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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 devic-
es are free to you and your vendors.

Reduce risk. FTS monitors sales every  
5 minutes by transaction device; “auto-Mag-
ically” 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

http://www.festbiz.com
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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On the Cover: “Pure Brass Band Music” is a project 
of the socio cultural centre Bij’ De Wieze Gasten (At 
the Filthy Guests) in the Belgian town of Gent. Their 
music comes from all directions, corners and cracks. 
The group consists ofdancers, jugglers, acrobats and 
clowns, who all perform simultaneously.
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PRESIDENT’S LETTER

Life’s Moments

•	 We	make	decisions	of	‘great	moment’.
•	 And	sometimes	we	are	fortunate	
enough	to	get	our	‘moment	in	the	sun’.

By	definition	a	‘moment’	is	“an	im-
portant	or	significant	time	or	occasion;	
a	brief	period	of	excellence	or	interest”;	
and	that	is	where	our	industry	comes	
in,	because	we	all	know	that	in	a	‘mo-
ment’	anything	is	possible.	All	of	you,	
and	your	peers	around	the	world,	every	
day,	are	responsible	for	moments	of	
every	imaginable	scale	and	magnitude;	
usually	highly	positive.	You	create,	
inspire,	set	the	stage	for,	build	upon,	
make	possible	and	share:
•	 Olympic	moments
•	 Global	moments
•	 Magical	moments
•	 Disney	moments
•	 Life-changing	moments
•	 ‘Kodak	moments’	(remember	
those?)
•	 Family	moments
•	 Festive	moments
•	 Moments	of	celebration
•	 Moments	of	community	bonding
•	 That	‘one	special	moment’
•	 That	‘one	moment	in	time’
•	 And	best	of	all,	we	get	to	create		
‘unforgettable	moments’	(until	the	
moment	that	we	top	ourselves	again)

But	to	do	that,	we	have	to	clearly	
recognize	what	we	do	and	commit	our-
selves	to	the	levels	of	quality,	creativity,	

While	talking	with	Eric	Fournier,	
Executive	Producer	for	the	‘Moment	
Factory’	about	some	of	their	projects	
and	events	-	most	of	you	probably	saw	
their	Super	Bowl	XLVI	halftime	show	
with	Madonna	in	February	of	this	year,	
but	you	may	not	have	experienced	or	be	
aware	of	their	many	other	amazing	proj-
ects	and	events	–	large	and	small,	such	
as	the	interactive	musical	wall	that	they	
created	for	Ste-Justine	Children’s	Hospi-
tal	in	Montreal	–	I	was	reminded	of	all	
the	moments	that	surround	us	every	day	
–	some	passing	without	recognition;	
others	touching	our	lives	forever.	And	I	
was	reminded	of	the	unique	responsi-
bility	and	opportunities	that	we,	in	our	
industry,	have	all	been	given	to	create	
those	moments	for	families,	friends,	
individuals	and	the	communities	that	
we	serve.	But	to	do	that	well,	we	must	
first	recognize	and	appreciate	just	what	
we	are	talking	about	impacting.	
In	the	tradition	of	the	memorable	
George	Carlin,	let’s	‘take	a	moment’	to	
realize	just	what	an	important	role	mo-
ments	play	in	the	world	around	us:
•	 Whatever	it	may	be,	we’ll	do	that	task	
‘when	we	get	a	moment’.
•	 We	‘just	need	a	moment	to	our-
selves’;	preferably	‘a	quiet	moment’;	
a	‘moment	of	privacy’;	even	though	
we	know	that	moments	with	others	
can	often	become	our	most	‘treasured	
moments’;	‘golden	moments’;	possi-
bly	‘everlasting	moments’.

•	 In	the	course	of	our	day	we	may	expe-
rience	‘funny	moments’;	‘embarrassing	
moments’;	‘scary	moments’;	‘amazing	
moments’;	‘difficult	moments’;	‘surprising	
moments’;	and	even	‘Oprah	moments’.
•	 We	have	our	‘moments	of	introspec-
tion’;	‘moments	of	decision’;	‘moments	
of	obligation’;	‘moments	of	truth’;	and	
‘moments	of	pride’.
•	 We	can	‘take	a	moment	to	remember’,	
if	we	are	not	‘busy	at	the	moment’;	but	
not	to	worry	if	we	are,	because	we’ll	‘be	
back	in	just	a	moment’.
•	 We	have	‘senior	moments’;	‘aha	mo-
ments’;	‘romantic	moments’;	‘defin-
ing	moments’;	‘religious	moments’;	
‘eye-opening	moments’;	‘tender	mo-
ments’;	‘moments	of	reason’;	‘moments	
of	clarity’;	and	‘oh,	crap,	moments’.
•	 So	as	not	to	risk	losing	it,	we	often	try	
to	‘capture	the	moment’.
•	 We	ask	if	people	can’t	‘give	me	just	a	
moment’.
•	 We	remember	‘the	moment	I	first	saw	
her/him’.
•	 We	reflect	upon	‘iconic	moments’,	
‘tragic	moments’,	and	‘great	moments	
in	history’.	
•	 We	tell	others	that	“it	wasn’t	all	that	
great,	but	it	had	its	moments”.
•	 And	most	of	us	have	‘moments	we’d	
like	to	forget’.
•	 We	sometimes	get	around	to	things	at	
‘the	last	moment’.
•	 We	share	what	happened	‘at	that		
moment’.

I was pleased following our 57th Annual IFEA Convention & Expo in 
Denver, Colorado, to have a number of people request that I share my 
opening comments. The following (sans accompanying power-point 
show) is an edited version of those comments. I wish everyone a Hap-
py Holiday Season and a Happy New Year full of many special and 
memorable moments.
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and	dedication	that	it	takes	to	produce	
those	special	end	products;	those	spe-
cial	moments.
We	must	identify	those	partners	who	
care	as	much	about	creating	those	mo-
ments	as	we	do	and	encourage	them	
to	join	us	in	building	our	visions:	city	
officials,	sponsors,	volunteers,	media,	
suppliers,	and	tourism	organizations.
Muhtar	Kent,	the	CEO	of	Coca-Co-
la,	in	an	interview	with	CNN	last	July	
was	asked	why	his	company	sponsors	
the	Olympics	and	how	they	quantify	
the	return	on	their	investment.	His	
response	stood	out	to	me	and	I	hope	to	
others	as	well,	when	he	replied,	and	I	
paraphrase:
“I	couldn’t	see	a	better	fusion	of	our	
ideals,	values	and	the	opportunity	to	
bring	communities	from	all	around	
the	world	together;	that’s	very	much	in	
line	with	our	own	values,	beliefs	and	
heritage.	With	regard	to	return,	we	can	
count	many	things	–	media	mentions,	
web	hits,	sales,	relationships	–	but	I	
think	it	is	wrong	to	quantify	everything	
in	the	world	of	marketing,	in	the	world	
of	branding.	We	must	ensure	that	we	
still	create	positive	moments	and	emo-
tions	with	consumers.”	
Find	those	sponsors	and	protect	
those	relationships.
At	a	time,	worldwide,	when	cities	
are	struggling	and	decisions	are	being	
made	to	cut	budgets	at	every	level,	
there	are	cities	who	recognize	the	pow-
erful	role	that	events	play	in	protecting	
and	supporting	the	quality	of	life	in	
their	communities	and	who,	instead	
of	pulling	back,	are	actively	revisiting	
and	strengthening	their	partnerships	
with	those	in	our	industry,	assuring	
that	those	critically	important	com-
munity	events	and	bonding	moments	
don’t	disappear.	Support	those	cities	
and	efforts	and	encourage	your	own	
communities	to	emulate	their	successes	
and	commitment.
And,	just	like	our	sponsors	and	
our	cities,	please	don’t	mistake	the	

suppliers	to	our	industry	as	anything	
less	than	full	and	committed	partners	to	
your	success.	If	you	are	truly	committing	
yourself	to	the	quality,	creativity	and	ded-
ication	that	you	will	need	to	create	those	
special	‘moments’,	you	will	need	to	work	
with	those	who	are	just	as	committed	
and	passionate	as	you	are.	The	suppliers	
and	professionals	who	support	the	IFEA	
and	our	members,	every	day,	have	already	
proven	their	commitment	to	our	industry.	
Show	your	support	for	them	and	your	
event	by	exploring	what	they	can	bring	to	
your	table.
My	mother	past	away	ten	years	ago	and	
I	was	recently	going	through	some	boxes	
of	her	personal	keepsakes	for	a	family	
ancestry	project	that	I	am	working	on.	As	
I	did	so,	I	was	reminded	again,	as	I	was	
when	she	passed	away,	of	just	how	many	
of	her	photographs,	keepsakes,	and	mem-
ories	with	friends	and	family	revolved	
around	events.
In	West	Virginia,	where	I	grew	up,	we	
always	attended	the	Sternwheel	Regatta	
Festival,	where	the	big	paddlewheel	boats	
–	overflowing	with	people	and	music	–	
raced	down	our	river,	using	the	bridges	as	
start	and	finish	lines;	and	tugboats	would	
engage	in	shoving	contests.	We	saw	John	
Denver	first	perform	his	hit	“Country	
Roads”	on	the	steps	of	our	capital	build-
ing	during	a	state	celebration	event.	
Mom	and	her	friends	would	go	to	

neighboring	Ohio	to	“Bob	Evans	Farms”	
(they	own	the	Bob	Evans	Restaurant	
chain,	if	you	are	familiar	with	those)	
where	they	would	load	chickens	into	
giant	mailboxes,	shoot	a	cannon	to	scare	
them,	and	see	which	one	flew	the	furthest	
(probably	not	a	big	favorite	of	the	folks	at	
PETA).	She	and	her	friends	went	to	‘Bridge	
Day’	at	the	New	River	Gorge	Bridge,	
where,	once	a	year	they	held	a	celebration	
and	you	could	walk	across	the	highest	
bridge	in	North	America.	And	my	parents	
used	to	take	us	down	in	the	middle	of	the	
night	to	watch	the	circus	animals	unload	
from	train	cars	and	parade	to	the	venue	
where	they	would	perform.

Those,	and	many	other	similar	ex-
amples,	are	the	things	that	she	remem-
bered;	and	that	we	now	remember	do-
ing	with	her.	Those	were	‘our	moments’.
And	I	was	recently	a	part	of	the	‘Spirit	

of	Boise	Balloon	Classic’	-	an	event	that	
I	helped	to	start	21	years	ago	in	our	
city.	On	an	early	morning	in	the	park,	
as	the	sun	was	just	coming	up	over	
the	mountains	and	the	balloons	were	
filling	the	park	and	sky	with	color,	I	
noticed	a	man	in	a	bath	robe	holding	
the	hand	of	his	young	daughter,	also	in	
her	pajamas;	the	dew	had	soaked	about	
two	inches	of	their	pajama	pant	legs.	I	
assume	they	lived	nearby	and	I	imag-
ined	the	little	girl	making	her	dad	get	
up	to	go	see	the	balloons	before	they	
launched	and	flew	away,	with	no	time	
to	get	dressed	and	fully	ready.	I	admired	
his	willingness	and	understanding	of	
the	importance	to	do	so.	They	were	
sharing	a	very	special	moment	that	
neither	of	them	will	ever	forget.	
And	the	people	who	create	and	
support	those	moments	–	large	and	
small,	from	around	the	globe	–	are	
those	whom	we	have	the	pleasure	of	
representing	and	supporting	through	
the	IFEA.	Your	professional	peers;	your	
friends;	those	whom	we	look	to	when	
we	need	support	and	new	ideas;	moti-
vation	and	inspiration.	
As	we	start	a	new	year,	we	are	all	
provided	with	a	whole	new	set	of	op-
portunities	to	create	those	special	mo-
ments	–	for	individuals,	for	families,	
for	friends,	for	the	communities	that	
we	serve.	For	ourselves,	our	staffs,	our	
events,	and	our	organizations.	If	you	
were	waiting	for	it	to	be	clearly	identi-
fied,	this	is	our	moment.	Our	moment	
to	learn,	to	build;	to	imagine;	to	create;	
to	plan;	to	share;	to	help;	to	provide	
your	own	unforgettable,	perhaps	career	
or	life-changing	moment;	or	perhaps,	
to	change	the	world.	
I	wish	you	and	yours	a	very	happy,	
healthy	and	prosperous	2013.	Take	
time	to	savor	the	moment.



www.atomicrental.tv
www.atomicrental.tv
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mailto:info@atomicrental.tv


helping you protect those whose 
             leadership you depend on…

…for the best price in the industry.

P.O. Box 17225  •  San Antonio, Texas 78217  
210-829-7634  •  Fax: 210-829-7636  •  Web: www.kaliff.com

2603 W Eastover Terrace  •  Boise, Idaho 83706  
208-433-0950  •  Fax: 208-433-9812

IFEA Member 
Directors’ and Officers’ Insurance

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


Directors’ & Officers’ Insurance 
Program for Not-for-Profit Entities 
This special program provides important protection 
for not-for-profit entities who are members of the 
International Festivals & Events Association (IFEA 
World), including, but not limited to:
•	 Festivals	 	 	 	
•	 Sporting	Events
•	 Bowl	Games
•	 Fairs
•	 Parades
•	 Chambers	of	Commerce
•	 Convention	&	Visitors	Bureaus
•	 Cause	Organizations

Protection is provided for claims arising out of allega-
tions of errors, omissions or wrongful acts committed 
by the organization’s Directors, Officers, Employees or 
Volunteers. This coverage will respond to allegations of 
discrimination against a third party, acts beyond granted 
authority, failure to deliver services, wrongful dismissal, 
and wrongful employment practices. Defense costs 
are paid, in addition to the limit of liability. Coverage is  
provided on a claims-made basis, applying only to 
claims first made during the coverage period.

Eligible Organizations 
Organizations that meet all of the following 
criteria are eligible for coverage under this 
program, subject to underwriting approval: 
1. Must be a current member of the IFEA. 
2. The organization must have tax-exempt 

status as a not-for-profit organization.
3. The annual income of the organization, 

must be less than $5,000,000.  
(If greater than $5,000,000 please 
submit for individual consideration).

4. The organization cannot be a  
governmental entity or organization.

Directors’ & Officers’ and Employment Practices Liability  
Insurance Options
OptiOn	A   
COVErAGE	 Limit	

Separate Maximum Aggregate Limit of  $ 1,000,000 each policy year
Liability for Directors & Officers Coverage 

Separate Maximum Aggregate Limit of  $ 1,000,000 each policy year
Liability for Employment Practices Liability 

Retention $ 1,000 each claim 

OptiOn	B

COVErAGE	 Limit	

Separate Maximum Aggregate Limit of  $ 2,000,000 each policy year
Liability for Directors & Officers Coverage 

Separate Maximum Aggregate Limit of  $ 2,000,000 each policy year
Liability for Employment Practices Liability 

Retention $ 1,000 each claim

Directors’ and Officers’ Medical Payments
Both options also provide medical expense payments for a bodily injury loss caused 
by an accident that takes place during activities that are customary to your busi-
ness in the covered territory for the Directors and Officers of the named insured.
Limit: $10,000 per director or officer. 



How to Obtain Coverage
Complete the enrollment form provided with this in-
formation. The enrollment form must be signed by 
the President/Chair of the Board of Directors, the 
CEO, or the Treasurer of the Organization.

Remit the enrollment form and premium payment to: 

Kaliff Insurance
P.O. Box 17225
San Antonio, Texas 78217
210-829-7634
Fax: 210-829-7636
Email: bas@kaliff.com

You will be notified by Kaliff Insurance if, for any rea-
son, your submission to this insurance program is 
declined or determined to be ineligible for coverage 
and your full premium payment will be returned or re-
funded. If your enrollment is accepted, coverage doc-
uments will be issued by Kaliff Insurance. Coverage 
will become effective the day your enrollment form 
and premium payment are received and approved by 
Kaliff Insurance and membership is confirmed by the 
IFEA, or on a later date that you may specify. Cover-
age is provided on an annual basis. 

note: The information provided here is for illustrative purposes only, and is not a 
contract of insurance. You must refer to the actual policy for complete information 
regarding coverage terms, conditions, and exclusions. A copy of the policy is avail-
able upon request.

Premium Information
The total premium charge is fully earned at the incep-
tion of coverage and is not refundable. Full premium 
payment is required to bind coverage. Please refer to 
the enrollment form for premium levels.

Optional Coverage
As desired, the following optional coverage areas 
may be added to this policy:

Outside Services/Directorship:
This option provides coverage for your Board 
Members serving as a Director or Officer on anoth-
er not-for-profit entity’s board, at the request of the 
Insured entity.

Volunteer Worker Medical  
Payments:
Coverage provides medical expense payments 
for a bodily injury loss caused by an accident that 
takes place during a covered program in the cov-
ered territory for volunteers of the named Insured. 
Limit is $10,000 per participant.

http://www.kaliff.com/
mailto:bas@kaliff.com
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Directors’ and Officers’ 
Insurance Application Form 
(including Employment Practices Liability Insurance)

Notice: The policy for which this enrollment form is made applies, subject to its terms, only to any “Claim” first made against 
the “Insureds” during the certificate coverage period.

This form must be completed and returned with your full payment. Rates shown are available until December 31, 2013. The submis-
sion of this enrollment form does not guarantee coverage. Completion of this enrollment form confirms your desire to obtain insurance 
through Kaliff Insurance. Membership in the IFEA provides group purchasing power for similar risks resulting in potential advantageous 
coverage terms, competitive rates, risk management bulletins, and rewards for favorable group loss experience. The policy expiration 
date is one full year from the policy effective date. Please read all inclusive information and enrollment form carefully before signing. 
This is a claims-made coverage. 

Name of Organization: ___________________________________________________________________________________________

Date of Incorporation: ____________________________________________________________________________________________

Mailing Address: ________________________________________________________________________________________________

City:  ________________________________________________  State: ______________________________________  Zip: ________

Contact Person: _______________________________________  Title: ____________________________________________________

Phone: (        ) ________________________________________  Fax No: (        ) ___________________________________________

E-mail: _______________________________________________  Web Site: _______________________________________________

Please provide an overview description of your organization, events and activities: __________________________________________

_______________________________________________________________________________________________________________

_______________________________________________________________________________________________________________

_______________________________________________________________________________________________________________

_______________________________________________________________________________________________________________

_______________________________________________________________________________________________________________

_______________________________________________________________________________________________________________

Number of Full-Time Compensated Employees (over 30 hours a week for 12 months): _______________________________________________

Number of Part-Time Compensated Employees (under 30 hours a week or less than 12 months): ________________________________________

Number of Volunteers: __________________________________  Is the organization a not-for-profit entity?   ❍ YES   ❍ NO 

Tax ID No.: ___________________________________________  Does the Organization have any Subsidiaries?   ❍ YES   ❍ NO 

If YES, please define further: ______________________________________________________________________________________

_______________________________________________________________________________________________________________

_______________________________________________________________________________________________________________

_______________________________________________________________________________________________________________

_______________________________________________________________________________________________________________

FinAnCiAL	inFOrmAtiOn

Organization’s Annual Income: $ _____________  Organization’s Total Assets from Balance Sheet: $ _____________

Organization’s Total Liabilities from Balance Sheet: $ _____________
Note: If more than $5 million for any one category, please submit most recently completed fiscal year financial statements with application.

Does the organization currently have D&O coverage in force?   ❍ YES   ❍ NO

If YES, please provide the following:

Carrier: ________________________________________________________________________________________________________  

Limit: ___________________  Premium: __________________  Retention: ____________________   Expiration Date: ____________

Desired effective date (Check One):

❍ Start my coverage on the date my enrollment form and payment are received. 

❍ Start my coverage on this date: _____________
Note: Coverage will not be made effective prior to the date that the enrollment form and payment are received and approved by Kaliff Insurance.

P.O. Box 17225  •  San Antonio, Texas 78217  
210-829-7634  •  Fax: 210-829-7636  •  Web: www.kaliff.com

2603 W Eastover Terrace  •  Boise, Idaho 83706  
208-433-0950  •  Fax: 208-433-9812

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


The	Power	of	Bringing	Great	People	
Together	with	Great	Careers

C A R E E R	
N E TWORKI F E A

Looking	for	an	experienced	employee	to	fill	that	vital	job	po-
sition?	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	part-
nership	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
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DOES YOUR EVENT’S ONLINE 
PRESENCE NEED AN EXTRA 
BOOST FOR 2013?
Let the IFEA Take a Look 
with our New Online Mar-
keting Audit Program

If you are like most 
events/organizations, 
your on-line marketing 
presence and visibility is 
really just a summation 
of non-related, often outdated, compo-
nents and links and access to miscella-
neous tools/ toys with no real ‘plan’ to it 
at all. You may not even be sure anymore 
just what you have or what it should do, 
let alone having a plan for strengthening 
/ upgrading it. If this sounds like you, 
it’s probably time for an online tune-up. 
Working with the experienced profes-
sionals from Edgeworks Group, IFEA is 

pleased to offer our new “IFEA Online 
Marketing Audit.”

ECONOMIC IMPACT STUDIES
In uncertain times, we must often 

remind those whose 
support we depend 
upon, of the important 
economic and social 
value that our festivals 
and events bring to the 
communities we serve. 
Having a credible and 
current 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 SUMMIT
In uncertain times, 

only the strongest busi-
ness relationships survive. 
Strengthen the partner-
ships you have built with 
your festival’s sponsors by 
hosting an IFEA Sponsor 
Summit. When sponsors 
have to make difficult resource allocation 
decisions, they will remember the sponsor 
properties 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 Summit, including invita-
tion templates, wrap-up materials and host 
implementation strategies and timeline. An 
IFEA moderator will facilitate the Summit 
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. 

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 pro-
fessional products and services:

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

Kyle	Conway
Director of Partnership 
Grapevine	Convention	

& Visitors Bureau

Take Advantage of IFEA’s

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

Program Cost 
$2,500, 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 
functions related to the Sponsor Summit 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 presen-
tations. Each of our wide range of industry 
topics is designed as a stand-alone presen-
tation, 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	organization-

al 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 fa-
cilitator for your next board retreat, com-
munity visioning exercise or team-build-
ing event. You define the agenda, involved 
stakeholders and timeframe and an IFEA 
facilitator develops the methodology 
and provides the objectivity to lead your 
group though productive discussions to 
yield the desired outcomes.

Program Cost
The cost of Professional Facilitation 

Services is $1,000 per day, plus trav-
el-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 dai-
ly basis to answer your general questions 
and guide you to available resources at no 
cost.	Our	Phone	Consultation	Service	is	de-
signed 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 in-
crements. After conducting an initial needs 
interview an IFEA staff member will sched-
ule your first (and subsequent) phone con-
sultation(s) with qualified industry experts 
that can answer your specific questions and 
provide solutions for those needs. 

GETTING STARTED
For more information about any of 

the above or other IFEA programs and 
services, please contact our Business 
Development Director:
Ira	Rosen	•	732-701-9323	•	ira@ifea.com

mailto:ira@ifea.com


Ira L. Rosen, CFEE

IN CONVERSATION
How did you get into events?
I	started	out	wanting	to	be	a	high	
school	English	teacher,	but	changed	
career	choices	after	taking	a	class	in	
teaching	English	at	the	high	school	
level	taught	by	someone	who	had	
not	been	inside	a	high	school	for	
30	years!	I	discovered	my	College’s	
concert	committee	and	after	working	
as	a	stage	manager	at	a	concert,	I	was	
hooked	on	what	I	thought	was	the	
entertainment	business.	From	there,	I	
spent	my	time	figuring	out	to	make	a	
living	in	an	industry	that	was	so	new,	
it	didn’t	really	have	a	name	or	focus.

What has been your biggest 
professional challenge?
Starting	an	entrepreneurial	venture	

in	a	bad	economy	and	keeping	it	
together	during	good	and	bad	times.	
We	have	succeeded	in	this	by	never	
changing	our	true	business	values	–	
honesty,	integrity	and	communication.	
We	always	tried	to	have	a	number	of	
small	to	medium	clients	vs.	one	or	two	
large	ones,	as	with	only	a	few	large	
clients	our	revenue	would	be	so	tied	
to	their	success	or	failure.	Paying	the	
bills	every	Friday	is	always	a	challenge	
for	any	small	business,	but	our	key	has	
been	to	persevere	and	never	lose	sight	
of	our	goals.	The	second	challenge	is	
to	remain	relevant	after	more	than	
three	decades	in	the	industry.	I	do	this	
by	continuously	trying	to	learn	more.	

Teaching	undergraduates	has	been	a	
great	way	to	do	this,	as	they	are	con-
stantly	asking	“why?”	and	challenging	
me	intellectually.	Comfortable	is	good;	
complacency	is	bad!	Steve	Schmader	
has	a	great	quote	about	succeeding	in	
this	business	by	always	being	a	teacher	
and	always	being	a	learner.

What do you do to relax?
My	wife	and	I	both	love	the	beach	
and	have	traveled	around	the	world	
looking	for	the	perfect	island.	(Cur-
rent	favorites	are	Maui	and	St.	John,	
USVI).	When	on	vacation,	I	read	a	lot	
and	try	not	to	answer	my	e-mail	or	
cell	phone	too	often!

Other Background Experience
I	worked	as	a	Director	of	College	Ac-

tivities	for	a	number	of	colleges,	then	
left	education	and	worked	at	Radio	
City	Music	Hall	in	New	York	for	almost	
8	years	before	starting	Entertainment	
On	Location	in	1989.	In	addition	to	
operating	EOL,	I	am	back	in	education,	
teaching	an	undergraduate	course	in	
Sustainable	Event	Management	at	Tem-
ple	University	in	Philadelphia.	

What’s the best advice 
you’ve ever received?
One	of	my	first	mentors	was	the	
late	Don	Whitely,	a	fellow	member	of	
the	IFEA	Hall	of	Fame	and	the	King	of	
Parades.	He	taught	me	to	always	take	

FACTS ON FILE
Years in the Business:  
35

Degree:  
BA – English
MA – Communications

Family:  
Married to Ellen Schreck - Rosen

Last book read:
“Fall of Giants”  
by Ken Follett

Last business book read:
“Complete Guide to Greener Meetings 
and Events”  
by Sam Goldblatt

Ira L. Rosen, CFEE    
President
Entertainment On Location, Inc.
2410-8 Sylvan Drive
Point Pleasant, NJ 08742
732-701-9323
ira@eolproductions.com
www.eolproductions.com

PEOPLE

Entertainment	On	Location	(EOL)	is	a	full-service	event	pro-
duction	and	consulting	company	offering	cost-effective	creative	
solutions	to	the	challenges	faced	by	events	and	companies	large	
and	small.		We	have	provided	services	to	clients	around	the	
world.		Some	of	our	current	major	projects	include	all	of	the	
production	work	for	Wawa,	Inc.	a	regional	convenience	store	
chain	with	600	stores	in	5	states,	the	PHS	Philadelphia	Flower	
Show,	the	Gettysburg	Festival	and	Temple	University’s	Event	
Leadership	Certificate	program.	I	also	provide	professional	
services	to	the	IFEA	by	acting	as	a	Regional	Coordinator	and	
Associate	Director	of	New	Business	Development.

the	time	to	look	at	the	people	at	my	
events	and	recognize	the	joy	that	we	
were	bringing	to	them.	This	was	later	
reiterated	to	me	by	Jean	McFaddin,	
another	IFEA	Hall	of	Fame	member	

Continued	on	page	90	
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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 

have a significant influence on 
attendance and profitability.

Request a FREE copy of the
“Guide to Clean Portable Restrooms.”

This publication will assist you 
determining the number of portable 

restroom units required for your event. 
We will also provide you with a list 

of our Members in your state, 
province or country.

Portable Sanitation 
Association International 

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

Email: info@psai.org
Website: www.psai.org

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

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


Risk Management and Security for Festivals & Events
With Peter Ashwin

What Keeps You Up At Night?
Peter Ashwin is the Managing Partner 
for Exelar Consulting; a small consult-
ing company specializing in master 
security planning, risk management and 
operational readiness for major events. 
Peter is recognized as a leader in major 
event security planning and implement-
ing integration strategies to “bridge the 
gap” between Organizing Committees 
and Public Safety / Security agencies.

Peter’s diverse range of skills have 
been developed through 13 years 
of major event security planning and 
operational management including six 
Olympic Games, the 2010 G8/G20 
Summit (Toronto), His Holiness, the 
Dalai Lama visit to Idaho (2005) and 
12 years of military protective securi-
ty operations.  

Peter has led and managed multi-
national project teams in seven coun-
tries including USA, Russia, Qatar, 
Greece, Italy, Canada and the UK.

An accomplished technical secu-
rity writer, Peter has authored the 
security chapter of “Bid Books” for 
two successful bids - Sochi 2014 
Olympic Winter Games and the 
Russia 2018 FIFA World Cup. Other 
Bids have included the Rome 2020 
Olympic Games Bid, the Doha 2016 
Olympic Games Bid, and the Ham-
bantota (Sri Lanka) 2018 Common-
wealth Games Bid.  

As the Head of Integrated Planning 
(Security & Resilience, London 2012 
Olympic Games), Peter was respon-
sible for the delivery of a programme 
budget of £160 million across six  
workstreams - C3, Intelligence, Pro-
tective Security Systems, Search & 
Screening, Security Coordination and 
Logistics Security.

As a former Australian Army 
Special Forces officer, Peter led 
highly trained and specialized military 
personnel in support of Australian 
national security objectives. 

Peter is based out of Boise, Idaho 
but he still calls Australia “home”.
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It’s often that chance meetings 
lead to unexpected journeys and 
consequences; this happened 
to me in 2011 when I met Steve 
Schmader, CFEE, President 
and CEO of the IFEA through 
a mutual colleague here in Boi-
se (Idaho). This chance meeting 
occurred in between my month-
ly trips to London, where I was 
providing advisory services to 
the Director of Security and Re-
silience for the London 2012 
Olympic and Paralympic Games. 

During our first meeting, I discovered 
that we shared some of the same core 
IFEA values, particularly “the sharing of 
experience, knowledge, creativity and best 
practices,” and was soon persuaded to 
present a workshop on Risk Management 
at the IFEA’s 56th Annual Convention 
& Expo in Fort Worth, Texas in 2011 in 
between my travels to/from London. 

