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Some Ideas Rise   
       Above the Rest

FTS Prepaid Card Cash Management Services
FTS (Festival Transaction Services)  

lowers costs, offers new revenue opportu-
nities and reduces risk for fairs, festivals 
and events. 

With partners Visa and BAMS (Bank 
America Merchant Services), FTS intro-
duces the first and only national credit, 
debit and prepaid card processing platform 
exclusively for community events.

Increase your revenue. With prepaid 
cards as tickets or ticket companions, your 
visitors have more fun, greater  convenience, 
and buy more than using cash. Prepaid  
cards offer new sponsor ideas, too. Ask us. 

Cut costs. FTS processing rates are  
competitive and “flat”: no increases for 

online, affinity or loyalty cards; no signup, 
statement or termination fees. FTS devices 
are free to you and your vendors.

Reduce risk. FTS monitors sales every  
5 minutes by transaction device; “auto-
Magically” deposits sales commissions into 
your event’s account and net sales into your  
vendors’ accounts. 

Free your event from cash. FTS captures 
all sales and settles automatically. No more 
tokens; no more tickets. No cash sitting on 
site all weekend. 

Check out FTS. Go to www.festbiz.com, 
our new site exclusively for FTS. See our 
launch video. Sign up for a free webi-
nar. You’ll be glad you did.

CONTACT US NOW FOR A COMPLETE PRESENTATION 
Festival Transaction Services • 2033 Sixth Avenue, Ste 810 • Seattle, WA  98121

+1-206-381-5202• jshanklin@festivals.com
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mailto:jshanklin@festivals.com
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CREATE
YOUR 
POINT!

You may have already discovered the IFEA’s PointsMap - a dedicated 
map showing you festivals, events, vendors, suppliers, event planners, 
universities, parks & recreation and more – all over the world. But did 
you know you can create a PointsMap – specifically for your Event? 

Similar to IFEA’s PointsMap where it lists all the details for IFEA 
Members – your very own PointsMap has the potential to list any-
thing and everything about Your Event, Your City, Your Organiza-
tion, Your Venue…Your Whatever! 

It can take you to the streets of your city and show where the food 
vendors are during your festival and what’s being served – where 
the entertainment stages are and who’s playing on them – where 
the merchandise booths are and what’s for sale! 

Not only this, but it can all be accessed through smart phones in 
“real-time” during your event! You can create and modify as many 
points as you want on your own PointsMap and even use a custom 
map of your event in addition to Google maps! 

Don’t Delay Any Longer – Create Your Own PointsMap for Your 
Event Today!

Learn more about PointsMap here.

IFEA MEMBER DISCOUNTS
PointsMap is excited to bring this valuable resource to the Festivals 
& Events industry and in doing so has not only partnered with the 
IFEA to bring us our very own IFEA PointsMap, but they would also 
like to provide special discounted packages when creating your 
own PointsMap for your event.

CREATE
YOUR 
POINT!
INTRODUCING POINTSMAP® FOR YOUR EVENT!

http://www.pointsmap.com/ifea/
http://www.pointsmap.com
http://www.pointsmap.com
http://www.pointsmap.com/ifea/
http://www.pointsmap.com
http://www.pointsmap.com
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PRESIDENT’S LETTER

The	Power	of	the	
Olympic	Spirit	

Reimagined

trained to be the best; people who are ex-
cited by the challenges laid before them 
and appreciative of those peers who 
press them to do more than they think 
they can do; to imagine new possibilities; 
and, most importantly, who are willing 
to share their successes and failures so 
that others can learn from them. People 
who, whether they exceed expectations 
or fall a little short of their ultimate 
goals, are ready in the next heartbeat to 
do it all again, without hesitation. 

And, we have the opportunity to bring 
the world closer together. The IFEA Con-
vention & Expo will welcome representa-
tives from every global region (Africa, 
Asia, Australia/New Zealand, the Carib-
bean, Europe, Latin America, the Middle 
East, and North America), coming 
together to build new friendships and 
networks; to imagine new partnerships; 
to reset the bar…until the next time. 

And I know that, all the work and 
preparation aside, when the IFEA Con-
vention & Expo ends on September 23rd 
and we resume our regularly scheduled 
programming, we will all wish that we 
could somehow maintain that ‘IFEA 
spirit’ for just a little while longer; that 
we might transfer some of that energy 
and vision to our own events and com-
munities; that we might inspire others 
in our organizations, cities, cultures and 
countries; that we might play just a little 
role in changing the world.

Given those goals, and knowing our 
industry very well (one that proudly 
includes the Olympic Games), I would 
fully expect that we stand a very good 
chance of securing a place on the 
medal podium.

I look forward to seeing you in 
Denver.

At the end of July, almost like a 
vintage episode of the Twilight Zone, I 
regained control of my television set. 
For the previous two weeks, beginning 
with the Queen’s jump from a helicop-
ter with James Bond to the lowering 
of the torch ‘leaves’ as the flame was 
extinguished, the Olympic Games had 
burned their image into my television 
screen, calling me to watch; to cheer; 
to feel empathy and admiration for 
those who had trained so hard, come 
so close, missed their dreams by mere 
hundredths of a second and - in the 
next virtual heartbeat -declared them-
selves ready to do it all again without 
hesitation. To feel pride for those who 

had given so much and attained their 
dreams; to imagine what it must be like 
to set new bars to be conquered, new 
records to be broken, new examples to be 
followed, new experiences to be topped. 
And to be part of a global experience that 
brings the best out in everyone, from 
every corner of the globe, with hopes that 
the ‘spirit’ created by the event might in-
spire others; might be picked up and fur-
thered through individuals, organizations, 
cities, culture, and countries around the 
world; might actually change our world.

When the Olympics ended, while I was 
glad to be returned to some semblance of 
my ‘regularly scheduled programming,’ I 
also found myself wishing that the ‘Olym-
pic spirit’ that had been so pervasive for 
two weeks, could somehow stay a part of 
our regular days.

In the weeks since the Olympics we 
have pretty much been heads-down get-
ting all of the details ready and in-place 
for our upcoming IFEA 57th Annual Con-
vention & Expo, scheduled for September 
21st – 23rd, in Denver, Colorado. During 
that process of securing speakers, plan-
ning events, prepping for meetings, judg-
ing awards, working with sponsors and 
vendors, and marketing our plans – like 
any event – it is easy to get caught up in 
the details; assuring that everything is in 
place; while missing the bigger picture. 

Much like the Olympics, we have the 
unique opportunity to bring together the 
best people in our field; people who have 
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 CFEE
Maybe it’s Time to be Recognized 
for What You Bring to the Table.

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

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

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

The	CFEE	Professional	Certification	Program	is	Sponsored	by

Good Great

http://www.ifea.com
mailto:bette@ifea.com
http://www.kaliff.com/


helping you protect those whose 
             leadership you depend on…

…for the best price in the industry.

Coming Nov. 1st, 2012 
IFEA Directors & 
Offi cers Insurance

Offered Exclusively Through 888-KALIFFS (888-525-4337)  
 www.kaliff.com 

Proud sponsor of the 
IFEA’s CFEE Program

http://www.ifea.com
http://www.kaliff.com/
http://www.kaliff.com/
http://www.kaliff.com/
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=128&Itemid=106
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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



							Fall	2012						 IFEA’s	ie:	the	business	of	international	events	 11

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


Doug	Taylor

IN CONVERSATION
How did you get into events?

I was hired to assist a family business to move forward toward greater ef-
ficiency and effectiveness.

What has been your biggest professional challenge?
Learning to effectively manage a business that does about 50% of its business 

in one month.

What do you do to relax?
Play golf and cook.

Other Background Experience
I have had a varied career. I taught school, opened and ran a bakery and 

delicatessen, and worked as a Merger & Acquisition advisor for clients buying 
and selling companies. I would never trade that variety for a career in only one 
business. 

What’s the best advice you’ve ever received?
Honesty and fairness are not optional.

What is your personal philosophy?
Life is about finding partners and team members where we can support each 

other, learn from each other, reach our goals more successfully and enjoy what 
we do together

FACTS ON FILE
Years	in	the	Business:  
Five

Degree:  
BS	Zoology
BS	Science	Education
MBA	Finance

Family:  
Married with two adult daughters

Last	business	book	read:
“You Can’t Teach a Kid to Ride  
a Bicycle at a Seminar”		
by	David	H.	Sandler

Doug	Taylor		 	 	
President	and	Chief	Executive	Officer	
Zambelli	Fireworks	Manufacturing	
Co.,	Inc.
20	S.	Mercer	St.
New	Castle,	PA	16101
dougtaylor@zambellifireworks.com
www.	zambellifireworks.com

PEOPLE

Since 1893 Zambelli Fireworks has been creating 
and displaying the best fireworks shows in the US 
and abroad. Shooting over 2,000 displays annual-
ly, Zambelli Fireworks is committed to three core 
elements: Creativity, Safety and Customer Service. 
Whether it is a small display for a wedding or cor-
porate event, pyrotechnics to highlight a sporting 
event, or a grand display for July 4th or New Year’s 
Eve, the Zambelli team is ready to deliver.
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IFEA VISION
A globally united industry that touches 

lives in a positive way through celebration.

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

Event WeatherPlan

Call Toll Free: +1-855-566-PLAN (7526)
Email: info@eventweatherplan.com

Website: eventweatherplan.com

Don’t Get
Blown Away
by the Weather

• Pinpoint forecast accuracy
• Monitoring and Alert System

• 24/7 meteorological assistance

http://www.ifea.com
eventweatherplan.com
http://www.psai.org
http://www.psai.org
mailto:info@psai.org


By Doug Taylor

A dance choreographer seeks to portray 
the music in movement, to enhance the 
emotion by the actions and interactions 
of the dancers. A pyrotechnic choreogra-
pher uses fireworks to portray the emo-
tion of the music with light, sound, and 
the interaction of the effects. If you take  
a short dramatic segment of music and 
ask five independent pyrotechnic chore-
ographers to produce a design, you will 
get five different interpretations.

Imagine a pastoral musical score that 
portrays the wide open skies over the 

Dance	in	the	Sky
wheat fields of the upper mid-west.  
One choreographer will use kamuro 
shells that burst large and drape down 
near the ground. Another choreographer 
will use multiple horsetail or waterfall 
shells. How the choreographer “sees” 
 the music will determine what shells  
are selected and what combinations  
of shells are used to create a picture.

Without the technology of electrically 
and computer fired systems, the accuracy 
of this portrayal will be diminished.  
Behind the beauty is sophisticated  

technology that has developed over the 
last 25 years. 

Please join us on Saturday, September 
22nd, 2012 at the IFEA’s 57th Annual 
Convention & Expo in Denver, Colorado 
as we demonstrate how we choreograph 
a segment of music in our convention 
session “Behind the Boom: How Memo-
rable Fireworks Shows are Created.”  
We will use both simulations and  
lights to show the effects selected by  
the group attending.

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.

Zambelli	Fireworks	is	an	IFEA	Associa-
tion	Partner	in	addition	to	the	sponsor	of	
the	IFEA/Zambelli	Fireworks	Volunteer	
of	the	Year	Award	recognizing	outstand-
ing	volunteers	whose	unselfish	and	
dedicated	service	has	made	a	significant	
difference	in	their	community.	Visit	them	
at	www.zambellifireworks.com.	

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.

www.zambellifireworks.com
www.zambellifireworks.com
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For IFEA sponsorship opportunities, contact Sylvia Allen, Director of Partnership Marketing at (732) 946-2711 or sylvia@ifea.com
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Although there are a lot of derogatory 
jokes about committees, the truth is they 
can be extremely important to the success 
of your board. Why? Basically, there are 
two reasons. First, by transferring “roll up 
the shirt sleeves” work to committees, the 
full board can keep its meetings shorter, 
more focused, and aimed principally at the 
strategic and policy-related matters it needs 
to be working on. Second, important issues 
are often complex. They require research, 
consideration of alternatives, extensive dis-
cussion, and even brainstorming. These ac-
tivities are not routinely the type of things 
you want to have your full board engage in. 
I am a big fan of effective committees and 
have seen them accomplish truly excellent 
work on behalf of the full board.

If they are so good, why not have a 
whole bunch of committees – maybe 
one to address every aspect of the 
organization’s operations? That’s a re-
ally bad idea for several reasons. First, 
committees create work, which means 
some board members are going to have 
increased workload. Remember most of 
those folks are volunteers who are trying 
to earn a living while at the same time 
helping your organization meet its goals. 
Organizational leaders need to be very 
sensitive to the time demands on their 
board members. 

Second, if not properly chartered and 
managed, committees can get involved in 
micro-managing operational affairs. This 
is not something the board should be in-
volved in. This micromanagement can lead 
to (1) dissatisfaction on the part of opera-
tional managers, (2) bad or less than op-
timal decisions if the committee members 
are not experts in matters being examined, 
and (3) undermining the CEO or executive 
directors by creating confusion as to who is 
issuing instructions to the staff. 

So what do organizational leaders 
need to know about the proper use of 
committees on their boards? 

First, it is important to understand that 
there are often a variety of committees 
within an organization. I often wish that 
there were more terms used to describe the 
workings of various groups of people in an 
organization because a lot of confusion is 
created when very different organizational 
entities share the same name – “committee.” 

The primary focus of this chapter 
is board committees which help the 
full board of directors accomplish its 
governance responsibilities. Because 
these committees are doing the work of 
the board, they are more often than not 
made up of board members. Some state 
laws even require that these committees 
be made up of only directors. 

There are two other types of commit-
tees that I want to mention but not spend 
a great deal of time with. The first are 
advisory committees. These are commit-
tees which, as the name implies, provide 
advice or counsel to the board. Advisory 
committees are not chartered to do the 
work of the board, and they do not have 
any specific membership requirements. In 
fact, it may be a good idea to get indi-
viduals from outside the organization to 
serve on advisory committees in order 
to bring an outside perspective to the 
group. Two quick points about advisory 
committees. First, if you are going to have 
them, use them. Don’t create a group 
and ask people to serve on it if you have 
no intention of listening to their advice? 
That’s bad management and bad human 
relations. Second, make sure any advisory 
committee understands its charter. I once 
inherited an advisory committee that 
thought their job was to actively solve 
operational problems for the organiza-
tion. That’s not normally the function of 
an advisory committee.

The second type of non-board commit-
tee is what I call an operating committee. 
Some sources refer to them as “organi-
zational” committees. These are groups 

of people, consisting of volunteers or 
staff or some combination thereof that 
are responsible for accomplishing some 
operational function for the organization. 
They may put on events, run programs, or 
conduct studies for the organization. The 
point is they are carrying out some opera-
tional activity. That is not the role of the 
board, and these committees should not 
be organized as part of the board. To help 
avoid confusion with board committees, 
think about naming these groups task 
forces or teams or groups or something to 
differentiate them from governing com-
mittees. I have been associated in the past 
with groups that had a wide variety of 
operational groups and board groups that 
were all called “committees,” and frankly 
it was very confusing to the membership 
of the organization. I used to have to 
spend a fair amount of time explaining 
to even members of the committees the 
difference between committee types and 
what the different roles were for each type 
of committee.

