. 
This endeavor, led by our industry’s finest, seeks to ensure 
that IFEA and the programs we have grown to rely on will 
remain for years to come.

It’s been a great honor and pleasure to serve as the IFEA 
Foundation Board Chair over the past year. The networking 
and camaraderie that are fostered among IFEA members is 
very gratifying and serves to reinforce our role as “communi-
ty servants” in cities all around the country. This is a role that 
we are very fortunate to fill. Our industry is vital in helping 
to entertain countless people in these trying times, and mak-
ing a real impact on the places where we live and work. Many 
of us can’t imagine toiling in another field.

While my term as IFEA Foundation Board Chair is coming 
to an end, I leave the organization in very capable hands. 
The incoming Board Chair is Jeff Curtis, CEO of the Port-
land Rose Festival Foundation, one of the oldest community 
celebrations in the United States. The Rose Festival, recipient 
of the 2011 IFEA/Haas & Wilkerson Grand Pinnacle Award, is 
one of the industry’s leading events, entertaining more than a 
million people every year. Despite the geographical distances 
between Louisville and Portland, the Kentucky Derby Festival 
has had a special kinship with Portland Rose Festival Foun-
dation organizers for many years. Jeff and his team are highly 
respected and innovative professionals and will carry on the 
Foundation’s mission in fine fashion. 

It is with a certain measure of sadness that I write my last 
column for this publication as IFEA Foundation Board Chair. 
The IFEA has always had a special place in my heart and I 
know that will continue throughout my life. Most of us are 
so close to the business that it can be easy to take for granted 
the tangible and emotional impact that we have on our com-
munities. The Kentucky Derby Festival is preparing for its 
57th consecutive year of providing unique entertainment for 
our area and most residents can’t remember a time when we 
didn’t exist. It’s a year-round role for us and I wouldn’t trade 
it for any other in the world (except possibly a role on the 
Broadway stage).

My heartfelt thanks to: my supportive team at KDF; to 
Steve Schmader and the IFEA Staff; to the incredible IFEA 
Foundation Board; and everyone who has helped me along 
the path of service within IFEA and the IFEA Foundation. 
It’s been a great run and I fervently believe that even better 
things are ahead for all of us. Here’s wishing for a great holi-
day season for all! Cheers!

MICHAEL E. BERRY, CFEE
2011 IFEA Foundation Board Chair

Kentucky Derby Festival
Louisville, KY, U.S.A.

Phone: - 502-584-6383
Email: mberry@kdf.org

Season’s greetings from Louisville and the Kentucky 
Derby Festival! I hope 2011 was a successful year for you 
and that 2012 will bring even more prosperity to your 
organization. It was a busy year for the International 
Festivals & Events Association Foundation, highlighted 
in October by the IFEA Foundation Night Party and 
Auction at the IFEA’s 56th Annual Convention & Expo in 
Fort Worth, Texas. The silent and live auctions were great 
fun for everyone who bid on – or just watched the action 
surrounding -- some incredible one-of-kind packages.

Our thanks go out to the many generous support-
ers who donated items for the event, including about 
a dozen “big ticket” offerings. Proceeds from the IFEA 
Foundation Night Auction are an integral component  
of funding for the Foundation’s mission of securing 
speakers, providing Legacy Scholarships and many other 
educational resources. The team who helped to organize 
and produce the auction and party did a fantastic job 
and all the attendees had a Texas-sized big time. I’m very 
happy to report that the 2011 IFEA Foundation Night 
Auction raised nearly $40,000, which is our biggest 
fund-raiser of the year. Congratulations to everyone 

Season’s
Greetings
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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

http://www.OGLEBAY-RESORT.com/schools
http://www.IFEA.com
http://www.NRPA.org
www.ifea.com
www.nrpa.org
www.ifea.com
www.nrpa.org
www.oglebay-resort.com/schools
www.oglebay-resort.com/schools
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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.

http://www.ifea.com
mailto:Schmader@ifea.com
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AMUSEMENT RENTAL
FANTASY WORLD ENTERTAINMENT - Amusement Rental Company, Interactive Attractions – 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, banners, 
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 ac-
cess 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.

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, Grape-
vine 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: jshanklin@festmedia.com 

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

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 organiz-
ers 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.

RESTROOMS
PORTABLE SANITATION ASSOCIATION INTERNATIONAL - Trade association representing U.S. 
and international companies who rent, sell, and manufacture portable sanitation services and equip-
ment 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: Sponsorship 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: lukman@sponsorship.com; Website: www.
sponsorship.com.