“What Keeps You Up At Night – An 
Introduction to Event Risk Management” 
was my first presentation to an IFEA 
audience. My aim was to “translate” Risk 
Management concepts and best practices 
into a format which was more practicable 
and relevant for any event planning team. 
Much of this presentation was based 
on my experience with working on six 
previous Olympic Games where we had 
to “…plan for anything that could disrupt 
the Games or pose a risk to the Olympic 
Family, athletes, sponsors, spectators, the 
general public and the Venues.” 

An interesting outcome for me from 
this presentation was that many of the 
IFEA convention attendee’s did not have 
risk management plans in place. Why was 
this? I think it was due to a number of 
reasons but primarily:

Preparing a Risk Management Plan 
(RMP) appeared to be a daunting task 

which was made more challenging by the 
fact that international risk management 
standards appear to be complex and not 
geared towards festivals and events.

The event team did not have the expe-
rience or resources (budget for outsourc-
ing) to develop a RMP. 

There wasn’t a clear understanding how 
risk management is an integral part of the 
event planning cycle. 

Notwithstanding this, we should not 
forget that Risk Management is part of 
our responsibility as event organizers 
to provide a “Duty of Care” to our staff, 
volunteers, spectators, sponsors and other 
partners and stakeholders. 

Duty of Care is both a legal obli-
gation and social responsibility. 

To follow through with my commit-
ment to Steve and the IFEA to “share 
my experience,” I recently presented an 
online Webinar for IFEA on “The Nexus 
Between Risk Management and Your 
Event Security & Safety Management 
Plan.” For me, it was the logical next step 
to demonstrate how Risk Management is 
incorporated into an Event Security and 
Safety Management Plan and the over 
arching event operations plan. 

So what’s next? During the weeks fol-
lowing the Convention and my Webinar 
presentation, Nia Hovde, Vice President/
Director of Marketing & Communica-
tions at IFEA, politely… and persistently, 
reminded me of my commitment to 
agreeing to write a column on Risk Man-
agement for the IFEA quarterly magazine 
“i.e.” As the saying goes …be careful what 
you wish for (or commit to)! 

Since I can no longer use the London 
2012 Olympic Games as an excuse for be-
ing in “crisis management” mode and not 
submitting my column for publication, I 
hereby present the start of my column for 
the “i.e.” magazine, “What Keeps You Up 
At Night.” I look forward to the oppor-
tunity to share with you in future issues, 
a variety of topics on Risk Management 
and Event Security that may assist you in 
the delivery of successful events – both 
safe and secure.
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In uncertain times, we must often remind those whose support we depend upon, of the important 
economic and social value that our festivals and events bring to the communities we serve. Having  
a credible and current 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 programming decisions upon and much, much more.

Unfortunately, this critical resource, especially 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. Call us today to learn more.

Commission Your IFEA Economic Impact Study Today

GETTING STARTED
For more information about this valuable IFEA program, please contact one of our Business Development Directors:

Steve Schmader, CFEE • 208-433-0950 Ext: *818 • schmader@ifea.com

Ira Rosen, CFEE • 732-701-9323 • ira@ifea.com

Penny Reeh, CFEE • 830-456-3829 • penny@ktc.com

SHOW IT!
Your Event Has IMPACT…

http://www.ifea.com/pdf/IFEAEconomicImpactStudy.pdf
mailto:schmader@ifea.com
mailto:ira@ifea.com
mailto:penny@ktc.com


Simple. Social. Scalable.

We take care of the technology.
You take care of the fans.

Sign up today for a demo and
learn more at ticketfly.com/IFEA.

Integrated social ticketing platform sells 

more tickets, saves time, and saves money.

In uncertain times, we must often remind those whose support we depend upon, of the important 
economic and social value that our festivals and events bring to the communities we serve. Having  
a credible and current 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 programming decisions upon and much, much more.

Unfortunately, this critical resource, especially 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. Call us today to learn more.

Commission Your IFEA Economic Impact Study Today

GETTING STARTED
For more information about this valuable IFEA program, please contact one of our Business Development Directors:

Steve Schmader, CFEE • 208-433-0950 Ext: *818 • schmader@ifea.com
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If	the	title	of	this	article	is	how	you	and	your	board	members	
feel	about	meetings,	then	things	are	not	being	done	well	in	the	
organization.	Let’s	face	it.	Because	the	authority	of	the	board	
is	a	collective	one,	boards	have	to	have	meetings.	And	in	these	
meetings,	they	need	to	effectively	interact	with	one	another	to	
make	things	happen	for	the	organization.	Unfortunately,	I	find	
that	board	meetings	are	often	one	of	the	biggest	sore	points	for	
board	members.	Why	is	this?
Among	the	biggest	reasons	for	poor	board	meetings	are:
	 1.	 Poor	attendance	by	board	members
	 2.	 Lack	of	interest	and	engagement
	 3.	 Inappropriate	human	relations	in	the	meeting
	 4.	 Lack	of	preparation
	 5.	 Breaches	of	confidentiality
	 6.	 Poor	meeting	control	and	management
	 7.	 Wasted	time
	 8.	 Parliamentary	foolishness
	 9.	 Agonizing	length
	10.	 Addressing	unimportant	topics

If	any	of	these	problems	(or	others)	plague	your	board	meet-
ings,	I	want	to	recommend	a	simple	model	for	thinking	about	
future	board	meetings.	For	simplicity,	I	call	it	the	“PME”	system.

Plan
In	the	PME	system,	the	“P”	stands	for	Plan.	All	board	meet-
ings	should	be	well	planned.	This	seems	rather	obvious,	but	
what	does	this	actually	entail?

a. Attendance
	 The	first	step	in	planning	any	meeting	is	determining	
the	right	people	to	be	in	the	room.	For	a	board	meeting,	
this	obviously	includes	all	board	members	as	well	as	the	
supporting	staff	necessary	to	properly	inform	the	board	or	
execute	their	decisions.	To	the	extent	possible,	meetings	
should	be	planned	well	in	advance.	Scheduling	in	advance	
significantly	increases	the	prospect	that	board	members	can	
adjust	their	other	commitments	to	enable	their	attendance.	
You	may	also	want	to	consider	having	a	board	attendance	
policy	that	makes	it	clear	to	board	members	the	importance	
of	meetings	and	their	attendance.	The	repeated	failure	of	a	
member	to	attend	meetings	may	warrant	removal	from	the	
board	for	that	individual.	Continued	absence	on	the	part	of	
several	board	members	is	indicative	of	much	larger	issues	

than	just	meeting	management,	and	a	thorough	evaluation	
of	causation	should	be	undertaken.

b. Time 
	 The	planned	time	for	each	meeting	should	be	thought	
about	in	advance.	This	requires	an	understanding	of	the	
goal(s)	of	the	meeting	and	the	complexity	of	the	topics.	As	
a	general	practice,	I	like	to	use	a	90-minute	rule.	My	own	
personal	experience	is	that	you	can	hold	people’s	attention	
for	90	to	120	minutes.	After	that,	minds	seem	to	numb	a	
bit,	and	restlessness	begins	to	develop	in	the	group.	That	is	
not	to	say	that	in	unusual	circumstances	meetings	cannot	
be	scheduled	for	longer,	or	run	longer,	I	just	find	that	group	
interactions	are	not	as	crisp	and	effective	after	the	meeting	
has	been	going	too	long.	If	meetings	are	going	to	run	be-
yond	90	minutes,	plan	breaks	in	the	schedule	to	allow	the	
members	to	refresh	their	minds.

c. Topics
	 Effective	planning	involves	the	proper	selection	of	topics.	
This	task	should	not	be	left	to	staff	assistants.	This	is	some-
thing	the	board	chair	and	the	chief	executive	need	to	work	
on	together.	The	board	needs	to	address	the	right	topics	
at	the	right	time.	An	annual	board	work	plan	helps	in	this	
regard.	The	board	should	know	what	it	plans	to	accomplish	
during	a	year	and	then	periodically	check	to	see	that	the	
right	things	are	getting	on	the	agenda.	But	agenda	setting	
should	not	just	be	rote.	The	board	chair	and	chief	execu-
tive	need	to	make	sure	that	critical	emerging	issues	for	the	
organization	are	getting	in	front	of	the	board.	This	requires	
thought	and	reflection	on	the	part	of	those	assembling	the	
agenda.	Another	step	in	ensuring	the	right	agenda	topics	is	
polling	the	board	members	to	ensure	that	their	issues	are	
receiving	appropriate	attention.	Don’t	let	them	feel	disen-
franchised	by	excluding	their	issues.	If	there	are	too	many	
issues	on	the	table	--	as	may	well	be	the	case	for	some	meet-
ings	--	there	needs	to	be	a	screening	of	topics.	The	board	
chair	and	chief	executive	should	work	together	to	ensure	
that	the	list	of	agenda	topics	contains	the	issues	that	are	the	
most	crucial	for	the	board	to	address.	Try	not	to	let	minor	
issues	or	issues	not	related	to	governance	(read	operational	
issues)	intrude	on	the	precious	time	of	the	board.

Oh No! Not Another Meeting

In the Board Room
By Mitch Dorger 
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d. Information
	 The	final	element	of	planning	is	assembling,	in	advance,	the	
information	that	the	board	members	need	to	make	informed	
and	rational	decisions.	Too	many	times	boards	will	consider	
pop-up	topics	and	then	proceed	to	pool	their	ignorance	on	
the	matter	before	reaching	a	decision	that	may	or	may	not	
be	a	good	one.	The	effective	board	demands	and	receives	
the	information	it	needs	to	consider	the	issues	surrounding	
any	upcoming	decision.	Pop-up	issues	may	still	happen	but	
more	often	than	not	they	can	be	avoided	by	good	planning	
and	preparation.	As	a	matter	of	policy,	board	chairs	should	
try	to	refer	any	pop-up	matters	to	staff	or	a	board	committee	
for	further	consideration	outside	of	the	meeting	rather	than	
trying	to	decide	a	matter	with	insufficient	background.

Manage
The	“M”	in	my	PME	model	stands	for	Manage.	Meetings	need	to	

be	managed	and	controlled	by	the	convener	whether	it	be	a	board	
chair	or	a	subcommittee	chair.	But	again,	what	does	this	entail?

a. Rules of the Meeting
	 The	first	step	in	meeting	management	is	to	agree	upon	the	
rules	of	the	meeting.	This	could	be	considered	as	part	of	the	
planning	phase,	but	it	must	be	in	place	in	order	for	the	meeting	
to	be	effectively	managed.	Included	in	this	process	should	be:
1.		The	groups’	parliamentary	procedures	including	how	
ideas	will	be	proposed	and	what	sort	of	voting	(or	other	
decision	making	system)	will	be	used.
2.		The	rules	for	individual	courtesies.	This	is	very	import-
ant!	Nothing	can	undermine	the	effectiveness	of	group	
decision	making	faster	than	inappropriate	human	con-
duct.	This	type	of	conduct	might	include	personal	insults,	
not	sharing	the	floor,	excessively	emotional	behavior,	etc.	
I	have	seen	this	happen	in	board	meetings,	and	it	is	not	
pretty.	The	adverse	effect	of	rude	or	discourteous	activity	
on	the	part	of	individual	board	members	can	stifle	the	
consideration	and	evaluation	of	alternative	views	and	
undermine	the	effectiveness	of	group	decision	making.	
It	is	poor	board	management	to	allow	discourteous	and	
disruptive	behavior	in	meetings.

3.		The	rules	of	confidentiality.	Again,	maintaining	the	con-
fidentiality	of	individual	discussion	points	and	views	is	
critical	to	promoting	effective	dialogue	among	board	mem-
bers.	I	have	seen	the	effectiveness	of	a	board	completely	
undermined	by	the	lack	of	confidentiality	in	the	board	
room.	What	makes	boards	effective	is	the	candid	exchange	
and	discussion	of	ideas	and	the	tolerance	of	dissenting	
opinion.	If	sensitive	material	is	leaked,	board	members	
will	be	very	reluctant	to	bring	up	alternative	views,	and	this	
will	undermine	the	process	as	surely	as	rude	behavior	will.

4.	Once	the	group	understands	the	rules,	it	is	up	to	the	board	
chair	to	enforce	them.	Rules	must	be	followed,	courtesies	
must	be	observed,	and	confidentiality	maintained.	This	
may	require	some	sort	of	adverse	action	against	offenders	
in	order	to	maintain	future	confidentiality.	The	board	
chair	needs	to	be	courageous	and	willing	to	confront	
disruptive	and	inappropriate	behavior.	This	is	part	of	the	
chair’s	job,	and	this	requirement	must	be	understood,	up-
front,	by	anyone	aspiring	to	wear	the	board	chair	mantle.

b. Managing the Meeting
	 Managing	the	meeting	is	something	that	takes	tact,	courage,	
and	attention.	Here	are	some	of	the	things	that	the	board	
chairs	or	group	leader	should	be	mindful	of	as	they	move	
the	meeting	forward.

1. Time and issues 
a)	Keep	an	eye	on	the	clock.	Don’t	stifle	discussion	on	a	
topic,	but	be	mindful	of	the	clock.	Try	to	maximize	the	
effectiveness	of	the	time	the	group	has.	

b)	Try	not	to	use	meeting	time	to	deal	with	routine	items,	
which	do	not	require	group	discussion.	I	recommend	the	
use	of	a	consent	agenda	for	routine,	non	controversial	
items.	More	and	more	consultants	are	now	recommending	
this	as	a	way	to	maximize	the	effectiveness	of	meeting	time.	
c)	Avoid	“piling	on”	during	discussions.	Nothing	wastes	
more	time	in	a	meeting	than	people	taking	time	to	agree	
with	each	other.	I	have	been	in	sessions	where	there	was	
unanimous	agreement	on	a	topic,	but	everyone	had	to	
have	a	say.	If	you	have	a	board	of	15	members	and	each	
person	says	the	same	thing,	but	in	their	own	words,	you	
can	waste	30	minutes	and	really	accomplish	nothing.	If	
the	sense	of	the	group	is	clearly	moving	in	one	direction,	
the	chair	should	recapture	the	floor	and	see	if	there	are	
any	differing	arguments.	If	there	are	none,	bring	the	
matter	to	vote.	But	if	there	are	differing	views,	then	addi-
tional	discussion	is	required	until	there	are	no	new	ideas.	
When	the	ideas	seem	to	be	repeating	themselves,	ask	if	
the	group	is	ready	for	a	vote	on	the	matter.
d)	Avoid	wandering	off	topic.	This	is	very	hard	because	
sometimes	the	deviation	from	the	original	issue	may	
be	very	subtle.	But	without	the	discipline	of	keeping	
the	group	focused	on	the	real	issue	at	hand,	it	is	easy	to	
get	off	the	topic	and	waste	precious	time.	This	control	
should	be	done	delicately,	because	whoever	started	the	
migration	from	the	main	issue,	probably	felt	his	or	her	
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of ideas and the tolerance 
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thoughts	were	important	and	relevant.	If	this	is	the	case,	
the	return	to	central	issue	needs	to	be	handled	without	
appearing	to	denigrate	anyone’s	ideas.

2. People 
a)	Get	everyone	involved.	Any	group	is	likely	to	have	asser-
tive	people	as	well	as	less	assertive	people.	But	everyone’s	
ideas	are	important.	Don’t	allow	only	the	outgoing	and	
outspoken	to	drive	the	actions	of	the	organization.	Try	to	
draw	everyone	into	the	discussion.
b)	Encourage	differing	views.	I	remember	in	graduate	school	
I	learned	that	the	fabled	CEO	of	General	Electric,	Jack	
Welsh,	used	to	demand	dissenting	opinion	from	his	
staff	and	board	in	order	to	get	a	range	of	ideas	out	on	
the	table.	The	best	group	decision	making	is	made	when	
differing	views	are	expressed	and	ideas	get	fully	explored	
before	reaching	a	final	decision.
c)	Demand	toleration	of	dissenting	views.	I	have	watched	
people	get	verbally	harpooned	for	having	a	differing	
view.	It	was	not	pretty.	And	not	only	did	it	destroy	candor	
for	the	rest	of	the	meeting,	it	destroyed	it	for	the	rest	of	
the	year.	This	sort	of	behavior	cannot	be	tolerated.	All	
members	of	the	board	(or	group)	must	understand	that	
it	is	only	through	the	presentation	and	consideration	of	
differing	views	that	the	best	decisions	get	made.	

d)	Be	considerate	of	human	needs.	People	enjoy	meetings	a	
lot	more	when	they	are	comfortable	and	they	are	having	
fun.	Humor	and	food/drink	(non-alcoholic	of	course)	go	
a	long	way	toward	making	the	people	comfortable	and	re-
laxed.	If	people	are	tense	or	uncomfortable,	it	can	put	an	
edge	on	the	dealings	of	the	group.	Obviously,	accommo-
dations	need	to	me	made	for	restroom	breaks.	It	is	nor-
mally	better	to	allow	these	breaks	as	a	group	than	to	have	
individuals	leave	one	at	a	time	during	the	meeting.	The	
problem	in	the	latter	case	is	that	the	departing	individual	
does	have	the	benefit	of	the	discussion	that	occurs	when	
they	are	absent	from	the	room.	But	try	to	ensure	that	
breaks	do	not	stretch	beyond	the	planned	time	frame.

3. Evaluation. 
	 Many	consultants	recommend	saving	the	last	few	minutes	
of	every	meeting	to	evaluate	the	conduct	of	the	meeting.	
If	people	are	candid	and	the	group	is	a	“learning	group,”	
such	end-of-meeting	reviews	can	be	useful.	I	have	seen	such	
evaluations	prove	highly	effective,	but	I	have	seen	them	
prove	useless	if	the	critiques	are	subsequently	ignored	or	
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if	the	comments	are	not	candid	about	the	shortfalls	in	the	
management	the	meeting.

Execution
The	“E”	in	the	PME	model	stands	for	Execution.
Perhaps	the	most	important	letter	in	this	whole	article	is	

the	“E”	for	execution.	After	all,	no	matter	how	wise	a	decision	
is	made	by	the	board,	if	it	is	not	executed,	it	serves	no	useful	
purpose	at	all.	In	most	cases,	it	is	not	the	board’s	responsibility	
to	carry	out	its	own	decision.	Rather,	this	responsibility	belongs	
to	the	staff	or,	perhaps,	a	committee	of	volunteers.	The	point	is	
that	the	decision	needs	to	get	out	of	the	board	room	and	into	the	
hands	of	those	who	will	implement	it.	This	is	not	as	easy	as	it	
sounds.	I	have	seen	innumerable	cases	where	the	decision	of	the	
board	never	reaches	the	intended	action	agent,	or	if	it	gets	there	
at	all,	it	gets	garbled	along	the	way	to	the	point	that	the	imple-
menter	doesn’t	know	what	her	or	she	is	supposed	to	do.	Don’t	
let	this	happen.	Establish	procedures	as	to	who	is	responsible	for	
conveying	the	message	and	how	it	will	be	conveyed.	This	is	often	
a	task	assigned	to	the	chief	executive.	But	make	sure	everyone	on	
the	board	knows	whose	task	it	is.	Ironically,	I	have	seen	the	other	
end	of	the	spectrum	mess	things	up	as	well.	In	this	case,	multiple	
sources	convey	the	message	to	the	implementer,	each	with	their	
own	particular	bias	or	viewpoint	as	to	what	the	board	decided.	
This	can	be	frustrating	for	the	implementer	and	can	result	in	the	
board’s	intent	going	unfulfilled.	So	specify	in	advance	who	will	
carry	the	message	and	how,	and	then	hold	them	accountable	for	
conveying	and	executing	the	decision.

In	summary,	remember	that	the	board	is	responsible	for	the	
strategic	direction	and	for	the	proper	oversight	of	the	organization.	
But	this	work	is	not	done	by	individuals,	it	is	done	by	the	group		
as	a	whole,	and	the	vehicle	for	making	the	work	of	the	board	
happen	is	the	meeting.	It	is	not	an	overstatement	to	say	that	the	
effectiveness	of	the	board	is	directly	proportional	to	the	effective-
ness	of	its	board	meetings.	If	the	board’s	meetings	are	effective,	it	
is	a	good	basis	for	subsequent	board	success.	But	if	the	meetings	
are	ineffective,	it	is	likely	that	the	board’s	ability	to	contribute	to	
the	success	of	the	organization	will	be	undermined.	It	is	only	by	
understanding	the	importance	of	meetings	and	taking	the	time	to	
make	them	effective	that	boards	can	reach	their	full	potential	in	
governing	the	organization.	Remember,	P-M-E!

Mitch Dorger brings more than 40 years of work experience 
including 20 years as a chief executive officer (most recently with 
the Pasadena Tournament of Roses) to his Consulting Practice. 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 management, government relations, and large event 
management. As a public speaker he has lectured on non-profit or-
ganizational 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  
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If you are like most events/organizations, your on-line 
marketing presence and visibility is really just a sum-
mation of non-related, often outdated, components 
and links and access to miscellaneous tools/ toys that 
someone in a seminar somewhere said that you should 
be using, with no real ‘plan’ to it at all. You may not 
even be sure anymore just what you have or what it 
should do, let alone having a plan for strengthening / 
upgrading it. If this sounds like you, it’s probably time 
for an online tune-up.

We’ll make sure your Online Marketing is Plugged 
In!  Working with some of the most experienced pro-
fessionals in the field, IFEA is pleased to offer our 
new “IFEA Online Marketing Audit.” 

The Audit includes a formal evaluation of a festival/
event’s online visibility by an expert team from Edge-
works Group that includes web developers, social 
media consultants and online marketers. This broad 
assessment – a starting point for defining both a 
short-and-long term roadmap for creating a powerful 
online presence covers your event/ organization’s:
•	 Online	reputation
•	 Social	and	mobile	integrations
•	 Search	optimization
•	 Website	usability
•	 Social	media	efforts.	
•	 Installation	of	tracking	tools
•	 Updates	and	customizations	to	existing	 

tracking programs
•	 Verification	of	Webmaster	tools	for	both	 

Bing and Google

Is Your Online Marketing

PLUGGED IN?
Let the IFEA Take a Look with our 

New Online Marketing Audit Program

To learn more about the 
IFEA’s Online Marketing Audit, 

please contact: 
Nia Hovde, Vice President 

& Director of Marketing 
& Communications 

at nia@ifea.com 
or +1-208-433-0950 ext: 3 

or Click Here

http://www.ifea.com/pdf/IFEAOnlineMarketingAudit.pdf
http://www.ifea.com/pdf/IFEAOnlineMarketingAudit.pdf
mailto:nia@ifea.com


THE UN-COMFORT ZONE
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.

On a summer weekend in 1977, my 
friend Tony and I made plans to go wa-
terskiing. When he picked me up there 
were two people in the car that I did not 
know. He introduced his new girlfriend 
Sue, and her brother Bubba.
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Sometimes You Have to Rip  
the Cover Off the Book

Bubba	was	the	quintessential	redneck.	
Within	minutes	of	getting	on	the	boat,	he	
stuffed	a	wad	of	chewing	tobacco	the	size	
of	a	baseball	in	his	cheek,	then	chugged	
several	beers.	In	less	than	an	hour	we	
were	dealing	with	an	irritable	drunk.	He	
belched	loudly,	spit	constantly,	com-
plained	incessantly,	and	couldn’t	string	
two	words	together	without	inserting	a	
profanity.	In	short,	Bubba	made	our	visit	
to	the	lake	completely	unpleasant.	Even-
tually	he	passed	out	in	the	back	of	the	
boat	and	we	enjoyed	the	rest	of	the	day.	
My	opinion	of	Bubba’s	character,	talent	
and	intelligence	could	not	have	been	
lower.	I	looked	upon	him	as	a	total	loser.	
A	dimwit	who	would	never	amount		
to	anything.	
At	the	end	of	the	day,	Tony	drove	Sue	
and	Bubba	home	first.	When	we	arrived	
at	their	home,	Bubba	was	awake	and	
somewhat	sober.	Sue	asked	Tony	to	come	

inside	and	see	the	new	
dress	she’d	bought.	
Then	she	turned	to	
Bubba	and	said,	“Why	
don’t	you	show	Robert	
your	chickens?”
We	walked	around	
to	the	back	of	the	
house	and	Bubba	
pointed	toward	a	
miniature	barn.	It	was	
the	cutest	little	building	
I’d	ever	seen.	Round-
ed	roof,	little	windows,	
bright	colors	and	lots	of	
lacy	gingerbread	all	around.	

“Where’d	you	get	this?”	I	asked.	“I	built	
it,”	replied	Bubba.	
“From	a	kit?”	I	asked.	“No,	I	built	it	
after	my	grandfather’s	barn.”
For	the	first	time	that	day,	I	was	im-
pressed	by	Bubba.	When	we	went	inside,	
the	first	thing	I	saw	was	a	display	case	full	
of	blue	ribbons.	Dozens	of	them.	These	
were	first	place	awards	from	around	
the	country	that	Bubba	had	won	for	his	
chickens.	Then	he	started	showing	me	
his	chickens	and	telling	me	about	them.	
Suddenly	the	cussing	and	complaining	
Bubba	became	eloquent.
As	we	walked	around	the	barn	he	
showed	me	more	than	50	of	the	most	
beautiful	and	exotic	looking	birds	I’d	ever	
seen.	Unusual	looking	birds	that	I	would	
never	have	known	were	chickens.	These	
were	not	birds	for	eating	or	laying	eggs	–	
these	were	prize	show	chickens.	

He	explained	to	me	that	chickens	
originated	in	the	jungles	of	Asia.	He	told	
me	how	he	bred	and	raised	them.	What	
he	did	to	make	their	plumage	bright,	
colorful	and	plentiful.	I	was	amazed	by	
the	extent	of	his	knowledge	and	I	listened	
eagerly	to	everything	he	said.	He	spoke	
with	an	enthusiasm	and	energy	that	I	
could	not	have	imagined	earlier.	The	
difference	was	that	I	had	entered	his	real	
world.	The	world	he	loved	and	was	excit-
ed	about.	Here	was	his	hobby,	but	he	was	
so	motivated	by	it	that	it	brought	out	the	
very	best	in	him.
I	learned	a	big	lesson	that	day.	I’d	al-

ways	heard	my	teachers	say,	“Don’t	judge	
a	book	by	its	cover,”	but	until	then	I	had	
not	witnessed	the	truth	of	that	proverb.	I	
decided	then	and	there	that	I	would	never	
judge	another	person	completely	by	my	
first	impression.	That	if	time	and	opportu-
nity	allowed,	I	would	look	further,	deeper.	
When	you	discover	someone’s	passion,	
you	have	discovered	what	motivates	
them.	And,	that	is	the	key	to	communi-
cating	with	them	in	the	most	productive	
way	possible.

http://www.jumpstartyourmeeting.com


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


I’ve	worked	at	KDF	for	over	five	years	
and	have	attended	six	IFEA	conferences.	
I	was	hired	to	serve	as	KDF’s	Sr.	VP	of	
Administration	and	General	Counsel.	As	
my	good	friend,	Ted	Baroody,	President	
of	Norfolk	Festevents	in	Norfolk,	Virginia,	
once	pointed	out	in	the	Young	Profes-
sionals	group	at	the	IFEA’s	56th	Annual	
Convention	&	Expo	in	Ft.	Worth,	Texas	
in	2011,	having	a	lawyer	as	a	permanent	
member	of	a	festival’s	staff	is	a	very	
new	development	in	the	industry.	Most	
festivals	usually	rely	on	a	board	member	
to	donate	his/her	time	or	only	consult	
outside	counsel	on	the	most	pressing	
issues.	In	many	ways,	my	role	points	to	
the	changes	I’ve	noticed	in	the	festival	and	
event	industry	in	the	short	time	I’ve	been	
with	KDF.	There	is	now	a	universal	under-
standing	that	our	passion	for	producing	
events	has	a	very	real	and	very	important	
business	side	to	it.	With	every	firework	
we	shoot	off	or	corn	dog	we	serve,	there	
are	legal,	contractual	and	risk	manage-
ment	issues	that	must	be	addressed.	How	
should	the	indemnification	language	in	a	

contract	be	worded?	Do	you	even	have	an	
indemnification	clause	in	your	contracts?	
How	can	a	festival	protect	its	intellectual	
property?	What	are	the	important	facts	
that	must	be	gathered	during	an	incident	
in	the	event	of	litigation?	There	are	ways	
a	festival	can	position	and	protect	itself	to	
ensure	the	“what	if”	scenarios	can	be	dealt	
with	and	the	“business	of	fun”	continues.
Fortunately,	over	the	last	several	years	

there	has	been	an	emphasis	placed	on	pro-
viding	educational	opportunities	at	IFEA	
and	on	webinars	about	risk	management	
and	legal	issues.	The	folks	I’ve	spoken	with	
from	the	festivals	which	don’t	have	the	
budget	to	hire	a	full-time	lawyer	have	a	lot	
of	questions.	Well,	consider	this	the	IFEA’s	
version	of	a	radio	station’s	lawyer	call-in	
show.	Please	send	me	any	questions	you	
might	have	about	legal	issues	your	festival	
or	event	may	be	facing.	I’ll	do	some	re-
search	and	in	each	issue	of	IFEA’s “i.e.: the 
business of international events”	magazine,	
I’ll	provide	answers	sprinkled	with	real	
world	examples,	which	might	help	your	
festival	and	others,	without	having	to	pay	

someone	$250/hour	for	the	answers.	.	.	
(Not	that	we	bloodsucking	lawyers	aren’t	
worth	every	penny!)	