Now back to board committees. Board 
committees can be of two principal types: 
standing committees or ad hoc commit-
tees. The former exist on a permanent 
basis and are often required and defined 
by the organization’s bylaws. Examples of 
standing committees might be an execu-
tive committee or an audit committee. 
Ad hoc committees are assembled for a 
particular time-limited function, and they 
dissolve when that task is completed. 
Examples of this latter type might be a 
strategic planning committee or a chief 
executive search committee. 

In the past, there was more emphasis 
on standing committee. Today, as boards 
are shrinking in size, there is a move away 
from standing committees because of the 
workload they create. More emphasis is 
now being placed on the use of ad hoc 
committees to meet time-limited require-
ments. 

Board	Committees:	Boon	or	Bane?	

In the Board Room
By Mitch Dorger 

“A camel is a horse 
built and designed 
by a committee”

- Anonymous
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So what committees do you need? 
Frankly, that depends on the organization, 
but here are some statistics on what other 
nonprofits are doing. The BoardSource 
Nonprofit Governance Index 2010 reports 
that the average number of committees on 
boards was 5.6. However, there were only 
four committee types that were reported 
on more than 50% of boards. These are 
executive committees (78%), finance 
(including audit) committees (83%), 
governance (and nominating) commit-
tees (83%), and development/fundraising 
committees (55%). (1:24-25) 

In my readings, the two committees 
that are receiving the most attention in 
the literature these days are governance 
committees and audit committees. We 
live in a changing governance environ-
ment with increased emphasis being 
placed on governance in both the for-
profit and nonprofit arenas. As part of 
this, many boards are creating governance 
committees or expanding the duties of 
what used to be known as nominating 
committees to cover other governance 
functions. 

These governance committees are typi-
cally being charged with responsibilities 
that might include the following.

1Determining the skills and expertise 
that the board needs to carry out its 

responsibilities and the organization’s 
mission, 

2Seeking out and cultivating poten-
tial new board members with the 

needed skills, abilities, and personality 
and nominating them for full board 
consideration,

3Providing orientation and training 
to newly elected board members,

4Working with the board chair and 
chief executive to provide on-go-

ing education and growth for board 
members,

5Assessing board member participa-
tion, commitment, and contribu-

tions to the board,

6Spearheading board and committee 
assessment,

7Evaluating and recommending 
changes to board structure, process-

es and guiding document. (2:60-61)

Audit committees are also being cre-
ated in response to the changing gover-
nance environment. In fact, some states 
now require organizations over a certain 
size to have audit committees separate 
from the finance committee. Typically, 
audit committees are charged with the 

following responsibilities.

1Developing financial accounting 
policies for the organization,

2Developing and modifying corpo-
rate policies on such policy topics 

as conflict of interest, whistleblower 
protection, and document retention 
and destructions,

3Establishing internal control 
policies and investigating potential 

violations of these controls,

4Recruiting and selecting an audit 
firm,

5Establishing the audit policies 
within the organization,

6Gathering data on potential con-
flicts of interest and presenting 

these situation to the entire board,

7Meeting privately with the auditors 
to understand audit findings,

8Reviewing audit results as well as 
management letter comments and 

management’s responses to the com-
ments,

9Reviewing Form 990 preparation 
and presenting it to the board,

10Ensuring the true financial 
situation of the corporation is 

appropriately presented, 

11Ensuring organizational compli-
ance with appropriate financial 

rules, regulation and laws.

Another popular board committee is 
the executive committee. Executive com-
mittees used to be extremely popular 
and almost essential in the era of larger 
boards. The basic purpose of the execu-
tive committee is to have a small group of 
individuals that can meet when necessary 
between regular board meetings or in 
emergency situations. Executive commit-
tees are often delegated the power to act 
for the full board in all but a hand full of 
matters that are often defined by state law. 

Executive committees can be very 
efficient. They tend to have about 5-7 
members, which is a very efficient num-
ber for group decision making. So it is 
not surprising that executive committees 
work well. In fact, they may work too 
well. What I mean by that is that the ef-
fectiveness of executive committees often 
leads to more reliance on them which, in 
turn, creates three problems. First, it can 
result in two classes of directors – those 
“in the know” on the executive commit-

tee and those not “in the know.” A few 
years ago as part of a governance audit, 
I tested the organizational knowledge 
of executive committee members versus 
other directors. The results were almost 
staggering. The executive committee knew 
a great deal more about organizational is-
sues and practices than regular directors. 
A second problem is that the over use of 
an executive committee can leave other 
directors feeling disenfranchised. This, in 
turn, can lead to apathy or even resigna-
tion from the board. It can also create a 
“we-they” conflict within the board itself. 
Finally, a common disadvantage of execu-
tive committees is that it is easier for 
“group think” to set in. Sometimes the 
larger group of the full board is needed to 
get the full diversity of opinion that effec-
tive board debates need.

Even though a significant majority of 
all nonprofits still have executive commit-
tees, some boards are altering the mission 
of these committees away from acting in 
place of the full board. One source re-
ported that some committees are recasting 
their executive committees in more limit-
ed roles such as chief executive evaluation 
committees or even as the board “think 
tank” for future strategic issues. (2:64)

In closing, let me offer a few ideas to help 
your board committee structure be a boon 
to the organization rather than a bane.

1Minimize the number of commit-
tees defined in the bylaws. Bylaws 

are the governing rules of the organiza-
tion, and they may require committees 
that are either no longer needed or 
have changing responsibilities. Most 
experts are now recommending that 
very few committees be defined in 
bylaws. A better way is for the bylaws to 
authorize the board to create commit-
tees as specific needs arise.

2Make sure you understand the 
nature of the task involved. Board 

committees should only be created to 
perform board functions. Advisory or 
operational matters should be dealt 
with by groups that are not to be con-
fused with groups that are performing 
governance roles. If possible try to call 
these other groups something other 
than a committee; such as “council” 
“group”, “task force”, etc.

3Make sure you know what the law 
in your area requires with regard to 

board committees and their member-
ship. Consult with an attorney to learn 
whether specific committees (such as 
an audit committee) are legally re-
quired for your organization and what 
the law says about the membership 
composition for committees.

Continued on page 57
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© Copyright 2012. The presentation, materials and content of these Webinars are the intellectual property 
of the International Festivals & Events Association (IFEA) and the specific presenter for each webinar. 
They are presented for the educational use of each paying customer to the IFEA. Any reproduction, 
rebroadcast or reselling of this webinar, or the content contained within, by an outside party, without the 
expressed written consent of the IFEA is strictly prohibited.

IFEA	PRESENTS	THE	LAST	5	WEBINARS	OF	THE	

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? All Live 

webinars are recorded and are available to be purchased 
as “Webinars On Demand” to watch at your leisure. What 
better way to receive great educational information by great 
presenters while saving both time and travel expenses!

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

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

(See separate brochure/registration form for Webinars on 
Demand)

Calling the IFEA at +1-208-433-0950 ext: 3

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, volun-
teers, 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 

NOTE: Webinars must be purchased and viewed within the 
same calendar year. Attendees may combine live and on 
demand webinars to gtake advantage of Buy in Bulk Special. 

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

ThurSDAY,	OCTOBEr	18th,	2012
11:00	a.m.	-	12:00	p.m.	MST
The Nexus between Risk Management  
and your Event Security & Safety  
Management Plan
Peter	Ashwin,	Head	of	Integrated	Planning,	Security	&	
Resilience,	London	Olympic	Games,	Boise,	ID

Eligible	for	CFEE	Elective	Credit:	Leadership	&	Management

WEDNESDAY,	OCTOBEr	24th,	2012
11:00	a.m.	-	12:00	p.m.	MST
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
11:00	a.m.	-	12:00	p.m.	MST
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
11:00	a.m.	-	12:00	p.m.	MST
From Outsider to Insider: Creating  
Festival Fans
Gail	Bower,	President,	
Bower	&	Co.	Consulting,	Philadelphia,	PA

CFEE	Elective	Credit:	Creativity/Innovation

ThurSDAY,	NOVEMBEr	15th,	2012
11:00	a.m.	-	12:00	p.m.	MST
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

The 57th Annual IFEA
Convention & Expo
Denver, Colorado, USA

Mark Your 
Calendar Now!
CFEE Certification Classes Offered September 18th – 20th, 2012

CFEE

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=277&Itemid=662
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THE UN-COMFORT ZONE

As with any normal teenager, I was 
trying to grow up as fast as I could. And, 
because it annoyed my parents, wearing 
my hair long was its perfect expression. 
That, and it was de rigueur among all the 
teenagers who wanted to be cool. So, the 
longer the better – or in the immortal 
words from the title song to the 1968 
Broadway Musical HAIR, “Oh, say can 
you see, My eyes if you can... Then my 
hair’s too short!”

It drove my parents completely crazy. 
They could not understand why any male 
would want to wear long hair. We fought 
about it all the time. 

Meanwhile, I was in my first year of 
high school and the transition to a new 
school was causing my grades to drop 
dramatically. My parents saw an advan-
tage, and the law was laid down: keep 
my grades above a certain minimum or 
cut my hair. It worked. I brought home a 
dismal report card, and it was off to the 
barber shop. Not surprisingly, my next 
report card met the minimum.

The formula is simple: if you can find 

out what is valuable to someone, then 
you have the key to motivating them. 
For me, at age 13, the length of my hair 
became the coin of the realm.

A year later, I accidentally made the 
Honor Roll. I say it was an accident 
because I was only trying to meet the 
minimum grades required by my parents 
and I somehow exceeded that. When I 
received the engraved certificate with the 
embossed gold seal, I was surprised by 
the feeling it gave me. I felt important 
– especially when my teachers praised 
me. I liked that feeling, and I wanted to 
experience it again. Suddenly the coin of 
the realm changed, and it was no longer 
the length of my hair that was motivating 
me. It was high grades and the sense of 
pride they gave me. Oh, my hair contin-
ued to grow, but my grades were all about 
achievement. From that point forward 
until I graduated, I never failed to make 
the Honor Roll.

Find out what is valuable to the person 
you want to motivate. What hobbies do 
they have? What are they passionate about? 

How do they spend their spare time? Then 
when you learn what rocks their world, 
find a way to tie your goals to it. 

If you’re not sure what is valuable to 
someone, you can always make them feel 
important with an award or some other 
public acknowledgment. Everyone likes 
to hear their name announced in recogni-
tion at company or association meetings. 
Everyone likes to read their name in print 
in the organizational newsletter or web-
site. Many business newspapers have a 
section where you can post your employ-
ees promotions and accomplishments. 
These low-cost to no-cost incentives truly 
have the power to motivate.

With Robert Wilson

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

In	the	early	1970s	I	was	a	young	teen-
ager	who	was	completely	caught	up	in	
the	Zeitgeist.	I	admired	the	long-haired	
rebels	and	radicals	who	were	engaged	
in	protesting	the	establishment	and	de-
veloping	the	counter-culture.	I	didn’t	
really	know	what	any	of	that	meant,	but	
to	me	it	was	all	about	empowering	youth	
and	declaring	our	independence	from	
the	adults.	My	parents	in	particular.
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The Reward is in the Eye of the Beholder
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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.

All contributions are tax-deductible in the United States.

For more information go to www.ifea.com.

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=245&Itemid=475


Meegan	Jones	is	President	of	
Sustainable	Event	Alliance	and	au-
thor	of	Sustainable	Event	Manage-

ment:	A	Practical	Guide,	is	director	of	GreenShoot	Pacific,	
and	was	on	the	working	group	to	develop	the	GRI	Event	
Organizer	Sector	Supplement.	The	guidance	in	this	article	
on	waste	reduction	is	an	example	of	how-to	guides	and	
resources	available	through	the	Sustainable	Event	Alliance	
(SEA).	Visit	the	SEA	website	to	see	more.	www.sustainable-
event-alliance.org.

I think we both know the 
answers – concern for sus-
tainability in event manage-
ment and sustainable devel-
opment globally is not going 
away. It may be a pill some of 
us don’t want to swallow, but 
we have to take our medicine. 
We’ll feel better, look better, 
perform better. We won’t be 
contagious, our legacy will 
be a thriving, healthy com-
munity and planet, and not a 
sickly one. 

So take a pill and get 
over it!

So enough of the pep talk 
(of sorts), now what do you 
do next? I could use this 
column to give you practical 

advice – separate your waste, 
use great bin signage, hand out colour coded bin bags to campers 
or picnicking audiences, use fireworks companies that have taken 
the environmental impact of their work seriously (e.g. Foti in 
Australia), buy merchandise with traceable labour and materials 
stories so you know your t-shirt isn’t poisoning rivers or forcing 
children to work, go local, go organic, use solar power, etc etc etc. 

The world is your oyster when it comes to practical and cre-
ative ways to produce your event more sustainably. 

There are a growing number of resources, standards and certifi-
cations out there for you to latch onto to help you on your way. I 
thought this issue I’d list some, in a kind of a self-help guide sort of 
way. I can only lead you to water, but you have to take the first gulp.

Here’s some stuff to get stuck into:

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

An industry association dedicated to event sustainability 
practice. Jam packed full of resources, how to guidance, links, 
supplier database, and a whole lot more. Join it. Use the Event 
Sustainability Roadmap to help you on your way.

Julie’s Bicycle
www.juliesbicycle.org

For those of you in the music biz, this organisation has great 
programs and resources, focusing on greenhouse gas reduction 
and environmental responsibility.

Outdoor Festival Checklist 
www.greeneventbook.com/resources/downloads	

Want to just cut to the chase and have a checklist you can fol-
low? I developed one for outdoor festivals – have a look here. 

Sustainable Event Toolkit
www.semstoolkit.com

A fantastic resource to help you identify, learn, manage, mea-
sure and report your event sustainability. Watch the short video 
on the website to understand the tool, or download the guide. 

Standards and Certifications 
ISO 20121, BS 8901, BNQ 9700-253, CSA Z2010, A Greener 

Festival, Eventi Sostenibili, Industry Green, Good Green Event 
– these are all various programs for event sustainability perfor-
mance recognition. Google them and you’ll find them!

Event Legacy 
www.causes.com/causes/790261-event-legacy

Consider what the enduring legacies are that you leave be-
hind. If you focus on these twelve things, you’ll be a  
great position.

SUSTAINABLE EVENT MANAGEMENT By Meegan Jones

Why	are	we	focusing	on	sustainability?	Is	it	impor-
tant	 in	 a	 reality	 where	 our	 financial	 bottom	 line	 is		
being	 pinched?	 How	 do	 we	 start?	 Can	 we	 just		
ignore	it	and	get	on	with	the	creative	and	logistical	
aspects	of	our	event?	Why	can’t	we	 just	 keep	on		
doing	what	we	always	did?	

Take	a	Pill	and	Get	Over	It!
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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

www.ifea.com


Ticketing	&	Management	
Solutions	for	Small	Events

by Susan Greitz

Every year thousands of smaller events 
advertise locally with street signs, ban-
ners, and flyers. Organizers usually have 
small or non-existent advertising budgets 
to promote these events, making growth a 
challenge. Social media is vital to helping 
promote events today, but organizers may 
not feel they have enough time to devote 
to it or the expertise to use it effectively. 