MARKETPLACE

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

http://www.fwworld.com
mailto:pete@dixieflag.com
http://www.dixieflag.com
http://www.cableprotector.com
mailto:cmcbride@checkersindustrial.com
http://www.checkersindustrial.com
mailto:brooks@kenran.com
http://www.kenran.com
mailto:jshanklin@festmedia.com
mailto:zambelli@zambellifireworks.com
http://www.zambellifireworks.com
http://www.zambellifireworks.com
mailto:steve@fabulousinflatabels.com
http://www.fabulousinflatabels.com
mailto:carol.porter@hwins.com
http://www.hwins.com
http://www.eventbrite.com
mailto:info@edgeworksgroup.com
http://www.edgeworksgroup.com
mailto:portsan@aol.com
http://www.psai.org
mailto:lukman@sponsorship.com
http://www.sponsorship.com
http://www.sponsorship.com
brooks@fwworld.com
brooks@fwworld.com
mailto:tom@eventbrite.com
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What do you do to relax?
Play Golf, Yard Work, Cook a nice Dinner or watch TV.

Other Background Experience
I have served as President of the International Special Events 

Society and Director at Large for the Texas Festivals and Events 
Association. I am currently President of the Society of Talent and 
Entertainment Professionals. Ken-Ran Productions is an Award 
Winning event entertainment company that has provided Qual-
ity Entertainment for over 50 years!

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

My grandmother had a little plaque that said “If all else fails, 
follow directions” - that always comes in handy! Another good 
one is “If you don’t screw up, you never have to say you’re 
sorry.” I don’t know who said it, but I have always used it.

What is your personal philosophy?
I’ve always believed in value added service. It’s that little 

something extra that is provided to my customers at no ad-
ditional charge. I believe in being very thorough and meticu-
lous in preparing for each and every event so that there are no 
surprises the night of the show. But most importantly, I feel 
like the key to my success is that I try to become an important 
part of their team and I genuinely care about the success of my 
client’s event.

Brooks	Kendall	continued	from	page	12 Sustainable	Event	Management	continued	from	page	16

cally. In that case you may not look at importing reclaimed 
vegetable oil biodiesel from across the country if cropped 
biodiesel is on your doorstep. It is up to your situation and 
the principles of sustainable development you embrace. You 
may be completely opposed to grown fuel while there are 
people with not enough to eat. This would be another part 
of the combination of factors used to form your decision.

To get to the most sustainable sourcing or logistical deci-
sions, event producers must understand the issues, know 
what questions to ask of their supply chain and have the 
skills and tools they need to make the best decision.

It is a massive new territory for many and it is definitely 
bamboozling. Don’t be put off by the breadth and depths 
of issues. This is something we all have to address, and 
together we can make a massive change. At the end of this 
journey, our supply chain will be only offering us sustain-
able products and services and our events will be produced 
sustainably without us having to even think about it. Well, 
that is at least what I hope!

Meegan Jones	is	Author	of	Sustainable	Event		
Management:	A	Practical	Guide,	and	Director	of	Green-
Shoot	Pacific	and	Sustainable	Event	Training.	

Shanghai, China 

 
 
 
 
 
 
 
 
 

Shanghai, meaning city by the sea, is situated right in the 
middle of China’s east coastline on the west shore of the Pacific 
Ocean. Boasting easy access to the vast hinterland, Shanghai is 
an excellent sea and river port. The city is divided into two parts 
by the Huangpu River: Puxi (west of the Huangpu River) and 
Pudong (east of the Huangpu River). Puxi is the older part of 
the city and hosts the majority of shops, restaurants and muse-
ums. Pudong is the modern part, and is recognized for its rather 
unusual yet extremely impressive high-rises such as Shanghai’s 
tallest buildings, the Shanghai International Financial Center, 
Jinmao Building and the Oriental Pearl TV Tower. 

Shanghai, known as a city of festivals and events, such as 
Shanghai World Expo 2010, Formula One Chinese Grand Prix, 
Shanghai International Film Festival, Shanghai ATP Masters 
1000, 14th FINA World Championships – Shanghai 2011, has 
increasingly attracted international attention. Shanghai is alive 
with various cultural festivals and sport events all the year 
round. (Photo from Shanghai International Conference Man-
agement Organization)

Sydney, New South Wales, Australia  
Judges Selection for Most Outstanding Global Entry in Population Category 

 
 
 
 
 
 
 
 
 

Sydney is the largest and most populous city in Australia and 
the state capital of New South Wales. Located on Australia’s 
south-east coast of the Tasman Sea, Sydney is Australia’s premier 
city; a vibrant, cosmopolitan, creative and blessed city with the 
natural beauty of its unique landscape and breathtaking har-
bour. With a culturally-diverse population of 4.6 million and 
over 200 languages spoken, Sydney is also Australia’s business 
and media capital, and home to the nation’s thriving creative 
industries. In addition, Sydney offers a range of exciting festivals 
and events including the world famous New Year’s Eve, Sydney 
Festival, Sydney Film Festival, Sydney Writers’ Festival, Sydney 
Gay and Lesbian Mardi Gras, Sydney International Art Series, 
Vivid Sydney and Crave Sydney International Food Festival. 
(Photo from Events New South Wales)

2011	IFEA	World	Festival	&	Event	City	Award	continued	from	page	15



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.

http://www.dfwi.org


www.hwins.com