ENGLISH 101
By	Jeff	English

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

Please feel free to contact me at: 

Jeff English
Senior Vice President – Administra-
tion General Counsel
Kentucky Derby Festival, Inc.
Louisville, KY
Phone: 502-572-3856 
Email: jenglish@kdf.org

It’s a common phrase used around the Kentucky Derby Festival office, and even 
the title of a presentation used to highlight KDF’s economic impact on the local 
community. I love it because it perfectly describes the life we’ve chosen. You and 
me. The people who have decided to make a career out of producing events and 
providing memorable moments for families. How we love what we do and are wired 
just a little differently than other folks. We love the adrenaline rush the morning of 
an event. We love being “in the know” with everything going on. We embrace our 
roles and responsibilities, all the while realizing that what we do makes a differ-
ence. Our job is to bring a community together in celebration and when done well 
it’s nothing short of magical. In a nutshell: Our business is to make people smile… 
but at the end of the day, it is a business. So how do we reconcile our creative  
instincts with our fiduciary responsibility to operate and protect our business?
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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	 be-
tween	Good	 and	Great.	 You’ve	 dedicat-
ed	 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
http://www.kaliff.com/
mailto:bette@ifea.com


High Tech Ticketing, Sales 
Options Making Life Easier

by Susan Greitz

Event	organizers	are	challenged	with	
finding	ways	to	make	the	ticketing	process	
smooth	for	attendees,	from	purchase	to	
entry	into	the	event.	One	way	to	do	that	
is	to	presell	tickets,	so	customers	don’t	
have	to	stand	in	line	to	purchase	entry	
tickets	at	the	event.	Preselling	tickets	also	
helps	organizers	gauge	attendance.	And	
purchasing	those	tickets	online	is	one	way	
event	organizers	are	making	it	convenient	
for	customers.	Tickets	can	be	printed	from	
the	purchaser’s	home	and	it	becomes	one	
less	cost	for	organizers.	But	what	happens	
if	the	purchaser	is	ready	to	head	out	the	
door	to	the	event	and	their	printer	runs	
out	of	ink?	Or	worse	yet,	breaks?	
Paperless	ticketing	will	prevent	that	

scenario	from	happening.	Online	ticketing	
platforms	are	available	that	can	be	used	

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. 

for	events	of	all	types	and	sizes.	Users	
can	download	a	free	app	for	their	smart-
phone	that	allows	for	convenient	paperless	
ticketing.	After	downloading	the	app,	the	
attendee	can	login	securely,	retrieve	the	
ticket	barcode	and	never	have	to	worry	
about	misplacing	or	not	being	able	to	print	
a	ticket	again.	Apps	are	available	on	both	
the	App	Store	and	the	Android	Market.	
One	concern	with	preselling	tickets	

is	the	opportunity	for	counterfeiting.	
Although	many	people	are	becoming	
comfortable	with	the	ticketless	option	
mentioned	above,	there	are	still	many	that	
prefer	to	have	a	printed	ticket	in	hand.	
Barcodes	on	tickets	can	be	used	as	a	safe-
guard	against	counterfeiting,	but	investing	
in	barcode	scanners	may	not	be	feasible	
for	organizers	of	small	festival	or	events.	

One	solution	is	a	program	called	Entry	
Manager,	by	Eventbrite.	It	allows	a	smart	
phone	to	be	used	as	a	handheld	ticket	
scanner.	Tickets	printed	through	the	
Eventbrite	system	includes	a	barcode	that	
can	be	scanned	with	most	smartphones.	
When	the	ticket	is	scanned	at	the	door,	
the	attendee	is	immediately	checked	into	
the	event	and	ticket	takers	are	assured	the	
ticket	is	valid.
Mobile	credit	card	acceptance	is	
another	challenge	for	events	and	ven-
dors.	Organizers	of	outdoor	events	were	
forced	to	accept	cash	or	checks	only,	or	
invest	in	technology	that	captured	credit	
card	information	which	was	then	later	
uploaded.	The	downside	is	the	need	for	
an	electrical	hookup	and	the	possibility	
of	declined	transactions.	
Now,	technology	is	available	that	plugs	
into	a	smart	phone	or	iPad,	reads	credit	
cards,	and	can	email	receipts	to	purchas-
ers.	This	type	of	technology	allows	event	
organizers	the	flexibility	and	mobility	to	
accept	credit	cards	onsite	at	any	location.
One	such	program,	also	from	
Eventbrite,	is	called	At	The	Door.	The	
program	consists	of	the	At	The	Door	App	
for	iPad,	an	additional	peripheral	credit	
card	reader	that	plugs	into	the	iPad	and	
a	small	wireless	printer.	Together,	these	
pieces	create	a	mobile	box	office.	All	
major	credit	cards	can	be	accepted	and	
tickets	can	be	printed	on	the	spot	utiliz-
ing	the	wireless	printer.	
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http://www.eventbrite.com
http://www.eventbrite.com
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Contracts and Insurance Language

INSURANCE INSIGHTS
by Andrew Vandepopulier

When	you	think	about	all	the	hazards	
at	your	festival	it	can	be	overwhelming.	
Did	we	get	certificates	from	all	the	con-
tractors?	Do	we	have	contracts	and	insur-
ance	from	our	vendors?	Who	is	responsi-
ble	for	the	big	claims?	Are	we	covered?
These	items	can	be	addressed	by	a	risk	
management	plan	that	includes	your	
entire	team	and	your	insurance	agent.	
Festival	planners	should	begin	the	risk	
management	plan	months	from	the	
event.	This	plan	should	include	the	CEO,	
Board	and	your	insurance	agent.	
The	best	risk	management	plans	
include	compilation	of	contract	nego-
tiation,	certificate	reviews,	and	last	but	
not	least,	having	the	correct	coverages	in	
place	for	the	event.	First,	make	sure	the	
person	reading	and	signing	the	contracts	
understands	what	they	are	trying	to	
accomplish.	One	of	the	most	frequent	
mistakes	is	when	events	don’t	require	the	
contractors	and	vendors	to	indemnify	
them	in	the	contract.	A	typical	indemnifi-
cation	states:
“Vendor	agrees	to	indemnify,	save	and	
hold	harmless	“Festival”	from	and	against	
all	liability,	loss,	damages,	claims,	costs	
and	expenses	arising	from	incidents	relat-
ing	to	the	performance	of	the	vendor.”	
This	states	that	you	are	transferring	the	
risk	away	from	the	event	and	back	to	the	
vendor.	Anytime	that	you	work	with	a	
contractor	you	will	want	to	include	this	
language	in	the	contract,	it	will	help	min-
imize	your	risk.	If	a	vendor	or	contractor	
requests	you	sign	a	contract	for	your	
group	indemnifying	them	or	their	oper-
ations	you	should	discuss	this	with	your	
insurance	professional	before	proceeding.	
As	an	example,	consider	a	vendor	sell-
ing	E-coli	contaminated	hamburgers	at	
your	event.	Who	is	responsible	for	paying	
the	damages	and	the	cost	to	defend	the	
festival.	If	your	vendor	contract	contains	
language	similar	to	that	above,	their	
insurance	becomes	primary.	If	you	don’t	
have	this	language	the	vendors	insurance	
would	not	apply.	If	you	have	good	con-
tract	language	you	should	be	protected	in	
the	event	of	a	claim.	If	not	you	are	facing	
either	a	large	legal	bill	or	a	large	loss	on	
your	record	come	next	renewal.	This	type	

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

of	claim	will	affect	how	the	account	is	
priced	in	the	coming	years.
The	next	part	of	the	plan	is	requiring	
the	certificates	of	insurance	from	the	
vendor’s	before	the	event.	This	gives	you	
and	your	agent	time	to	review	them	and	
request	changes	if	necessary.	One	team	
member	needs	to	be	reviewing	certifi-
cates	for	accuracy	of	coverages,	dates	and	
Additional	Insured	status.	Vendors	failing	
to	provide	Additional	Insured	status	
have	become	a	problem	recently.	These	
certificates	simply	state	the	vendor	has	
insurance	but	do	not	provide	coverage	
to	your	organization.	Your	agent	will	be	
happy	to	review	these	for	you	as	well.	If	
a	vendor	fails	to	provide	you	a	corrected	
cert	there	is	one	other	way	to	handle	this.	

Some	event	insurance	companies	will	
offer	a	policy	called	a	Users/Tulip	policy	
that	will	allow	a	vendor	to	be	added	for	
a	fee.	This	does	not	apply	to	all	vendors	
but	does	cover	a	broad	range	of	opera-
tions.	This	can	be	added	to	the	policy	and	
would	provide	your	group	appropriate	
risk	transfer.
This	approach	to	contracts	and	the	
collection	of	certificates	will	put	your	
event	in	a	much	better	position	to	handle	
a	claim.	Your	risk	management	plan	is	
only	as	good	as	the	person	reviewing	the	
contracts	and	certificates	for	you.	While	
this	can	be	an	extremely	tedious	task,	it	
can	be	the	difference	between	an	accident	
at	your	festival	and	an	accident	that	could	
end	your	festival.

www.hwins.com
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Under 1 Million Population:

Hampyeong-gun
Jeonlanam-do, South Korea

A	small	city	on	the	west	side	of		
Jeollanam-do,	Hampyeong-gun	has	a	
population	of	about	37,000.	Although	
small,	Hampyeong-gun	has	become	a	
leader	in	environmentally	friendly	farming	
techniques	with	the	total	area	of	Hampy-
eong	comprising	of	36%	farmland,	48%	
forestland	and	20.6km	of	coastline.	With	
no	natural	resources,	industrial	resources,	
tourism	resources,	Hampyeong-gun	was	
once	underdeveloped	and	only	drew	in	
about	180,000	tourists	a	year.	Today,	
Hampyeong	is	famous	for	its	annual	
Butterfly	Festival,	the	only	one	of	its	kind	
in	South	Korea.	Selected	as	one	of	Korea’s	
best	festivals	by	the	Ministry	of	Culture,	
Sports	and	Tourism,	the	Hampyeong	But-
terfly	Festival	offers	visitors	a	chance		
to	learn	about	the	ecology	of	Korea	while		
allowing	visitors	to	watch	50,000	butter-
flies	from	70	species	flying	through	in	the	
air.	Hampyeong-gun	today	attracts	more	
than	1	million	visitors.

Grapevine
Texas, United States of America

Historic	Grapevine,	Texas	is	the	premier	
go-to	destination	when	planning	a	trip	to	
Texas!	Grapevine,	centrally	located	between	
Dallas	and	Fort	Worth,	provides	visitors	a	
sophisticated	escape	from	the	big	city.	Step	
back	in	time	in	Historic	Downtown	Grape-
vine	and	visit	the	more	than	80	shops,	win-
eries,	restaurants	and	artisans.	Hop	aboard	
the	Grapevine	Vintage	Railroad	or	unwind	
at	one	of	Grapevine’s	many	winery-tasting	
rooms.	Play	81	holes	of	golf	or	take	advan-
tage	of	8,000-plus	acres	of	recreation	on	
Lake	Grapevine.	Experience	one	of	Grape-
vine’s	award-winning	annual	festivals	and	
events.	See	the	Grapevine	Glockenspiel’s	
Would-Be	Train	Robbers,	Nat	Barrett	and	
Willy	Majors.	Whether	you	enjoy	indoor	or	
outdoor	activities,	Grapevine	has	some-
thing	for	everyone.

Campos do Jordão
São Paulo, Brazil

Located	about	5,577	feet	above	sea	
level,	Campos	do	Jordão,	in	São	Paulo	
State,	is	one	of	the	best-loved	mountain	
destinations	in	Brazil.	With	sunny	winters,	
excellent	hotels	and	restaurants,	and	quaint	
timber	frame	architecture,	Campos	do	
Jordão	has	become	synonymous	with		
winter	travel	in	São	Paulo,	but	is	a	desti-
nation	to	be	visited	all	year	round.	Besides	
being	a	leisure	resort,	Campos	do	Jordão	is	
a	destination	for	those	seeking	to	promote	
events,	and	was	chosen	by	the	Brazilian	
Academy	of	events	in	2007,	as	the	Best	
Destination	for	Small	Events	and	Medium	
Businesses	in	the	Southeast.	Through	public	
and	private	initiatives,	Campos	do	Jordão	
developed	its	tourism	by	promoting	events	
like	the	Cherry	Festival,	the	Festival	Pinion,	
Hydrangea	Festival,	Christmas	on	the	
Mountain,	Cooking	Food	Festival	on	the	
Mountain,	Adventure	fortnight	in	addition	
to	receiving	musical	and	cultural	holidays.	
Winter	months	are	when	things	really	
heat	up	in	“Campos,”	culminating	with	
the	Festival	de	Inverno,	an	internationally	
renowned	classical	musical	festival.	

The International Festivals & Events Association  
announced and recognized the 2012 recipients of 
the “IFEA World Festival & Event City” award during 
the 57th Annual IFEA Convention & Expo in Denver,  
Colorado, United States on September 21, 2012. The 
IFEA would like to congratulate all of our 2012 IFEA 
World Festival & Event City Award Recipients. 

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

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

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=227&Itemid=428
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Maribor, Slovenia

Located	at	the	easternmost	foothills	of	
the	Pohorje	Massif,	Maribor	is	the	second	
largest	city	in	Slovenia	with	a	population	
of	95,200	and	is	the	largest	city	of	the	
traditional	region	of	Lower	Styriar.	Its	
lively	culture	and	events,	rich	wine	tra-
dition	with	the	oldest	vine	in	the	world,	
numerous	possibilities	for	entertainment,	
relaxation	and	outdoor	recreation,	as	well	
as	its	reputation	of	relaxed	openness	and	
hospitality,	led	Maribor	to	the	honorary	
title	of	European Capital of Culture 2012	
and	holder	of	the	26th Winter Universi-
ade 2013	in	addition	to	being	named	
the	2013 European Youth Capital	by	the	
European Youth Forum.	Maribor	is	the	host	
of	many	top	events	–	from	the	famous	
Festival	Lent	(named	after	the	waterfront	
district	called	Lent),	the	wine-culinary	
Old	Vine	Festival,	the	Maribor	Theatre	
Festival,	and	the	music	Festival	of	Mari-
bor	to	the	Golden	Fox	World	Cup	Skiing	
competition,	and	many	other	events.

Ballito-KwaDukuza 
KwaZulu-Natal, South Africa

Ballito	is	a	small,	bustling,	thriving	
community,	situated	amid	rolling	sugar	
cane-covered	hills	on	the	Indian	Ocean	
coastline	of	KwaZulu	Natal,	South	Africa	
and	is	affectionately	nicknamed	the	heart	
of	the	‘Dolphin	Coast’.	Often	referred	
to	as	the	Pearl	of	the	North	Coast,	the	
town	of	Ballito	dates	back	to	1953,	when	
a	group	of	entrepreneurs	began	inves-
tigating	land	to	develop	a	township.	In	
1954	the	township	of	Ballito	was	born,	
its	name	inspired	by	a	magazine	adver-
tisement	meaning	“Little	Ball”.	Reaching	
borough	status	in	1986,	Ballito	has	
since	been	well	known	for	its	superb,	
safe	beaches	and	splendid	surroundings.	
When	South	Africa	is	gripped	with	icy	
winter	chills	in	July,	surfers,	sun	wor-

shippers	and	music	lovers	alike,	head	to	
Willard	Beach	in	Ballito	for	the	interna-
tionally	recognized	Mr.	Price	Pro	Balli-
to	surfing	competition,	South	Africa’s	
biggest	beach	and	lifestyle	event	featuring	
an	international	surfing	event,	free	music	
concerts	and	a	beach	festival.

Lhasa
Tibet Autonomous Region, 
People’s Republic of China

Lhasa,	the	“Holy	Land”	in	Tibetan	
language,	situated	in	the	north	side	of	
Lhasa	River	which	is	a	tributary	of	the	
Yarlung	Zangbo	River,	is	an	ancient	city	
with	the	history	of	1300	years,	and	full	of	
vigor	and	vitality;	she	is	especially	famous	
for	its	beautiful	landscape,	long	history,	
splendid	culture,	unique	customs,	numer-
ous	scenic	spots;	she	has	the	architecture	
represented	by	towering	Potala	Palace,	
the	folk	culture	represented	by	popular	
Life	of	King	Gesar,	Tibetan	medicine	
and	Tibetan	pharmacy	represented	by	
Four-Volume	Medical	Code,	religious	
cultures	represented	by	multivolume	
work	called	Tripitaka,	and	mass	culture	
represented	by	self-contained	Zang	opera.	
Since	peaceful	liberation	of	Tibet,	under	
the	care	of	the	Central	Party	and	the	State	
Council,	and	correct	leadership	of	CPC	
Committee	and	Government	of	the	Au-
tonomous	Region,	Tibet	has	received	help	
from	people	all	over	the	country,	especial-
ly	Beijing	and	Jiangsu,	and	has	made	out-
standing	achievements	on	economy	and	
society,	created	wonders	for	thousands	
of	years	within	several	decades.	Today,	
the	economy	has	been	developed,	and	
people’s	livelihood	has	been	improved	
in	Lhasa	which	has	become	an	ecological	
and	livable	city	with	the	environment	of	
social	justice,	freedom	of	faith,	and	unity	
and	stability.	People	live	and	work	in	
peace	and	contentment.

Newcastle
New South Wales, Australia

Newcastle	is	a	modern	city	boasting	
stunning	beaches,	a	bustling	working	
harbour	and	a	fascinating	heritage.	The	
city	was	originally	founded	as	a	penal	
colony	in	1804	and	grew	into	a	rich	coal	
exporting	and	steel	processing	industrial	
city	before	evolving	into	the	dynamic	city	
of	today.	Situated	only	two	hours’	drive	
north	of	Sydney,	Newcastle	is	Australia’s	
seventh	largest	city	and	offers	all	the	ben-
efits	and	amenities	of	a	large	city	but	with	
all	the	friendliness	of	a	regional	town.	
Newcastle’s	Festivals	and	Events	program	
entertains	and	inspires	the	community,	
whilst	cementing	the	region	as	a	premier	
destination	and	bringing	vital	tourism	
dollars	to	the	visitor	economy.

Dublin
Ohio, United States of America

Judges Selection for Most Outstand-
ing Global Entry in Population Category
The	home	of	one	of	the	premiere	
events	on	the	PGA	Tour	–	Jack	Nicklaus’	
Memorial	Tournament	–	and	one	of	
the	largest	Irish	festivals	in	the	country,	
Dublin,	Ohio	is	frequently	recognized	for	
its	top-ranked	public	education	system,	
incomparable	public	service	and	its	lush	
green	spaces.	Headquarters	to	some	of	
the	world’s	top	companies	–	including,	
Cardinal	Health,	The	Wendy’s	Company	
and	Stanley	Steemer	International	–		
Dublin	is	located	in	the	northwest	corner	
of	the	Columbus	metropolitan	service	
area.	It	has	a	residential	population	of	
41,000	people	that	blossoms	when	more	
than	100,000	visitors	arrive	for	the	three-
day	Dublin	Irish	Festival,	which	celebrat-
ed	its	25th	anniversary	in	2012.	With	a	
slate	of	community	events	and	a	highly	
acclaimed	public	arts	program,	Dublin,		
Ohio	has	been	recognized	by	Money		
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magazine	as	one	of	the	hottest	places	to	
live,	and	voted	Best	Suburb	in	Central	
Ohio	by	the	readers	of	Columbus	Month-
ly	magazine.	It	also	has	earned	honors	as	
one	of	the	Top	Seven	Intelligent	Commu-
nities	in	the	world	by	the	New	York-based	
Intelligent	Community	Forum.	All	eyes	
will	be	on	Dublin	in	2013	as	Muirfield	
Village	Golf	Club	plays	host	to	one	of	the	
sport’s	most	prestigious	events	when	the	
Presidents	Cup	comes	to	town.

Over 1 Million Population:
London, England

Host	of	the	2012	Summer	Olympics,	
London	is	the	capital	and	largest	city	of	
both	the	United	Kingdom	and	of	England,	it	
is	also	the	largest	city	in	Western	Europe	and	
the	European	Union.	Situated	on	the	River	
Thames	in	South-East	England,	Greater	
London	has	an	official	population	of	a	little	
over	8	million	—	although	the	figure	of	
14	million	for	the	city’s	metropolitan	area	
more	accurately	reflects	its	size	and	impor-
tance.	Noisy,	vibrant	and	truly	multicultural,	
London	is	a	megalopolis	of	people,	ideas	
and	frenetic	energy.	With	a	history	that	dates	
to	before	Roman	times,	London	offers	royal	
history	in	the	form	of	Buckingham	Palace	
and	the	Tower	of	London,	cultural	activities	
such	as	the	British	Museum	and	the	West	
End	theatres,	and	a	variety	of	events	to	cel-
ebrate	the	2012	Olympics.	Considered	one	
of	two	of	the	world’s	leading	“global	cities,”	
London	remains	an	international	capital	of	
culture,	music,	education,	fashion,	politics,	
finance	and	trade.

The Republic of Trinidad  
and Tobago

Trinidad	and	Tobago,	officially	the	
Republic	of	Trinidad	and	Tobago	is	an	
archipelagic	state	in	the	southern	Caribbe-
an,	lying	just	off	the	coast	of	northeastern	
Venezuela	and	south	of	Grenada	in	the	

Lesser	Antilles.	It	shares	maritime	boundar-
ies	with	other	nations	including	Barbados	
to	the	northeast,	Guyana	to	the	southeast,	
and	Venezuela	to	the	south	and	west.	
The	country	covers	an	area	5,128	square	
kilometres	(1,980	sq	mi)	and	consists	of	
two	main	islands,	Trinidad	and	Tobago,	
and	numerous	smaller	landforms.	Trinidad	
is	the	larger	and	more	populous	of	the	
main	islands,	comprising	about	94%	of	the	
total	area	and	96%	of	the	total	population	
of	the	country.	Trinidad	and	Tobago	is	a	
diverse,	multicultural	country	where	just	
about	everything	is	celebrated.	Their	world	
famous	Carnival	featuring	Calypso	music	
and	steel	drum	bands	is	the	highlight	for	
many,	but	there	are	many	festivals,	concerts	
and	special	events	happening	throughout	
the	year.	Their	diverse	landscape,	including	
pristine	beaches,	untouched	rainforests	and	
vibrant	cities,	provides	a	setting	for	a	wide	
range	of	activities.	

Sydney
New South Wales, Australia

Sydney	is	Australia’s	leading	tourism	and	
events	destination,	attracting	more	inter-
national	business,	holiday	and	education	
visitors	than	any	other	city	in	Australia.	
Sydney’s	physical	beauty,	vibrant	creative	
energy	and	iconic	attractions	such	as	Sydney	
Opera	House	and	Sydney	Harbour	Bridge	
have	secured	its	status	as	Australia’s	global	
city.	Sydney’s	festivals	and	events	are	integral	
to	the	life	of	the	city.	Sydney’s	festivals	
and	events	are	best	practice	and	globally	
recognised	from	the	world	famous	New	
Year’s	Eve	celebrations	to	Vivid	Sydney.	
Vivid	Sydney	has	been	recently	rated	by	The	
Guardian	newspaper	as	one	of	the	“Top	Ten	
Ideas	Festivals	in	the	World.”	In	2012	Syd-
ney	introduced	two	more	major	events	to	
the	Calendar,	the	Australian	Open	of	Surfing	
on	Manly	Beach	and	Handa	Opera	on	Syd-
ney	Harbour,	set	upon	a	glistening	stage	on	
Sydney	Harbour.	When	it	comes	to	festivals	
and	events	there	is	nothing	Sydney	can’t	do.	
Always	pushing	the	limits	and	trying	new	
things,	Sydney	is	definitely	the	world’s	best	
festivals	and	events	city.

Denver
Colorado, United States of 
America

Denver,	Colorado	is	an	amazing	city	in	
the	heart	of	the	Rocky	Mountains.	The		
beauty	and	the	cultural	diversity	are	
amongst	the	“mile	high”	list	of	reasons	to	
visit,	participate,	and	enjoy	this	world-class	
city!	Festivals	and	events	in	the	Mile	High	
City	demonstrate	Denver’s	dedication	to		
attract	a	variety	of	audiences,	exhibit	
community	pride,	and	enhance	the	existing	
cultural	environment.	Venues	including	
stadiums,	theatres,	parks,	museums,	and	
non-traditional	locations	play	host	to	a	
medley	of	festivals	and	events	that	take	
place	in	our	city.	
Denver	boasts	a	year-round	schedule	
of	events	that	is	accommodated	by	our	
fabulous	climate.	Three	hundred	days	of	
sunshine	every	year	allows	for	indoor	and	
outdoor	events	to	be	enjoyed	year-round.	
Denver	offers	people	of	all	ages	and	all	
interests	a	host	of	activities	to	enjoy.	
Skiing,	hiking,	white-water	rafting,	music	
festivals,	cheering	on	one	of	the	eight	
professional	sports	teams,	and	a	myriad	
of	food	tastings	will	keep	visitors	busy	for	
the	duration	of	their	stay.
Denver	hosts	a	mix	of	world-wide	

events.	The	schedule	carefully	intermixes	
sports,	arts,	music,	theater	and	cultural	
festivals	throughout	the	year.	The	tradi-
tions	created	by	the	variety	of	festivals,	
such	as	the	Cherry	Creek	Arts	Festival	held	
annually	on	the	4th	of	July	weekend,	keep	
visitors	and	local	residents	reserving	the	
time	to	return	to	the	event	each	year.	
Each	event	in	Denver	is	recognized	as	

the	premier	event	of	the	city	and	is	treated	
with	impeccable	planning,	support,	and	
service.	The	city	invests	millions	of	dollars	
every	year	to	make	sure	the	experience	of	
all	parties	at	each	and	every	event	is	excep-
tional.	VISIT	DENVER	and	the	City	and	
County	of	Denver	invest	countless	hours	
into	the	current	planning	and	developing	
of	future	event	concepts	in	the	Mile	High	
City.	The	significant	economic	support	
that	the	festivals	and	events	bring	to	the	
city	and	community	are	used	to	attract	
further	celebrations	to	our	great	city.

Continued	on	page	93	
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DEBRA ADAMS
Nominated by:
Capitol Hill People’s Fair
Denver, CO

PAUL CARROLL
Nominated by:
Kentucky Derby Festival
Louisville, KY

KEITH CRATE
Nominated by:
Lake Taupo, New Zealand

JENNIFER MAY-DENNIS
Nominated by:
San Antonio Highland 
Games
San Antonio, TX

KARI BOE SCHMIDTZ
Nominated by:
Saint Paul Festival &  
Heritage Foundation
Saint Paul, MN

DENNIS ROBERTS
Nominated by:
Grapevine CVB
Grapevine, TX

AL ZITNEY
Nominated by:
The Parade Company
Detroit, MI

While	there	can	only	be	one	person	named	as		
the	2012	“IFEA/Zambelli	Fireworks	International		
Volunteer	of	the	Year”,	we	would	like	to	take	a		

moment	to	recognize	all	of	the	many	deserving	individuals		
who	were	nominated	this	year.	Each	one	stands	out	in	their		
own	special	way,	making	it	a	very	difficult	decision	for	the	
committee	to	make.	The	spirit	and	dedication	they	have	shown	
has	helped	to	strengthen	and	shape	the	events	they	work	with,	
which	in	turn,	has	helped	to	keep	our	industry	and	their		
communities	strong.	We	invite	you	to	join	us	in	thanking		
them,	and	all	volunteers,	for	their	much-appreciated	efforts.

www.zambellifireworks.com
www.zambellifireworks.com
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=123&Itemid=158
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=123&Itemid=158
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=123&Itemid=158
http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=123&Itemid=158
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The Truth About the Shortage and 
What it Means to Your Event

By Becky Thomson

HELIUM 
DISAPPEARING?
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Helium	has	been	in	increasingly	short	
supply	across	the	globe	for	the	past	five	
years,	leaving	event	and	party	planners	
scrambling	for	solutions.
From	a	consumer’s	point	of	view,	
the	shortage	is	very	real,	but	not	for	the	
reasons	you	might	think.	The	supply	is	
decreasing	due	to	a	myriad	of	factors—in	
the	past	several	years,	the	US	has	had	a	
number	of	plants	shut	down	for	main-
tenance	or	operating	at	partial	capacity,	
leaving	many	point-of-sale	suppliers	
empty	handed.	The	shortage	has	far	more	
to	do	with	the	lack	of	refinement	resourc-
es	than	actual	raw	supply.	

Understanding the Market
The	United	States	is	the	largest	produc-
er	of	helium,	contributing	about	75%	to	
the	market	worldwide,	with	a	significant	
portion	of	that	coming	from	a	single	
pipeline	in	Texas.	In	America,	the	helium	
supply	to	public	sectors	has	been	dictated	
by	the	government	controlled	National	
Helium	Reserve	since	1925,	effectively	
removing	it	from	market	influence.	In	
1996,	the	government	passed	the	Helium 
Privatisation Act,	which	directed	that	the	
entire	reserve	be	sold	off	by	2015—the	
goal	being	to	allow	the	private	market	
to	take	over	the	production	and	sale	of	
the	gas.	What	lawmakers	didn’t	foresee,	
however,	is	that	the	relatively	low	sale	

price	of	helium	had	made	it	unattractive	
to	private	refineries	to	pick	up	the	pro-
duction.	The	question	they’re	facing	now	
is	whether	there	will	be	anyone	to	supply	
the	gas	once	the	reserve	is	sold	off.
Remember	high	school	economics?	The	

helium	“crisis”	that	we’re	facing	now	is	
simply	bearing	out	the	basic	principles	of	
supply	and	demand.	Since	the	Privatisation 
Act,	consumers	have	been	able	to	purchase	
helium	at	prices	kept	artificially	low.	The	
demand	for	the	gas	continues	to	rise—he-
lium	is	one	of	the	world’s	most	stable	inert	
gases	and	is	used	widely	in	a	variety	of	dif-
ferent	industries,	including	MRI	technology	
and	rocket	science.	Once	the	government	
sells	off	the	last	of	the	Helium	Reserve,	gas	
supply	will	be	passed	to	the	private	market,	
where	the	sluggish	supply	will	likely	cause	
an	even	greater	spike	in	prices.	

Helium and Entertainment
Unfortunately,	regardless	of	the	reason	

that	helium	is	scarce,	the	entertainment	
industry	finds	itself	at	the	bottom	of	the	
totem	pole	of	supply	priority,	forcing	many	
events	to	seek	alternatives	for	traditional	
go-to	decorations	like	giant	parade	inflat-
ables	and	even	simple	party	balloons.	
Practically,	where	does	this	leave	you?	