 A good place to start is by creating a 
Facebook page. Posting relevant, useful 
information updated at least weekly is 
important. Events that pre-sell tickets 
should post that information too. Include 
the Facebook logo on all the promotional 
literature to help drive traffic to the page.  

Attendance numbers are a standard 
growth indicator.  Pre-selling tickets is  

Eventbrite, founded in 2006 by Kevin & Julia Hartz and Renaud Visage, offers all kinds of event organizers exciting new ways to 
manage events and ticketing options that previously weren’t available. Eventbrite is a rapidly growing alternative to other online 
ticketing options whose use has spread to over 170 countries and recently celebrated issuing their 50 millionth ticket. The com-
pany, based in San Francisco, has grown from 30 employees in 2009, to 200 employees now with a second office in London. 
Eventbrite’s mission is to make events easy to create, find and attend.  For more information about Eventbrite visit www.eventbrite.
com or contact Dom Walterspiel at +1-415-694-7915. 

a great way for event organizers to gauge 
the effectiveness of their promotional  
efforts, and online ticketing makes it  
easy for customers to purchase. Unfor-
tunately, online ticketing options for 
smaller festivals, events and even business 
functions have been either limited or 
costly, especially without an event specific 
website. Many organizers partner with  
local retail establishments who are will-
ing to act as the ticket seller and hope 
that the establishment promotes the 
ticket availability and that people  
are willing to go there to make their  
ticket purchase. 

A solution to the advance ticketing 
dilemma is Eventbrite. They offer an af-
fordable online ticketing option for orga-

nizers that also helps tap into the power 
of social media. The service can be used 
for all kinds of events, corporate func-
tions, business meetings, and nonprofits, 
and can even be used for free events. The 
website is a self-service ticketing platform, 
designed to make the organizer their own 
ticket master. 

Organizers log in, create an event page 
by inputting data about the event into a 
simple form and set the ticket price. The 
site will keep track of all tickets sold and 
allow organizers to see where purchasers 
are coming from. Another useful feature 
allows organizers to create discounts or 
access codes for select groups of people 
and track which promotional offers are 
working best. 

The service also allows for the integra-
tion of social media, so people who’ve 
bought tickets can spread the word about 
the event with Facebook, Twitter and 
other social media platforms. Organiz-
ers can also save email addresses into 
a contact list to use for emailing event 
announcements and invites. 

The cost of the service is competitive 
– the fee is 2.5% of the ticket price plus 
$ .99, however the total service fee is 
capped at $9.95 per ticket. If your event 
is free – a meeting, event or festival with 
no entry fee, you can still use Eventbrite 
to track those planning on attending 
and utilize the social media features. The 
online process is the same, but there is no 
service fee.
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As the birthplace of the legendary 
Mazu, Meizhou Island of Putian City 
in China’s Fujian Province is the cradle 
of Mazu culture. Mazu, born on March 
23, 960 AD, according to the Chinese 
Lunar Calendar, dedicated her entire life 
to helping her fellow townsmen and on 
September 9, 987 AD, she sacrificed her 
life rescuing victims of a ship wreck. In 
her memory, the local residents built the 
first Mazu Temple and started to worship 
her as the goddess of the sea. As maritime 
industry continued to grow, Mazu gradu-
ally became the most influential patron 
Saint worshiped both officially and at the 
civic level. Throughout the past thou-
sand years, the belief in Mazu gradually 
merged with traditional customs and has 
now turned into a folk culture that sees 
universal fraternity, moral composition 
and the practice of doing merciful deeds 
to worship Mazu, as its core values. This 
kind of folk culture presents itself in the 
form of temple fairs or custom practices 
at home and in Mazu temples around the 
world, with the Mazu Culture spreading 
as far as 20 other countries and regions, 
encompassing over 200 million follow-
ers. The memory and belief of Mazu has 
deeply impacted Chinese people’s life, 
especially those living in coastal areas. 
Mazu culture has become a significant 
cultural bond to enhance family harmo-
ny, social solidarity as well as the com-
munity identity of all Mazu followers.

Today, the Mazu belief and customs 
has been categorized into a world legacy. 
On September 30, 2009, the Intergov-
ernmental Committee on Safeguarding 
of the Intangible Cultural Heritage of 
UNESCO voted to list the Mazu belief 
and customs, subscribed by Management 
Committee of Meizhou Island National 
Tourism Resort, on the Representative List 
of Intangible Cultural Heritage. This is 
the first, world class Chinese legacy of its 
kind, to be awarded with such honor.

The China Meizhou Mazu Cultural 
Tourism Festival has also become a festi-
val of national level. Created in 1994 by 
the Municipality of Futian City, the event 
has been successfully held for the past 12 
years. Starting in 2007, the Municipal-
ity of Fujian Province became the main 
sponsor, with the National Tourism 
Administration becoming a co-sponsor in 
2010. The festival was therefore upgraded 
onto the national level, with the Min-
istry of Culture of PRC as a supportive 
Party, and with the China Federation of 
Returned Overseas Chinese, the China 
Federation of Taiwan Compatriots and 
the Association for Relations Across the 
Taiwan Straits, all as guiding units. Each 
year, the festival develops more activities 
and continues to expand its scales and 
impact. It has now become a prominent 
tourism festival that serves as an impor-
tant platform for international cultural 
exchange.

The festival boasts a wide spectrum of 
fascinating activities, including: a grand 
opening ceremony attended by govern-
ment officials, scholars, experts and 
respective parties, in addition to other 
activities such as the Mazu ritual ceremo-
ny, the open-air artistic performance, folk 
custom shows, the Mazu tribute articles 
production, snacks tasting, trade exhibi-
tion on tourism commodities, academic 
forums, B2B tourism trade events, exhibi-
tions on Chinese calligraphy, painting, 
photography and relics and more. 

The festival also promotes international 
and across-straits cultural exchange with 
the annual meeting of the China Mazu 
Cultural Exchange Association getting 
Mazu cultural institutions and relevant 
tourism organizations around the globe, 
together under one roof. Through activi-
ties such as “All Mazu on Earth Returning 
Home,” “Ten-Thousand People Across the 
Strait Attending Sacrifice Ceremonies,” 
and “A Thousand People Across the Strait 
Attending Singing Events,” the Mazu 
Culture acts as a vibrant bond between 
Chinese people at home, overseas, on the 
Mainland and in Taiwan.

Additionally, the festival boosts the 
tourism industry even more. Important 
Mazu cultural institutions and six tour-
ism associations from Taiwan region take 
part in the festival as co-organizers, along 
with renowned tourism exerts and culture 
scholars from mainland China discuss-

Continued on page 57

FESTIVAL & EVENT CITY SPOTLIGHT

Meizhou Island of Putian City 
Fujian Province, China

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=227&Itemid=428
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Event	Ticketing	Analytics
By	Florence	May	and	Michael	Armstrong



							Fall	2012						 IFEA’s	ie:	the	business	of	international	events	 31

As an event and festival organizer, you 
want to effectively target marketing efforts 
in order to grow your event ticket and mer-
chandise sales. At the same time you need to 
maximize pricing and return on your adver-
tising investments. You know this but may 
feel uncertain where to start your analysis. 

Using data to analyze your efforts to de-
termine the most effective approach allows 
you to continually improve and eliminate 
campaigns that may not work as antici-
pated. To help you understand your options 
and frame your efforts, keep reading to learn 
more about the following analytics primer.

Step One: Know your audience. 
Gather the basics first. Identify the key 

items you would like to know which are ac-
tionable. Start with these types of questions:

Is my event regional? Are there 
specific geographic locations that I 
should target?
Do my ticket buyers find my site 
directly, through a google search or 
from specific referrers?
Is there something specific about 
my event that I should highlight by 
referral channel or demographic? 

Use your online ticketing site to gather 
key contact (i.e. name, email, phone, ad-
dress and zip code). There is often a temp-
tation to ask a long list of demographic 
information from ticket purchasers. Before 
you add additional questions of your 
customers, ask yourself “What will I do?” 
with this “critical” information. Often 
clients need to focus first on the basics as 
they don’t have the time or budget to run 
heavily segmented campaigns. 

We would encourage you to ask for 
corporation name if the purchase is for 
business entertainment purposes. It is im-
portant to know what % of your tickets is 
sold to business vs individuals. You may 
also target specific affinity groups such as 
clubs or forums.

Some of our clients only process ticket 
orders online, others allow for phone and 
in person orders. For analysis purposes, it 
is critical to gather the same information 
from your offline purchases and track 
them with your online purchases.

Once your online site and offline track-
ing process are in place then link your 
online ticket site to google analytics. This 
tool will help you target geographic sales, 
determine the origin of sales and discover 
the highest spenders. If you have an event 
or festival merchandise site link it too!

It is also helpful to understand your 
ticket consumption rate. What is your ac-
tual gate count or the number of people 

•

•

•

Do	You	Know	How	to	Analyze	and	Increase	Your	Ticket	Sales?

who actually enter the event venue 
compared to the number of ticket sales? 
Do you have a high or low no show rate? 
If you sell a higher priced event pass, how 
many people actually return multiple 
times in one week … is the value there or 
do they come once and never return? And 
do they buy the event pass the next year 
or do they buy single tickets the next year.

Step Two: Be effective in your 
advertising

Your event advertising is up and running. 
Do you know which event ads, social media 
sites, websites, coupon offers, web ads and 
email campaigns are driving the most sales? 
Are you conducting campaign analysis? 

Consider the following analytic tools: 
Use tracking promo codes on ads. 
Capture the codes on your ticket-
ing site at time of purchase to help 
source your campaign. 
Identify the most effective key 
words to use in your campaigns via 
Google analytics. 
Eliminate ineffective campaigns by 
studying bounce rates or people who 
leave after only viewing one page.
Volume of sold and complimentary 
ticket types (i.e. VIP packages, ticket 
packages, single tickets). 
Know your best referrals and fan-
to-fan shares. Look at your social 
media analytics.
Layer this information with tradi-
tional zip code analysis.
Which event campaigns work? 
Compare effectiveness year to year 
by checking your sales data on your 
online ticketing reports. 

Tip. Once you know the best sources -- re-
ferring sites, blog mentions, event calendars -- 
you might consider carefully placed advertis-
ing or publicity efforts to boost your presence. 

Step Three: Timing your ticket 
sales

Now that you have a full sales cycle of 
data, stop to analyze the trends.

Early sale. Are you properly incentivizing 
early sales? Do you have a lower price entry 
point or an incentive item? Is it worth it? 
Can you attract these people back later? Is 
this just an awareness period? 

Mid sales cycle. Timing to switch to 
normal pricing, no incentive? Too early, 
too late?

Event Week. You are probably not 
surprised that the week of the event is 
normally the most popular sales period. 
When did you increase pricing? 

•

•

•

•

•

•

•

Which earlier ticket purchasers come 
back to upgrade or add premium items? At 
what point is it appropriate and effective 
to offer additional sales opportunities.

What is your cancellation policy? Is 
it effective? Gather info on why ticket 
purchasers cancel. 

Step Four: Maximize sales 
opportunity. 

Now that you have your marketing and 
pricing strategy working and tickets are sell-
ing ask what other opportunities exist to 
make sales that your customers would like. 
Do you have event apparel that could be an 
add-on sale? In our experience these add-
on sales can add up and increase customer 
satisfaction significantly. Don’t miss out on 
this opportunity to maximize your return 
while enriching your relationship with cus-
tomers while improving brand awareness.

Step Five: Conduct renewal 
analysis.  

Use prior purchase reports to evaluate 
historical patterns. Who renews? Do you 
review zip code data to determine income 
range? Do your ticket purchasers have the 
means to buy more tickets, packages or 
merchandise? Who should be included 
for up sale or premium campaigns? 

What categories of ticket buyers have 
the highest renewal rates? Corporate or 
individuals? Member or non-member? 
Singles or married couples? Specific  
age groups?

Have you surveyed the previous year’s 
ticket buyers to understand what options 
are the most desirable? For example have 
ticket buyers rate their likelihood to at-
tend the event based on a list of enter-
tainment options.

Step Six: What is your forecast?
Now it is time to consider the future. 

Trends based on economy, length of adver-
tising, effectiveness of campaigns and past 
purchase history can help determine your 
sales forecast for next year. Layer this infor-
mation with pricing models to consider the 
path to your attendance and pricing goals.

Florence	May	is	the	President	at	
TRS	–	The	Registration	System.		
She	can	be	reached	at:	
5833	N.	Post	Road,	Suite	100
Indianapolis	IN		46216			USA
Direct	1.317.548.4090
Cell	1.317.966.6919
Email:	fmay@theregistrationsystem.com

Event	Ticketing	Analytics
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I	have	a	dream	job:	
I’m	an	event	manager	for	the	Kentucky	Derby	
Festival,	the	biggest	thing	to	happen	each	spring	
in	Louisville,	Kentucky.	I’m	constantly	getting	
to	design	fabulous	spaces	for	parties,	sample	
delectable	food,	and	pick	the	colors	of	the	nap-
kins.	My	“office”	is	outside	or	on	location;	either	
way	it’s	never	the	same	as	the	day	before,	and	
I	only	work	a	few	months	out	of	year.	At	least	
that’s	what	people	think	my	job	is	all	about.	What	
I	really	do	is	work	long	days,	sometimes	well	into	
the	night,	in	an	attempt	to	create	the	most	antici-
pated	two	weeks	in	Louisville.	The	pressure	to	
make	sure	each	event	goes	off	without	a	hitch	
can	sometimes	feel	a	bit	overwhelming.	Event	
planning	comes	with	a	lot	of	stress,	and	some-
times	managing	that	stress	can	be	a	challenge.

In January 2012, Careercast.com re-
leased its annual report of The Ten Most 
Stressful Jobs of 2012, and many on the 
annual roundup seem like dream jobs, 
for example being an Event Planner. Ca-
reercast.com only confirmed what those of 
us in the industry have known for years 
– Event Planning is extremely stressful! 
Tony Lee, publisher of CareerCast.com and 
JobRated.com, commented on the pressure 
that comes with Event Planning; “There’s 
pressure on you to make sure it goes 
off without a flaw," Lee said. "Because 
when it doesn’t, it can be very public and 
stressful. You might even lose your job. 
Talk about being out of control." He goes 
on to say: "Probably the one thing that’s 
overriding is the amount of control you 
have. People who have the least amount 
of control have the most amount of stress 
— they’re reacting to whatever is happen-
ing around them."

However, I’m not complaining, I do 
have a dream job, and over the years, 
I’ve learned to smile through the hectic 
task of putting together this city’s annual 
celebration, and enjoy it as much as the 
audience. This goes without saying; it’s 
not always easy, but through my experi-
ence, and advice from some wise folks, 
I’ve learned to relax and bring order to 
what seems like chaos.

It Takes a Village
We have a saying in our office: “it’s like 

herding cats!” During our peak season, 
Derby Festival recruits 4000 volunteers, 
and has the aid of 75 board members. 
Everyone is here to help, aren’t they? You 
might find yourself asking this question 
when five people are talking to you at 
once, and everyone expects you to know 
the answers. It’s hard to keep smiling 
and often times you feel like you are in 
this alone. Going it alone is usually not a 
good idea, and very unrealistic. And yes, 
these folks are here to help, but it’s your 
job to show them how. 