When	it	comes	to	giant	parade	inflatables,	
the	lack	of	gas	might	have	you	grounded,	
but	it	doesn’t	have	to	leave	you	empty	hand-

ed.	Check	with	your	inflatable	provider	for	
products	they	can	offer	you	that	don’t	use	
helium,	or	use	less	helium,	giving	you	more	
bang	for	your	buck.	Some	helium	units	
can	be	converted	for	cold-air	(fan	driven)	
use,	which	are	carried	down	a	parade	route	
by	volunteers.	Others	can	be	inflated	on	a	
rolling	platform	and	pulled	down	the	street.	
These	cold-air	options	will	give	you	the	op-
portunity	to	avoid	helium	entirely,	without	
sacrificing	the	colorful	characters	that	so	
many	parade-goers	know	and	love.
The	helium	market	should	eventually	

level	out	as	private	businesses	find	incen-
tive	to	meet	demand	for	the	gas.	In	the	
meantime,	though,	don’t	be	afraid	to	get	
creative—with	a	little	ingenuity,	your	event	
can	be	better	than	ever,	without	being	held	
hostage	by	the	uncertain	future	of	helium.

Becky Thomson is the Executive 
Assistant at Dynamic Displays, home 
of Fabulous Inflatables ™. Riding the 
cutting edge of the inflatable industry 
since the early 1960’s, Dynamic Dis-
plays is a leader in inflatable quality 
and innovation and the preferred sup-
plier of helium giants for parades and 
events nationwide. For more informa-
tion, go to: www.fabulousinflatables.
com or call: +1-519-254-9563.

http://www.fabulousinflatables.com
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MULTIPLEMULTIPLE

VENUEVENUE

EVENTSEVENTS
MORE SIGHTS = MORE WORK = MORE GUESTS = MORE FUN

BY SHEILLA BRASHIER



Your event is gaining in popularity and crowds are getting larger 
each year.  Feedback from attendees suggests adding some more 
activities for specific groups, maybe children, senior citizens, or 
just more and varied music groups.  Once the decision is made to  
expand your event, you will likely face your first big challenge – 
Real Estate.
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Your	current	venue	simply	does	not	
have	enough	physical	space	to	add	
even	one	more	event.	You	could	move	
the	entire	event	to	a	new	location	large	
enough	to	accommodate	all	the	desired	
events,	but	the	current	location	is	already	
fixed	in	people’s	minds	and	routines.	
It	could	even	be	that	the	current	venue	
only	makes	sense	in	its	current	location	
because	of	the	nature	of	the	event	itself.	
For	instance,	if	the	original	reason	for	cre-
ating	a	geographically	named	event	was	
to	help	the	economy	of	the	surrounding	
area,	it	may	create	resentment	to	move	it.	
One	common	example	is	an	event	which	
occurs	on	the	main	part	of	a	town’s	busi-
ness	district.	
Often	the	original	purpose	of	the	event	
was	to	attract	new	potential	customers	
to	an	area	so	that	they	would	shop	at	the	
businesses	there,	or	at	least	learn	what	is	
available	in	the	immediate	area.	At	first,	
area	civic	organizations	or	school	groups	
are	encouraged	to	set	up	food	and	bever-
age	booths	and	arts	and	crafts	vendors	are	
charged	for	booth	spaces	marked	off	in	
lines	on	the	street.	A	few	small	inflatable	
devices	may	be	rented	for	children	and	
the	host	event	organization	may	even	
sell	souvenirs	and	concessions	to	pay	for	
marketing	and	the	rented	portable	toilets	
and	miscellaneous	supplies.	But	within	
three	years,	your	small	downtown	event	
has	grown	in	popularity	to	the	point	
where	the	crowds	can	no	longer	be	safely	
managed	according	the	local	public	safety	
officials.	Volunteers	can	no	longer	handle	
all	the	duties	of	safety	and	security,	crowd	
control,	as	well	as	trash	collection	and	
removal.	This	dilemma	is	faced	often	by	
event	planners	working	with	events	grow-
ing	in	popularity.

Chickasaw Nation’s Expanding 
Success
The	Chickasaw	Nation	faced	a	similar	
success	which	resulted	in	a	logistical	
problem	in	the	small	town	of	Tishomin-
go,	Oklahoma.	This	berg	of	a	little	more	
than	three	thousand	folks	on	the	banks	
of	Pennington	Creek	is	a	sportsman’s	
destination	and	the	historic	capital	city	
of	the	Native	American	tribal	government	
of	the	Chickasaw	people.	What	began	as	
an	informal	gathering	with	a	tradition-
al	cultural	lunch	in	the	late	nineteenth	
century	had	grown	to	a	business	meeting	
and	festival	one	hundred	years	later.	
The	event	had	bounced	between	church	
pavilions	and	school	auditoriums	as	its	
popularity	grew,	then	finally	returned	to	
the	historic	capitol	grounds	in	the	heart	
of	Tishomingo.	
A	large	tent	was	rented	to	shade	the	
Chickasaw	people	attending	the	annual	
fall	meeting	and	brush	arbors	were	con-
structed	as	culturally	aesthetic	shelters	for	
the	invited	vendors	making	and	selling	
Native	American	crafts.	One	shaded	
area	of	the	capitol	lawn	was	reserved	for	
cooking	the	traditional	meal	of	Pashofa,	
a	corn	dish,	as	well	as	pork	and	grape	
dumplings.	The	kids	would	play	stick	

ball	in	the	open	part	of	the	grounds	and	
native	stomp	dances	would	be	performed	
throughout	the	day	on	the	remaining	
open	part	of	the	capitol	lawn.
Eventually,	the	crowd	attending	the	
annual	meeting	grew	too	large	for	a	tent	
and	it	was	moved	to	the	performance	
theatre	of	the	local	community	college.	
Attendees	wanted	more	than	just	Native	
American	vendors,	so	others	were	allowed	
to	rent	booth	space	in	a	nearby	city	park.	
In	order	to	meet	the	desires	of	the	elder	
citizens,	an	art	show	of	their	peers	was	
added	as	well	as	gospel	singing.
All	of	these	additional	activities	created	
new	challenges	and	logistics	which	had	
to	be	considered.	
The	only	way	to	keep	all	these	various	

events	operating	successfully	and	meet	
the	demands	of	the	ever-growing	crowds	
at	the	Chickasaw	Festival	and	Annual	
Meeting	was	to	move	each	category	of	the	
event	to	its	own	venue	in	a	different	part	
of	Tishomingo.	Since	some	of	the	events	
were	not	comfortable	walking	distances	
apart,	a	transportation	system	had	to	be	
devised.	Shuttle	vans	with	volunteer	driv-
ers	were	added	as	well	as	dozens	of	rented	
golf	carts.	Some	events	even	had	to	be	
moved	to	other	communities	based	on	the	

…the number one challenge you’ll likely 
face. Bigger than funding or human re-
sources, it is logistics.
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nature of the activities. The majority of the 
activities still occur on the final Saturday 
of the event in Tishomingo, Oklahoma, 
but with an estimated attendance of more 
than ten thousand, multiple venues are 
still scattered across the town. 

How Can You Benefit from 
These Lessons Learned?

Logistics
So how can your multi-venue event ben-

efit from the lessons we’ve learned from 
the Chickasaw Festival and Annual Meet-
ing? First, let’s look at the number one 
challenge you’ll likely face. Bigger than 
funding or human resources, it is logistics. 
Accurate maps of the areas you intend to 
utilize are very helpful in planning strate-
gies to meet these logistical issues.

Once you’ve identified which activities 
need to be added to your event, you must 
consider variables affecting possible venues 
to accommodate these activities. If you’re 
utilizing several outdoor venues, weather 
obviously may be a factor. You need to 
check with local officials to see if the area is 
subject to flash flooding. Many events have 
been not only postponed or canceled, but 
forever blemished because of harm caused 
to attendees by weather related tragedies 
which may have been preventable. 

Attendance at many outdoor festivals 
in Oklahoma and Texas was down in 2011 
due to the drought and heat wave. Some 
planners put out cooling tents which 
sprayed a fog of water to cool the sur-
rounding air and provide a place to escape 
the heat. Folks with winter events often 
have to erect barriers of various materials 
to protect guests from bitterly cold winds. 
The common aspect of these extreme  
measures is proper prior planning.

Once you’ve decided where the best 
location (venue) for each of your various 
activities, then you must determine how 
your guests are going to move safely 
between them. 

Transportation
When using large passenger vans, 

remember to check your state’s laws on 
how many passengers may be transported 
without a driver being required to have a 
commercial drivers license. In Oklahoma, 
that magic number is fifteen. The obvious 
solution to this problem is more driv-
ers with none having more than fifteen 

passengers in a van at a time. We have 
discovered that renting golf carts which 
hold from three to seven passengers is 
much less expensive than vans, and any 
adult driver can operate them.

Utilizing golf carts or pulled flatbed trail-
ers with multiple seating obviously requires 
close coordination with your local law en-
forcement and public safety officials. One 
compromise is to have designated routes 
for vehicles not normally licensed for street 
use, and designated portions of those road 
ways to be used by these vehicles. You will 
need to ensure your volunteers and staff 
know these routes and resist the tempta-
tion or requests to drive on unapproved 
thoroughfares. Not only is this a safety 
concern, you’re credibility with the public 
safety agencies depends on your team 
members following the rules. They may 
not get traffic citations, but you and your 
event may suffer from negative attitudes by 
drivers and officials.

Even though some events have the 
appearance of being in one single venue, 
the organizers soon realize the flow of 
people, infrastructure, (electricity, water, 
sewer,) and resources, (supply vehicles, 
vendor trailers, and carnival set ups,) 
divide the space into multiple venues. 
You will still need to designate pathways 
to keep people and vehicles separated or 
at least crossing paths safely.

Once you’ve decided where the best  
location (venue) for each of your various 
activities, then you must determine how 
your guests are going to move safely  
between them.

If you’ve ever tried to have multiple 
food vendors in one geographic 
area without knowing the com-
bined electrical demand from their 
electric deep fryers and refrigera-
tion, you’ve no doubt experienced 
the wrath of someone who just 
dunked his potato curls in a vat of 
lukewarm grease
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Sheilla Brashier is the Director of 
the Office of Special Services for the 
Chickasaw Nation.  In this role, she 
leads a staff of twelve which coordi-
nates and implements all aspects for 
the Chickasaw Annual Meeting and 
Festival, the Chickasaw Hall of Fame 
Banquet, all ribbon cuttings, ground 
breakings, receptions, luncheons, 
and other special event activities for 
this Indian Tribal Government.  Her 
department also oversees the opera-
tion of the McSwain Theatre in Ada, 
Oklahoma, which is a venue utilized 
for movies, play productions, national 
touring acts, and a regular monthly 
musical showcase of local talent, as 
well as other internal functions for 
the organization. She also serves on 
local community organizations and 
one foundation’s board of directors.  
Sheilla can be contacted at: sheilla.
brashier@chickasaw.net.

Infrastructure
Now	that	infrastructure	has	been	men-

tioned,	let’s	take	a	look	at	how	important	
that	aspect	of	your	event	can	be.	If	you’ve	
ever	tried	to	have	multiple	food	vendors	
in	one	geographic	area	without	knowing	
the	combined	electrical	demand	from	their	
electric	deep	fryers	and	refrigeration,	you’ve	
no	doubt	experienced	the	wrath	of	some-
one	who	just	dunked	his	potato	curls	in	a	
vat	of	lukewarm	grease.	Even	worse	is	the	
dripping	water	coming	from	the	ice	trailer	
when	the	day’s	supply	begins	to	melt.
Just	remember,	a	detailed	plan	for	elec-

trical	demand	and	supply	must	be	calcu-
lated	for	every	grouping	of	electricity	users	
in	your	event.	One	solution	often	used	is	
a	separate	generator.	These	still	must	be	
carefully	engineered	to	ensure	enough	
electricity	is	available	for	all	users.	

Water Resources
The	next	part	of	your	event	infrastruc-

ture	you	must	consider	even	before	choos-
ing	a	venue	is	water.	Merely	having	your	
city	water	department	install	a	pressure	
regulator	and	a	multiple	tap	for	half	inch	
garden	hoses	will	usually	not	do	the	trick.	
For	one	thing,	you	again	must	consider	
safety	of	pedestrians	and	maintaining	the	
integrity	of	the	hoses	and	connections	
from	vehicle	traffic.	With	a	multiple	venue	
event,	this	can	be	much	more	difficult	to	
plan	than	the	electrical	issue.	
Since	water	that	is	used	by	vendors	and	
guests	doesn’t	merely	evaporate,	you	now	
must	plan	for	a	way	for	the	water	to	exit,	
in	other	words,	a	sewer	system.	Some	
governments	allow	faucet	water	to	drain	
back	into	the	storm	sewers.	Water	from	
toilets	almost	always	must	be	piped	into	
the	“sanitary	sewer,”	which	is	actually	not	
sanitary	at	all,	but	refers	to	waste	which	is	
ultimately	treated	at	a	sanitation	facility.	
Another	option	is	renting	holding	tanks	
which	are	pumped	out	later	by	a	contract-
ed	waste	disposal	company.
Experienced	professional	vendors	are	
accustomed	to	these	types	of	restrictions	
and	should	actually	be	able	to	help	you	
design	and	plan	a	proper	infrastructure	
layout	in	advance.	Often	the	problems	
arise	from	volunteer	organizations	that	
are	just	using	their	food	booth	as	a	fund	
raiser.	Make	sure	you	have	all	the	water,	
sewer	and	electrical	requirements	of	all	
vendors	specified	in	the	vendor	agree-
ment.	You	will	also	need	to	specify	the	
rules	which	they	must	follow.

Internet Access
A	relatively	new	infrastructure	request	
from	vendors	is	access	to	the	Internet.	For	
a	single	venue	event,	the	easiest	solution	
is	a	wireless	hotspot.	This	is	a	central	
location	where	a	computer	network	
is	connected	to	the	Internet,	and	then	
broadcast	wirelessly	for	people	to	access	
with	computers	and	smart	phones.	
In	multiple	venue	events,	it	may	require	

several	wireless	access	points	of	internet.	
If	there	are	costs	to	your	organization	for	
this	connectivity,	you	may	be	able	to	pass	
that	on	to	your	vendors	as	an	additional	
part	of	their	fee.	Your	local	telephone	or	
cable	television	provider	may	even	be	
willing	to	provide	Internet	access	as	part	of	
their	sponsorship	of	the	event.

Human Resources
Once	you’ve	identified	solutions	to	
the	infrastructure	issues	of	your	new	
additional	venues,	you	must	consider	
the	human	resources	factor.	It	seems	that	
most	community	events	are	managed	
by	one	or	two	paid	professionals	with	
dozens	or	even	hundreds	of	volunteers.	
One	technique	which	makes	a	multiple	
venue	event	work	well	with	volunteers	
is	the	committee	structure.	You	may	not	
need	a	committee	for	each	site	if	they	are	
just	varying	activities,	but	if	each	venue	
has	its	own	line	item	in	the	budget,	then	
creating	a	formal	way	to	track	responsibil-
ity	may	be	forming	a	committee	and	se-
lecting	a	chair	person	to	be	accountable.	
This	also	helps	greatly	with	volunteer	
coordination.	If	a	site	has	a	committee	
and	a	chair,	the	volunteers	know	exactly	
to	whom	they	report	and	where.	Some	
communities	utilize	civic	organizations	
to	sponsor	each	venue	and	handle	their	
own	budgets.	This	can	work	well	for	
human	and	financial	resource	allocation,	
but	may	present	problems	in	marketing	
and	promotion	if	each	group	doesn’t	

One technique which makes a multiple 
venue event work well with volunteers is 
the committee structure.

agree	to	the	main	purpose	and	image	of	
the	over	all	event.
We	have	learned	that	our	multiple	venue	

event	runs	much	more	smoothly	each	year	
when	staff	and	volunteers	work	together	to	
address	all	the	above	mentioned	aspects	to-
gether.	This	begins	with	inviting	all	the	po-
tential	players	to	the	table	before	the	final	
decision	is	even	made	to	add	venues.	Police	
and	fire	officials,	code	enforcement	officers,	
city	planners,	neighborhood	association	
officers	and	representatives	from	organiza-
tions	you	believe	may	want	to	be	involved	
in	helping	the	event	grow	successfully.	The	
most	important	activity	you	will	have	each	
year	regarding	your	multiple	venue	event	
is	the	assessment	meeting	with	the	same	
people	you	invited	before	the	event,	as	well	
as	each	committee	chair	and	staff	member.
Remember,	not	all	events	can	or	even	

should	be	expanded	into	multiple	venues.	
Sometimes,	you	may	have	to	just	add	anoth-
er	event.	But	hey,	isn’t	that	why	we’re	here?

mailto:brashier@chickasaw.net
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Using Your Community Resources 
to Build a Better Event

By Jennifer Byard



Being	an	Event	Planner	for	a	munic-
ipality	has	its	advantages.	If	the	Mayor	
supports	the	event	for	example,	you	can	
have	the	rest	of	the	City	departments	
practically	at	your	disposal.	What	you	
may	not	realize	though	is	that	most	City	
Departments	and	community	organiza-
tions	are	more	than	happy	to	help	with	
your	event	regardless	of	whether	or	not	
you	are	affiliated	with	the	municipality.	
To	get	you	started	with	“the	ask,”	I	have	
listed	some	organizations	that	are	known	
to	assist	in	festivals	and	events.	

Fire Department 
Almost	every	community,	in	every	
country,	has	a	Fire	Response	team,	
whether	it	is	municipal	or	volunteer,	
most	have	an	emergency	awareness	
program	for	children.	Our	local	Fire	
Department	in	Clarksville,	Tennessee	has	
a	mobile	“smoke	trailer”	that	they	take	to	
events.	The	trailer’s	interior	simulates	a	
house	filling	up	with	smoke	and	children	
learn	what	to	do	in	order	to	get	out	of	
their	home	safely	during	a	fire.	

Police Department/Law 
Enforcement 
Sure,	those	boys	in	blue	are	great	
at	protecting	and	serving,	but	did	you	
know	they	also	have	community	projects	
that	you	can	use	in	your	event.	In	many	
communities	D.A.R.E.	(Drug	Awareness	
Recognition	Education)	is	a	large	part	
of	the	school	system	and	they	look	for	
opportunities	for	their	public	outreach.	
D.A.R.E.	officers	come	to	the	event	with	
goodies	for	the	kids	including	pencils,	
badges,	coloring	pages	with	the	underly-
ing	message	of	avoiding	drugs.	
In	an	effort	to	drive	down	the	num-
ber	of	drunk	driving	deaths,	the	State	of	
Tennessee	Governor’s	Highway	Safety	
Grant	awarded	municipalities	with	tools	
to	educate	the	public	on	the	effects	of	al-
cohol.	Participants	at	this	activity	put	on	
“beer	goggles”	and	are	asked	to	perform	
simple	tasks	to	demonstrate	the	effects	
of	alcohol	on	the	body.	If	room	permits,	
you	can	even	use	a	golf	cart	to	simulate	
driving	intoxicated	as	well.	It’s	a	sobering	
demonstration	but	one	that	shows	how	
you	and	your	beer	sponsor	care	that	your	
patrons	get	home	safely.	
In	most	communities	the	police	
department,	as	well	as	the	Sheriff’s	
Department,	State	Troopers	and	Military	
Police,	have	a	K-9	Unit	that	they	would	
love	to	show	off	to	the	public.	Handlers	
train	with	their	dogs	a	minimum	of	an	
hour	each	day	and	the	attack	dogs	and	
drug	detection	dog	demonstrations	are	
both	entertaining	and	educational	for	the	
public	to	watch.	
Many,	if	not	all,	of	the	public	safety	or-
ganizations	mentioned	above	have	color	
guard	units	that	can	kick	off	your	festival	

or	sporting	event.	You	can	also	inquire	
about	the	many	auxiliary	programs	that	
support	the	law	enforcement	organiza-
tions	such	as	a	Sheriff	or	Police	Reserves	
program	as	they	can	many	times	serve	
as	security	for	your	event	alongside	your	
accredited	officers	or	stand	alone.	

Military 
Clarksville	is	adjacent	to	Ft.	Campbell	

Military	Installation,	home	of	the	101st	
Airborne	Division.	The	army	base	is	rich	
with	opportunities	ready	for	the	asking.	
We	have	all	been	to	an	event	where	static	
displays	of	military	equipment	are	avail-
able	for	little	kids	and	big	kids	alike	to	
climb	on,	but	did	you	know	the	army	also	
has	very	talented	bands	that	can	perform	
a	wide	variety	of	genres	of	music?	Ft.	
Campbell	alone	has	a	rock,	country	and	
jazz	band	of	excellent	talent	for	the	cost	of	
time	appropriate	meals	for	their	members.	
A	fly	by	or	parachute	drop	can	be	an	
exciting	addition	to	your	event	and	most	
air	force	and	army	bases	have	the	ability	
to	perform	them	for	you.	Book	them	
early	if	your	event	is	around	a	holiday	
as	they	get	many	requests	at	those	times.	
Keep	in	mind	that	the	request	may	or	
may	not	be	filled	depending	on	the	polit-
ical	climate	and	the	mindset	of	the	base	
command	at	the	time.	

Street or Highway Department 
One	of	the	most	popular	static	displays	

that	I	have	ever	witnessed	for	school	age	
children	(and	some	adults),	are	land	mov-
ing	equipment.	Backhoes,	skid	steers,	pav-
ing	machines	and	dump	trucks	become	a	
virtual	Tonka	Truck	Toy	box	in	an	empty	
corner	of	your	event.	Children	get	to	climb	
into	the	cab	of	the	heavy	equipment	with	
the	licensed	operator	and	are	allowed	to	
raise	and	lower	the	buckets	or	in	some	
cases	move	the	equipment	back	and	forth.	
It	was	hard	to	tell	who	was	having	more	
fun,	the	children	or	the	operators.	
Many	Street	Departments	or	Public	
works	Departments	allow	approved	
City	Special	Event	Permit	holders	the	
use	of	their	road	closure	barricades	and	
equipment,	providing	they	are	not	being	
used	for	a	road	construction	project,	
for	refundable	deposit.	If	the	timing	is	
right,	they	may	also	allow	the	use	of	their	
large	portable	directional	traffic	message	
boards	to	promote	your	event.

Emergency Management 
Agency 
Your	county	Emergency	Management	
Agency	is	a	wonderful	resource	for	man-
ning	first	aid	stations.	Often	times	they	
are	volunteer	run	and	can	use	the	experi-
ence	hours.	With	their	advanced	weather	
radar	systems,	they	are	also	excellent	to	
monitor	the	weather	for	those	pop	up	
showers	or	even	bigger	storms	and	notify	

you	when	they	are	heading	your	way,	giv-
ing	you	more	valuable	time	to	put	your	
emergency	plan	into	action	if	necessary.	
For	water	events,	such	as	triathlons	and	
boat	races,	they	can	serve	as	pick	up	boats	
for	participants	that	need	assistance.	

Wildlife Resources Agency 
Your	State’s	wildlife	resource	manage-
ment	agency	can	be	a	fantastic	resource	
for	your	outdoor	event.	In	the	City	of	
Clarksville,	our	Independence	Day	and	
our	Riverfest	Celebration	are	both	held	
at	McGregor	Park	alongside	the	Cum-
berland	River.	During	both	of	these	
events,	Tennessee	Wildlife	Resources	
Agency	patrols	the	water	ensuring	that	
the	boaters	are	complying	with	boating	
laws.	At	the	Independence	Day	event	they	
move	hundreds	of	boats	back	out	of	the	
fireworks	fall	out	zone.	In	exchange,	we	
provide	them	with	a	booth	at	the	event	
to	promote	their	programs	for	boating	
and	hunting	safety.	If	you	can	book	them	
early	enough,	some	state	agencies	have	
a	raptor	exhibit	that	can	travel	to	your	
event.	In	Clarksville	Montgomery	County	
we	are	fortunate	in	that	TWRA	has	a	
newly	built	shooting	complex	in	which	
we	are	able	to	utilize	as	a	venue	for	our	
Paralympics	and	Warrior	Week	Events	free	
of	charge.	Lastly,	most	state	agencies	have	
an	excellent	youth	fishing	rodeo	event	
in	the	spring	that	we	collaborate	on	to	
provide	free	fishing	to	kids	18	and	under.	
We	provide	the	pond	and	TWRA	stocks	it	
for	us.	Win-win!	

Bi-County Solid Waste Disposal 
In	most	communities	where	a	munic-
ipality	provides	a	landfill,	they	will	also	
have	federal	grant	money	to	promote	
recycling.	In	our	county	for	example	this	
means	that	we	not	only	get	free	dump-
sters	for	our	event,	we	get	free	recycling	
bins	on	loan	and	free	pick	up	of	our	
debris	after	the	festival.	The	Rivers	and	
Spires	Festival,	also	held	in	Clarksville,	
uses	Bi-County	to	weigh	their	trash	to	get	
an	accurate	count	of	their	attendance.	At	
Riverfest,	Bi-County	promotes	recycling	
in	our	green	zone	by	collecting	plastic	
bottles	from	patrons	in	exchange	for	a	
ticket	in	the	drawing	for	a	flat	screen	TV	
at	the	conclusion	of	the	event	on	stage.	
Event	planners	in	Georgia	are	privy	to	
one	of	the	best	event	recycling	programs	
out	there.	The	Recycle	4	Georgia	pro-
gram	is	a	state-wide	recycling	campaign	
organized	by	the	Georgia	Department	of	
Community	Affairs	Office	of	Environ-
mental	Management.	The	campaign	has	
developed	and	distributed	35	Away	From	
Home	recycling	trailers	for	use	at	special	
events.		The	trailers	were	awarded	to	local	
governments	throughout	the	state	for	use	
in	area	festivals,	fairs,	and	sporting	events.		
Local	governments	use	the	trailers	for	

Continued	on	page	93	
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In the last 10 years of working 
in the event industry, I have 

learned what it takes to plan, 
implement and execute both small 

and large events. In doing so, I have 
also learned more about what our 

bodies endure during the events and 
have noticed the physical, emotional 

and mental reactions to these experienc-
es, things only learned on the job. At first 

I wouldn’t think anything of the physical 
reactions but over the last couple years, it has 
intrigued me more after noticing some of same 
attributes with other event managers; physical 
reactions our bodies have endured to the activ-
ities happening or not happening around us. 

There have been a handful of events that 
have stood out in my mind. I believe we all 
have them, our “go-to” experiences, or as 
Chicken Little says “the sky is falling” mo-
ments! These are the times that I rely on to 
help me navigate and gauge what my body 
physically and mentally can handle. They are 
the thresholds of tolerance for the period of 
time without sleep I can manage or how long I 
can go without eating. Then there are the event 
moments that change you, make you realize 
what you are doing or the decisions you make 
will and can have a tremendous impact on 20, 
50 or even hundreds of thousands of people. 

In 2010 this kind of event happened to me. 
I was working on the Pegasus Parade which 
showcases 100 units with roughly 1200 people 
marching down Broadway in front of 250,000 
people. Many of us have experienced the 
exhausted feeling of not eating or when we do 
it is scarfing down a cold hamburger, going to 
the hotel room long enough for a shower and 
change of clothes and if you’re lucky laying 
down for maybe an hour, kind of week. Having 
minimal sleep and 20 hour days all week in 
preparation for the Thursday 5:00 pm start 
time. We had worked all year on a new TV re-
view stand area; reworking the layout with new 
bleachers and new signage. We had a team in 
place to build the new set-up with scaffolding, 
mesh banners, new seating signage, and over 

SPLIT SECOND DECISIONS 
What You and Your Body Endures

By Deja Lawson

When people ask me what I do for a living, I say 
I am an event planner for the Kentucky Derby  
Festival. Their typical response is usually “oh how 
fun, can you get tickets?” Little do they know what 
it takes to make an event run smoothly and be  
successful! I am sure it is the same for many  
professions. A recent study1 listed the top 10 most 
stressful jobs in America, Event Coordinator is  
number six on the list along with police officer,  
military personnel, airline pilot and firefighters. 
Now when I think of these professions, I automat-
ically think about the amount of stress and mental  
complexity these professions must endure. I am not 
sure, however, the general public would see the 
stress, or more importantly, the physical and mental 
toll is takes on the average Event Coordinator.
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the course of the early morning and after-
noon we made sure we had everything laid 
out in place so that as soon as the bleachers 
were locked in we could start building the 
new review stand. Of course there were 100 
other things happening at the same time. Ev-
eryone knows that weather is not a condition 
that can be controlled, if we could we would 
all be rich. In this particular case, the wind 
was our nemesis, with 20-30 mile per hour 
winds most of the afternoon. During the 1:00 
p.m. opening act rehearsals in front of the TV 
station, 150 kids were dancing and singing 
and right behind them was the scaffolding 
structure 30 feet high weighing about 500 
pounds. I happened to look up as a gust of 
wind lifted the 30ft mesh banners and the en-
tire structure moved, leaning into the brand 
new aluminum bleachers only 20ft away from 
the kids practicing. This is the moment….
the moment where everything started to move 
really slow and seemed blurry for what felt 
like forever, but in reality it is a split second. 
My stomach literally dropped, my hands were 
sweating and all the blood drained to my feet. 
In that second as my body is deciding what to 
do, my brain is trying to direct the next steps, 
do I stay frozen or do I react? 

We all have what is called the Sympathetic 
Nervous System. It is perhaps best known 
for mediating the neuronal and hormonal 
stress response commonly known as the 
fight-or-flight response, it happens when we 
are put in a situation in which our bodies 
need to respond accordingly. Adrenaline is 
rapidly dumped into our bodies, preparing 
us to either stay and challenge the situation 
head on or get out of dodge. Messages travel 
through, triggering changes in different parts 
of the body simultaneously. For example, the 
sympathetic nervous system can accelerate 
heart rate; decrease mobility, constrict blood 
vessels, cause extreme perspiration and raise 
blood pressure. Hence the reason we spend a 
moment or more in a shocked reaction while 
the body determines how it will react.

Adrenaline rushes into your bloodstream 
along with an abundance of sugar and fatty 
acids, giving you a surge of energy. Your heart 
pounds, your muscles contract and your 
breathing accelerates as you shift into ‘fight or 
flight’ gear. It prepares the body by quick-
ening the heart rate and adding strength, 
sometimes perceived as almost superhuman 
and speed to our usual abilities. Even being 
excessively tired can bring on an adrenaline 
rush, as the substance acts as a pick-me-up, 
allowing a person to work harder and longer 
than they would otherwise be able to.

In that moment of the scaffolding coming 
down becoming a potential parade stopping 
dilemma, my body physically reacted; there 
was no room for an emotional reaction at 
the time. It was all about fixing the prob-
lem with the least amount of risk. Our team 
sprung into action-problem- solving mode, 
calling in resources that could help stabilize 
the structure, moving all the people away to 

ensure there were no injuries and bringing in 
vendor resources with water barrels to secure 
the structure. What felt like hours to put the 
plan in place took only minutes, all the while 
not allowing the outside public to see the fear 
and anxiety that is rushing through our minds. 
Not until after the problem was fixed and the 
structure secure, did my body return to its nor-
mal state, breathing normally and perspiration 
reduced, but then the emotional and mental 
realization came with what just occurred. 

Thinking back to what happened created an 
emotional replay of what I experienced. You 
realize all the things that “could have hap-
pened” and the shaking and sinking feeling of 
being on a roller coaster comes back to flood 
you with emotion. How we reacted could have 
negatively impacted many people and put a 
halt to the entire year’s worth of planning. 
That is not something most of us take lightly. 
Most of us are emotionally tied to our events. 
We hand-hold every aspect to the end and to 
potentially see what we did, how we accom-
plished it and what could have happened all 
at the same time can be somewhat over-
whelming. Hence, added stress to an already 
stressful job. Usually this tends to happen 
after the event or the problem has been re-
solved. In this particular situation and in most 
of our events we have to move on to the next 
problem or tend to the planned event details. 
There was, after all, a parade to produce. 

The physical and emotional attributes are 
things we learn along the way with experi-
ence. Everyone is different and deals with 
stress in many different ways. How we deal 
with problem solving and instantaneous re-
sponse not only affect the event itself but can 
trickle down to sponsorship, securing venues, 
insurance policies, staff and volunteers and 
more importantly our customers and patrons. 
We want the public to feel secure in our abili-
ties to produce high quality and safe events so 
they will continue to return each year. 

Key factors and steps we learn from the 
industry along with our peers can help us 
learn to control our reactions. We can learn 
from how our bodies react and try and 
maintain a sense of calmness during split 
second decisions.

Think Safety First
•	 Not	only	should	your	event	have	enter-

tainment appeal, but it should always be 
safe. Sometimes we learn from example 
and sometimes we learn from our mis-
takes; either way, we learn the steps to 
make sure our events are secure and safe 
for our patrons.

Be Able to React Professionally
•	 Know	there	is	always	someone	watching.	

Whether it be participants, vendors, spon-
sors, peers, employers or board members, 
the problem you are facing will have an 
effect on the remainder of the event. As 
long as the patrons see a calm and col-

lected professional, they do not need to see 
that realistically you are freaking out and 
coming up with 16 different action steps. 
Use your event knowledge to identify prob-
lems that may arise during an event.

Highlight Factors of Plan B Planning 
•	 With	high	stress/high	exposure	events,	know	

and be aware of the potential hazards. Plan 
out “what if” scenarios. The event is not 
planned until it is over. Anything can hap-
pen at any time, but you can eliminate cer-
tain problems beforehand by reviewing past 
events and consulting past event planners. 

•	 Weather	is	always	going	to	be	a	factor	with	
outside events. Know the severe weather 
plan and make sure the team around you 
knows what to do in the event severe weath-
er becomes the issue.

It Takes a Village
•	 Use	the	team	around	you.	Two	heads	are	

better than one, but six are unstoppable. 
Most of us work with committees, board 
members and volunteers - use their exper-
tise. You do not have to carry the weight of 
the entire event on your shoulders. There is 
not enough time in the day.

Trust Your Gut
•	 We	all	have	the	small	voice	inside	that	warns	

us of positive and negative situations; use this 
as a tool to help guide decisions. Be confi-
dent in the decisions you make, they may not 
all work out but at least a decision was made. 

Event Planning may be planning parties to the 
outside world, but as long as Event Planners have 
fun planning the party it is all worth it. It can be 
a physical, emotional and a mental roller coaster, 
but it is worth the ride each time. Once you see 
what goes on behind the curtains it is hard to 
go to an event as a patron and not see the little 
details it took to create the event. Most of us 
know it is hard to repeat the exact same event 
each time; there will always be new factors, new 
venues, new sponsors and most of all new chal-
lenges, which is the exciting part. We have the 
privilege to put smiles on peoples face and create 
memories for our consumers and their families, 
that is not something everyone gets to do every 
day. Stress or no stress, it is worth the ride.

Deja Lawson is an Event Manager 
at the Kentucky Derby Festival Inc. in 
Louisville, KY. She can be contacted 
at: dlawson@kdf.org. 

1 CNBC – America’s Most Stress-
ful Jobs: http://www.cnbc.com/
id/45859025/America_s_Most_Stress-
ful_Jobs_2012?slide=6



8 Ways to Be  
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My	professional	life	is	spent	helping	pro-
fessionals	speak	more	effectively	to	large	
and	small	groups.	It	never	ceases	to	amaze	
me	how	many	talented	and	well-educat-
ed	people	attend	networking	events,	yet	
overlook	their	big	chance	to	be	memorable	
by	developing	a	mini-presentation	for	audi-
ences	of	one	to	five.	All	speaking	is	public	
speaking.	Outside	the	privacy	of	your	own	
home,	you	are	speaking	in	public	no	matter	
the	size	of	your	audience.
Here	are	some	strategies	that	let	you	

walk	into	a	room	with	quiet	self-assurance,	
confident	that	people	will	enjoy	meeting	
you	and	will	recall	you	afterwards:

1Arrive Looking Your Best.	If	you	have	
a	hectic	day	before	going	to	a	business	

meeting,	keep	a	change	of	clothes	in	your	
office	or	car	so	you	can	arrive	unwrinkled.	

2Wear Your Name Tag.	We’re	all	more	
likely	to	retain	information	that	we	

see	and	hear	at	the	same	time,	so	wear	
your	name	tag	up	on	your	right	shoulder.	
That	way,	people	can	read	it	as	they	hear	
you	say	your	name.	Some	women	put	
their	name	tags	down	on	their	handbags	
or	in	the	most	inappropriate	places.	Put	it	
where	people	are	not	afraid	to	look!	

3Develop a Memorable Signature. 
Men	can	wear	ties	that	people	will	

comment	on.	An	investment	banker	I	
know	wears	a	money	tie.	At	certain	meet-
ings,	industry	events,	and	the	National	
Speakers	Association,	I	stand	out	because	
I	wear	distinctive	hats.	When	people	are	
asked,	“Do	you	know	Patricia	Fripp?”	the	
usual	reply	is,	“Yes,	she’s	the	one	who	
always	wears	the	amazing	hats.”	

4Develop an Unforgettable Greeting.	
When	you	introduce	yourself,	don’t	

just	say	your	name	and	job	title.	Instead,	
start	by	describing	the	benefits	of	what	
you	do	for	clients.	A	financial	planner	
says,	“I	help	rich	people	sleep	at	night.”	
One	of	my	responses	is,	“I	make	conven-
tions	and	sales	meetings	more	exciting.”	
Almost	invariably,	my	new	friend	has	to	
ask,	“How	do	you	do	that?”	Immediately,	
I	get	to	market	myself:	“You	know	how	
companies	have	meetings	that	are	sup-

posed	to	be	stimulating,	but	they’re	often	
dull	and	boring?	Well,	I	present	practical	
ideas	in	an	entertaining	way	so	people	stay	
awake,	have	a	good	time,	and	get	the	com-
pany’s	message.	My	name	is	Patricia	Fripp,	
and	I’m	a	professional	speaker.”	People	
remember	the	vivid	pictures	you	create	in	
their	minds	more	than	the	words	you	say.	

5Greet Everyone. Don’t	ignore	people	
you	recognize	if	you’ve	forgotten	

their	name.	Smile	and	ask	a	provocative	
question	like,	“What	is	the	most	exciting	
thing	that	has	happened	to	you	since	we	
last	met?”	or	“What	is	your	greatest	recent	
success?”	or	“What	are	you	most	looking	
forward	to?”	And	never	be	afraid	to	say,	
“The	last	time	we	met,	we	had	such	a	
great	conversation.	Will	you	remind	me	
what	your	name	is?”	Best-selling	author	
Susan	RoAne	tells	people,	“Forgive	me	for	
forgetting	your	name.	Since	I	passed	forty,	
it’s	hard	to	remember	my	own.”	

6Overcome Any Shyness. Much	of	
the	value	of	networking	events	can	

be	lost	if	you	allow	yourself	to	focus	on	
being	unassuming	or	fundamentally	shy.	
For	many	people,	mingling	with	a	room	
full	of	strangers	can	be	an	unpleasant	
or	even	scary	experience.	Focus	on	the	
benefits	of	meeting	exciting	new	contacts	
and	learning	new	information	instead	
of	any	butterflies	in	your	stomach.	Until	
you’ve	gained	confidence,	a	good	way	
to	do	this	is	to	offer	to	volunteer	for	a	
job	that	requires	interacting	with	other	
attendees,	such	as	volunteering	to	be	a	
greeter.	A	greeter	stands	at	the	entrance,	
with	a	label	on	their	name	tag	denoting	
them	as	“Greeter.”	They	have	a	specific	
job:	“How	do	you	do?	I’m	Chris	Carter.	
Welcome	to	the	Chamber	mixer.	Is	this	
your	first	event?	Please	find	your	name	
tag;	the	food	is	in	the	next	room,	and	
our	program	will	start	in	thirty	minutes.”	
Soon	you	will	start	feeling	like	the	host	of	
the	party.	You’ve	met	many	new	people	
and	will	get	cheery	nods	of	recognition	
throughout	the	event,	making	it	easy	to	
stop	and	talk	later.	When	you	focus	on	
helping	others	feel	comfortable,	you	are	
not	thinking	about	you	being	shy!

7Travel With Your Own PR Agent.	This	
is	a	powerful	technique	that	maximiz-

es	your	networking.	Form	a	duo	with	a	
professional	friend.	When	you	arrive,	alter-
nately	separate	and	come	together,	talking-
up	each	other’s	strengths	and	expertise.
Suppose	you	and	Fred	are	secret	part-

ners.	As	Fred	walks	up,	you	say	to	the	
person	you’ve	been	talking	to,	“Jack,	I’d	
like	you	to	meet	our	sales	manager	Fred.	
Fred	has	taught	me	nearly	everything	I	
know	about	sales	and	our	product	line.	
In	the	sixteen	years	at	our	company,	there	
has	never	been	a	sales	contest	he	has	not	
won.”	Then,	Fred	can	say,	“Well,	Jane	is	
being	very	generous.	It’s	true;	I’ve	been	
with	our	company	for	sixteen	years,	and	
Jane	has	been	here	for	only	six	months	
and	has	brought	in	more	new	business	in	
six	months	than	any	other	person	in	the	
fifty-three	year	history	of	our	firm.	Thank	
goodness	I’m	now	the	sales	manager	and	
can’t	compete.	She	is	going	to	overshadow	
the	rest	of	us.	Her	ability	to	listen	to	cli-
ents’	needs	gives	her	a	competitive	edge.”	
When	you	do	this,	you’re	saying	about	

each	other	exactly	what	you	would	love	
your	prospects	to	know,	but	modesty	
prevents	you	from	telling	them.	Also,	by	
saying	something	interesting,	memorable,	
or	funny,	you	become	objects	of	interest	
to	your	listeners.	Imagine	the	next	day	
when	they	go	to	work	and	talk	about	the	
networking	event	they	attended.	They	will	
repeat	your	funny	lines,	making	themselves	
an	object	of	interest.	Any	time	you	can	
make	someone	feel	good	about	themselves,	
they	are	very	likely	to	remember	you!	

8Always Send a Note or Brochure the 
Next day to the People You Have 

Met. Keep	business	cards,	and	make	notes	
of	what	you	said	for	when	you	meet	them	
at	another	event.	

These	are	all	positive,	pleasant,	easy	
ways	to	be	memorable.	Get	the	most	out	
of	your	networking	time	and	energy	by	
making	yourself	worth	remembering!

Patricia Fripp, CSP, CPAE, 
Keynote Speaker, Executive Speech 
Coach, and Sales Presentation Skills 
Expert, works with organizations and 
individuals who realize they gain a 
competitive edge through powerful, 
persuasive, presentation skills. She 
builds leaders, transforms sales 
teams, and delights audiences. Fripp 
is Past-President of the National 
Speakers Association. To learn more 
about Patricia, contact her at http://
www.Fripp.com, (415) 753-6556, @
PFripp, or PFripp@ix.netcom.com.

There is no point going anywhere if people don’t remember you 
were there! Networking is an important part of building your 
business and developing good social contacts. However, if you 
go to business events and no one remembers you afterward, 
what was the point in attending? Such contacts only work if 
you make yourself memorable. Happily, this doesn’t mean you 
have to be bizarrely dressed or loud and boisterous.
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Budget:  Under $250,000

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

Silver - City of Gatlinburg – 37th Annual 4th of July Midnight Parade – Gatlinburg, TN – U.S.A.

Bronze - Charlotte Center City Partners – Time Warner Cable BBQ & Blues – Charlotte, NC – U.S.A.

Budget:  $250,000 to $749,999

Gold - BorderFest Association - BorderFest 2012 “Celebrating England” 

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

Silver - Clarksville-Montgomery County CVB – Rivers & Spires Festival – Clarksville, TN – U.S.A.

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

Budget:  $750,000 to $1.5 Million

Gold - Burlington’s Sound of Music Festival – Burlington, ON - Canada

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

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

Budget:  Over $1.5 Million

Gold - Norfolk Festevents – Norfolk, VA – U.S.A.

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

Bronze - National Cherry Blossom Festival – Washington, DC – U.S.A.

To view the complete list of 2012 IFEA/Haas & Wilkerson Pinnacle Award Winners  
and some of the winning entries, Click Here.

MARK YOUR CALENDARS FOR THE 
2013 IFEA/HAAS & WILKERSON PINNACLE AWARDS ENTRY DEADLINES

Earlybird Deadline:  June 17, 2013
Final Deadline:  July 15, 2013

Proud to insure excellence in the festivals & events industry

C O N G R AT U L AT I O N S
to	our	2012	Grand	Pinnacle	Winners

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=168&Itemid=288
http://www.ifea.com/Awards/2013IFEAHaasandWilkersonPinnacleAwardsBrochure.pdf
www.hwins.com


2013 IFEA / Haas & Wilkerson

Pinnacle Awards
Competition
Call for Entries

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

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

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

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

So what are you waiting for, gather your items, fill out the entry 
form, and send them off to be judged against the best of the best, in 
the festivals and events industry. Then get ready to hear your orga-
nization’s name announced at the 58th Annual IFEA Convention & 
Expo, Date & Location TBA.

Gain the recognition your event deserves…

       Winter 2012       IFEA’s ie: the business of international events 51

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


THE CONTEST
DEADLINES
•	 EARLY	BIRD	ENTRY	DEADLINE:	5:00	p.m.	(MST),	MON-

DAY,	JUNE	17,	2013
 ❍ Entries received on or prior to June 17, 2013 will receive the 
Member early bird rate of $30 per entry or $50 per Grand Pinnacle 
entry or the Non-Member early bird rate of $60 per entry or $100 
per Grand Pinnacle entry depending on IFEA Membership status.

•	 FINAL	ENTRY	DEADLINE:	5:00	p.m.	(MST),	MONDAY,	
JULY	15,	2013

 ❍ Entries received between Tuesday, June 18, 2013 and 
Monday, July 15, 2013 will receive the Member final entry 
rate of $35 per entry or $60 per Grand Pinnacle entry; or the 
Non-Member final entry rate of $75 per entry or $150 per 
Grand Pinnacle entry depending on IFEA Membership status.

ELIGIBILITY
•	 Entries	must	have	been	produced	and	/	or	used	for	the	first	time	
between	July	16,	2012	and	July	15,	2013.

•	 Entries	must	be	submitted	in	their	original	format	unless	previously	
approved.	For	Questions	Contact:	Nia	Hovde,	nia@ifea.com.

•	 Payment	in	full	must	be	received	with	entries	for	entries	to	be	
deemed	eligible.

•	 Entries	and	entry	forms	must	be	submitted	in	English.
•	 Font	size	for	any	written	text	must	not	be	smaller	than	10pt.
•	 To	receive	the	member	rate	for	Pinnacle	entries	you	must	be	an	
IFEA	member	in	good	standing.

•	 Each	entry	form	submitted	must	be	completed	in	its	entirety	in	
order	for	items	to	be	judged	eligible.

IMPORTANT	NOTES
•	 Items	submitted	are	NOT	able	to	be	returned.
•	 Judges	will	not	refer	to	items	in	other	categories,	nor	will	they	
transfer	items	already	judged	in	other	categories	(the	number		
of	entries	must	equal	the	number	of	categories	entered).

•	 A	separate	entry	form	must	be	submitted	for	each	entry		
(copy	as	necessary).

•	 Multiple	entries	or	categories	on	a	single	form	will	not	be	accepted.
•	 For	all	entries,	please	paper	clip/bull	clip	entry	form	to	item.	
Please	do	not	glue	or	tape	form	to	item.

•	 Multiple	entries	within	the	same	notebook	/	bound	format	will	not	
be	accepted.	Please	separate	entries.

•	 Entries	required	to	be	submitted	in	a	“notebook”	(Categories	1,	
38-68)	means	that	the	entry	should	be	submitted	in	some	sort	
of	bound	format	in	order	to	keep	all	the	materials	together.	For	
example,	a	3	ring	binder;	spiral	bound;	in	a	report	cover	or	a	
bound	publication	with	hard/soft	covers.	Please	do	not	staple	or	
paper	clip	your	entries	together.

•	 UPDATED:	For	entries	required	to	also	be	submitted	on	a	disk	
/	thumb	drive	along	with	printed	copy	(Categories	1,	38-68),	be	
sure	to	label	each	CD	/	thumb	drive	and	attach	to	notebook	at	
front	of	entry.	Submit	entry	as	one	(1)	pdf	or	Word	doc	file.	It	is	
also	okay	to	submit	copies	of	all	entries	on	one	(1)	disk	or	thumb	
drive	and	attach	to	payment	form	(instead	of	one	(1)	disk/thumb	
drive	for	each.)	Printed	copy	must	still	be	present.

•	 When	submitting	your	total	entries,	please	also	submit	a	high	
resolution	copy	of	your	organization	or	event	logo.	Please	email	
to	nia@ifea.com	–	subject	“Logo	for	2013	Pinnacle	Entry	–	and	
your	event/organization	name.”

•	 Please	consider	the	processing	of	your	credit	card	or	the	
cashing	of	your	check	for	your	Pinnacle	entries,	notice	that	your	
entries	were	received	and	processed.

A	HOW	TO	GUIDE
•	 All	categories	are	listed	on	the	left	side	of	each	page
•	 Entry	information	required	for	each	category	is	listed	under	the	
specific	category	on	the	left	(if	applicable).	This	information	is	
unique	to	that	specific	category.	

•	 Any	supporting	questions	and	supporting	material	requirements	
needed	for	each	category	or	group	of	categories,	is	listed	on	the	
right	side	of	each	page	(if	applicable.)

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

SCORING	SYSTEM
•	 Categories	1,	38-68	will	be	judged	using	a	point	system	for	
each	individual	entry.	Each	entry	is	scored	separately.	Scores	will	
not	be	combined.

•	 A	possible	total	of	100	points	may	be	awarded	to	each	entry.
•	 Be	sure	to	answer	and	include	all	necessary	information	for	each	
entry.	

•	 If	a	required	element	within	an	entry	is	not	applicable	to	your	
event,	please	state	so	within	your	entry	to	avoid	being	marked	
down	on	points	or	indicate	what	element	you	have	instead.

•	 The	scoring	system	is	not	applicable	to	TV,	Radio,	Multimedia,	
Print	&	some	Merchandising	categories.

•	 We	are	unable	to	provide	you	with	the	points	awarded	for	each	
of	your	entries.

•	 Failure	to	meet	all	requirements	or	answer	/	provide	all	neces-
sary	information	will	result	in	a	deduction	of	points.

THE	WINNERS
•	 All	finalists	for	the	IFEA	/	Haas	&	Wilkerson	Pinnacle	Awards	will	
be	notified	by	email	the	3rd	week	of	August,	2013.	Notification	
will	go	to	the	primary	IFEA	Member	in	addition	to	the	contact	
listed	on	the	Awards	entry	form.

•	 The	2013	IFEA	/	Haas	&	Wilkerson	Pinnacle	Award	winners	will	
be	announced	at	the	58th	Annual	IFEA	Convention	&	Expo,	Date	
&	Location	TBA.

•	 If	you	are	not	present	at	the	Awards	Presentation	to	accept	your	
award(s),	they	will	be	mailed	to	you	after	the	Annual	Convention.	
Expect	3-4	weeks	for	delivery.	If	shipping	costs	for	your	award	
exceeds	$15	USD,	you	will	be	sent	an	invoice	for	the	shipping	
charges.

•	 Organizations	submitting	entries	for	the	Grand	Pinnacle	cate-
gory	must	register	at	least	one	person	for	the	58th	Annual	IFEA	
Convention	&	Expo,	Date	&	Location	TBA	or	arrange	for	a	repre-
sentative	to	accept	any	award	won	on	your	behalf.	

•	 Gold	winning	entries	will	be	on	display	during	the	58th	Annual	
IFEA	Convention	&	Expo.

•	 Winning	entries	will	also	be	available	to	view	at	www.ifea.com	
shortly	after	the	58th	Annual	IFEA	Convention	&	Expo.

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

SHIP	ENTRIES	TO:
IFEA	Pinnacle	Awards	Competition
International	Festivals	&	Events	Association
2603	W	Eastover	Terrace,	Boise,	ID	83706,	USA
Phone:	+1-208-433-0950	ext:	3
•	 Please	try	to	avoid	using	packing	peanuts/popcorn	when	ship-
ping	your	entry.	

•	 For	packing	tips,	go	to	www.ifea.com	and	then	Industry	Awards	/	
Pinnacle	Awards	/	Packing	Tips	for	Pinnacle	Award	Entries	
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FREQUENTLY	ASKED	QUESTIONS
As	you	prepare	your	entries,	you	will	have	many	questions.	To	help	
answer	many	of	your	questions,	we	have	posted	our	most	frequent-
ly	asked	questions	on	the	IFEA	website	at	www.ifea.com	/	Awards	
/	Pinnacle	Awards	/	Pinnacle	Award	FAQ’s,	check	back	often	as	
we’ll	continue	to	post	questions	and	answers	as	they	come	in.

If	you	have	any	further	questions	about	the	IFEA/Haas	&	Wilkerson	
Pinnacle	Awards,	please	contact	Nia	Hovde	at	+1-208-433-0950	
Ext	3	or	nia@ifea.com.	

Go	to	www.ifea.com	to	find	answers	to	common	questions	such	as:
•	 When	you	ask	for	entries	in	the	original	format,	what	does	that	
apply	to?	

•	 What	do	you	mean	when	you	say,	please	provide	entries	in	a	
‘notebook’	or	‘bound	format’?

•	 For	the	more	in	depth	entries	(categories	1,	38-68)	do	I	have	
to	answer	or	provide	information	for	all	the	criteria	and	require-
ments	listed	under	the	category?	

•	 Referring	to	the	above	question,	what	if	something	in	a	specific	
category	that	is	required,	either	does	not	apply	to	our	event,	or	
we	are	unable	to	provide	the	information	required.	

•	 Certain	entries	ask	for	budget	information,	however	we	aren’t	
able	to	reveal	certain	elements	of	that	information	as	it	is	not	
public	knowledge.	How	can	I	answer	the	required	information	if	
I’m	not	able	to	provide	it?	

•	 On	certain	entries,	it	says	we	can	only	provide	5	examples	
of	supporting	materials	.	.	.	how	can	I	possibly	only	provide	5	
examples!?	

•	 Why	do	we	need	to	provide	certain	entries	on	disk	or	thumb	
drive?	

•	 Referring	to	the	above	question,	am	I	able	to	save	all	of	the	
entries	I’m	submitting	on	one	disk/thumb	drive,	instead	of	saving	
each	individually?

•	 Are	we	able	to	enter	the	same	event	into	multiple	categories?	
•	 Are	we	able	to	enter	multiple	items	(that	are	different)	in	the	
same	category,	for	the	same	event?	

•	 I’m	not	a	member	of	the	IFEA,	am	I	still	able	to	enter?	
•	 Can	I	pay	for	my	entries	via	a	wire	transfer?	
•	 How	are	the	Pinnacle	Award	Entries	Judged?
•	 Why	do	you	not	publish	the	points	awarded	for	each	entry	in	the	
list	of	winning	entries?	

•	 Who	judges	the	Pinnacle	Entries?	
•	 Why	aren’t	we	able	to	know	the	names	of	the	judges?	
•	 It	looks	like	there’s	even	more	requirements	for	some	categories	
.	.	what	specifically	do	I	need	to	answer	for	categories	1,	38-68?

•	 For	the	above	listed	categories	.	.	.	what	order	should	I	list	my	
entry	in,	in	response	to	the	requirements?

TIPS	AND	POINTERS
Never	participated	in	the	Pinnacle	Awards	Program	before?	Look-
ing	for	some	helpful	tips	and	pointers	on	how	to	enter?	Below	are	
just	a	few	tips	to	hopefully	point	you	in	the	right	direction.	Be	sure	
to	also	review	the	Pinnacle	FAQ’s	and	the	Pinnacle	Packing	Tips.
•	 Start	Early!
•	 Don’t	wait	until	the	deadlines	are	almost	here	to	get	your	entries	
submitted!	If	you	have	time	to	work	on	your	entries	early,	do	so	
and	then	get	them	in	early!	

•	 We	will	start	accepting	entries	as	soon	as	you	want	to	start	
sending	them	in!	

•	 Do	not	mount	any	of	the	merchandise	on	poster	board/foam	
core/card	board	etc.	It’s	much	easier	for	the	judges	to	pick	up,	
look	at	and	perhaps	try	the	items	on,	if	they	are	standing	alone.	

•	 Be	sure	to	read	and	follow	all	the	criteria	and	requirements	for	
each	entry.	The	criteria	and	requirements	are	always	being	up-
dated,	so	be	sure	to	review	the	changes	before	you	start.	

•	 For	categories	1,	38-68,	that	require	written	information	and	are	
also	required	to	be	put	into	a	‘notebook’	or	‘bound	format’	be	
sure	to	submit	the	information	in	that	category	in	the	order	that	
it	is	asked	so	it’s	easier	for	the	judges	to	compare	one	entry	to	
another.	

•	 When	saving	your	entry	to	a	disk	or	thumb	drive	to	go	along	side	
your	individual	entry,	be	sure	to	save	your	entry	as	one	document	
–	instead	of	multiple	documents.	

•	 When	putting	together	categories	1,	38-68	that	require	a	lot	of	
work	to	create	.	.	.	if	you	have	time,	make	2	copies!	What	better	
way	to	keep	a	record	of	what	you	did	each	year	not	only	at	your	
event,	but	also	for	the	next	year’s	Pinnacles!	

•	 Remember	the	eligibility	period	for	the	pinnacles.	Entries	must	
have	been	produced	and/or	used	for	the	first	time	between	July	
16,	2012	and	July	15,	2013.	So	if	you	produced	an	event	during	
that	time,	or	any	materials	for	your	event	were	produced	during	
that	time	(even	if	the	actual	event	was	outside	of	that	time	frame)	
it’s	eligible!	

•	 If	you	are	required	to	write	something	for	your	entry,	make	sure	it	
is	well	written	and	easy	to	read.	

•	 The	more	organized	your	entries	are,	the	easier	it	is	to	under-
stand	your	message.	

•	 With	all	entries,	guide	the	judges	to	what	you	want	them	to	see.	
Highlight	the	important	parts.	

•	 Don’t	overwhelm	the	judges	with	too	much	information.	Sum-
marize	the	statistics	and	only	display	your	best	footage/news	
clippings.	Quantity	is	not	always	quality.	

•	 On	categories	1,	38-68	(categories	that	have	a	lot	of	require-
ments),	be	sure	to	have	someone	that	is	not	closely	tied	to	your	
event	read	through	your	entry	to	see	if	everything	makes	sense.	
Sometimes	you	may	be	too	close	to	your	event	and	you	may	not	
include	certain	information,	since	it	may	be	too	obvious	to	you.	
But	it	may	be	a	vital	piece	of	information.	If	your	entry	makes	
sense	to	an	outsider	to	your	event,	it	should	make	sense	to	the	
judges.	

•	 Many	of	the	judges	may	not	know	anything	about	your	event,	so	
make	sure	your	explanations	are	clear	enough	so	they	feel	like	
they	have	just	attended/participated	in	your	program.	

•	 Proof,	Proof,	Proof!!	Yes,	we	do	mark	you	down	for	typos!	
•	 When	in	doubt	–	ASK.	If	you’re	not	sure	on	something,	please	
contact	Nia	Hovde	+1-208-433-0950	ext:	3	or	nia@ifea.com.	

QUESTIONS?
•	 Contact:	Nia	Hovde,	Director	of	Marketing	&	Communications	at	
Phone:	+1-208-433-0950	ext:	3	or	Email:	nia@ifea.com

•	 For	additional	information	and	FAQ’s,	go	to	www.ifea.com/	Indus-
try	Awards	/	Pinnacle	Awards
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THE GRAND PINNACLE
1)	 GRAND	PINNACLE
The	Grand	Pinnacle	is	the	highest	award	given	by	the	IFEA	in	recognition	
of	those	Festivals	and	Events*	who	have	a	balance	of	all	the	elements	
necessary	to	ensure	a	successful	event.	
(*Of those events who enter and judged within each of the four separate 
budget categories.) 

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

1. Introductory Information 
2. Additional Requirements 
3. Supporting Materials 
4. Supporting Questions 

•	 Submit	entire	Grand	Pinnacle	Entry	within	one	(1)	notebook	(2	or	3	
ring	binder;	spiral	bound;	report	cover;	bound	publication	etc.)

•	 In	addition	to	the	required	printed	entry,	please	also	provide	a	pdf	
or	word	document	of	your	entire	entry	(as	1	(one)	document)	on	a	
CD	or	thumb	drive.	Place	CD	either	at	front	of	entry,	or	attach	to	
overall	payment	form.	(Okay	to	submit	all	of	your	Pinnacle	entries	
on	1	(one)	CD	or	thumb	drive.)