Assembling a strong team, and allow-
ing them to get involved early, will in 
turn help them understand your challeng-
es and have a vested interest in helping 
you succeed. You’ve all heard it before, 
the importance of delegating. But delegat-
ing can be difficult if you fear a task will 
be handled poorly, and in return reflects 
on you. That’s why it’s important to build 
relationships with your team members. 
In getting to know your committee, you 
learn people’s strengths and weakness, 
allowing you to select the right person for 
the job. Once on site, committee mem-
bers can help address questions from 
vendors and spectators, freeing you up to 
answer multiple phones and radios. 

I’m reminded of a particularly difficult 
year for Kentucky Derby Festival. In the 
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spring of 2011, the Derby Festival had 
high hopes for the upcoming season. Sig-
nificant changes were planned for many 
of the events as a result of brainstorming 
sessions in the off season. But a storm 
was brewing on the horizon; 2011 would 
go down in history as the wettest year on 
record, with 68” of rain, most of which 
fell during the month of April. Derby 
Festival officials were forced to develop 
alternate plans, sometimes finding a new 
venue just hours before an event, due to 
high waters. Surrounded by volunteers, 
and Board members who understood 
what was at stake, many events moved 
forward smoothly. At the end of the day, 
we were able to accomplish so much 
more than we could by going it alone, 
thus allowing you the opportunity to sit 
back and relax. 

  
The	PLAN

It’s never too early to start planning 
your event. The truth is there are many 
benefits to planning early. For annual 
events, ideas are fresher at the conclusion 
of an event; you’ll have more time to find 
the right candidate for a task, the op-
portunity to design alternate plans; and 
setting goals and objectives. So much can 
be said for having a plan. A plan serves as 
a roadmap. You wouldn’t get in a car and 
just hope you stumble upon your destina-
tion – why approach your event this way?

In a Time Magazine article published 
in May 2011, researchers surveyed 3,000 

participants in the U.S. and 29 other 
countries about techniques for managing 
stress. The stress management technique 
that worked best, according to the survey: 
planning. In other words, “fighting stress 
before it even starts, planning things 
rather than letting them happen,” says 
Robert Epstein, psychologist and self-help 
author. When you procrastinate, you're 
setting yourself up for unnecessary stress. 
Allowing ample time for planning and 
organizing is the key to success. 

My boss has quotes for every situation, 
and you can often count on him reciting 
these quotes during our peak season. My 
favorite has to be: “A lack of planning on 
your part does not constitute an emer-
gency on my part,” Author Unknown. 

Once you have your plan, the rest is 

much easier and straight forward because 
the way is mapped out for you. Of course 
nothing is certain in this world. In 2011, 
many of the plans Derby Festival officials 
spent months developing were tossed 
aside as a result of bad weather. However, 
by having a plan, officials were able to 
adapt and react according to the circum-
stances. Effectively making decisions on 
the fly and eliminating added unneces-
sary stress. 

Tools of the Trade
Time is of the essence when it comes to 

producing events, and managing stress. 
Most of us relate the feeling of stress to 
the lack of time we have to accomplish all 
tasks prior to show time. Often technolo-
gy is to blame for stress in the workplace; 
frustration with computers, handheld 
devices that never seem to stop buzzing, 
but technology can be a great tool when 
it comes to time management. Many on-
line software programs can help elimi-
nate time consuming paperwork from 
event entries, and aid in tracking partici-
pant information, sometimes knocking 
hours off your day. Technology can also 
be utilized to gather information, educate 
customers and direct traffic at your event, 
freeing you up to address other problems 
that might pop up. 

Although sometimes a Catch-22, that 
Blackberry, as annoying as it may be, 
you wouldn’t want to be without during 
crunch time. Today’s technology allows 
us to turn any space into a mobile office, 
and this is essential for producing events, 
since we are never in the same place 
twice. Generally speaking, my vehicle 
becomes my office during the month of 
April, with my laptop plugged into an 
inverter, and blackberry in hand, who 
needs a desk?

Often in our adult life we overlook the 
lessons learned early in life. While watch-
ing Disney’s A Christmas Carol with my 
three-year old daughter this past Christ-
mas, I was reminded of the saying; “work 
smarter, not harder,” Scrooge McDuck. 
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Shanna	h.	Ward,	Event	Manager	
for	the	Kentucky	Derby	Festival,	
has	been	with	Festival	since	2001.		
Over	her	Festival	career	Shanna	has	
worked	on	events	such	as;	Pegasus	
Parade,	Basketball	Classic,	and	
served	on	the	Festival	Strategic	
Long-Range	Planning	Committee.		
She	currently	oversees	the	opera-
tion	of	Thunder	Over	Louisville,	and	
assists	with	the	Marathon/minimara-
thon	&	Kroger’s	Fest-a-Ville.		Prior	to	
coming	to	Festival,	Shanna	worked	
with	the	University	of	Louisville’s	
Special	Projects	and	Events	Depart-
ment.	Shanna	earned	a	B.A.	from	the	
University	of	Louisville	in	2000.		A	
native	Louisvillian,	Shanna	now	lives	
with	her	husband	JP,	her	daughter	
Emerson	and	their	dog	Dublin.

By applying this motto to my job, I’ve 
learned to develop productive tips for 
speeding up tasks. Whether you are orga-
nizing a bag-stuffing operation, mailing, 
or setting a venue, re-examine the steps 
you take to see if any can be eliminated 
without jeopardizing the final product. 
The more efficient you are at your job, the 
more you can accomplish in less time, 
hopefully providing you time to relax 
before the next big event.

radios, it sometimes seems impossible to 
do the simplest of things. But, we need to 
take a moment to breathe. The benefits 
of this simple exercise not only improve 
your health, but allow for clear thinking, 
which in turn makes for better decisions. 

I emphasize the need to step away. 
I know what you’re thinking, if only I 
had the time. Make time, and you’ll be 
rewarded. Certain environments breed 
stress. Take for example a Runner’s Expo. 

a bag with contents such as bottled water, 
Gatorade, crackers, Tylenol, Band-Aids, 
gum, and other snack foods. Next year, 
make a list of items that you can eat and 
drink on the go and make your own sur-
vival kit, your body will thank you. 

I have a dream job; I’m an event 
manager for the Kentucky Derby Festival. 
Each spring I get to plan the largest party 
this town has ever seen, when thousands 
gather on the banks of the Ohio River to 
watch the country’s largest annual fire-
works show, and kids crowd Broadway to 
experience the magic of a parade. No job 
is without stress, so the answer to manag-
ing stress isn’t a new career path. Think 
of all the fun we would miss! Instead, we 
learn ways to overcome stress, thus allow-
ing us to be the best we can be at our job. 

The more efficient you are at 
your job, the more you can 
accomplish in less time…
Be Good to Yourself

Stress is wreaking our lives! A national 
survey of more than 2,000 people con-
ducted by the American Psychological As-
sociation reported that 59% of Americans 
say work is the leading cause of stress in 
their lives. There is a laundry list of illness 
linked to stress: migraines, insomnia, 
high blood pressure, and ulcers, just to 
name a few. Generally, as event managers, 
we put ourselves last, making everything 
and everyone around us first priority, 
often ignoring the signals our bodies 
send. Repeatedly, I’m reminded that we 
are no good to anyone if we are sick, 
and that’s why we do ourselves no favors 
by ignoring our bodies. Making matters 
worse, most of us don’t even know where 
to begin to cope with stress. 

First, remember to breathe. Sounds 
simple enough? It should be, but with so 
many distractions from devices such as 
cell phones, Blackberries, and two-way 

The Derby Festival Marathon/miniMara-
thon averages 18,000 runners each year. 
18,000 people all focused on themselves 
come to the Running Wild Expo the day 
before the race. The exhibit hall is loud, 
crowded, many people have questions, or 
issues that need addressing and tempers 
tend to flare. This is a stressful environ-
ment! Take a moment and stroll out 
on the loading dock just to collect your 
thoughts. Bathrooms can also provide 
relief from the chaos. Just five minutes 
will recharge your battery, and give you 
the patience of a saint. 

Many of us feel like our season is a fight 
to survive; long days, working around the 
clock, with little time to eat. Fatigue/dehy-
dration and malnutrition are killers and 
can knock you down in an instant. Drink 
lots of water and make sure to keep those 
bodies fed. Several years ago one of my 
co-workers began making “survival kits” 
for our team. Each event manager receives 
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This year is the first time that Baby 
Boomers turn 65 years of age. The 
advance of the ‘grey wave’ is upon us! 
This group of active people is chang-
ing the way we look and do everything. 
Their active life style allows them to seek 
out services, products and activities that 
previous older adults may not have done 
or wanted to do. This group leaves their 
rocking chairs on the porch and go out! 

Here is the challenge. Festivals always 
want to attract more customers to their 
event. Are you ready to attract and in-
crease the number of older adults attend-
ing? Better yet, have you planned for it?

Age-friendly cities are a project of the 
World Health Organization. The World 
Health Organization created a Checklist of 
Essential Features of Age-Friendly Cities©¹. 
How does your festival measure up? The 
‘new’ planning includes the features in 
the 8 domains for age-friendly cities. The 
domains are:

outdoor spaces and buildings
transportation
housing
social participation
respect and social inclusion
civic participation and employment
communication and information 
community support and health 
services.

To make this easier to understand, the 
first 3 domains talk about the Built Envi-
ronment. The next 3 domains discuss the 
Social Environment. The last 2 domains 
talk about how we stay informed and 
healthy. The World Health Organization 
says an Age-friendly City “is an inclusive 
and accessible urban environment that pro-
motes active ageing.” In each of these three 
categories, there are certain features that 
merit consideration for your festival and 
should be included in your event planning.

The Global Perspective
In 2005 the World Health Organization 

started a worldwide effort of assessing 
cities around the world to get an idea of 
the range of their age-friendliness. From 
there, they created the Global Network 
of Age-friendly Cites and Communities². 
The Goals of the Network are: 

To provide technical support and 
training
To link cities to WHO and  
each other 

•
•
•
•
•
•
•
•

•

•

Is	Your	Festival	Age-Friendly?

To facilitate the exchange of informa-
tion and best practices 
To ensure that interventions taken to 
improve the lives of older people are 
appropriate, sustainable and cost-ef-
fective. 

Cities apply to be a member. An ap-
plication from the Mayor and a commit-
ment from city administration to the pro-
cess are requirements to join. The WHO 
is just now preparing for the launch of 
their website for member cities.

A city must agree to do a baseline 
assessment of features in each domain, 
and then develop a 3-5 year plan on 
how improvements will be made. Not 
all people live in cities however. Canada 
soon realized this and developed a tool 
for the rural landscape for communities 
under 5,000 populations. The Public 
Health Agency of Canada (PHAC) created 
the Age-friendly Communities Initiative³. 

There are more groups promoting the 
concept of age-friendly now. Munici-
palities might have a Seniors Advisory 
Committee as a Committee of Council 
or a Council on Aging that might be 
leading the charge. But there are more. 
Non-profit organizations and all levels of 
governments have their own programs. 
Some universities do as well. Soon it will 
filter to stakeholders that run their own 
programs and events. They realize that to 
attract and keep customers, this type of 
planning must be included. 

•

•

What Does Age-Friendly Mean 
to Festivals?

A number of programs and references 
are available now in many countries but 
the principles are the same. They include 
eight domains or key areas. 

Outdoor Spaces and Buildings: 
Outdoor spaces are the places in your 

community that are for everyone to use 
including festival sites. This includes 
outdoor environments like parks and side-
walks and indoor facilities such as public 
buildings, recreation facilities and public 
washrooms. These areas impact on our 
mobility and influence our independence. 
Each festival needs a variety of services 
to enable people to arrive at your site 
and move around in a safe manner. Site 
planning is a major component for your 
festival. As well, all the considerations of 
accessibility have to be there. Much is writ-
ten and legislated on this already. 

Transportation:
Transportation includes walkability, 

biking, public transportation, private or 
non-profit transportation, roadways and 
parking. Festival marketing of a variety 
of available, affordable and accessible 
means and routes of transportation to 
your site is important to supporting the 
mobility, activity and participation of 
older adults. Having plenty of designated 
parking spots and drop-off areas for cus-
tomers is part of good planning. Festival 
goers will attend regularly if they know 
that these traffic areas are monitored.

By	Celia	Southward,	M.A.	M.Ed.,	O.M.C.
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Is Your Festival Age-Friendly? Although older adults are the fastest 
growing users of social media like Face-
book and Twitter, the majority of older 
adults still do not regularly use comput-
ers. People over 65 still prefer traditional 
forms of communication (newspaper, 
television, publications) to obtain com-
munity event information.

Communication and Information:
Communication is central to one’s 

ability to act, engage, stay safe, get around 
and be part of a community. To be useful, 
information must be accurate, current and 
available reliably. Communication in-
cludes the way we receive information (i.e. 
print publications, television and radio 
news and programming), the way we ac-
tively pursue information (i.e. community 
information telephone systems, customer 
service lines, websites, etc.), the way we 
report information (i.e. report problems 
around town) and the way we find out 
about important alerts (i.e. traffic conges-
tion, construction, severe weather, etc.).

What do you do to promote your 
festival? How do potential festival goers 
find out about you? With the advance 
of social media, this should not be your 
only means. Technology can provide part 
of it but the old standbys should not be 
ignored. Radio, television and newspa-
pers still provide value to a broad base of 
older adults in the community. Billboards 
can be used and signs on busses are seen 
by many as they move around town on 
different routes.

Civic Participation and Employment 
Opportunities:

Older adults provide a significant eco-
nomic benefit to the community through 
paid and unpaid employment (volunteer-
ing) and self-employment or business 
development. Civic Participation and 
Employment addresses one’s ability to 
continue his/her contribution throughout 
the lifespan. 

Canada does not have a mandatory age 
of retirement. Workplaces are encouraged 
to support older employees as their needs 
change and take advantage of their skills 
and abilities obtained through years of 
experience. Again, with the first members 
of the Baby Boom generation turning 65 
this year, many are considering or starting 
to retire. Mass retirement in the coming 
years may create a situation for festivals 
where there are skilled volunteers or paid 
positions ready to fill with older adults. 
Mature worker retention and succession 
strategies are key human resource chal-
lenges. It makes sense that festivals would 
look to the skills of older workers when 
filling vacancies. It may be what you need 
to add a day to your festival event and 
encourage grandparents to come with 
their grandchildren.

Community Support and Health 
Services:

Access to first responder health care on 
site at your festival is critical to the on-go-
ing health of everyone. First responders 
need to attend for the entire event. Access 
to appropriate service is critical to qual-
ity of life. Having a plan in place makes 
everything so much easier. The first plan 
is to provide excellent care on-site for the 
patient/injured customer until transport-
ed to a facility for care. At this point, the 
second plan is for the communications 
officer for the event to have a plan for the 
family, the media and to update the event 
executive. Each site should have a defibril-
lator on-site. 

How to be in involved?
Be proactive! It’s up to you! Nothing 

is mandated by any agency. Each local 
government area may set priorities and 
goals to make their city age-friendly. 
As a stakeholder, your festival is part 
of that process. Recruit older adults to 
be members of your event team. When 
your festival is invited to participate in 
a community event or be on a planning 
committee, take part. Put yourself out 
there! Be known as the festival that is a 
festival for all ages. You just might be the 
one to start it. 

The planning process first includes 
joining forces with likeminded people 
and groups. Involve older adults. Do an 
assessment of all of the components of 
your festival. Develop a 3-5 year plan for 
your organization. Not everything costs 
money, just a change in the way you do 
things. Implement your plan and then 
monitor the progress. Celebrate your 
progress. Communicate your successes. 
Involve older adults in the process. You 
will make a difference.

Housing:
Home is where the heart is. The state-

ment is cliché, but true. For older adults, as 
with all members of the population, home 
is intended to be a place where we are safe, 
sheltered and comfortable. Some festivals 
involve camping areas for weekend events. 
Consideration should be planned for older 
adults and their families. Grandparents 
may attend with grandkids and others. 
Family camping sites should be designated 
plus accessible ones for those requesting 
that service. Fees for older adults are usu-
ally reduced to attract more customers who 
are on fixed incomes

Respect and Social Inclusion:
Respect and Social Inclusion speaks to 

the way older adults are treated and valued. 
Age-friendly means that an effort was made 
to involve older adults in decision making 
and make decisions with older citizens 
in mind. Involve older adults on your 
planning committee and in your volunteer 
recruitment and service delivery. Our most 
experienced residents must be valued for 
the contribution they make and have made 
both as group with individual needs and as 
part of the larger community who interacts 
with all generations. Training programs can 
be created that talk about customer service 
and the older adult population. They can 
be incorporated into all facets of your festi-
vals training programs. 

Social Participation:
Social participation is an important 

part of total health and wellness, regard-
less of age. An age-friendly community 
engages all of its residents with a variety 
of activities that promote an active, 
healthy lifestyle in a variety of venues that 
are accessible. In order to have successful 
social opportunities, communities must 
also communicate their offerings to the 
public. Many cities make good use of 
modern technology as a way of inform-
ing residents about events and activities. 

Continued on page 54
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Why	Every	Fair	and	Festival
Should	Use	Tokens

Instead	of	Cash	
or	Tickets

By	David	M	Blumenfeld

Just	how	much	do	you	worry	about	
cash	control	and	loss	prevention?	

Leaders	in	every	cash	based	business	
know	that	cash	control	and	accountability	

are	two	gaping	holes	that	need	filling.	
This	article	will	introduce	readers	to	a	

proven	way	to	cut	losses	and	save	on	labor.

What are You Worried About?
Let’s face it, booth workers, whether 

employees, volunteers or family mem-
bers, are mostly honest people. The 
trouble is that when we put uncounted 
cash in their hands, some of it slips 
between their fingers; and not just a small 
amount. I heard a story from a Para-
mount Midway operator whose revenue 
jumped up $2,000 a week after firing one 
dishonest employee. A SeaWorld games 
operator told me they had several em-
ployees quit the week that cash was taken 
out of their hands because they could 
no longer augment their income with an 
extra $20 bill here and there.

Customers and Electronics Do 
Their Part for Retailers

Did you ever wonder why Retailers 
have signs everywhere notifying custom-
ers that if a sales associate doesn’t provide 
a receipt, the product or service is free? 
That’s a form of cash control where cus-
tomers become auditors. Money entering 
a cash register is accounted for. A cash 
register receipt is proof that money went 
into the register, and the customers help 
ensure that it does. 

Notice all the signs Retailers have in-
stalled notifying customers and employ-
ees that they are being videotaped? It puts 
employees on notice that their actions are 
being monitored. It’s another common 
theft deterrent. 

The problem is that what works in 
malls and stores doesn’t work in the Fair 
and Festival industry. We have few fixed 
locations for installing sophisticated 
surveillance equipment and most events 
aren’t open 12 months a year to justify 
installation of POS terminals or even cash 
registers at every sales transaction point. 
There isn’t money and we’re too physically 
spread out. Oh, and most locations don’t 
even have power at all transaction points. 

What Has Been Done to Stop 
the Losses?

The industry workaround has been 
the use of tickets instead of cash as the 
medium of transaction. Tickets are sold 
only at ticket booths, making it easier 
to monitor cash transactions. Plus there 
are fewer cash boxes and money belts in 
use. Security can be better and access to 
the cash is more limited. So what’s the 
problem?

Selling tickets is fine, the problem is 
counting them. Counting by hand is too 
slow. One festival organizer has a staff of 20 
volunteers who take an entire week to hand 
count the weekend’s tickets receipts. Imag-
ine if you told your vendors they’d have to 
leave their tickets with you for a week before 
being paid out. They wouldn’t stand for it. 

Cheating is a Real Problem
For speed (not accuracy), tickets are 

often counted by weight. That seems 
fine; however, vendors have learned that 
damp tickets weigh as much as 50% 
more than dry ones. So some vendors 
cheat and boost their revenues by spilling 
some beer or water on the tickets. If you 
are weigh counting and the tickets are 
50% heavier, then you are paying 50% 
too much to the vendors. To combat wet 
(heavy) tickets, some organizers dry the 
tickets in ovens before weigh counting 
them. That worked until vendors came up 
with a less detectable workaround, they 
use hair spray or put grease on the tickets, 
both of which add weight to the ticket 
and don’t disappear in the oven. 

I’m not saying that all vendors cheat, or 
that tickets aren’t a reasonable solution, 
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it’s just that there’s a better solution for 
cash control for Fairs and Festivals, one 
that’s been in use in lots of other indus-
tries for years. Metal Tokens.

Token Counting is Quick and 
Accurate

We recommend having several high 
speed coin counters in the counting area, 
similar to the ones banks use. They are 
very accurate and extremely fast. $10,000 
worth of tokens can be easily and auto-
matically counted on one machine in just 
10 minutes. At this point, the tokens are 
sealed into plastic bags for the next day. 

Keep Sales Separate from 
Counting

Just like with tickets, financial transac-
tions with tokens should be handled in 2 
distinct operations. The sale of tokens to 
patrons takes place only in a cash booth, 
where tokens and cash are both audited ev-
ery shift to ensure none goes missing. Just 
like major retailers McDonald’s and Kroger, 
tokens and cash drawers are counted before 
a shift starts and then recounted at shift 
change. Any discrepancies are noted imme-
diately and reconciled. If the token booth 
had $10,000 in cash and tokens at the 
beginning of the shift, it must have 10,000 
in cash and bills at the end of the shift. 

The redemption of tokens takes place at 
vendor booths. Patrons only give up their 
value tokens in exchange for goods. The 
transactions are automatically verified. 
At days end, the vendors return the days 
token receipts to a central location where 
they are counted, verified and the vendors 
are paid out. Tokens are then repackaged 
for sale by the cash booth the next day. 

Tokens have Counterfeit 
Resistance.

Let’s face it, tokens are harder to 
counterfeit than paper tickets. They are 
made from hard metal on highly special-
ized minting presses, in fact, the exact 
same machines that make US coins. Each 
Festival’s tokens are customized for easy 
recognition and can be colored for quick 
visual distinction. And where needed, 
tokens can be upgraded with secret marks 
or optical codes for forgery detection. 
In-house artists and engravers handle the 
details for you. Tokens are made in the 
Cincinnati factory of TokensDirect, under 
the same strict supervision as the casino 
tokens we make.

Care about the Planet
Of course, tickets can only be used 

once, so bales of them have to be de-
stroyed and sent to the landfill at the  
end of every event. Metal tokens are 
bought once and last for decades. One 
Event organizer has been using their  
aluminum festival tokens since 1991.  

Because tokens can be recycled frequently, 
you don’t need anywhere near as many 
tokens as tickets. 

Tokens Found to Increase Per 
Cap Spend

Car washes and arcades have been using 
tokens for decades and have learned some-
thing about the buyer’s mentality. For those 
who are on a cash basis, wouldn’t you like 
to know that your customers report that 
once they convert their money into tokens, 
they no longer see what they have as 
money. It’s non-refundable and they tend 
to spend tokens faster than cash. In ICWA’s 
(International Car Wash Association) 2010 
opinion survey, owners reported 22% 
higher per capita sales from tokens vs. cash. 
Once purchased, patrons are more likely 
to be freer wheeling when spending tokens 
than cash. Arcade owners have known this 
for years. When was the last time you went 
to an arcade that used quarters rather than 
tokens? There’s a reason for that.

Tokens Pay for Themselves
Another directly measurable impact of 

the switch to tokens is what we euphemis-
tically call “walk-aways.” Every one of our 
festival customers replenished their token 
inventory annually. You might say that 
they cost money, but so does beer, but no 
one complains when people buy a beer 
and take it home. Why should they com-
plain when they sell tokens and people 
take them home? A profit is a profit.

Many Fairs charge for booth space. 
Smaller events charge a flat rate per foot, 
but the larger fairs also charge a percent-
age of vendor sales. How do they collect 
the fees? Managers said their vendors are 
pretty honest and tell them how much 
they owe. Now I’d like to give people the 
benefit of the doubt, but I’d guess that if 
the IRS accepted taxes based on the honor 
system that our country would go broke. 
The problem is that it’s hard to accurately 
calculate the commission/royalty on cash 
sales without sales receipts. That’s where 
tokens can help. Vendors get their cash 
back when tokens are turned back in. They 
lose money if they under-report sales. Fair 
tokens are counted accurately, right in front 
of the vendor at your central redemption 
location. On the spot, booth fees can be 
deducted before paying the vendor out. The 
system keeps everyone honest.

Token Vending Machines –  
The Ultimate Lock-down
Save	money	and	labor

Still concerned about cash control? Tired 
of digging up honest, dependable volun-
teers to work long shifts at ticket/token 
booths for the entire festival? Consider us-
ing automatic token dispensers. These are 
the same machines seen in arcades, parking 
garages, car washes and laundromats. There 

are tens of thousands of token vending 
machines in use every day. They accept 
bills and even credit cards, and accurately 
dispense tokens. Customer transactions 
are simple and quick. A trusted 2 person 
collection team can pull the cash receipts 
out of a changer and refill it in a matter of 
minutes. Very limited access to the cash! 
Replace ticket booths with token vending 
machines and save on staffing as well.

Budget a Problem?
If you’ve are thinking tokens sound great 

but don’t have the manpower or money to 
take advantage of them, there’s a solution. 
We work with a token processing company 
called Coin of the Realm (COTR) that of-
fers turnkey Event token solutions with no 
out-of pocket expense. COTR will provide 
all the tokens needed, token vending ma-
chines, high speed counters and necessary 
manpower to count and redeem tokens at 
No Charge. That’s right, No Charge. 

The way they cover their costs is 
through the walk-aways, or unredeemed 
tokens the attendees take home as souve-
nirs. That’s typically 1 – 5% of the total 
tokens sold into circulation. You’d be 
proud to have COTR tokens for your Fes-
tival. They design the most attractive to-
kens in the business, knowing that folks 
are more likely to take home attractive 
tokens as souvenirs. Tokens are perfect to 
collect and show off to friends. Coin of 
the Realm reduces staffing requirements, 
insurance liability, lost revenues and does 
it all with no out of pocket costs to you!

Bottom Line
Tokens solve cash control problems 

for Event Managers, they decrease labor 
needs and increase revenues. Contact an 
Industry Supplier and for a customized 
token based business plan.

resources:
Turnkey Event Token service:
Coin of the Realm
783 North Grove Rd. Suite #101B
Richardson, Texas 75081
855-55-REALM (855-557-3256)
www.coinoftherealm.com
eddie@coinoftherealm.com

David	M	Blumenfeld,	is	the	Direc-
tor	of	Product	and	Business	Devel-
opment	at	TokensDirect,	a	division	
of	Osborne	Coinage	Co.,	America’s	
oldest	private	mint.	For	more	informa-
tion,	visit	www.tokensdirect.com.	To	
speak	with	a	sales	specialist,	contact	
TokensDirect	at	877-480-0457,	
or	via	mail	to	TokensDirect,	2851	
Massachusetts	Avenue,	Cincinnati,	
OH	45225,	or	via	e-mail	at	sales@
tokensdirect.com

http://www.coinoftherealm.com
mailto:eddie@coinoftherealm.com
http://www.tokensdirect.com
mailto:sale@tokensdirect.com


40	  IFEA’s	ie:	the	business	of	international	events	 Fall	2012

BY	JENNY	C.	WRIGHT

Process	and
MIND	Mapping

EVENT	MANAGEMENT	TOOLS

Simply																									the	EASIEST	
Organizational	SOFTWARE	Available

EVENT	MANAGEMENT	TOOLSEVENT	MANAGEMENT	TOOLS
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As event directors, we often face com-
plex, stressful and difficult challenges on 
a daily basis as we do our best to move 
forward. Many of these challenges involve 
the coordination of multiple people, the 
expenditure of a great deal of time and 
money, and the completion of several 
tasks in a precise sequence. Often, it is 
expected to happen all at once!

Our detail oriented world needs soft-
ware that should work like a roomful of 
assistants. It should store data, track tasks, 
export information for professional look-
ing reports, and eliminate the need for 
hard to track printouts and bulky binders. 
Becoming popular these days are software 
programs that are a combination of two 
very powerful concepts, Process Mapping 
and Mind Mapping. Mapping provides 
an intuitive and progressive management 
tool for event directors.

Process mapping had its humble 
beginnings in the early 1900’s by Frank 
Gilbreth and then was further devel-
oped at Cornell University in the 1970’s. 
Originally widely used in the engineering 
field to manage projects by experienced 
facilitators, this streamlining tool is now 
used in industries all across the world. 
Process maps are so versatile they can be 
used in every section of life or business. 
A process map visually depicts the series 
of events to build a product or produce 
an outcome. It may include additional 
information such as sequencing, inven-
tory, equipment information and task 
assignment. It is commonly referred to as 
a work breakdown structure. 

Mind mapping was developed even 
earlier in history and was modernized by 
British psychology author Tony Buzan. 
Mind mapping became a useful tool 
amongst the educational world for brain-
storming, creating, organizing ideas, de-

signing outlines, innovative thinking and 
streamlining note taking. Evolving over 
time, mind mappings ‘creative’ compo-
nent combined with the process mapping 
detailed structure has actually become a 
more intuitive way to manage projects.

Ok, so you ask- What is this mapping 
software and how do I apply it to orga-
nizing my event? Simply, a ‘map’ can  
be defined as a structure or a graphical 
flow chart, similar to an organizational 
chart. However, with the advent  
of advanced software programming it  
has become a powerfully creative, visual 
and logical means of ‘mapping’ ideas, 
concepts, assigning tasks and projects 
down to the very last detail all in one 
diagram. It allows you to plan effectively 
without getting overwhelmed and with-
out forgetting something important.  
Just as in every great concept, its power 
lies in its simplicity. 