•	 Please	submit	your	entry	in	the	order	listed	here.
•	 Points	will	be	awarded	to	the	individual	sections	of	your	entry,	in	
addition	to	the	overall	Judges	Criteria	points.

1. Introductory Information: (10	points)
Within	a	maximum	of	4	pages	(total),	provide	an	overview	of	your	
event,	stating	your	event’s:
a.	 Event	Dates
b.	 Purpose	/	Mission
c.	 History/Description	of	Event
d.	 Types	of	Activities	Included	Under	the	Festival	/	Event	Umbrella
e.	 Overall	Revenue	and	Expense	Budget
f.	 Estimated	Economic	Impact
g.	 Attendance	Numbers	&	Demographics
h.	 Volunteer	Count	&	Demographics	
i.	 Staffing	Numbers	and	Positions
j.	 Founding	/	Incorporation	Date	and	Management	System	(i.e.:	
501(c)3	non-profit	staff	&	volunteer	board;	city	managed;	prof-
it-making	partnership,	etc.)

2. Additional Requirements: (50 Points)
Include	a	detailed	overview	of	each	of	the	sections	listed	below	(a-e*)	
for	your	festival	/	event,	using	no	more	than	two	(2)	pages	for	each	
section.
•	 Make	each	section	a	separate	tab	in	entry	in	order	for	the	judges	
to	clearly	identify	them.

•	 If	your	festival/event	does	not	include	one	or	more	of	the	sections	
listed	below,	please	provide	an	overview	as	to	why	your	event	does	
not	include	that	element,	or	what	you	provide	instead,	so	as	not	to	
lose	points.
a.	 Promotional/Marketing	Campaign	&	Media	Outreach	
(Includes	but	not	limited	to:	What	was	your	overall	message/
slogan/image	that	you	projected	for	your	event	this	year?	What	
was	your	target	population,	who	received	the	message,	what	
types	of	mediums	did	you	utilize	and	who	promoted	your	mes-
sage.	)

b.	 Website	/	Social	Media	/	Multi-Media	Program	/Campaign
c.	 Overall	Sponsorship	Program	(Provide	an	overview	of	your	
overall	sponsorship	program	–	how	many	sponsors,	who	are	they	
and	what	do	they	sponsor	and	total	sponsorship	funds.)

d.	 Critical	Component	Programs	
*Provide	a	one	(1)	page	description	on	each	of	the	following	
programs	(if	not	applicable,	please	state	as	such	and/or	what	
your	festival/event	has	in	its	place.)
•	 Volunteer	Program
•	 Green	Program

•	 Educational	Program
•	 Children’s	Program
•	 Food	&	Beverage	Program
•	 Entertainment	Program
•	 Merchandise	Program
•	 Community	Outreach	Program
•	 Emergency	Preparedness	Program

e.	 Descriptions	of	any	other	Special	Programs	unique	to	your	event.

3. Supporting Materials: (20 Points)
•	 Please	also	include	any	necessary	supporting	materials	for	the	fes-
tival/event	-	limiting	materials	to	no	more	than	5	examples	for	each	
area	in	the	2.)	Additional	Requirements	section	(if	applicable)	(a-e).	

•	 Supporting	materials	may	be	placed	within	a	specific	section	of	the	
entry,	or	at	the	end.

4. Supporting Questions: (10	points) 
Please	answer	the	following	questions.		
(Maximum	of	1	page	per	question)
a.	 What	did	you	do	to	update	/	change	the	event	from	the	year	
before?	Were	your	updates	/	changes	successful?
	❍ If	the	event	is	a	new	event,	please	answer	the	following	
question	instead:
•	 “What	challenges	/	obstacles	did	you	foresee	/	encounter	
in	creating	the	event,	and	how	did	you	handle	them?”

b.	 Please	provide	measurable	results	/	examples	for	question	(a).
c.	 What	makes	the	event	stand	out	as	an	internationally	recog-
nized	event?

d.	 Why	should	the	event	win	the	IFEA	/	Haas	&	Wilkerson	Grand	
Pinnacle	Award?

Judging Criteria:	(10	points)
The	Grand	Pinnacle	Entry	will	be	judged	based	on	the	following	
criteria.	Please	refer	to	the	Entry	Information	for	further	details.	The	
following	Judging	Criteria	is	applicable	to	both	the	individual	entry	and	
the	overall	event.
•	 Is	the	entry	/	event	well	organized?
•	 Is	the	content	professional?
•	 Is	the	message	clear?
•	 Is	the	entry	/	event	designed	and	laid	out	well?
•	 Is	the	event	creative	and	/	or	unique?
•	 Does	the	entry	relay	the	image	of	the	event?
•	 What	is	the	overall	impression?
•	 Have	all	supporting	materials	and	measurable	results	been	provid-
ed?

•	 Does	the	entry	match	the	purpose	/	mission	for	the	event?
•	 Have	all	requirements	been	met?

Additional	Notes:
•	 Be	sure	to	answer	and	provide	information	for	every	section	and	
area	listed	in	the	entry	requirements.	Failure	to	provide	information	
for	each	section	/	element	will	result	in	a	deduction	of	points.	If	a	re-
quired	element	is	not	applicable	to	your	event,	please	state	as	such	
and/or	what	your	festival/event	has	in	its	place.

•	 Display	boards	are	no	longer	required	with	the	Grand	Pinnacle	en-
try.	Your	entry	will	solely	be	judged	on	the	contents	of	the	notebook	
submission.

•	 This	entry	is	separate	from	all	other	categories	and	divisions.	Judg-
es	will	not	refer	to,	or	transfer	items	from	other	categories.

•	 Organizations	submitting	entries	for	the	Grand	Pinnacle	category	
must	register	at	least	one	person	for	the	58th	Annual	IFEA	Con-
vention	&	Expo,	Date	&	Location	TBA	or	arrange	for	a	representa-
tive	to	accept	any	award	your	behalf.
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TELEVISION	&	RADIO	ENTRIES

2)	 BEST	TV	PROMOTION	
(Ad	Spot	or	PSA)	

3)	 BEST	FULL	LENGTH	TV	PROMOTION	
(Local	Programming)	

4)	 BEST	FULL	LENGTH	TV	PROGRAM	
(National	Promotion	/	Syndication)	

5)	 BEST	EVENT	VIDEO	
(For	Sale)	

6)	 BEST	RADIO	PROMOTION	
(Ad	Spot	or	PSA)

ENTRY	INFORMATION	FOR	CATEGORIES	2-7:
•	 All	TV/video	entries	should	be	encoded	for	Region	1	or	
Region	0	DVD	capabilities.	Submit	entry	on	a	DVD	or	
Thumb	Drive.	Entry	should	be	viewable	in	Windows	Media	
Player	or	QuickTime.	(Please	do	not	submit	Blu-Ray	Disks.)	

•	 All	Radio	entries	should	be	submitted	on	a	CD	or	Thumb	
Drive	(not	a	DVD)	Entry	should	preferably	be	submitted	
as	a	wave	file	or	MP3	file.	

•	 Label	DVD	/	CD	and	attach	entry	form	to	case.
•	 Only	one	video	/	radio	spot	per	DVD/CD.
•	 These	are	standalone	items	and	no	written	information		
is	required.

•	 Make	all	DVD’s	/	CD’s	set	to	Auto	Play.	

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

7)	 BEST	EVENT	WEBSITE	
(Submit web address only – clearly print website  
address on entry form under section 3.)  

8)	 BEST	ORGANIZATION	WEBSITE	
(Submit web address only – clearly print website  
address on entry form under section 3.)

9)	 BEST	EVENT	/	ORGANIZATION		
E-NEWSLETTER	

(Submit three consecutive issues on a CD or thumb 
drive, or provide a link to download materials.)

10)	 BEST	MISCELLANEOUS		
MULTIMEDIA	

(Includes, but is not limited to items such as: 
Screen Savers, Live Web-casts, Electronic Bill-
boards, etc. Submit in format used. Preferable 
method for Videos is a YouTube link. Only one 
multimedia item per entry.)

11)	 BEST	SOCIAL	MEDIA	SITE	
(Submit Social Media Site Address – clearly print 
address on entry form under section 3.)

12)	 BEST	FESTIVAL	/	EVENT	MOBILE		
APPLICATION	

(Submit web address or instructions on how to 
obtain the App, clearly print address on entry 
form under section 3.)

ENTRY	INFORMATION	FOR	CATEGORIES	7-12:
•	 For	categories	7,	8,	11	&	12	site	will	be	reviewed	online	
by	judges.

•	 Be	sure	to	make	the	website	link	go	to	exactly	where	
you	wish	the	judges	to	go	first.

•	 Refer	to	any	additional	entry	information	listed	next	to	
each	category.

•	 These	are	standalone	items	and	no	written	information	is	
required.	

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

CATEGORIES

MULTIMEDIA	ENTRIES



PROMOTIONAL	PRINTED	ENTRIES

13)	 BEST	EVENT	PROGRAM	

14)	 BEST	NEWSPAPER	INSERT	/	SUPPLEMENT

15)	 BEST	PROMOTIONAL	BROCHURE	

16)	 BEST	EVENT	/	ORGANIZATION		
NEWSLETTER

(Submit three consecutive issues.)

17)	 BEST	MISCELLANEOUS	PRINTED		
MATERIALS	(MULTIPLE	PAGE)

 (Includes but not limited to: direct mail brochures, 
cookbooks, annual reports, etc. - One item per entry.)

18)	 BEST	MISCELLANEOUS	PRINTED		
MATERIALS	(SINGLE	PAGE)

(Includes but not limited to direct mail pieces, rack 
cards, fliers, maps, etc. Only one item per entry.  
Mounting on Poster board, optional)

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

20)	 BEST	COVER	DESIGN
(Submit cover only – mounted on poster board.  
Covers of Magazine, Newspaper, Brochures, Programs 
all acceptable.)

21)	 BEST	SINGLE	NEWSPAPER	DISPLAY	AD
(Submit entry mounted on poster board.)

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

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

24)	 BEST	PROMOTIONAL	POSTER
(For posters not for sale at Festival or Event but used for 
promotional purposes to promote event) (Do not mount. 
Submit in poster tube.)

25)	 BEST	COMMEMORATIVE	POSTER
(For posters specifically for sale at festival or event.)
(Do not mount. Submit in poster tube.)

26)	 BEST	EVENT	PROMOTIONAL		
PHOTOGRAPH

(Promotional photograph for your event) 
(Photo Dimensions: 8 inches x 10 inches)

27)	 BEST	OUTDOOR	BILLBOARD
(Submit photo or print out of billboard.)

28)	 BEST	EVENT	INVITATION
(Single or Multiple Page Do NOT mount this category on 
poster board.)

ENTRY	INFORMATION	FOR	CATEGORIES	13-17:	
•	 These	are	stand	alone	items	and	no	written	information	
is	required.

•	 Submit	each	entry	in	original	format	if	possible
•	 Submit	categories	13-17	with	the	entry	form	securely	
paper	clipped/bull	clipped	to	the	back.

•	 Do	not	mount	on	display	board.	

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

ENTRY	INFORMATION	FOR	CATEGORIES	18-28:	
•	 Submit	categories	18-23,	26-27	each	mounted	on	a	sin-
gle,	black	display	board	with	a	maximum	of	2	inch	margins.

•	 Submit	categories	24-25	each	rolled	up	in	a	poster	
mailing	tube.	Do	not	fold	the	poster.	Do	not	mount	the	
poster	on	poster	board.

•	 Only	one	entry	per	board.
•	 These	are	standalone	items	and	no	written	information		
is	required.	

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

CATEGORIES
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EVENT	DÉCOR	&	AMBIANCE	ENTRIES

29)	 BEST	STREET	BANNER
(Submit photo or printouts of banner only.)

30)	 BEST	MISCELLANEOUS	ON-SITE	
DECOR
(Includes	but	is	not	limited	to:	directional	signage,	
stage	backdrops,	entryways,	flags,	inflatables,	etc.)
(Submit photo of decor.)

ENTRY	INFORMATION	FOR	CATEGORIES	29-30:
•	 Submit	categories	29-30	each	mounted	on	a	single,	black	
display	board	with	a	maximum	of	2	inch	margins.

•	 Only	one	entry	per	board.
•	 These	are	standalone	items	and	no	written	information	is	
required.	

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

31)	 BEST	T-SHIRT	DESIGN
(No tank tops or collared shirts.)

32)	 BEST	PIN	OR	BUTTON
(Please mount pin on poster board with 2 inch mar-
gins maximum.) (For single pins only, no pin sets.)

33)	 BEST	HAT

34)	 BEST	OTHER	MERCHANDISE

35)	 BEST	MISCELLANEOUS	CLOTHING

36)	 BEST	NEW	MERCHANDISE
(New merchandise to festival/event/organization 
within the past year.)

37)	 BEST	SPONSOR	GIFT

ENTRY	INFORMATION	FOR	CATEGORIES	31-37:
•	 Submit	actual	merchandise	items	for	categories	31-	37	
as	is.

•	 These	are	standalone	items	and	no	written	information	is	
required.

•	 Do	not	mount	merchandise	items	on	poster	board	–	
except	Best	Pin	or	Button.	

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

CATEGORIES

MERCHANDISE	ENTRIES	For	merchandise	sold	at	Festival	/	Event	/	Organization.
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SPONSORSHIP	ENTRIES

38)	 BEST	TARGETED	SPONSOR		
SOLICITATION	PROPOSAL

(Actual	Sponsorship	Proposal	that	was	used	to	target	a	
specific	sponsor	for	your	festival/event.)
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following	using	
no	more	than	one	(1)	page	per	section:	
a.	 Introduction	and	description	of	main	event.
b.	 Introduction,	effectiveness	and	success	of	Sponsor		
solicitation	package	

2. Supporting Materials: 
a.	 Please	provide	a	sponsor	solicitation	package	that	was		
actually	used	to	target	a	specific	sponsor.
•	 Provide	in	the	format	used	to	present	to	the	sponsor	and	
with	any	other	additional	materials	that	were	sent	with	the	
proposal.	(Okay	to	substitute	name	of	sponsor	for	generic	
name	for	confidentiality.)

39)	 BEST	INDIVIDUAL	SPONSOR		
FOLLOW-UP	REPORT

(Actual	Follow-Up	Report	that	was	generated	for	a	specific	
sponsor	for	your	festival/event.)
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following	using	
no	more	than	one(1)	page	per	section:	
a.	 Introduction	and	description	of	main	event.
b.	 Introduction	and	effectiveness	of	Sponsor	follow-up	report	

2. Supporting Materials: 
a.	 Please	provide	a	sponsor	follow-up	report	that	was	actually	
sent	to	a	specific	sponsor.	
•	 Provide	in	the	format	used	to	present	to	the	sponsor	and	
with	any	other	additional	materials	that	were	sent	with	the	
report.	(Okay	to	substitute	name	of	sponsor	for	generic	
name	for	confidentiality.)

ENTRY	INFORMATION	FOR	CATEGORIES	38-39:	
•	 Submit	category	38-39	each	within	one	(1)	notebook	(2	or	3	
ring	binder;	spiral	bound;	report	cover;	bound	publication	etc.)

•	 Please	submit	your	entry	in	the	order	listed.
•	 In	addition	to	the	required	printed	entry,	please	also	provide	
a	pdf	or	word	document	of	your	entire	entry	(as	one	(1)	doc-
ument)	on	a	CD	or	thumb	drive.	Place	CD	either	at	front	of	
entry,	or	attach	to	overall	payment	form.	(Okay	to	submit	all	of	
your	Pinnacle	entries	on	one	(1)	CD	or	thumb	drive.)

For	each	entry,	please	provide	detailed	information	to	the	
following:		

1. Overview Information (20	points)
Please	provide	the	required	information	listed	under	the	specific	
category	to	the	left.

2. Supporting Materials: (70	points)
Please	provide	materials	listed	under	the	specific	category	to	the	left.	
Supporting	materials	should	be	placed	at	the	end	of	the	entry.

3. Judging Criteria: (10	points) 
No information required. Your entry will also be judged based on 
the below criteria.
•	 Is	the	item	/	entry	well	organized?	
•	 Is	the	content	professional?	
•	 Is	the	message	clear?	
•	 What	is	the	overall	impression?
•	 Have	all	supporting	materials	and	measurable	results	been	
provided?

•	 Have	all	requirements	been	met?	
•	 Would	you	recommend	or	support	this	opportunity	if	in	a	posi-
tion	to	do	so?

CATEGORIES

40)	 BEST	SPONSOR	PARTNER
(Entry	should	highlight	a	specific	sponsor	that	stands	out	
above	all	others.)
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following	using	
no	more	than	one	(1)	page	per	section:
a.	 Introduction	&	description	of	main	event
b.	 Description	of	sponsor;	level	of	sponsorship	(cash/in-kind);	de-
tails	of	benefit	package	and	length	of	sponsorship/	partnership

c.	 Quantity	and	quality	of	support	to	event	by	sponsor
d.	 Goals	and	success	of	relationships	for	both	event	and	sponsor
e.	 How	the	sponsor	stands	out	over	all	other	sponsors.
f.	 Activation	of	Sponsorship	by	Sponsor

ENTRY	INFORMATION	FOR	CATEGORY	40:
•	 Submit	category	40	within	one	(1)	notebook	(2	or	3	ring	bind-
er;	spiral	bound;	report	cover;	bound	publication	etc.)

•	 Please	submit	your	entry	in	the	order	listed.

•	 In	addition	to	the	required	printed	entry,	please	also	provide	a	pdf	
or	word	document	of	your	entire	entry	(as	one	(1)	document)	on	
a	CD	or	thumb	drive.	Place	CD	either	at	front	of	entry,	or	attach	
to	overall	payment	form.	(Okay	to	submit	all	of	your	Pinnacle	
entries	on	one	(1)	CD	or	thumb	drive.)

For	each	entry,	please	provide	detailed	information	to	the	
following:	

1. Overview Information (90	points)	
Please	provide	the	required	information	listed	under	the		
specific	category	to	the	left.

2. Judging Criteria: (10	points)
No information required. Your entry will also be judged based on 
the below criteria.
•	 Is	the	entry	well	organized?	
•	 Is	the	content	professional?
•	 Is	the	message	clear?	
•	 What	is	the	overall	impression?	
•	 Have	all	requirements	been	met?
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CATEGORIES
SPONSORSHIP	ENTRIES

41)	 BEST	SINGLE	NEW	SPONSOR-
SHIP	OPPORTUNITY

(New	activity	/	program	within	an	Event	created	specifically	
to	recruit	a	new	sponsor	or	created	after	a	new	sponsor	
came	on	board.)
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Introduction	&	description	of	main	event
b.	 Description	and	purpose	of	New	Sponsorship	Opportunity
c.	 Description	of	the	targeted	sponsor	for	the	opportunity	and	
why	the	sponsor	was	targeted

d.	 Explain	the	synergy	between	the	event	and	sponsor
e.	 Overall	effectiveness	/	success	of	the	sponsorship
2. Supporting Question - Answer	question	listed	to	the	right,	here
3. Supporting Materials -	Place	at	the	end	of	the	entry.

42)	 BEST	SPONSORSHIP	PROGRAM	
FOR	INDIVIDUAL	SPONSOR

(Activity	or	program	within	a	Festival	or	Event	created	for	a	
specific	sponsor.)
1. Overview Information:  
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Introduction	&	description	of	main	event
b.	 Description	and	purpose	of	event/program	being	sponsored
c.	 Description	of	sponsor;	level	of	sponsorship	(cash/in-kind);	de-
tails	of	benefit	package	and	length	of	sponsorship/	partnership

d.	 Overall	effectiveness	/	success	of	the	program
2. Supporting Question -	Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

43)	 BEST	OVERALL	SPONSORSHIP	
PROGRAM

(Entry	should	focus	on	the	entire	sponsorship	program	for	
all	sponsors	for	the	entire	event.)
1. Overview Information: 	
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Introduction	&	description	of	main	event
b.	 Description	of	overall	Sponsorship	Program
c.	 List	of	all	current	sponsors	for	event;	levels	of	support;	longev-
ity	of	each

d.	 Available	benefit	packages	and	valuation	formulas	
e.	 Description	of	sponsor	research	targeting	and	sales	process	
f.	 Description	of	sponsor	service	team	and	steps	taken	when	
new	agreement	is	signed.	

g.	 Describe	current	sponsor	renewal	process	&	retention	rate
h.	 Overall	effectiveness	/	success	of	the	program
i.	 Supporting	Materials:	Please	provide	a	copy	of	Sponsor	
Agreement	Sales	Packet	/	Proposal;	a	copy	of	Sponsorship	
Follow	Up	Report	and	a	sample	of	Sponsor	Agreement

2. Supporting Question - Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

ENTRY	INFORMATION	FOR	CATEGORIES	41-43:
•	 Submit	category	41-43	each	within	one	(1)	notebook	(2	or	3	
ring	binder;	spiral	bound;	report	cover;	bound	publication	etc.)

•	 Please	submit	your	entry	in	the	order	listed.
•	 In	addition	to	the	required	printed	entry,	please	also	provide	
a	pdf	or	word	document	of	your	entire	entry	(as	one	(1)	doc-
ument)	on	a	CD	or	thumb	drive.	Place	CD	either	at	front	of	
entry,	or	attach	to	overall	payment	form.	(Okay	to	submit	all	of	
your	Pinnacle	entries	on	one	(1)	CD	or	thumb	drive.)

For	each	entry,	please	provide	detailed	information	to	the	
following:	

1. Overview Information (70	points)	
Please	provide	the	required	information	listed	under	the	specific	
category	to	the	left.

2. Supporting Question: (10	points)
•	 What	did	you	do	to	update	/	change	this	program	from	the	
year	before?	Were	your	updates	/	changes	successful?	Please	
provide	measurable	results	/	examples.

•	 If	the	program	is	a	new	program,	please	answer	the	following	
question	instead:	“What	challenges	/	obstacles	did	you	foresee	
/	encounter	in	creating	the	program,	and	how	did	you	handle	
them?”

3. Supporting Materials: (10	points)	
Please	also	include	any	necessary	supporting	materials	for	the	
program.	Supporting	materials	should	be	placed	at	the	end	of	the	
entry.	Please	limit	your	supporting	materials	to	those	actually	sent	
/	used	with	sponsor:
•	 Printed	materials	(brochures	/	programs	etc.)
•	 Promotion	/	marketing	/	media	materials
•	 Supporting	photographs
•	 Measurable	results:	tangible	&	intangible

4. Judging Criteria: (10	points)	
No information required. Your entry will also be judged based on 
the below criteria.
•	 Is	the	program	/	entry	well	organized?
•	 Is	the	content	professional?	Is	the	message	clear?	
•	 Is	the	program	/	entry	designed	and	laid	out	well?	
•	 Is	the	program	creative	and	/	or	unique?	
•	 What	is	the	overall	impression?	
•	 Have	all	supporting	materials	and	measurable	results	been	
provided?	

•	 Have	all	requirements	been	met?	
•	 Would	you	recommend	or	support	this	opportunity	if	in	a	
position	to	do	so?
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44)	 BEST	VOLUNTEER	PROGRAM
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section,	together	with	
applicable	examples:
a.	 Introduction	and	background	of	main	event
b.	 Description	and	purpose	/	objective	of	Volunteer	Program
c.	 Target	audience	/	attendance	/	number	of	participants
d.	 Duration	of	program	(start	to	finish)	and	years	program	has	
been	part	of	event	

e.	 Volunteer	demographics	(age,	gender,	individuals,	charities,	
schools	etc.)

f.	 Volunteer	job	descriptions
g.	 Recruitment	methods	/	materials	/	applications
h.	 Communication	methods	/	materials
i.	 Training	guides	/	programs	/	handbooks	/	materials
j.	 Organization	&	schedule	information	/	materials
k.	 Volunteer	perks	/	benefits
l.	 Appreciation	/	recognition	methods/	materials
m.	Retention	methods	/	materials
n.	 Description	of	sponsor	/	charity	/	volunteer	/	school	/	other	group	
involvement	with	program	and	benefits	to	each	(if	applicable)

o.	 Overall	revenue/expense	budget	of	program	
p.	 Overall	effectiveness	/	success	of	program
q.	 Measurable	results:	ratio	of	volunteers	to	guests;	#	of	vol-
unteers;	#	of	volunteer	hours;	#	of	volunteers	in	database;	
estimate	of	the	financial	value	of	your	volunteers.

2. Supporting Question -	Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

45)	 BEST	GREEN	PROGRAM
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Introduction	and	background	of	main	event
b.	 Description	and	purpose	/	objective	of	Green	Program
c.	 Target	audience	/	attendance	/	number	of	participants
d.	 What	“Green”	initiatives	were	used	at	event	(i.e.	–	recycling;	
alternative	methods	of	transportation;	renewable	energy	etc.)

e.	 How	were	initiatives	promoted	to	the	public?	Include	market-
ing	materials.

f.	 Education	programs	pertaining	to	green	program	(for	public,	
sponsors,	volunteers	etc.)

g.	 How	was	green	program	enforced	/	encouraged,	tracked,	and	
staffed?

h.	 Who	assisted	green	program	(vendors,	volunteers	etc.)
i.	 Measurable	results	–	how	much	was	recycled;	savings	/	cost	
of	Green	program;	carbon	footprint	reduction

j.	 Non-tangible	results:	education;	awareness;	involvement	etc.
k.	 Duration	of	program	(start	to	finish)	and	years	program	has	
been	part	of	event	

l.	 Description	of	sponsor	/	charity	/	volunteer	/	school	/	other	group	
involvement	with	program	and	benefits	to	each	(if	applicable)

m.	Tie-in	of	program	to	main	event
n.	 Overall	revenue/expense	budget	of	program	
o.	 Overall	effectiveness	/	success	of	program
2. Supporting Question -	Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

ENTRY	INFORMATION	FOR	CATEGORIES	44-45:
•	 Submit	categories	44	&	45	each	within	one	(1)	notebook	(2	
or	3	ring	binder;	spiral	bound;	report	cover;	bound	publication	
etc.)

•	 Please	submit	your	entry	in	the	order	listed.
•	 In	addition	to	the	required	printed	entry,	please	also	provide	
a	pdf	or	word	document	of	your	entire	entry	(as	one	(1)	doc-
ument)	on	a	CD	or	thumb	drive.	Place	CD	either	at	front	of	
entry,	or	attach	to	overall	payment	form.	(Okay	to	submit	all	of	
your	Pinnacle	entries	on	one	(1)	CD	or	thumb	drive.)

For	each	entry,	please	provide	detailed	information	to	the	
following:	

1. Overview Information (70	points) 
Please	provide	the	required	information	listed	under	the	specif-
ic	category	to	the	left.

2. Supporting Question: (10	points)
•	 What	did	you	do	to	update	/	change	this	program	from	the	
year	before?	Were	your	updates	/	changes	successful?	Please	
provide	measurable	results	/	examples.

•	 If	the	program	is	a	new	program,	please	answer	the	following	
question	instead.

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

3. Supporting Materials: (10	points)
Please	also	include	any	necessary	supporting	materials	for	the	
program	-	limiting	materials	to	no	more	than	5	examples	for	each	
area	listed	below	(if	applicable).	Supporting	materials	should	be	
placed	at	the	end	of	the	entry.
•	 Printed	materials	(brochures,	handbooks,	Recruiting	materials,	
evaluation	forms,	signage,	etc.)

•	 Promotional	/	marketing	/	media	materials
•	 Merchandise	materials	(photographs	accepted)
•	 Information	provided	to	participants	/	volunteers	/	sponsors	/	
students	/	charities	etc.

•	 Supporting	photographs
•	 Measurable	results:	tangible	&	intangible

4. Judging Criteria: (10	points)
No information required. Your entry will also be judged based on 
the below criteria.
•	 Is	the	entry	/	program	well	organized?	
•	 Is	the	content	professional?	Is	the	message	clear?	
•	 Is	the	entry	/	program	designed	and	laid	out	well?	
•	 Is	the	program	creative	and	/	or	unique?	
•	 What	is	the	overall	impression?	
•	 Have	all	supporting	materials	and	measurable	results	been	
provided?	

•	 Have	all	requirements	been	met?

FESTIVAL	&	EVENT	CRITICAL	COMPONENT	ENTRIES

CATEGORIES
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FESTIVAL	&	EVENT	CRITICAL	COMPONENT	ENTRIES

46)	 BEST	EDUCATIONAL	PROGRAM
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	no	more	than	
one	(1)	page	to	explain	each	section:
a.	 Introduction	and	background	of	main	event
b.	 Description	and	purpose	/	objective	of	Educational	Program
c.	 Target	audience	/	attendance	/	number	of	participants
d.	 Provide	a	detailed	description	of	the	education	program	/	curriculum
e.	 Who	provided	the	education	and	in	what	setting
f.	 Involvement	by	local	educational	institutions	and	professional	education	(if	any)
g.	 What	was	the	take-away	for	attendees	/	participants?
h.	 Duration	of	program	(start	to	finish)	and	years	program	has	been	part	of	event
i.	 Tie-in	of	program	to	main	event
j.	 Overall	revenue/expense	budget	of	program	
k.	 Description	of	sponsor	/	charity	/	volunteer	/	school	/	other	group	involvement	
with	program	and	benefits	to	each	(if	applicable)

l.	 Overall	effectiveness	/	success	of	program
2. Supporting Question -	Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

47)	 BEST	CHILDREN’S	PROGRAMMING
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	no	more	than	
one	(1)	page	to	explain	each	section:
a.	 Introduction	and	background	of	main	event
b.	 Description	and	purpose	/	objective	of	Children’s	Program
c.	 Target	Audience	/	main	target	age	group
d.	 Attendance	/	number	of	participants
e.	 Activities	/entertainment	provided
f.	 Local	School	involvement
g.	 Tie-in	of	program	to	main	event
h.	 Overall	revenue	and	expense	budget	of	specific	program	/	event
i.	 Description	of	sponsor	/	charity	/	volunteer	/	school	/	other	group	involvement	
with	event	/	program	and	benefits	to	each	(if	applicable)

j.	 Duration	of	program	(start	to	finish)	and	years	program	has	been	part	of	event
k.	 What	makes	the	program	unique	and	creative?
l.	 Overall	effectiveness	/	success	of	program
2. Supporting Question -	Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

48)	 BEST	COMMUNITY	OUTREACH	PROGRAM
(Programming	done	throughout	the	year	to	benefit	and	help	include	all	parts	of	
the	community,	while	enhancing	the	image	and	brand	of	your	event/organization	
throughout	the	year.)
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	no	more	than	
one	(1)	page	to	explain	each	section:
a.	 Introduction	and	background	of	main	event
b.	 Description	and	purpose	/	objective	of	Outreach	Program
c.	 Target	audience	/	attendance	/	number	of	participants
d.	 Impact	program	had	on	the	community
e.	 Tie-in	of	program	to	main	event
f.	 Duration	of	program	(start	to	finish)	and	years	program	has	been	part	of	event	
g.	 Overall	revenue/expense	budget	of	specific	program	
h.	 Description	of	sponsor	/	charity	/	volunteer	/	school	/	other	group	involvement	
with	program	and	benefits	to	each	(if	applicable)

i.	 Overall	effectiveness	/	success	of	program
2. Supporting Question -	Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

ENTRY	INFORMATION	FOR		
CATEGORIES	46-48:
•	 Submit	categories	46,	47,	48	each	within	one	
(1)	notebook	(2	or	3	ring	binder;	spiral	bound;	
report	cover;	bound	publication	etc.)