A good ‘map’ shows the "shape" of the 
subject, the relative importance of indi-
vidual points, and the way in which facts 
relate to one another. This means that 
they're very quick to review, as you can 
often refresh information in your mind 
just by glancing at one- see Diagram 1. 
above. In this way, they can be effective 
mnemonics - remembering the shape and 
structure of a ‘map’ can give you the cues you 
need to remember the information within it. 
As such, they engage much more of your 
brain in the process of assimilating and 
connecting information than convention-
al notes or record keeping does. 

When created using colors and icons, 
a ‘map’ can even resemble a work of art! 
So, what does a map look like? Bet-
ter than explaining, is showing you an 
example.

Above is a map (see Diagram 1) that 
breaks down the important features 

DIAGRAM 1.

necessary in a software program to use for 
event planning. As you can see, there are 
8 essential characteristics or features of 
this map. The following outline is a result 
of exporting this map into MS Word- a 
couple of clicks is all it took.

Main Idea (Central Image) Event Plan-
ning/ Program Features

1. SEE all aspects of a project in one 
place (Main Themes 1-8)

2. EASY to use
3. Import/Export other programs

3.1 MS Word
3.2 MS Excel
3.3 Gnatt Charts
3.4 PowerPoint

4. Attachments, URL links & Photos
5. Price- Free or nonprofit rate
6. Allow tasks, notes, labeling
7. Print and share 

7.1 Public Collaboration 
8. Mobile application available.

The key benefit to using mapping 
software in event planning is its ease of 
use in translating the event into high level 
project schedules. When brainstorming 
the event in mapping software, the event 
director can easily assign budget and task 
schedules that can be quickly exported 
into Microsoft Excel, Microsoft Project 
or into a Gnatt Chart for further report 
planning and analysis. Also being able 
to transfer a ‘map’ into other documents 
such as MSWord, or PowerPoint presenta-
tions without re-entering any data is a 
huge time saver! Sharing your map in an 
online environment is a powerful way to 
collaborate and enhance team work. It 
is also a great way to present ideas and 
concepts to your stake holders. Presented 
in Diagram 2. are four popular software 
programs to explore including: FreeMind, 
XMind, MindManager and MindView.
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DIAGRAM 2. Quick Summary Review 
Process Mapping Programs (Using 4 mapping structures within XMind)
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DIAGRAM 3.DIAGRAM 3.

FreeMind 
www.freemind.sourceforge.net

FreeMind is a great place to start map-
ping – best asset,it is FREE. If you are an 
unsophisticated techie, you will find it 
is simple and easy to use, but if you are 
tech whiz you will enjoy the JAVA based 
implementation. The program accommo-
dates most all the features necessary for 
planning an event. The maps you create 
can be imported into most mapping soft-
ware to be developed further. If report-
ing to key stake holders and producing 
professional documents is important, 
investigate the other upcoming programs. 

PROS
Cost: FREE
iThoughts App for Iphone $7.99

CONS
Great if you like to use JAVA & are  
technically savy
No report exporting features 
Used for mind mapping more than proj-
ect mapping

XMind 
www.xmind.net	

XMind is simple and intuitive to use. 
You can quickly move through your 
entire mind map with only a handful of 
keystrokes or jump over to the outline 
view for even quicker navigation. In ad-
dition to a basic map you can also create 
fishbone, organizational, tree, and logic 
charts. You can export charts as HTML, 
images, or text, and XMind comes with 
a free account on XMind.net which al-
lows you to share your charts online and 
embed them into blogs and web sites. 
There is a professional version of XMind 
which expands on the functionality of the 
base application and allows you to create 
online charts, export into MS Word, Pow-
erPoint, use Gnatt charts and collaborate 
with others. 

PROS
Cost: FREE to use basic mapping features 
XMind Pro
Free 30 day trial

Annual license single user $44  
(nonprofit) to $49
Accommodates all features necessary  
for project mapping
In many languages
iThoughts App for Iphone $7.99

CONS
Export into MS Suite is cumbersome
Does not export into MSExcel

MindManager 
www.mindjet.com

Mindjet MindManager’s interface is very 
polished, and the primary menus are set 
up like the Microsoft Office Ribbon. This 
program is definitely oriented towards cor-
porate environments, including extensive 
integration with the MS Office suite and 
support for linking your mind maps di-
rectly into common database formats like 
MySQL and Access. Finding information 
in large mind maps is easy thanks to topic 
sorting, filtering, and text search tools. 
Online collaboration is available.

http://www.freemind.sourceforge.net
http://www.mindjet.com
http://www.xmind.net
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DIAGRAM 3.DIAGRAM 4.

PROS
Free 30 day trial
Offers most choices ranging in price and 
features 
Annual license single user $79 (nonprof-
it) to $399
Free APP for IPhone/Android

CONS
Not as intuitive as XMind

MindView 4 
www.matchware.com

By far the most effective planning 
software program - You have the most 
powerful features available and a collab-
orative environment, with an impressive 
new online map sharing workspace that 
provides the tools that event managers 
need to get real work done – including 
simultaneous multi-user map editing and 
two-way synchronization of project tasks. 
A very attractive tool for organizations 
with work teams. 

PROS
Free 30 day trial
MOST User friendly with excellent  
export features
3 products that range in price and  
features
iThoughts App for Iphone $7.99

CONS
Annual license single user $379
NO special offerings for non-profits

There are many support sources  
available on the net to help you quickly 
learn and use mapping tools, from tem-
plates already created by other people  
to blogs to share what you create. Two 
great sources are Biggerplate.com and 
Mindmappingsoftwareblog.com. Big-
gerplate has thousands of templates to 
choose from to include the following 
example of an event plan map, shown  
in Diagram 3.

When managing events, no matter 
what size, having an intuitive software 
program that meets all your needs, that 

allows you to be creative and actually 
helps you remember a million details  
as you coordinate your people, your 
budget, assign tasks and turn out profess-
ional reports and presentations for  
your stake holders is guaranteed to  
make you a winner. 

How The Woodlands Waterway 
Arts Festival uses mapping to 
plan their festival.

The Woodlands Waterway Arts Festival, 
considered one of the top fine arts festi-
vals in the United States, entered into its’ 
sixth year with a new director in 2011. 
One of the goals The Woodlands Water-
way Arts Council had was to streamline 
all the festival information into one 
place or program. In researching software 
programs and choosing a mind mapping 
program (XMind Pro) on a trial run, they 
were able to conclude after two years, that 
using a ‘mapping’ method of event man-
agement was efficient, time saving and 
ultimately gave the director more time to 
work with the volunteers and contractors.

Managing the 2011 and 2012 festivals 
with a mind map was exciting, creative 
and effective. The following 2012 map, 
shown in Diagram 4., includes all the 
key topics of the festival in the first layer 
labeled with the responsible parties.

Managing a team of 3 contractors and 
25 volunteers is a daunting and detail ori-
ented process. In expanding the Perform-
ing Arts topic below in Diagram 5., you 
can see the details begin to emerge. Each 
performing arts stage has several sub-top-
ics that are being micromanaged in this 
program to include photos, notes, attach-
ments and summaries for future reference.

An example of translating task informa-
tion and deadlines in a Gnatt chart helped 
prioritize deadlines and action for each 
contractor or volunteer for the Palette 
Café Stage as shown in Diagram 6. Once 
the task was completed, the colorful icons 
disappeared. This is a key component to 
assist in detail management as this helps 
the user know the task is complete. 

Exporting the festival mind map into 
PowerPoint to share with the council 
provided the director a tool to easily 
explain and discuss the festival plans and 
processes. The results were professional 
and impressive as the council was able to 
see the excruciating amount of detail and 
work that goes into planning the festival.

http://www.matchware.com
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DIAGRAM 3.DIAGRAM 5.

Jenny	Wright	has	been	involved	in	
The	Woodlands	Waterway	Arts	Fes-
tival	in	The	Woodlands,	Texas	as	a	
volunteer	for	the	first	5	years	and	Fes-
tival	Director	for	the	past	2	years	and	
is	looking	forward	to	directing	the	
2013	festival	on	April	13,	&	14.	Born	
and	raised	overseas,	with	an	affinity	
for	culture	and	art,	Jenny	is	proud	to	
bring	200	world	class	fine	artists	and	
the	Woodlands	community	together	
to	celebrate	and	experience	art	along	
The	Woodlands	Waterway.	Jenny	can	
be	reached	at	jenny@woodlandsarts-
festival.com

Ultimately, by using mapping to plan 
the festival and to produce efficient record 
keeping, not only was the director effec-
tive managing the details, but this out-
come provided her with more time on her 
hands to spend with the most valuable 
asset any event can have – its volunteers! 

Happy Mapping!

references:

Business Process Mapping: Improving 
Customer Satisfaction, By J. Mike Jacka, 
Paulette J. Keller, 2009
The Mind Map Book, By Tony Buzan, 2000

DIAGRAM 6.

mailto:jenny@woodlandsartsfestival.com
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Ahead of 
CHANGE

or Behind the 
TIMES?

Be a 
 CHIEF CHANGE        
              AGENTBy Charlyne Meinhard

As Chief Executive Officer, you 
are the starter of change—and 
the stopper of change. Nothing 
significant in your organization 
happens that you don’t allow, 
including atrophy. Failure with 
change is easy. Leading change is 
hard. Leading change that works 
is harder still. Smart CEOs, as 
Chief Change Agent, stay ahead 
of change to set the path that 
achieves the intended results.



Be a 
 CHIEF CHANGE        
              AGENT

Since 2009, the U.S. has seen unprec-
edented releases of CEOs who were held 
accountable for failures with change in-
side their organizations—either by omis-
sion or commission. Why does change 
cause so many failures?

Easy Failures with Change 

Easy Failure #1—Bad Decisions. The 
CEO who allows the organization to make 
flawed strategic decisions destines failure 
from the get-go. Too easily, CEOs get side-
tracked by complacency, pet projects, execu-
tive ego, managing for outside opinions, or 
following an unanalyzed industry trend. 

Easy Failure #2—Poor Leadership. If half of 
organizational changes fail due to bad deci-
sions of WHAT to change, then the other half 
of failures are caused by HOW the changes 
were executed. A bad change process or bad 
timing will ruin even good decisions. 

Easy Failure #3—Unclear Results. When 
the CEO hasn’t made clear where the or-
ganization needs to go, any path managers 
and employees choose will get them there. 

Easy Failure #4—Unengaged Workforce. 
Micro-management is the fastest way to 
kill employee engagement. When a CEO 
or top executive over-directs the organiza-
tional change, participation of other levels 
of employees is quickly squashed. 

Easy Failure #5—Invisible CEO. Under-
involvement of the CEO and top leaders 
is equally as damaging as over-involve-
ment. Low CEO commitment or visible 
support throughout the change effort is 
taken as a sure sign that the change is not 
important and no one is watching. 

CEOs who are ahead of change know 
how to avoid these failures. Staying ahead 
of change is the make-or-break skill for 
CEOs in the next decade. Here is a proven 
strategy for top executives to ensure their 
organization gets the desired results from 
their change efforts, while gaining the in-
volvement and commitment of their work-
force talent throughout. Use these five key 
actions to guide your strategy for change:

CEO Change Action #1: Determine the 
strategic change that’s to come—the 
next big thing. 

CEOs ahead of change are pushed by 
urgency while pulled by the future. To 
make the right decisions at the right time, 
decisively, CEOs must consider:
• Information—get the right people in 

the room
• Strategic thinking—focus on the big 

picture at this stage
• Risks and opportunities—noodle mul-

tiple scenarios

• Unfulfilled customer needs—identify 
expressed and potential needs

• Leadership courage—have the hutzpah 
to think differently.

CEO Change Action #2: Ensure excel-
lent execution with the right leaders, 
planning, resources and accountability. 

If choosing the right changes is critical, 
“how we’re going to get there” becomes 
equally important. CEOs who are smart 
about change know the importance of 
PPRA:
• People—change leaders have the right 

competence, connections, and chal-
lenge 

• Planning—change planning builds in 
actions, timing and communication

• Resources—success with the change 
requires adequate funding, technology, 
and staffing

• Accountability—all levels need collabo-
ration, stamina for the change, results.

CEO Change Action #3: Define high 
aspirations—make clear the specific 
targets and desired results.

The CEO ahead of change breaks the 
strategies into understandable challenges, 
then clarifies the targets for results so 
everyone can grasp them. Key success 
indicators for the change will represent a 
balance of targets:
• Financial measures
• Customer satisfaction
• Operational efficiencies
• Employee satisfaction.

CEO Change Action #4: Require an engag-
ing workforce change process—use or hire 
an experienced change agent/strategist.

Top CEOs know that, above all, successful 
organizational change is a people process. 
They know too much is at stake to leave the 
workforce change process to amateurs. The 
many variables involved require a facilita-
tor experienced in workforce change. If you 
have that experience inside, great—assign 
them full-time to lead the change process. If 
you don’t or can’t do that, you need outside 
experience (an independent consultant) to 
lead the workforce process. 

Factors to consider when hiring a 
change consultant to organize and coach 
VPs through the change process are:
• Does your organization have a poor 

track record with communication?
• Is there rivalry in the mid- and senior- 

management level?
• Are you dealing with entrenched mind-

sets and temperamental employees?
• Are there some persistent performance 

problems in the workforce and team-
work inconsistent?

• Are multiple types of change being 
introduced at the same time?

CEO Change Action #5: Stay highly 
engaged—personally and visibly.

“Inspect what you expect” holds true 
here. The CEO’s personal presence alone 
makes the change not only important, 
but mandatory if his/her message is 
consistently delivered at grassroots and 
all levels. 

What can CEOs do to be “highly en-
gaged” to impact successful change? 
• Tell the compelling “change story” at 

every opportunity
• Establish clear executive sponsorship 

(if it’s not You, then Who?)
• Recognize short-term wins and cel-

ebrate successes
• Personally role model desired changes 

and mobilize senior team to do so
• Provide incentives for reaching high 

targets of performance
• Listen to employees in focus groups to 

get their perspective
• Check progress with change leaders 

frequently
• Hold people accountable for results.

CEO—Chief Change Agent 
Truth is, bad leaders have given change 

a bad name in most organizations. Using 
the five actions outlined above, you can 
develop your own strategy for change as the 
Chief Change Agent in your organization. 
You will be able to lead people to reduce 
the chaos, confusion, and cynicism that 
too often accompany, abort, or annihilate 
change. Fulfill your powerful change role: 
jumpstart your organization to success 
rather than doom it to failure. When you 
set in motion a strategy for change that 
accelerates involvement and commitment 
of the workforce, you gain the satisfaction 
of seeing the organization accomplish 
successful results on top of producing de-
lighted customers and motivated employ-
ees. Isn’t that what we’re all here for?