•	 Please	submit	your	entry	in	the	order	listed.
•	 In	addition	to	the	required	printed	entry,	please	
also	provide	a	pdf	or	word	document	of	your	
entire	entry	(as	one	(1)	document)	on	a	CD	or	
thumb	drive.	Place	CD	either	at	front	of	entry,	
or	attach	to	overall	payment	form.	(Okay	to	
submit	all	of	your	Pinnacle	entries	on	one	(1)	
CD	or	thumb	drive.)

For	each	entry,	please	provide	detailed	
information	to	the	following:	

1. Overview Information (70	points)
Please	provide	the	required	information	listed	
under	the	specific	category	to	the	left.

2. Supporting Question: (10	points)
•	 What	did	you	do	to	update	/	change	this	
program	from	the	year	before?	Were	your	
updates	/	changes	successful?	Please	provide	
measurable	results	/	examples.

•	 If	the	program	is	a	new	program,	please	an-
swer	the	following	question	instead.

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

3. Supporting Materials: (10	points)	
Please	also	include	any	necessary	supporting	
materials	for	the	program	-	limiting	materials	to	no	
more	than	5	examples	for	each	area	listed	below	
(if	applicable).	Supporting	materials	should	be	
placed	at	the	end	of	the	entry.
•	 Printed	materials	(brochures,	handbooks,	Recruit-
ing	materials,	evaluation	forms,	signage,	etc.)

•	 Promotional	/	marketing	/	media	materials
•	 Merchandise	materials	(photographs	accepted)
•	 Information	provided	to	participants	/	volun-
teers	/	sponsors	/	students	/	charities	etc.

•	 Supporting	photographs
•	 Measurable	results:	tangible	&	intangible

4. Judging Criteria: (10	points)
No information required. Your entry will also be 
judged based on the below criteria.
•	 Is	the	entry	/	program	well	organized?	
•	 Is	the	content	professional?	Is	the	message	clear?	
•	 Is	the	entry	/	program	designed	and	laid	out	well?	
•	 Is	the	program	creative	and	/	or	unique?	
•	 What	is	the	overall	impression?	
•	 Have	all	supporting	materials	and	measurable	
results	been	provided?	

•	 Have	all	requirements	been	met?
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49	 BEST	EVENT	/	PROGRAM	WITHIN	AN	EVENT	TO	BENEFIT	A	CAUSE
(Entry	may	include	fundraising	programs	as	well	as	awareness	programs.)
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	no	more	than	one	(1)	page	
to	explain	each	section:
a.	 Introduction	and	background	of	main	event
b.	 Description	and	purpose	/	objective	of	Event/Program
c.	 Description	of	selected	cause	and	why/how	it	was	selected
d.	 Target	audience	/	attendance	/	number	of	participants
e.	 Tie-in	of	program	to	main	event
f.	 Duration	of	program	(start	to	finish)	and	years	program	has	been	part	of	event	
g.	 Overall	revenue/expense	budget	of	specific	event/program
h.	 Description	of	sponsor	/	charity	/	volunteer	/	school	/	other	group	involvement	with	event	/	
program	and	benefits	to	each	(if	applicable)

i.	 Overall	effectiveness	/	success	of	program
2. Supporting Question -	Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

50)	 BEST	EVENT	(WITHIN	AN	EXISTING	FESTIVAL)
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	no	more	than	one	(1)	page	
to	explain	each	section:
a.	 Introduction	and	background	of	main	event
b.	 Description	and	purpose	/	objective	of	Event	within	Festival
c.	 Target	audience	and	attendance	/	number	of	participants
d.	 Overall	revenue/expense	budget	of	event
e.	 Tie-in	of	program	to	main	festival
f.	 Duration	of	program	(start	to	finish)	and	years	program	has	been	part	of	event	
g.	 Description	of	sponsor	/	charity	/	volunteer	/	school	/	other	group	involvement	with	event	
and	benefits	to	each	(if	applicable)

h.	 What	makes	the	event	unique	&	creative?
i.	 Overall	effectiveness	/	success	of	program
2. Supporting Question -	Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

51)	 BEST	EMERGENCY	PREPAREDNESS	&	RISK		
MANAGEMENT	PLAN	FOR	AN	EVENT

1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	no	more	than	one	(1)	page	
to	explain	each	section:
a.	 Introduction	and	background	of	main	event
b.	 Description	and	purpose	/	objective	of	Risk	Management	Plan
c.	 Target	audience	/	attendance	/	number	of	participants
d.	 Overall	revenue	and	expense	budget	of	specific	program	/	event
e.	 Duration	of	program	(start	to	finish)	and	years	program	has	been	part	of	event	
f.	 Description	of	sponsor	/	charity	/	volunteer	/	school	/	other	group	involvement	with	event	/	
program	and	benefits	to	each	(if	applicable)

g.	 Overall	effectiveness	/	success	of	program
2. Supporting Question -	Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

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

52)	 BEST	FOOD	&	BEVERAGE	PROGRAM
1. Overview Information:
Please	provide	a	detailed	overview	explaining	the	following,	using	no	more	than	one	(1)	
pages	to	explain	each	section:
a.	 Introduction	and	background	of	main	event
b.	 Description	and	purpose	/	objective	of	Food	&	Beverage	Program
c.	 Number	and	types	of	vendors
d.	 Site	Plan	(i.e.:	Food	Courts,	Crowd	Flow	etc.)
e.	 Cash	Management	Process
f.	 Fee	Structures
g.	 Alcohol	Beverage	Training/Control
h.	 Vendor	Application	Process
i.	 Festival/Event	Controlled	Products	&	Services	(i.e.:	Festival-only	controlled	product	sales,	
Vendor	required	product	use,	etc.)

j.	 Promotional	activities	to	drive	business
k.	 Power/Water	Access
l.	 Waste	Disposal
2. Supporting Question -	Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

ENTRY	INFORMATION	FOR	CATEGORIES	49-52:
•	 Submit	categories	49,	50,	51,	52	each	within	one	
(1)	notebook	(2	or	3	ring	binder;	spiral	bound;	report	
cover;	bound	publication	etc.)

•	 Please	submit	your	entry	in	the	order	listed.
•	 In	addition	to	the	required	printed	entry,	please	also	
provide	a	pdf	or	word	document	of	your	entire	entry	
(as	one	(1)	document)	on	a	CD	or	thumb	drive.	
Place	CD	either	at	front	of	entry,	or	attach	to	overall	
payment	form.	(Okay	to	submit	all	of	your	Pinnacle	
entries	on	one	(1)	CD	or	thumb	drive.)

For	each	entry,	please	provide	detailed	informa-
tion	to	the	following:	

1. Overview Information (70	points)
Please	provide	the	required	information	listed	under	the	
specific	category	to	the	left.

2. Supporting Question: (10	points)
•	 What	did	you	do	to	update	/	change	this	program	
from	the	year	before?	Were	your	updates	/	changes	
successful?	Please	provide	measurable	results	/	
examples.

•	 If	the	program	is	a	new	program,	please	answer	the	
following	question	instead.

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

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

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

4. Judging Criteria: (10	points)
No information required. Your entry will also be judged 
based on the below criteria.
•	 Is	the	entry	/	program	well	organized?	
•	 Is	the	content	professional?	Is	the	message	clear?	
•	 Is	the	entry	/	program	designed	and	laid	out	well?	
•	 Is	the	program	creative	and	/	or	unique?	
•	 What	is	the	overall	impression?	
•	 Have	all	supporting	materials	and	measurable	results	
been	provided?	

•	 Have	all	requirements	been	met?

FESTIVAL	&	EVENT	CRITICAL	COMPONENT	ENTRIES



CATEGORIES
FESTIVAL	&	EVENT	CRITICAL	COMPONENT	ENTRIES

53)	 BEST	NEW	EVENT
(For	festival	or	event	created	from	scratch	within	the	past	year	that	does	not	take	place	as	
part	of	an	existing	festival/event.)
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	no	more	than	one	(1)	page	
to	explain	each	section:
a.	 Introduction	and	background	of	main	event
b.	 Description	and	purpose	/	objective	of	New	Event
c.	 Target	audience	and	attendance	/	number	of	participants
d.	 Overall	revenue/	expense	budget	of	event
e.	 Duration	of	program	(start	to	finish)	
f.	 Description	of	sponsor	/	charity	/	volunteer	/	school	/	other	group	involvement	with	event	
and	benefits	to	each	(if	applicable)

g.	 What	makes	the	event	unique	&	creative?
h.	 Overall	effectiveness	/	success	of	event
2. Supporting Materials - Place	at	the	end	of	the	entry.

54)	 BEST	NEW	PROMOTION	ACTIVITY
(Entry	should	focus	on	a	specific	promotion	done	by	festival/event/vendor/supplier	to	pro-
mote	a	product,	service,	event,	company,	entertainment	etc.)
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	no	more	than	one	(1)	page	
to	explain	each	section:
a.	 Introduction	and	background	of	main	event/organization
b.	 Description	and	purpose	/	objective	of	Promotion
c.	 Description	of	what	was	being	promoted	(merchandise,	event,	company,	entertainment;	
etc.)

d.	 What	makes	this	promotion	different	from	any	other	promotions?
e.	 Target	audience	for	promotion
f.	 Attendance	/	number	of	participants	(if	applicable)
g.	 Tie-in	of	promotion	to	main	event/organization
h.	 Overall	revenue	and	expense	budget	of	specific	promotion
i.	 Duration	of	promotion	(start	to	finish)	
j.	 Description	of	sponsor	/	charity	/	volunteer	/	school	/	other	group	involvement	with	event/
organization	and	promotion	and	benefits	to	each	(if	applicable)

k.	 Overall	effectiveness	/	success	of	promotion
2. Supporting Materials - Place	at	the	end	of	the	entry.

55)	 BEST	NEW	ATTENDEE	SERVICE	
(Any	product	or	service	designed	with	the	intent	of	enhancing	the	attendee	experience	at	a	
festival	or	event.)
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	no	more	than	one	(1)	
pages	to	explain	each	section:
a.	 Description	of	new	product	or	service
b.	 Goals	&	objectives	of	product	or	service
c.	 Application	of	product	or	service	at	an	event
d.	 Overall	effectiveness	of	product	or	services
e.	 Target	market	for	product	or	service
f.	 Measurable	results:	tangible	&	intangible	
2. Supporting Materials - Place	at	the	end	of	the	entry.

56)	 BEST	MONEY-MAKING	IDEA	
(Entry	should	focus	on	a	specific	idea	implemented	at	a	festival/event	that	generated		
revenue.)
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	no	more	than	one	(1)	page	
to	explain	each	section:
a.	 Introduction	&	description	of	main	event
b.	 Description	of	money-making	idea
c.	 Target	audience	(if	applicable)
d.	 Attendance	/	number	of	participants	(if	applicable)
e.	 Mediums	used	to	promote	idea	(if	applicable)
f.	 Tie-in	of	promotion	to	main	event/organization
g.	 Overall	revenue	and	expense	budget	of	specific	idea
h.	 Overall	effectiveness	/	success	of	idea
2. Supporting Materials - Place	at	the	end	of	the	entry.

ENTRY	INFORMATION	FOR	CATEGORIES	53-56:
•	 Submit	categories	53,	54,	55,	56	each	within	one	
(1)	notebook	(2	or	3	ring	binder;	spiral	bound;	report	
cover;	bound	publication	etc.)

•	 Please	submit	your	entry	in	the	order	listed.
•	 In	addition	to	the	required	printed	entry,	please	also	
provide	a	pdf	or	word	document	of	your	entire	entry	
(as	one	(1)	document)	on	a	CD	or	thumb	drive.	
Place	CD	either	at	front	of	entry,	or	attach	to	overall	
payment	form.	(Okay	to	submit	all	of	your	Pinnacle	
entries	on	one	(1)	CD	or	thumb	drive.)

For	each	entry,	please	provide	detailed	informa-
tion	to	the	following:	

1. Overview Information (80	points) 
Please	provide	the	required	information	listed	under	
the	specific	category	to	the	left.

2. Supporting Materials: (10	points)
Please	also	include	any	necessary	supporting	materials	
for	the	program	-	limiting	materials	to	no	more	than	
5	examples	for	each	area	listed	below	(if	applicable).	
Supporting	materials	should	be	placed	at	the	end	of	
the	entry.
•	 Printed	materials	(brochures,	handbooks,	signage,	
etc.)

•	 Promotional	/	marketing	/	media	materials
•	 Merchandise	materials	(photographs	accepted)
•	 Information	provided	to	participants	
•	 Supporting	photographs
•	 Measurable	results:	tangible	&	intangible

3. Judging Criteria: (10	points)
No information required. Your entry will also be judged 
based on the below criteria.
•	 Is	the	entry	/	program	well	organized?	
•	 Is	the	content	professional?	Is	the	message	clear?	
•	 Is	the	entry	/	program	designed	and	laid	out	well?	
•	 Is	the	program	creative	and	/	or	unique?	
•	 What	is	the	overall	impression?	
•	 Have	all	supporting	materials	and	measurable	results	
been	provided?	

•	 Have	all	requirements	been	met?
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57)	 BEST	OVERALL	MERCHANDISING	
PROGRAM

(Entry	should	focus	on	the	entire	merchandising	program	for	
the	entire	festival/event/organization.)
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Introduction	&	background	of	event
b.	 Description	of	merchandising	program
c.	 Overall	revenue	and	expense	budget	for	merchandise	lines
d.	 Target	market	for	merchandise	program	(population	/	location)
e.	 Marketing	efforts	tied	to	merchandise	program
f.	 Community	support	in	selling	/	distributing	merchandise
g.	 Measurable	results	(Including	number	/	variety	of	items;	num-
ber	of	outlets	selling	items,	etc.)

h.	 Overall	effectiveness	of	merchandise	program
2. Supporting Question - Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

ENTRY	INFORMATION	FOR	CATEGORY	57:
•	 Submit	category	57	within	one	(1)	notebook	(2	or	3	ring	binder;	
spiral	bound;	report	cover;	bound	publication	etc.)

•	 Please	submit	your	entry	in	the	order	listed.
•	 In	addition	to	the	required	printed	entry,	please	also	provide	a	pdf	
or	word	document	of	your	entire	entry	(as	one	(1)	document)	on	a	
CD	or	thumb	drive.	Place	CD	either	at	front	of	entry,	or	attach	to	
overall	payment	form.	(Okay	to	submit	all	of	your	Pinnacle	entries	
on	one	(1)	CD	or	thumb	drive.)

For	entry,	please	provide	detailed	information	to	the	
following:	

1. Overview Information (70	points)
Please	provide	the	required	information	listed	under	the	specific	
category	to	the	left.

2. Supporting Question: (10	points)
•	 What	did	you	do	to	update	/	change	this	program	from	the	
year	before?	Were	your	updates	/	changes	successful?	Please	
provide	measurable	results	/	examples.

•	 If	the	program	is	a	new	program,	please	answer	the	following	
question	instead:	“What	challenges	/	obstacles	did	you	foresee	/	
encounter	in	creating	the	program,	and	how	did	you	handle	them?”

3. Supporting Materials: (10	points) 
Please	include	a	sample	selection	of	actual	merchandise	items	
available.

•	 Also	include	photographs	of	all	merchandise	items	available	in	
your	merchandise	program.

•	 Supporting	materials	should	be	placed	at	the	end	of	the	entry.

4. Judging Criteria: (10	points)
No information required. Your entry will also be judged based on 
the below criteria.
•	 Is	the	entry	/	program	well	organized?	
•	 Is	the	content	professional?	
•	 Is	the	message	clear?	
•	 Is	the	entry	/	program	designed	and	laid	out	well?	
•	 Is	the	program	creative	and	/	or	unique?
•	 What	is	the	overall	impression?	
•	 Have	all	supporting	materials	and	measurable	results	been	provided?
•	 Have	all	requirements	been	met?

FESTIVAL	&	EVENT	CRITICAL	COMPONENT	ENTRIES

58)	 BEST	VENDOR	/	SUPPLIER
(Entry	should	highlight	a	specific	vendor	or	supplier	to	the	
festival/event	that	stands	out	above	all	others.)	
(Festival or Event must submit this entry)
1. Overview Information:
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	pages	to	explain	each	section:
a.	 Description	of	vendor	/	supplier
b.	 How	the	vendor	/	supplier	stands	out	over	all	other	vendor	/	
suppliers

c.	 Quantity	and	quality	of	service	and	support	to	event	by	Vendor	
/	Supplier

d.	 Length	of	relationship	between	vendor	and	event
e.	 Tangible	benefits	of	relationship	to	both	event	and	vendor.

ENTRY	INFORMATION	FOR	CATEGORY	58:
•	 Submit	category	58	within	one	(1)	notebook	(2	or	3	ring	bind-
er;	spiral	bound;	report	cover;	bound	publication	etc.)

•	 Please	submit	your	entry	in	the	order	listed.
•	 In	addition	to	the	required	printed	entry,	please	also	provide	
a	pdf	or	word	document	of	your	entire	entry	(as	one	(1)	doc-
ument)	on	a	CD	or	thumb	drive.	Place	CD	either	at	front	of	
entry,	or	attach	to	overall	payment	form.	(Okay	to	submit	all	of	
your	Pinnacle	entries	on	one	(1)	CD	or	thumb	drive.)

For	entry,	please	provide	detailed	information	to	the	
following:	

1. Overview Information (90	points)
Please	provide	the	required	information	listed	under	the	specific	
category	to	the	left.

2. Judging Criteria: (10	points)
No information required. Your entry will also be judged based on 
the below criteria.
•	 Is	the	entry	well	organized?	
•	 Is	the	content	professional?	
•	 Is	the	message	clear?
•	 What	is	the	overall	impression?
•	 Have	all	requirements	been	met?

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

59)	 BEST	PRESS	/	MEDIA	KIT
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Introduction	&	background	of	campaign	/	event
b.	 Provide	actual	media	kit	used	to	send	out	for	your	event
c.	 Target	audience	/	demographics	for	the	media
d.	 Target	location	(communities	/	cities	/	states)	for	media
e.	 Types	of	mediums	used	for	media	outreach
f.	 Measurable	results	indicating:
•	 Number	of	publications	/	cities	/	states	targeted
•	 Percent	of	distribution	that	covered	news
•	 Longevity	of	media	coverage
•	 Increase	/	decrease	in	media	from	previous	years

2. Supporting Question - Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

60)	 MOST	CREATIVE	/	EFFECTIVE	
NEWS	STUNT

1. Overview Information:
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Introduction	&	background	of	campaign	/	event
b.	 A	detailed	description	of	the	news	stunt
c.	 How	did	the	news	stunt	fit	in	to	the	overall	media	campaign	for	
your	event?

d.	 Sponsor	/	charity	involvement	(if	any)	and	why
e.	 Was	there	an	increase	in	media	coverage	for	your	event	as	a	
result	of	the	stunt?

2. Supporting Question - Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

61)	 BEST	MEDIA	RELATIONS	CAMPAIGN
(Entry	should	focus	on	the	entire	media	relations	campaign	
for	a	specific	festival	or	event.)
1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Introduction	&	background	of	campaign	/	event
b.	 Purpose	/	objective	of	the	media	relations	campaign
c.	 A	detailed	outline	of	your	entire	media	relations	campaign	for	
your	event.

d.	 Target	audience	/	demographics	for	the	media
e.	 Target	location	(communities	/	cities	/	states)	for	media
f.	 Types	of	mediums	used	for	media	outreach
g.	 Measurable	results	indicating:

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

h.	 Overall	effectiveness	of	the	campaign
2. Supporting Question - Answer	question	listed	to	the	right,	here
3. Supporting Materials - Place	at	the	end	of	the	entry.

ENTRY	INFORMATION	FOR	CATEGORIES	59-61:
•	 Submit	categories	59,	60,	61	each	within	one	(1)	notebook	(2	or	
3	ring	binder;	spiral	bound;	report	cover;	bound	publication	etc.)

•	 Please	submit	your	entry	in	the	order	listed.
•	 In	addition	to	the	required	printed	entry,	please	also	provide	
a	pdf	or	word	document	of	your	entire	entry	(as	one	(1)	doc-
ument)	on	a	CD	or	thumb	drive.	Place	CD	either	at	front	of	
entry,	or	attach	to	overall	payment	form.	(Okay	to	submit	all	of	
your	Pinnacle	entries	on	one	(1)	CD	or	thumb	drive.)

For	entry,	please	provide	detailed	information	to	the	
following:	

1. Overview Information (70	points)
Please	provide	the	required	information	listed	under	the	specific	
category	to	the	left.

2. Supporting Question: (10	points)
•	 What	did	you	do	to	update	/	change	this	promotion	from	the	
year	before?	Were	your	updates	/	changes	successful?	Please	
provide	measurable	results	/	examples.

•	 If	the	promotion	is	a	new	promotion,	please	answer	the	follow-
ing	question	instead.

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

3. Supporting Materials:	(10	points)
Please	also	include	any	necessary	supporting	materials	for	the	
program	-	limiting	materials	to	no	more	than	5	examples	for	each	
area	listed	below	(if	applicable).	Supporting	materials	should	be	
placed	at	the	end	of	the	entry.
•	 Printed	materials	(press	releases,	news	clippings,	etc.)
•	 Promotional	materials
•	 Video	/	audio	documentation	(Please	limit	to	1	example	–		
provide	written	explanation	of	further	examples)

•	 Supporting	photographs

4. Judging Criteria: (10	points)
No information required. Your entry will also be judged based on 
the below criteria.
•	 Is	the	entry	/	campaign	well	organized?	
•	 Is	the	content	professional?	
•	 Is	the	message	clear?
•	 Is	the	entry	/	campaign	designed	and	laid	out	well?
•	 Is	the	campaign	creative	and	/	or	unique?	
•	 What	is	the	overall	impression?	
•	 Have	all	supporting	materials	and	measurable	results	been	
provided?	

•	 Have	all	requirements	been	met?
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62)	 BEST	EVENT	MANAGEMENT		
ASSOCIATE	DEGREE

1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Introduction	&	History	of	School/University
b.	 Purpose	/	objective	of	Event	Management	Associate	Degree
c.	 Date	degree/program	was	founded	&	time	frame	the	course	is	
offered

d.	 Number	of	staff	members	&	student	to	staff	ratio
e.	 Number	of	students	enrolled	/	number	graduated
f.	 Tuition	costs	/	Financial	assistance	offered
g.	 Overall	revenue	and	expense	budget	of	program
h.	 Writing/Speaking/Testing/Research	requirements	for	students
i.	 Practical	event	experience	required	(internships/assigned	
event	management	etc.)

j.	 Overall	effectiveness	of	degree/program	-	Alumni	success	
(what	are	alumni	of	program	doing	now?)

2. Supporting Question - Answer	question	listed	to	the	right,	here

63)	 BEST	EVENT	MANAGEMENT	
BACHELOR	DEGREE

1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Introduction	&	History	of	School/University
b.	 Purpose	/	objective	of	Event	Management	Bachelor	Degree
c.	 Date	degree/program	was	founded	&	time	frame	the	course	is	
offered

d.	 Number	of	staff	members	&	student	to	staff	ratio
e.	 Number	of	students	enrolled	/	number	graduated
f.	 Tuition	costs	/	Financial	assistance	offered
g.	 Overall	revenue	and	expense	budget	of	program
h.	 Writing/Speaking/Testing/Research	requirements	for	students
i.	 Practical	event	experience	required	(internships/assigned	
event	management	etc.)

j.	 Overall	effectiveness	of	degree/program	-	Alumni	success	
(what	are	alumni	of	program	doing	now?)

2. Supporting Question - Answer	question	listed	to	the	right,	here

64)	 BEST	EVENT	MANAGEMENT		
CERTIFICATION	PROGRAM

1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Introduction	&	History	of	School/University
b.	 Purpose	/	objective	of	Event	Management	Certification	Program
c.	 Date	degree/program	was	founded	&	time	frame	the	course	is	
offered

d.	 Number	of	staff	members	&	student	to	staff	ratio
e.	 Number	of	students	enrolled	/	number	graduated
f.	 Tuition	costs	/	Financial	assistance	offered
g.	 Overall	revenue	and	expense	budget	of	program
h.	 Writing/Speaking/Testing/Research	requirements	for	students
i.	 Practical	event	experience	required	(internships/assigned	
event	management	etc.)

j.	 Overall	effectiveness	of	degree/program	-	Alumni	success	
(what	are	alumni	of	program	doing	now?)

2. Supporting Question - Answer	question	listed	to	the	right,	here

ENTRY	INFORMATION	FOR	CATEGORIES	62-64:
•	 Submit	categories	62,	63,	64	each	within	one	(1)	notebook	(2	or	
3	ring	binder;	spiral	bound;	report	cover;	bound	publication	etc.)

•	 Please	submit	your	entry	in	the	order	listed.
•	 In	addition	to	the	required	printed	entry,	please	also	provide	
a	pdf	or	word	document	of	your	entire	entry	(as	one	(1)	doc-
ument)	on	a	CD	or	thumb	drive.	Place	CD	either	at	front	of	
entry,	or	attach	to	overall	payment	form.	(Okay	to	submit	all	of	
your	Pinnacle	entries	on	one	(1)	CD	or	thumb	drive.)

For	entry,	please	provide	detailed	information	to	the	
following:	

1. Overview Information (50	points)
Please	provide	the	required	information	listed	under	the	specific	
category	to	the	left.

2. Supporting Materials: (40	points)
Please	also	include	any	and	all	of	the	following	Supporting	Materials.	
Supporting	materials	should	be	placed	at	the	end	of	the	entry.	
•	 Student	recruiting	materials	
•	 Student	application	materials
•	 Marketing	materials	for	program
•	 Complete	outline	and	syllabus	of	course(s)	
•	 Reading	requirements	list	for	students
•	 Sample	testing	Materials

3. Judging Criteria: (10	points)
No information required. Your entry will also be judged based on 
the below criteria.
•	 Is	the	entry	/	program	well	organized?	
•	 Is	the	content	professional?	
•	 Is	the	message	clear?	
•	 Is	the	entry	/	program	designed	and	laid	out	well?	
•	 Is	the	program	creative	and	/	or	unique?
•	 What	is	the	overall	impression?	
•	 Have	all	supporting	materials	and	measurable	results	been	
provided?

•	 Have	all	requirements	been	met?

EDUCATIONAL	INSTITUTIONS	OFFERING	EVENT	MANAGEMENT	PROGRAMS

CATEGORIES



EDUCATIONAL	INSTITUTIONS	OFFERING	EVENT	MANAGEMENT	PROGRAMS

65)	 BEST	ONLINE	EVENT	MANAGEMENT	
TRAINING	PROGRAM

1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Introduction	&	History	of	School/University
b.	 Purpose	/	objective	of	Online	Event	Management	Training	Program
c.	 Date	degree/program	was	founded	&	time	frame	the	course	is	
offered

d.	 Number	of	staff	members	&	student	to	staff	ratio
e.	 Number	of	students	enrolled	/	number	graduated
f.	 Tuition	costs	/	Financial	assistance	offered
g.	 Overall	revenue	and	expense	budget	of	program
h.	 Writing/Speaking/Testing/Research	requirements	for	students
i.	 Practical	event	experience	required	(internships/assigned	
event	management	etc.)

j.	 Overall	effectiveness	of	degree/program	-	Alumni	success	
(what	are	alumni	of	program	doing	now?)

2. Supporting Materials - Place	at	the	end	of	the	entry.

66)	 BEST	FESTIVAL	&	EVENT		
MANAGEMENT	MASTERS	PROGRAM

1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Introduction	&	History	of	School/University
b.	 Purpose	/	objective	of	Festival	&	Event	Management	
	Masters	Program

c.	 Date	degree/program	was	founded	&	time	frame	the	course	is	
offered

d.	 Number	of	staff	members	&	student	to	staff	ratio
e.	 Number	of	students	enrolled	/	number	graduated
f.	 Tuition	costs	/	Financial	assistance	offered
g.	 Overall	revenue	and	expense	budget	of	program
h.	 Writing/Speaking/Testing/Research	requirements	for	students
i.	 Practical	event	experience	required	(internships/assigned	
event	management	etc.)

j.	 Overall	effectiveness	of	degree/program	-	Alumni	success	
(what	are	alumni	of	program	doing	now?)

2. Supporting Materials - Place	at	the	end	of	the	entry.

67)	 BEST	FESTIVAL	&	EVENT		
MANAGEMENT	PHD	PROGRAM

1. Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Introduction	&	History	of	School/University
b.	 Purpose	/	objective	of	Festival	&	Event	Management	PhD	Program
c.	 Date	degree/program	was	founded	&	time	frame	the	course	is	
offered

d.	 Number	of	staff	members	&	student	to	staff	ratio
e.	 Number	of	students	enrolled	/	number	graduated
f.	 Tuition	costs	/	Financial	assistance	offered
g.	 Overall	revenue	and	expense	budget	of	program
h.	 Writing/Speaking/Testing/Research	requirements	for	students
i.	 Practical	event	experience	required	(internships/assigned	
event	management	etc.)

j.	 Overall	effectiveness	of	degree/program	-	Alumni	success	
(what	are	alumni	of	program	doing	now?)