Charlyne	Meinhard	is	a	speaker,	
trainer	and	Chief	Results	Officer	
of	Next	Level	Consulting,	a	con-
sulting	firm	specializing	in	change	
leadership,	talent	development	and	
innovation.	With	more	than	20	years	
of	experience,	Charlyne	inspires	and	
teaches	managers	to	lead	successful	
changes	in	organizations	like	Verizon	
and	SunTrust.	She	is	also	the	author	
of	Change	Agents	to	the	Rescue!	
and	Ahead	of	Change.	To	find	out	
more	about	Charlyne’s	speaking	and	
consulting,	please	visit	www.Next-
LevelForYou.com,	email	Charlyne@
NextLevelForYou.com	or	call	804-
382-5054.

http://www.NextLevelForYou.com
http://www.NextLevelForYou.com
www.nextlevelforyou.com
www.nextlevelforyou.com
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The International Festivals & Events  

Association is pleased to announce the 

induction of one of the festival and event 

industry’s finest professionals into its  

prestigious IFEA Hall of Fame – Johan  

Moerman, Managing Director at Rotterdam  

Festivals in Rotterdam, The Netherlands. 

Known as the association’s most pres-

tigious honor, the IFEA Hall of Fame  

recognizes those outstanding individuals 

who, through their exceptional work and 

achievements, have made a significant 

contribution to the Festivals and Events 

Industry and a profound difference in the 

communities they serve. Induction into 

the Hall of Fame is considered the high-

est of industry honors. Selected from a 

group of his industry-peers, Johan joins 

the prestigious ranks of 52 others induct-

ed into the hall over the past 21 years.

Johan Moerman
rotterdam	Festivals

rotterdam,	The	Netherlands

the honor of a lifetime

2012I F E A

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=118&Itemid=157
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JOHAN MOERMAN, Managing Direc-
tor of Rotterdam Festivals and 2010 
Chairman of the IFEA World Board, has 
contributed to the growth of festivals and 
events on local, national, pan-European, 
and international levels for the past thirty 
years. He is a specialist in concepts that 
optimize the co-operation between cities 
and event producers, maximizing the 
results for both festival organizers and 
city authorities. 

Dutch by birth, Johan entered the 
creative industries in 1982 working for 
the Rotterdam Arts Council, where he 
developed a passion for festivals. With 
a parallel passion for the arts in general 
and a degree in business economics and 
administration, he quickly established 
himself as a valued asset to the arts indus-
try in Rotterdam. In his role as Deputy 
Director of the Rotterdam Arts Council, 
he was responsible for all cultural festi-
vals supported and organized by the Arts 
Council after 1987.

In 1993 Johan developed the Rotter-
dam event support model. He founded 
Rotterdam Festivals, a company that 
became responsible for the events policy 
of the entire city. This non-profit orga-
nization was built around a philosophy 
that brought together city interests; an 
in-depth analysis of potential audiences; 
and initiatives from festival organizers, 
cultural institutions, and artists. Key to 
this strategy was the belief that festivals 
and events can help cities to strengthen 
their brand and image; increase tourism; 
build community pride, and enhance the 
quality of life for those living there.

The Rotterdam model became an 
outstanding success. Within six years, 
the number of festivals doubled, visitors 
tripled, and the amount of national me-
dia attention increased ten times, making 
the Rotterdam model an inspiring and 
much imitated example for other cities in 
The Netherlands and abroad. Rotterdam 
has been recognized on a national level 
as the best event city in The Netherlands; 
praised for its consistent and innovative 
festival policies; and recognized interna-

tionally as an IFEA World Festival and 
Event City.

Under Johan’s direction and vision, 
Rotterdam Festivals today is both an 
incubator and an umbrella agency for the 
city’s 60 major festivals and events. Inter-
nationally, cities such as Shanghai, China; 
St. Petersburg, Russia; and Baltimore, 
Maryland, in the United States, among 
others, are now “twin” or “sister” cities of 
Rotterdam, and cultural exchanges span 
the globe. Rotterdam’s festivals range 
from a tropical Caribbean Mardi Gras-
style summer carnival to a large world 
music and poetry festival; from one of the 
most respected international film festivals 
for independent filmmakers in the world 
to an annual festival for contemporary 
Turkish art.

In 2000, Rotterdam Festivals was 
given responsibility for the collaborative 
marketing of the total cultural sector in 
Rotterdam. Embracing this new direc-
tion, Johan wisely began by placing the 
visitors’ experience and visitor research 
at the heart of the company’s decisions. 
Rotterdam Festivals introduced the Mo-
saic Segmentation Model in the cultural 
sector in The Netherlands and enriched 
it by using information about visitors’ 
behavior at festivals.

More than any other city in The Neth-
erlands, Rotterdam collects extensive data 
about background, behavior, wishes, and 
thresholds of potential audiences, and 
uses that data to design and build success-
ful festivals. The city hosts over 60 festivals 
per year. These festivals are built around 
several themes that are important to the 
city, including ethnic diversity (the city 
is home to 168 different ethnic groups), 
as well as modern architecture, the port, 
and international arts. Today more than 
two-thirds of the population of Rotterdam 
participates in city festivals, with an aver-
age of three festival-visits per year.

Johan Moerman is an enthusiastic 
promoter of networking and sharing 
information between festivals, both na-
tionally and internationally; an enthusi-
asm gained from working in almost forty 

countries, as varied as Azerbaijan, Poland, 
and Korea. He first became a member of 
IFEA in 1992, serving on the host com-
mittee for the 1992 IFEA World Conven-
tion held in Rotterdam, and becoming a 
founding member of IFEA Europe, IFEA’s 
first international affiliate outside of 
North America. IFEA Europe marks their 
20 year anniversary in 2012.

Johan is also one of the founders of the 
Audiences Europe Network that brings 
together senior specialists in audience 
development in the cultural sector. Rot-
terdam Festivals hosted the Audiences 
Europe Network conference in May of 
this year. 

In an era often punctuated by flam-
boyant, iconic leadership styles, Johan 
Moerman stands apart as an individual 
cloaked in admirable modesty. “Seen 
from the moon,” says Johan, “we’re all 
equal. And in the end, success in most 
endeavors comes through a team and not 
from one person.”

Johan Moerman sees cultural differ-
ences as one of the greatest sources for in-
spiration and professional development 
in the festivals and events industry. He 
has always believed in IFEA as the world’s 
premier professional event network and 
actively promoted IFEA’s global develop-
ment during the ten years he served on 
the IFEA World Board. 

Johan was fittingly elected to serve as 
IFEA’s first-ever Chair from outside North 
America in the organization’s then 55-year 
history. With a true interest in both the 
commonalities and diversity of people, 
countries, and cultures, Johan helped to 
nurture a truly international community 
within IFEA and their global affiliates.

Believing passionately in the impor-
tance that festivals and events play in 
bonding the world closer together, he 
continues to serve as a Co-Chair of the 
IFEA World Global Development Com-
mittee; a member of the IFEA Global 
Roundtable Council; and as one of our 
industry’s most respected voices. 

Please help us congratulate our 2012 IFEA 
Hall of Fame Inductee, Johan Moerman.

Johan will be honored at the IFEA’s 57th Annual 

Convention & Expo, in Denver, Colorado, U.S.A., where 

he will be presented with his award during the IFEA 

Hall of Fame Awards Luncheon on Friday, September 

21, 2012. Please join us in Denver to help Johan cel-

ebrate this honor of a lifetime.

the honor of a lifetime

2012I F E A
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The IFEA and Zambelli Fireworks are pleased to announce 
Charlie Clint from the Portland Rose Festival in Portland, 
Oregon, as the recipient of the 2012 IFEA/Zambelli 
Fireworks Volunteer of the Year Award.

As this year’s winner, Charlie Clint will be the guest of the 
IFEA and Zambelli Fireworks at the IFEA’s 57th Annual 
Convention & Expo, September 21-23, 2012 in Denver, 
Colorado. She will be recognized and presented with her 
award during the IFEA Hall of Fame Luncheon on Friday, 
September 21, 2012.

Please join us in Denver to help Charlie celebrate this 
great award.

Charlie M. Clint
Nominated	by	the		
Portland	rose	Festival	
Portland,	Oregon

Charlie Clint has been a Portland 
Rose Festival volunteer since the 
early 1980’s. Over the years, she has 
not only played a vital role in the 
Rose Festival’s Grand Floral Parade, 
assisting the parade manager relent-
lessly move entries to the start of the 
parade, but during the Rose Festival’s 
Centennial Celebration in 2007, 
Charlie took on several significant 
tasks, including creating and man-
aging the Rose Festival's story blog 
through which, Charlie became the 
unofficial official photographer, 
capturing images that would later 
be used on a far larger project she 
would take on post-Centennial.

After the Rose Festival's Centen-
nial, the staff size was significantly 

reduced, including the person who 
managed the festival's website and 
information technology. The Rose 
Festival was entering challenging 
financial times, and CEO Jeff Cur-
tis asked Charlie if she would step 
up and take over this role as a full 
time volunteer. Charlie agreed, and 
although she had some experience 
working with small websites, she had 
never approached a site the size and 
scope of the festival's. 

Over the course of the next three 
years, Charlie was left to work out 
the hosting and content management 
on her own. She swapped out all the 
code, re-did all the banners, replaced 
all the photos and redesigned the 
navigation. She came up with a me-
ticulous system for managing web-
site updates and changes via email 
(which number in the hundreds 
weekly from January through June), 
and she added Google translate to 

every page, along with Facebook  
and Twitter add-to-share links. 

The result of Charlie’s work has 
transformed the Rose Festival's 
information technology and elec-
tronic footprint. She has managed to 
make the festival independent of web 
companies and reduce its use of ex-
pensive IT consultants. She has saved 
significant dollars, while improving 
the working conditions of the staff 
and the features of the Rose Festival's 
website and social media. A conser-
vative estimate of the money—hard 
dollars—Charlie has saved the festi-
val on website and IT management  
is $150,000. 

Charlie is a known quantity at the  
Rose Festival, at the office, among the 
board members and among the ancil-
lary organizations that work with the 
festival. Her voice is the one heard 
reminding people during any major 
event that it's "all about the photo," 

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=118&Itemid=157
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as she snaps some of the festival's 
most important shots herself. 

Charlie is a passionate and power-
ful member of one of the festival's 
most important teams, its Communi-
cations Team.

"I don't know where we'd be right 
now without Charlie's enthusiasm 
and energy," says Jeff Curtis, Rose Fes-
tival's CEO. "She has never refused a 
request or failed to rise to a challenge. 
She's a key member of our team."

Charlie puts Rose Festival first. She 
treats it as both a vocation and an 
avocation, with more dedication than 
an average staff member or board 
member. Charlie is always ready to 
deliver for the Rose Festival. And her 
most important tool is not her exper-
tise; it's her willingness to try, and try 
again. On the rare occasions she says 
"No! It can't be done," she always re-
considers, finding a way to fix, create, 
manipulate or invent. 

But despite the incredible tangible 
effect Charlie's volunteerism has had 
on the Rose Festival, it's the intan-
gible that would be most difficult to 
replace. You can buy a new computer. 
You can pay a company to design 
your website. You might even be able 
to find somebody else to stand at the 
head of the Grand Floral Parade line 
of march and get everything in order 
... But you can't replace the spirit and 
the soul of the true volunteer, the one 
who treats a volunteer job like one 
that pays a million dollars.

"It's plain and simple," says Sue 
Bunday, Rose Festival President. 
"Charlie exemplifies the heart of  
this festival."

IFEA / Zambelli Fireworks 
Volunteer of the Year
2001

John Johnson
Nominated	by		

SunFest
Palm	Beach	County,	Florida

2002
John Altadonna

Nominated	by	the		
Autumn	Leaf	Festival	
Clarion,	Pennsylvania

2003
Tad Fraizer
Nominated	by		

Updowntowners
Lincoln,	Nebraska

2004
Ray Griffin
Nominated	by		

Cityfolk
Dayton,	Ohio

2005
Lisa Collins
Nominated	by		

Memphis	in	May	International	Festival
Memphis,	Tennessee

2006
Doreen Ravenscroft

Nominated	by		
Waco	Cultural	Arts	Fest

Waco,	Texas

2007
Dave Carter

Nominated	by		
Wichita	Festivals,	Inc.

Wichita,	Kansas

2008
Randy Hawthorne

Nominated	by		
Updowntowners,	Inc.	

Lincoln,	Nebraska

2009
Gayl Doster

Nominated	by		
Music	for	All

Indianapolis,	Indiana

2010
Mary Jo Sartain

Nominated	by		
Tulsa	International	Mayfest

Tulsa,	Oklahoma

2011
Alex Freeman

Nominated	by	the		
Kentucky	Derby	Festival	

Louisville,	KY
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THE BOARD TABLE

In the spirit of David Letterman, let 
me share my Top Ten tips for getting the 
most out of the upcoming IFEA conven-
tion in Denver, Colorado this Septem-
ber 21-23, 2012.

#10	Don’t	Spend	All	Your	Time	
with	People	You	Know	

While I love attending IFEA each year 
to get to reconnect with great friends 
and peers, there are always a bunch of 
new people to meet from around the 
corner or across the globe. You’ll dis-
cover the connections you make at IFEA 
will become an essential part of your 
professional network.

#9	Practice	Intellectual		
Larceny

As the old joke goes – If you steal 
one idea, it is theft…If you steal two 
or more, it is market research. IFEA is a 
treasure trove of great ideas, pertinent 
examples, useful templates, stories 
of success and even some spectacular 
failures. You will find an idea-rich col-
lection of festival and event profession-
als who are more than willing to share 
what they know. Take advantage of it!

#8	Bring	Your	Shopping		
List

What do you buy for the event that 
has everything? You’ll find a robust mar-
ketplace of products and services that 
specialize in our crazy industry from 
portable restrooms to fireworks, radios 
to entertainment, parade balloons to 
liability insurance: and everything in 
between. And, IFEA Vendors are profes-
sionals who really “get” our business.

#7	Decide	In	Advance	What	
Dream	Vacation	You	Would	

											Like	to	Take
Each year, the members of IFEA 

donate auction items providing remark-
able VIP access trips to such iconic 
events as the Macy*s Thanksgiving Day 
Parade; the Pasadena Tournament of 
Roses Parade and Rose Bowl Game; 
the Kentucky Derby Festival and the 
Indianapolis 500. In past years, the IFEA 
Foundation Night Auction has included 
condos in Hawaii and Mexico, catama-
ran sailboat trips in the Caribbean and 
cabins in the Puget Sound. Talk it over 
with your spouse, friends or co-workers 
in advance and let the bidding begin.

#6	Seek	Out	Industry	Giants	and	
Buy	Them	a	Drink

At no place on earth, and at no other 
time during the year, can you find more 
of the ‘Who’s Who’ of the festivals and 
events industry all together, including 
some of the titans of our profession. 
People like Jean McFaddin, former Pro-
ducer of the Macy*s Thanksgiving Day 
Parade for 25 years; Bill Flinn, Executive 
Director of the Pasadena Tournament of 
Roses; William O’Toole, author, educa-
tor and perhaps the world’s leading 
information repository for international 
events; Johan Moerman, Managing 
Director of Rotterdam Festivals in The 
Netherlands; and many, many more. 
They will all welcome your questions.

#5	Discover	What	Makes	an	
Award-Winning	Festival

The IFEA/Haas & Wilkerson Pinnacle 
Awards recognize the best work being 
done in the festivals and events industry 
during the past year. Not only can 
you experience the awards as they are 
announced, but the following day you 
can take your time to carefully review 
each and every award-winning entry. It 
is a veritable incubator of ideas to take 
home to apply to your next event.

#4	Take	Some	Time	to	Explore	
Denver	and	Colorado.

Colorado is a wonderful place to visit 
in September. The aspens are turning a 
shimmery gold. The days are sunny and 
the nights are crisp. There are hundreds 
of cultural options in Denver and the 
Rocky Mountains are bursting with 
color and bugling elk.

#3	Plan	Your	Schedule	and	Block	
Out	The	Seminars	and	Present-	

											ations	You	Want	To	Attend
Check out the IFEA’s SCHED* online 

conference schedule in advance and plan 
your days ahead of time. If you are com-
ing with others from your organization, 
divide and conquer, splitting up for dif-
ferent presentations. You’ll find great top-
ics on every aspect of festival and event 
planning and management. And don’t 
miss attending an Affinity Group…it’s 
like a support group for those who do the 
same thing that you do, day after day.

#2	 	
Take	Notes

Your brain will run out of disc space. 
There are just too many tips, ideas and 
examples to remember everything. Many 
presenters provide their outline or Pow-
erPoint, but be ready to take notes. I like 
to keep a page in the back of my portfolio 
for random “IDEAS.” If I hear something 
in a conversation or a presentation stimu-
lates an idea, I keep those on a separate 
page so they don’t get lost in my notes.

#1	dfest®/Dixie	Flag	Event	Services	
Team	hospitality	Suite!

People, Laugher, Libations, Extreme 
Networking…nuff said!

We look forward to seeing you in 
Denver!

BRUCE ERLEY, CFEE, APR
2012 IFEA Board Chair 

President/CEO – Creative Strategies Group
Broomfield, CO, U.S.A.

Top	Ten	List	to	Maximize	the	
2012	IFEA	Convention



A Comprehensive Training 
and Educational Experience for 
the Event Industry Professional

January 20-24, 2013
National Training Center @ Oglebay Resort

Wheeling, West Virginia

Presented in New Partnership by

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

www.nrpa.org
www.ifea.com
www.nrpa.org
www.ifea.com
www.oglebay-resort.com/schools
www.oglebay-resort.com/schools


I continue to be inspired by the power of the special event 
industry. There can be no bigger and better example than the 
recent Summer Olympic Games in London. The world was 
captivated by the human sprit, triumph and achievement 
for 16 exciting days. As a special event leader, I was awed by 
the size, complexity and organization it takes to produce the 
world's largest special event. 

Whether you are involved in producing events as large as 
the Olympic Games or as small as a neighborhood block 
party, the common ingredient is people. People make the 
difference! As a member of IFEA, I have connected with 
great people from all over the globe. We share ideas, strate-
gies, and solve common event problems together. This is so 

Dear IFEA Friends

important to our industry's future. I call it the power of con-
nectivity! IFEA is an organization that fosters this connec-
tion concept. The IFEA creates a platform for people from 
all events, from every corner of the globe to come together 
as one consolidated industry. The result is an event industry 
that continues to flourish. At the same time it's an industry 
that solves each other's problems with creative solutions that 
can be adapted to almost any event in any city.

The IFEA Foundation is an organization committed to 
the advancement of the IFEA. The Foundation raises money 
and connects people dedicated to the advancement of our 
industry. This year, we awarded eleven (11) scholarships 
to event professionals so they could expand their industry 
knowledge by attending the IFEA Convention. This rela-
tively simply, but powerful program connects people with a 
passion for special events with an organization that has the 
power to expand their skills and event expertise. Please join 
me in congratulating our scholarship recipients. In addition, 
I encourage you to give a little more to the IFEA by making a 
contribution to the IFEA Fund for the Future campaign or re-
cruiting at least 3 new members to join forces with the IFEA 
as a new member. Both elements are necessary to our efforts 
to further connect great people with a powerful industry!

Thanks for your commitment to the IFEA and the IFEA 
Foundation. You're making a difference!

JEFF CURTIS
2012 IFEA Foundation Board Chair

CEO, Portland Rose Festival Foundation
Portland, Oregon

Email: JeffC@rosefestival.org 

FOUNDATION
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Celia Southward, M.A. M.Ed., O.M.C., is the President and CEO of the Windsor Classic Indoor Games held annually 
in Windsor, Ontario, Canada. She has enjoyed a prosperous and challenging career for over 36 years in planning events 
in Sports, Tourism and many Conferences. As well, she is the founder of the Ontario Senior Games, now Ontario 55+ 
Games in the Province of Ontario. Her career has been centred on issues relating to disability issues and older adults.

Summary
Stress the fact that the time is now to prepare for the 

emerging trends and services that older adults will demand 
on all systems serving the population. They will be influ-
encing this development and the shape of things to come. 
Using the lens of older adults think about how services will 
be changed or influenced relative to the providers of service. 
Staff training, referrals to equipment, facilities, volunteers, 
ticket fees and user groups – how will these change? The 
challenge to the festival industry is - get on board or be left 
behind. How does what we do influence decision makers 
and agency partners in the community and how we collec-
tively provide service and support our aging population. We 
are truly creating Cities for All Ages!

Is Your Festival Age-Friendly? continued from page 37

URLs in this Article:
Age-Friendly Cities Checklist:  
www.who.int/ageing/publications/Age_friendly_cit-
ies_checklist.pdf 

WHO Global Network of Age- 
friendly Cities and Communities:  
www.who.int/ageing/age_friendly_cities_network/en/
index.html 

PHAC Age-friendly Communities Initiative:  
www.phac-aspc.gc.ca/sh-sa/ifa-fiv/2008/initiative-eng.php

1.

2.

3.

http://www.phac-aspc.gc.ca/sh-sa/ifa-fiv/2008/initiative-eng.php
mailto:JeffC@rosefestival.org
http://www.who.int/ageing/publications/Age_friendly_cities_checklist.pdf
http://www.who.int/ageing/age_friendly_cities_network/en/index.html
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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.

mailto:Schmader@ifea.com
http://www.ifea.com
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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.

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; Address: 418 South Barton Street, Grapevine TX 76051;  
Phone: 817-552-9200; Fax: 817-552-9204; Email: brooks@kenran.com; 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 inter-
national firework displays. Spectacular 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.

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.

KALIFF INSURANCE - Founded in 1917, Kaliff Insurance provides specialty insurance for festivals, fairs, parades, rodeos, carnivals and more. We insure the serious side 
of fun! Contact: Bruce Smiley-Kaliff; Address: 1250 NE Loop 410 Ste 920, San Antonio TX 78209; Phone: 210-829-7634 Fa:x 210-829-7636; Email: bas@kaliff.com; 
Website: www.kaliff.com

K & K INSURANCE – Serving more than 350,000 events, offering liability, property, and other specialty insurance coverages including parade, fireworks, umbrella, 
volunteer accident, and Directors and Officers liability. Address: PO Box 2338, Fort Wayne, IN 46801-2338; Call: 1-866-554-4636; Website: KandKinsurance.com.

INTERNET
POINTSMAP® - PointsMap® is a program that allows you to create a personalized Google® map or custom map for your viewers. Your map is accessible to anyone 
with an Internet connection - even on a Mobile Phone or iPad®! Beyond finding a specific point, PointsMap® specializes in providing detailed information, directions, 
videos, pictures and even the ability to "Go Inside!" Address: 1100 Riverfront Pkwy, Chattanooga, TN 37402-2171; Phone: 423-267-7680; Website: www.pointsmap.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.

TICKETFLY - Ticketfly is an end-to-end, cloud-based social ticketing platform for professional event promoters and venues. The Ticketfly platform provides integrated 
ticketing, website, social marketing and analytics tools that save time, save money and sell more tickets. Address: 75 Federal St, San Francisco, CA 94107;  
Phone: 415-974-1500; Website: www.ticketfly.com 

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

RENTAL
ATOMIC RENTAL - You have a vision. Your client has a need. Tell us more. Our resources are your resources. What can we build for you? Scenic, Soft Goods, Lighting, 
Rental. Address: 10 Wynfield Drive, Lititz, PA, 17543; Phone: 717-626-8301; Fax: 717-627-7736; Email: scenicsales@atomicdesign.tv, softgoodssales@atomicdesign.tv, 
info@atomiclighting.tv, rentalsales@atomicrental.tv; Website: http://atomicdesign.tv

WEATHER MONITORING
EVENT WEATHERPLAN INC. - A fully-integrated, customized weather forecasting, 24/7 surveillance & alert service with embedded action protocols designed specifically 
for the special event industry. Contact: Manuel Patry; Address: 214, St-Joseph Boulv, Gatineau, Quebec J8Y 3X4 Canada; Phone: 855-566-7526; Fax: 819-771-4387; 
Email: manuel@eventweatherplan.com; Website: www.eventweatherplan.com

MARKETPLACE

mailto:pete@dixieflag.com
http://www.dixieflag.com
mailto:brooks@kenran.com
http://www.kenran.com
mailto:jshanklin@festmedia.com
mailto:zambelli@zambellifireworks.com
http://www.zambellifireworks.com
mailto:carol.porter@hwins.com
http://www.hwins.com
mailto:bas@kaliff.com
http://www.kaliff.com
http://www.pointsmap.com
mailto:info@edgeworksgroup.com
http://www.edgeworksgroup.com
http://www.ticketfly.com
mailto:portsan@aol.com
http://www.psai.org
mailto:scenicsales@atomicdesign.tv
mailto:softgoodssales@atomicdesign.tv
mailto:info@atomiclighting.tv
mailto:rentalsales@atomicrental.tv
http://atomicdesign.tv
mailto:manuel@eventweatherplan.com
http://www.eventweatherplan.com
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Meizhou Island of Putian City, Fujian Province, China continued from page 29

In the Board Room continued from page 19

ing with their counterparts from Hong Kong, Macau and 
Taiwan in symposiums themed “Mazu Culture and Across-
Strait Tourism.” Many tourism operators attend the event 
too, organizing themed tours named “A Hundred Groups 
with Ten Thousand Travelers Visiting Meizhou Island.” Lo-
cated on Meizhou Island, the festival has a profound energy 
domestically and internationally and has become a profes-
sional festival combining cultural and tourism components. 
It helps connect Mazu cultural and tourism resources in the 
greater area of Putian City and facilitates integrated develop-
ment of the whole tourism industry with a complete service 
pack of catering, accommodation, transportation, entertain-
ment, shopping etc. While hospitality business flourishes, 
the quality of service standard is enhanced automatically. 
The concept of one “Mazu Cultural Tourism Circle” is be-
ing formed. Currently, there are over 10,000 practitioners 
involved in the tourism service alone on Meizhou Island.

Meanwhile, the festival sees an increasing popularity and 
degree of satisfaction from visitors with tourism on the rise. 
The festival is now known both at home and abroad. With 
considerable planning and preparation from the Municipal-
ity of Putian City, the Management Committee of Meizhou 
Island National Resort, as well as solid support from all 
relevant social parties, each festival throughout the years has 
proven to be a success and has been acknowledged by all 
sides. As a prominent tourism festival, it was crowned with 
the annual “China Festival & Event – Cultural Exchange 
Award,” at the 3rd “China Festival & Event Award” Compe-
tition in 2011. Additionally, Meizhou Island of Putian City 
was the recipient of the 2011 IFEA World Festival & Event 
City Award, sponsored by Visa.

4Only create committees that have a real governance 
purpose. In the past, there was a philosophy that com-

mittees should be created so everyone on the board can have 
committee assignments and feel useful. That is an interest-
ing thought. However, on the other side of the coin, I have 
heard far more directors complain about being overworked 
than underappreciated. Be sure to consider board member 
workload when creating committees.

5Make sure each committee has a board-defined charter 
with specific responsibilities. In addition, the charter 

should delineate which, if any, matters the committee is 
empowered to act on for the board. 

6Don’t establish committees to oversee or assist with staff 
functions. This invariably results in micro-management 

and all sorts of other management issues. Keep board com-
mittees doing board-level work.

7Make sure the committee chair is strong. Over the years I 
have seen the same committee flourish and then flounder 

as strong chairs were replaced by weaker chairs. For this rea-
son, I do not recommend an automatic rotation system for 
committee chairs that allows individuals to assume certain 
responsibilities simply by virtue of their tenure on the board. 
Committee chairs should be selected based on their organi-
zational and human relations skills. Their job is to make the 
committee work right and not everyone is equipped to do 
this well.

8Each committee should establish an annual work plan 
and then work through that plan over the course of the 

year. It is often helpful if these work plans for the year are 
shared with other committees and the full board during a re-
treat or other kick-off event for the board. In this way the full 
board has an appreciation for what is going to be examined 
and considered by the committees in upcoming months. 

9Have committee chairs prepare periodic reports for 
the full board to report on progress for the year. I do 

not recommend taking up precious board meeting time 
to cover these. Rather they should be attached to the 
agenda as a consent agenda item unless specific questions 
are raised on the report by other board members.

10The best product that a committee can prepare 
for the full board is a well-researched set of policy 

options and implications which address a particular is-
sue. This work should then serve as the basis for a fully 
informed board debate and decision. In this regard, good 
committee work can be thought of as “pre-board” work.

11Each committee should conduct an annual evalua-
tion of its work for the year and include accomplish-

ments as well as work left undone. The report should also 
address whether any changes are needed to the charter. It 
might even address whether the committee need to con-
tinue to operate. In the literature, there is discussion that 
many boards are approaching the subject of committees 
on a zero-based basis. That is, no committee has a con-
tinuing role unless it proves itself needed and productive.

Remember, board committees can be either a boon or 
bane to your organization depending on a variety of factors. 
Hopefully the above ideas will help your committees add 
productively to the work of your board.

Notes:
1. “BoardSource Nonprofit Governance Index 2010,” 

BoardSource, 2010. Available at www. boardsource.org.
2. Dambach, Charles F., Melissa Davis, and Robert L. 

Gale, Structures and Practices of Nonprofit Boards. 
BoardSource, Washington DC, 2009.

Recently retired as the CEO of the Pasadena Tournament of 
Roses, Mitch Dorger brings to his new consulting practice more 
than 40 years of work experience including 20 years as a chief 
executive officer. His experience as a CEO was consistently 
characterized by successful performance improvement programs 
and high employee morale and achievement. He believes the 
fundamental goal of leadership is to inspire teamwork and the 
spirit of continuous improvement. He has recent expertise in the 
world of non-profit organizations and is well versed in corporate 
governance, volunteer management, financial planning and man-
agement, 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 festival and event association conventions. 
 
Mitch Dorger, Principal 
Dorger Executive Consulting 
Pasadena, California.  
mitch@dorger.com  



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

International Festivals & Events Association

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

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

Today’s IFEA… 
Professional Preparation for Tomorrow.

www.ifea.com


CREATE
YOUR 
POINT!

www.dixieflag.com
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Independent agent representing ACE Group Programs Division.  
Most insurance products are underwritten by insurers within 
the ACE American Insurance Company (Philadelphia, PA).

hwins.com

Take a proactive approach instead. Our event experts can help identify your risks 

and provide creative solutions that protect your organization from accidents. 

For a comprehensive review of your coverage and exposure, call 1-800-821-7703.

Don’t let an accident ruin your day.
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