2. Supporting Materials - Place	at	the	end	of	the	entry.

ENTRY	INFORMATION	FOR	CATEGORIES	65-67:
•	 Submit	categories	65,	66,	67	each	within	one	(1)	notebook	(2	or	
3	ring	binder;	spiral	bound;	report	cover;	bound	publication	etc.)

•	 Please	submit	your	entry	in	the	order	listed.
•	 In	addition	to	the	required	printed	entry,	please	also	provide	
a	pdf	or	word	document	of	your	entire	entry	(as	one	(1)	doc-
ument)	on	a	CD	or	thumb	drive.	Place	CD	either	at	front	of	
entry,	or	attach	to	overall	payment	form.	(Okay	to	submit	all	of	
your	Pinnacle	entries	on	one	(1)	CD	or	thumb	drive.)

For	entry,	please	provide	detailed	information	to	the	
following:	

1. Overview Information (50	points)
Please	provide	the	required	information	listed	under	the	specific	
category	to	the	left.

2. Supporting Materials: (40	points)
Please	also	include	any	and	all	of	the	following	Supporting	Materials.
•	 Supporting	materials	should	be	placed	at	the	end	of	the	entry.	
•	 Student	recruiting	materials	
•	 Student	application	materials
•	 Marketing	materials	for	program
•	 Complete	outline	and	syllabus	of	course(s)	
•	 Reading	requirements	list	for	students
•	 Sample	testing	Materials

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

•	 Have	all	requirements	been	met?

EDUCATIONAL	INSTITUTIONS	OFFERING	EVENT	MANAGEMENT	PROGRAMS

CATEGORIES



68)	 BEST	PROMOTION	PUBLICIZING	
AN	IFEA	/	HAAS	&	WILKERSON	
PINNACLE	AWARD	WIN

(No Charge to enter this Category)
Were you recognized for your outstanding accomplishments 
with an IFEA/Haas & Wilkerson Pinnacle Award last year? 
Gain further recognition for your award and event by promoting 
your Pinnacle Win, and then share with us what you did!

Overview Information: 
Please	provide	a	detailed	overview	explaining	the	following,	using	
no	more	than	one	(1)	page	to	explain	each	section:
a.	 Purpose	/	objective	of	promotional	campaign	for	awards	won
b.	 Years	participated	in	awards	program
c.	 Average	number	of	entries	submitted	/	won	each	year
d.	 Target	audience	for	promotion
e.	 Types	of	mediums	used	for	promotion
f.	 Measurable	results	(Indicating	number	of	publications	/	cities	/	
states	targeted)

g.	 Measurable	results	(Indicating	percent	of	distribution	that	
covered	news)

h.	 Overall	effectiveness	of	promotion	
i.	 Place	supporting	materials	at	the	end	of	the	entry

Supporting Questions: 
Please	answer	the	following	supporting	questions,	using	no	more	
than	one	(1)	page	for	each	question:
a.	 What	has	winning	an	IFEA	/	Haas	&	Wilkerson	Pinnacle	
Award	meant	to	your	event?

b.	 How	have	you	used	winning	an	award(s)	to	your	advantage?
c.	 How	has	winning	an	award(s)	enhanced	your	presence	within	
your	community?

d.	 How	has	winning	an	award(s)	increased	leverage	/	funding	/	
sponsorship	for	your	event?

Supporting Materials: 
Please	also	include	any	and	all	of	the	following	supporting	materials	
–	limiting	it	to	no	more	than	5	examples	of	each:
•	 Promotion	materials	used	to	promote	award
•	 Media	clippings	from	promotion
•	 Examples	of	IFEA	/	Haas	&	Wilkerson	Pinnacle	Winner	logo	
placement

ENTRY	INFORMATION	FOR	CATEGORY	68:
•	 Submit	category	68	within	one	(1)	notebook	(2	or	3	ring	bind-
er;	spiral	bound;	report	cover;	bound	publication	etc.)

•	 Please	submit	your	entry	in	the	order	listed.
•	 In	addition	to	the	required	printed	entry,	please	also	provide	
a	pdf	or	word	document	of	your	entire	entry	(as	one	(1)	doc-
ument)	on	a	CD	or	thumb	drive.	Place	CD	either	at	front	of	
entry,	or	attach	to	overall	payment	form.	(Okay	to	submit	all	of	
your	Pinnacle	entries	on	one	(1)	CD	or	thumb	drive.)

For	entry,	please	provide	detailed	information	to	the	
following:	

1. Overview Information (30	points)
Please	provide	the	required	information	listed	under	the	specific	
category	to	the	left.

2. Supporting Question: (30	points)
Please	answer	questions	listed	under	specific	category	to	the	left.

3. Supporting Materials: (30	points)
Please	provide	materials	listed	under	the	specific	category	to	
the	left.	Supporting	materials	should	be	placed	at	the	end	of	the	
entry.

4. Judging Criteria: (10	points)
No information required. Your entry will also be judged based on 
the below criteria.
•	 Is	the	entry	/	promotion	well	organized?	
•	 Is	the	content	professional?	
•	 Is	the	message	clear?	
•	 Is	the	entry	/	promotion	designed	and	laid	out	well?
•	 Is	the	promotion	creative	and	/	or	unique?	
•	 What	is	the	overall	impression?
•	 Have	all	supporting	materials	and	measurable	results	been	
provided?	

•	 Have	all	requirements	been	met?

JUST	FOR	FUN

CATEGORIES
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JUST FOR FUN

ENTRY FORM REQUIREMENTS

•	Please submit one overall entry form with total payment - list all en-
tries submitted on this form. (Be sure to complete sections 1 & 4.)

•	Please also submit TWO copies of each individual entry form 
– one to be attached to each individual entry – and one to be 
submitted with payment and overall entry form. (Complete sec-
tions 1, 2, 3 on each entry form.) Be sure payment information is 
NOT filled out on these copies.

•	If one organization is entering items for multiple events produced, 
please submit a separate payment form / overall entry form for 
each event to allow for proper credit to be given to that event. 

•	Please be sure to PRINT your organization and event name cor-
rectly – as that is how it will appear on any award if won.

•	NEW - Please email a high resolution copy of your organization 
or event logo to nia@ifea.com - subject “2013 Pinnacle Entry 
Logo” & Your Event / Logo Name. 

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

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

Contact Person: _________________________________________________________________________________________________________________  

Name of Event (if different from organization):  ________________________________________________________________________________________

Address (Do not list P.O. Box): ____________________________________________________________________________________________________

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

Phone:______________________________________________  Fax: ______________________________________________________________________  

E-mail: ______________________________________________  Website: __________________________________________________________________  

2. BUDGET INFORMATION (Required for each entry)

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

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

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

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

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

Entries received with payment by 5:00 p.m. June 17, 2013 (MST) will receive the Member early bird rate of $30 per entry or $50 per Grand Pinnacle Entry; 
or the Non-Member early bird rate of $60 per entry or $100 per Grand Pinnacle entry, depending on IFEA Membership Status. Entries received between 
June 18, 2013 and July 15, 2013 will receive the Member final entry rate of $35 per entry or $60 per Grand Pinnacle entry; or the Non-Member final entry 
rate of $75 per entry or $150 per Grand Pinnacle entry, depending on IFEA Membership Status.

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

Grand Pinnacle:  $50 x _____= $_______  $60 x _____= $_______  $100 x _____= $_______  $150 x _____= $_______

Pinnacle Entries:  $30 x _____= $_______ $35 x _____= $_______  $60 x  ______= $_______ $75 x ______= $ _______
(Categories 2-67)
 
Category #68: $ 0 x _____ = $_______  
(Just for Fun Category)

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

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

Print Cardholder Name: __________________________________________________________________________________________________________ 

Signature: ______________________________________________________________________________________________________________________ 

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

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

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

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

AWARDS
2013

RELEASE AND USAGE

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

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=54&Itemid=156
www.hwins.com
mailto:nia@ifea.com
mailto:nia@ifea.com
http://www.ifea.com
http://www.ifea.com
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Whether the individual acts as a volunteer admin-
istrator of an event or contributes his or her time and 
resources in support of a larger, multi-event organi-
zation with a paid staff, the efforts that are put forth 
deserve our heartiest congratulations and recognition. 
It is for that reason that the IFEA/Zambelli Fireworks 
Volunteer of the Year Award was created.

Nominations are currently being accepted for the 
2013 IFEA/Zambelli Fireworks Volunteer of the Year 
Award. The award recognizes those outstanding event 
volunteers whose unselfish and dedicated service to a 
member festival or event has made a significant differ-
ence in their community and mirrors the commitment to 
success in our professional ranks.

A panel of impartial judges from within the  
IFEA organization will select the Volunteer of the  
Year winner from all of the candidates submitted.  
That individual will be honored at the 58th Annual 
IFEA Convention & Expo location and date TBD. As 
the guest of the IFEA and sponsor Zambelli Fireworks, 
the winner will  
receive an all expense* paid trip to the convention  
to accept their award. All participants in the program 
will be promoted through local and national media 
releases, available on request. The finalist will be 
featured in a future issue of “ie” magazine, and each 
semi-finalist will receive a certificate of recognition.

Volunteer nominations submitted for the 2012 Award 
may be carried over into the 2013 competition with the 
permission of the nominator. The nominator will have 
the option to re-write the nomination if desired.

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

The importance of 
volunteers to our 
industry cannot 

be overestimated.

* Includes hotel and airfare only.

To view a complete list of past winners and their nominations,  
go to the Industry Honors section on www.ifea.com
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2013 CALL FOR NOMINATIONS
Please submit the following 

information for your nomination.

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

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

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

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

assistance and specific expertise. (10 points)

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

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

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

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

D. ADDITIONAL INFORMATION:
If your nominee is selected, we will need the following information for marketing the 2013 
Volunteer of the Year. Please submit the following with your nomination. (Not required at 
time of nomination). 

1. A photograph of the volunteer you are nominating. 

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

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

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

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

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

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

NOMINATION 
CRITERIA

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

• Be a current volunteer of an 
IFEA member organization

• Have provided significant 
enthusiasm, organizational 
assistance and specific  
expertise

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

• Have shown initiative and 
leadership in his or her  
efforts

• Have a positive attitude

• Have exemplified his or her 
dependability

• Have a significant depth of 
involvement

• Have made a difference to 
the festival or event

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

Nominations should be submitted no later 
than Monday 5:00 PM (MST) June 3rd, 2013

* Pixels Per Inch   ** Pixels Per Centimeter
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http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=123&Itemid=158
mailto:nia@ifea.com
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Please submit the following information for 
your nomination:

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

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

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

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

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

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

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

Known as the 
associations most 

prestigious honor, the 
IFEA Hall of Fame recogniz-

es those outstanding individu-
als who, through their exceptional 

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

and Events Industry. The International Fes-
tivals & Events Association is now accepting 
nominations from its members for those 
individuals who meet this standard for the 
2013 Induction Ceremony.

The Hall of Fame Committee will review all 
nominations and select one or more individu-
als to be honored in to the IFEA Hall of Fame. 
The Honoree (s) will be the guest (s) of the 
IFEA on an all-expense* paid trip to the 58th 
Annual IFEA Convention & Expo location and 
date TBD, where they will be inducted at a 
reception, in their honor.

NOMINATION CRITERIA
Nominations	must	represent	a	current	or	past	
IFEA	member	who	has	made	substantial	

achievements	and/or	contributions	to	
the	festivals	and	events	industry.	
Nominees	can	be	retired	and	
represent	any	facet	of	our	
industry	(i.e.	vendor,	sup-
porter,	senior	professional,	
etc.).	(Current	IFEA	Board	
of	Directors	and	Staff	
Members	are	not	eligible	to	
be	nominated).	

*Includes	hotel	and	airfare	only.

Nominations should be  
submitted no later than 5:00 PM 
(MST) Monday, June 3rd, 2013

2013 Call for Inductees

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=118&Itemid=157
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THE SCHOOL
Quality festivals and events are among the 

most successful tools available to communities, 
states, regions, and even countries to increase 
tourism, create powerful and memorable 
branding and imaging opportunities, bond 
people together, encourage positive media 
coverage, enhance economic impact, and add 
to the quality of lives for those who live there. 
On the other hand, a poorly planned, managed 
and executed event can have a reciprocally  
opposite effect. 

Over time, events themselves have changed; 
from often informal affairs to spectacular  
productions, requiring new sets of skills, 
experience, creativity, financing, planning and 
leadership. As a result, event management has 
evolved into a business and an industry, with 
new demands, challenges and expectations  
every day; from attendees / participants; sponsors; 
host communities and a plethora of other part-
ners that the success of any event depends on.

Presented by two of the most respected  
professional associations in our industry – the  
International Festivals & Events Association 
(IFEA) and the National Recreation and Park  
Association (NRPA) – the Event Management 
School at Oglebay National Training Center in 
West Virginia was designed around the concept  
of bringing new and mid-career industry profes-
sionals together with some of the most highly-
respected and experienced professionals in 
the field, for a comprehensive educational and 
networking opportunity that will cover the  
critical basics of successful event management 
and then put students in an applied-knowledge 
project environment to test and further what they 
have learned.

“No other investment is more important for the 
board of a festival or special event than to assure 
that their staff is growing in their professional 
development. The Event Management School at 
Oglebay provides our industry with one place for 
new and mid-management level professionals to 
receive intensive, comprehensive training in the 
core competencies of event management, con-
ducted by many top professionals in the field. 
It is the equivalent of a full-brain download for 
those who want to have a well-rounded, working 
understanding of our profession.”
 

Bruce L. Erley, CFEE, APR
President & CEO

Creative Strategies Group
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The Event Management School is de-
signed as a two-year continuing education 
program. Students live on-site at the Ogle-
bay Resort and National Training Center 
with their professional peers and instructors 
during the one-week institute each year, 
adding a unique one-on-one networking 
opportunity for everyone. 

Year One Students at the Event Manage-
ment School will follow an intensive, inter-
active, classroom pathway through 24 hours 
of topical training, from a clear definition of 
event management as a profession through 
to the final and important evaluation phase 
of an event. 

Year Two Students take it up a notch in 
applied workshop settings and a unique 
hands-on, event concept design, project 
team experience that is somewhat of a cross 
between television’s “The Voice”, “The Ap-
prentice”, and a little “Who Wants to be a 
Millionaire?”, but with an event focus! 

Event expert team advisors will help 
to guide event teams through a week of 
market research, concept creation/design, 
budgeting reality checks, and presentation 

stages of an all-new 
event concept for 
a randomly as-
signed city (each 
with a limited-use 
“Lifeline” contact). Teams will present their 
completed plans/concepts to a panel of 
industry leaders and fellow-students from 
both years on the last day, who will offer 
critiques, insights and accolades. Plans/
Concepts approved by the expert panel will 
be offered to the selected cities for consider-
ation in their market.

THE REWARDS
The Event Management School will be-

stow an Event Management School Diploma 
to those completing both years of this 
intensive continuing education program. For 
those needing CEU credits, the NRPA will 
provide 2.0 CEU’s each year. And, for those 
desiring to further raise their professional 
bar, completion of the Event Management 
School will count towards attainment of 
the IFEA’s Certified Festival & Event Execu-
tive (CFEE) program, which recognizes an 

industry-focused combination of top-level 
experience and continuing education.

WHO SHOULD ATTEND
•	Current	mid-management	event	staff	look-

ing to broaden their knowledge base while 
enhancing their professional networks.
•	 Parks	and	Recreation	managers	and	staff	

who produce and/or work with local events.
•	 Those	new	to	the	Event	Management	field.
•	Event	Management	students	looking	to	

strengthen their professional resumes.
•	Key	event	volunteers	looking	to	expand	

their capabilities. 

INSTRUCTORS
Event Management School instructors 

are selected by the International Festivals & 
Events Association (IFEA) from among the 
top event management professionals in our 
industry today. 

THE PROGRAM

As a special reward, Event Management School  
students will also have the opportunity to meet 
and hear from the President & CEO of Zambelli  
Fireworks (The First Family of Fireworks) who 
will host a special show on our last night to help  
celebrate a success-
ful week together! 

www.zambellifireworks.com
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THE 
CURRICULUM 

The Event Management School first-year  
curriculum was created with the goal of 
providing a strong basic understanding and 
awareness of the multiple, critical components 
involved in event planning and management. 
The second-year curriculum was then created 
to build upon that first-year knowledge base 
by providing more applied workshop-styled 
opportunities in specific areas, together with 
a project-based opportunity to help bring the 
‘real world’ a little closer to the classroom.

“The Event Management School at Oglebay has 
created a vital tool in developing festival and event 
industry professionals. As any event producer can 
attest, training new staff often amounts to a “sink 
or swim” option. To have a venue where personnel 
can learn, interact and network with industry lead-
ers and instructors will increase professionalism 
and output multiple-fold.”
 

Mike Berry, CFEE
President & CEO 

Kentucky Derby Festival
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Understanding Event Management and 
the Value of Events to Communities

The better an event is produced, the 
easier it looks. Most people have no under-
standing of what is involved in producing 
successful events. Before you begin, this 
overview will help you to understand what 
you are getting into and why it is important.

Knowledgeable Event Building –  
Planning for Success and Sustainability

Successful events are far more than an ex-
clamation of “Hey, kids, let’s put on a show!” 
Proper and knowledgeable event planning 
and research, understanding your target 
market, doing a community/city assessment, 
preparing a feasibility study, learning about 
city processes, and even planning to protect 
your history from Day One, will lay the foun-
dation for a successful and sustainable event.

Paperwork and Partnerships:  
The Business Side of Events

Behind every exciting, fun-filled event is a 
well-run business, complete with paperwork 
to be done, legal obligations to be met and 
partnerships to be built. Reputations are 
often based more upon the business side 
of your event than on who your headline 
entertainers are. We’ll teach you what you 
need to be thinking about.

Arriving at the Bottom-Line:  
Event Budgeting and Budget Management

Every time there’s a good idea, some-
one brings up the budget! A realistic and 
informed budget can set the stage for a less 
stressful and more profitable event. We’ll 
teach you how to create and use a budget to 
guide your success.

Getting the Right People on the Bus: 
Building an Effective Event Team and 
Organizational Structure that Will Take 
You Anywhere

An event manager is only as successful as 
the team they build around them –board, 
staff and committees…paid and volunteer. 
This section will help you to understand 
effective (and ineffective) event organiza-
tional structures and how to find the right 
people for your bus.

Putting the ‘Community’ in ‘Community 
Events’: Building a Strong Volunteer Program

Volunteers put the ‘community’ in ‘com-
munity events’ and some events have legions 
of dedicated workers who bring valued skills 
to the table while holding costs to a mini-
mum. This session will cover critical com-
ponents of a successful volunteer program, 
including recruiting, training, management, 
communications, retention and rewards.

Sponsorships Basics
There are very few events today that can 

operate without sponsorship support, but 
successful sponsorship doesn’t just happen. 
This session will cover the basics of spon-
sorship, why sponsors sponsor, and how 
to identify and create a valuable menu of 
sponsorship benefits/assets for your event. 

Sponsorship Sales & Service
Following on the Sponsorship Basics 

class, this session will go further into 
successful sponsorship sales, service and 
follow-thru that will ensure both new and 
renewing sponsors for your event.

Food & Beverage Programs
A well-run food and beverage program 

can add to both the event experience for 
attendees and the bottom-line for the event. 
This session will cover the components and 
considerations of a successful on-site food 
and beverage program.

Merchandise Programs
From keepsakes to entry tickets; sponsor 

promotions to retail outlets; on-line and on-
site; a successful merchandise program can 
drive both memories and revenues. This ses-
sion will cover the components and consider-
ations of a successful merchandise program.

YEAR ONE CLASSES



78  IFEA’s ie: the business of international events Winter 2012

The World of Mobile Marketing 
Mobile marketing exhibits can bring 

sponsorship dollars to your budget, ROI to 
your sponsors, and an enhanced experi-
ence to your attendees. A partnership where 
everyone wins, we’ll talk about what mobile 
marketing entails; where to find them and 
how to get them for your event.

Who Ya’ Gonna Call?: Contracts and  
Outside Services

No event can operate as an island; you 
have to have lots of support and services. 
From entertainment to infrastructure pro-
viders; city services to portable restrooms; 
food vendors and carnivals to hotel rooms 
and radios. This important session will 
touch on what and who you are likely to 
need and lots of inside-advice on how to 
make sure you get what you need.

Marketing & Media
All the planning in the world won’t  

make for a successful event unless it is  
properly marketed. This session will talk 
about how to develop an effective market-
ing plan and considerations for working 
with traditional media (television,  
newspaper and radio)…yes, they are still 
around and still important!

Social Media Marketing: Understanding 
the Landscape, Benefits and Challenges

It’s a new and quickly changing world, 
with Facebook, Twitter, LinkedIn, blogs 
and many, many more. How do you decide 
which ones are important and use them as 
an effective part of your event marketing 
mix? This session will teach you how. 

Operations: Event Infrastructure
The infrastructure for many events is a lot 

like building a small village where the day 
before there was nothing. Stage, lights, sound, 
tents, vehicles, decorations, bleachers, food de-
livery, trash pick-up, communications, utilities, 
parking, et al., we’ll talk about what you may 
need, where to go get it, and lots of insider-tips 
to remember in the process. 

Operations: Attendee & Support Services
Whenever you plan to draw a crowd, you’ve 

got to be thinking about what their needs may 
be: information, medical, lost kids, rest areas, 
ATM’s, restrooms, trash disposal, signage, com-
munications, and much more. This session will 
cover what you might need, realistic expecta-
tions, where to go get things, and more insider-
tips to remember in the process.

Operations: Programming, Site Design and 
Event Flow

When did having fun require so much 
thinking? Like a theme park, effectively plan-
ning your event programming, site layout, 
service accessibility, etc., can ultimately affect 
sales; safety; friendly-neighbor relationships; 
and the overall experience for your attend-
ees. This session will cover some important, 
if not critical, considerations that will keep 
your event flowing smoothly.

Risk Management & Legal Concerns
Preparing for the unexpected and uncon-

trollable is a specialty of event management 
professionals; and while it can often go 
unnoticed and unused, when needed, these 
important preparations cannot be valued 
highly enough. This session will help you 

to plan for potential problems and proper 
responses; understanding event insurance 
needs; and develop an emergency commu-
nications plan for your event.

Green Events
We live in a new world, where everyone 

must play an active and visible role in pro-
tecting our natural resources. This section 
will cover the many options - from basic 
to extreme - available for playing your own 
role in the equation.

Building Accessible Events
Making your event accessible to all audi-

ences isn’t just a nice thing to do; it’s an 
expectation. This section will help you to 
understand your legal obligations, profes-
sional considerations, and how to make 
your event welcoming for everyone.

How’d You Do?: Surveys, Evaluations and 
Economic Impact Studies

No event is complete until the last survey 
and evaluation is in. This is the first step in all 
future events and this section will teach you 
how to do it effectively and cost-effectively.

Behind-the-Boom: The Creation of a 
Memorable Fireworks Show

There is nothing as spectacular as a high-
quality fireworks show, but there are many 
misperceptions as to what that includes. 
Zambelli Fireworks President & CEO Doug 
Taylor will help us to understand what 
goes into the creation of a truly memorable 
fireworks show and what you need to know 
when planning your own.

Year-Two Team Event Presentations
Year-One Event Management School 

students will listen-in on the City Event 
Concept project reports by second year 
student teams.
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The Application of Project Management  
to Events

Events are the end result of countless de-
tails, processes, and tasks, all coming success-
fully together; but how do you manage all of 
those priorities and make sure nothing falls 
between the cracks? Project Management is 
an accountable management method using 
tools and techniques honed over 50 years of 
use around the world by governments, cor-
porations, and selected events. This session 
will set the stage for coordinating everything 
else that follows and provide an important 
tool for all those attending.

Applied City Event Research 
Students will learn how to research a 

market to assess what resources, venues and 
tools may be available for events; what au-
diences you will likely be playing to; what 
infrastructure opportunities / challenges 
may exist; what permit, ordinance, rules 
and processes may be required and must be 
considered in the planning process; what 
current events already exist; date availabil-
ity; weather patterns; marketing resources; 
etc., all part of the event feasibility process 
and knowledgeable event planning.

Applied Programming and Event  
Development

Like a work of art in progress, students 
will learn how to go from concept to real-
ity, developing and visualizing an event 
programming plan, taking into account 
original goals and visions, target audiences, 
event site flow, hours of operation, and 
much more, providing a base from which 
to begin projecting realistic budget and 
resource needs, and a road map for making 
changes along the way.

Designing and Controlling the Event 
Experience

A step beyond planning the event pro-
gram, the event ‘experience’ for attendees 
must be also be planned from start to 
finish, providing for a safe, attractive, fun 
and easily navigable environment. Whether 
they are aware of it or not, attendees will be 
impacted by details covered in this section, 
such as the following and many others:
•	Quality	and	creativity.
•	 Signage	and	decorations.
•	Transportation	and	parking.
•	Music	and	ambiance.
•	 Information	and	services.

•	 ‘Customer’	service.
•	Photo	stops	and	character	opportunities.
•	Participant	events.
•	Unexpected	moments.

Applied Budget Development
Working from a draft event program 

plan, and other desired ‘bells and whistles’ 
that impact the event ‘experience’, students 
will learn how to develop an event budget, 
discussing what to include, how/where 
to research, fair and realistic estimates, 
the keeping of formula and assumption 
notes/records, use of a budget in manag-
ing an event throughout the planning and 
production process, budget reports, tracking 
expectations and more.

Applied Sponsorship Research
Before you start selling your event, you 

have to first do your homework. This ses-
sion will instruct students on how to con-
duct sponsor research, where to look, what 
to look for and how to use what you find. 

Applied Sponsorship Proposals and 
Follow-Up Reports

“It’s all in the presentation…” or so goes 
the old (and true) adage. Students in this 
session will learn about and practice writing 
sponsorship proposals and follow-up reports; 
two points-of-critical-impact with sponsors. 

Inside Perspective: What Cities Want  
from Events

The relationship between cities and 
events has been evolving (sometimes 
devolving) for many years. Whether you are 
creating a new event or refreshing a long-
existing one, you must first start from a level 
of understanding about what cities want 
from events. Combining your goals with 
theirs, you can build a lasting and powerful 
partnership that will provide exponential 
benefits for everyone. This session will 
define some of those key goals and how to 
achieve them. 

Advanced Risk Management & Contin-
gency Planning

Still recent stage collapse tragedies,  
airshow crashes, crowd panic incidents,  
and gang shootings at events serve as stark 
reminders of the need to plan and prepare 
for all of the many incidents / possibili-
ties that can / may affect our events on a 
moment’s notice. This important session 

will address what keeps us up at night and 
the steps that we can take to address those 
concerns through contingency planning 
and preparation. 

Review of the Event Development Process
Reflecting on two years of information 

download and a week of applied project expe-
rience, this session will try to tie it all together, 
answering any burning questions still on the 
table, and providing further direction for pro-
fessional resources, learning and networking. 

Behind-the-Boom: The Creation of a 
Memorable Fireworks Show

There is nothing as spectacular as a high-
quality fireworks show, but there are many 
misperceptions as to what that includes. 
Zambelli Fireworks President & CEO Doug 
Taylor will help us to understand what 
goes into the creation of a truly memorable 
fireworks show and what you need to know 
when planning your own.

City Event Concept Project
The City Event Concept Project will pro-

vide a substantial hands-on experience that 
is somewhat of a cross between television’s 
“The Voice”, “The Apprentice”, and a little 
“Who Wants to be a Millionaire?, but with 
an event focus. Event expert team advisors 
will help to guide event teams through a 
week of market research, concept creation/
design, budget reality checks, and presen-
tation stages of an all-new event concept 
for a randomly assigned city (each with a 
limited-use “Lifeline” contact). Teams will 
present their completed plans/concepts to 
a panel of industry leaders and fellow-stu-
dents from both years on the last day, who 
will offer critiques, insights and accolades. 
Plans/Concepts approved by the expert 
panel will be offered to the selected cities 
for consideration in their market.

During the week, each team will partici-
pate in the following project steps: 
•	Research	and	Development	of	Event	

Concepts to Serve Market Audience, 
Needs, Venues, and Capabilities

•	Research	&	Development	of	an	Event	
Programming Plan and Expense Budget

•	 Research	and	Development	of	an	Event	In-
come Budget, Sources and Sales Materials

•	Team	Event	Concept	Presentations	(all	
team members must play a role in the 
final presentation)

YEAR TWO CLASSES
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2013 Event Management School Schedule
TIME Monday 

January 21
Sunday

January 20
Wednesday 
January 23

Tuesday
January 22

Thursday 
January 24

6:00 p.m.

5:30 p.m.

5:00 p.m.

4:30 p.m.

4:00 p.m.

3:30 p.m.

3:00 p.m.

2:30 p.m.

2:00 p.m.

1:30 p.m.

1:00 p.m.

12:30 p.m.

12:00 p.m.

11:30 a.m.

11:00 a.m.

10:30 a.m.

10:00 a.m.

9:30 a.m.

9:00 a.m.

8:00 a.m.

8:30 a.m.

Educational
Sessions

Educational
Sessions

Educational
Sessions

Educational
Sessions

Lunch
11:45 a.m. - 1:15 p.m.

Educational
Sessions

Educational
Sessions

Lunch
11:45 a.m. - 1:15 p.m.

Educational
Sessions

Educational
Sessions

Lunch
11:45 a.m. - 1:15 p.m.

Educational
Sessions

Educational
Sessions

Lunch
11:45 a.m. - 1:15 p.m.

Welcome 
Reception
and Dinner

Free Evening: 
Oglebay Shops,

 Zoo and Festival of 
Lights Tour Open

Dinner  and 
Evening 

Roundtable 
Sessions

Free Evening 
and / or

Group Planning 
Sessions

Graduation 
Reception

and Banquet
with

ZAMBELLI 
Fireworks Show**Sponsored by 

7:00 a.m.

7:30 a.m.
Breakfast Breakfast Breakfast Breakfast

Registration

Orientation

www.zambellifireworks.com


general information. 

Full Name: _________________________________________________________________________________________________________________   

Title: ______________________________________________________________________________________________________________________  

Name (as you wish it to appear on your badge):__________________________________________________________________________________    

Company / Agency: _________________________________________________________________________________________________________    

Mailing Address: ____________________________________________________________________________________________________________  

City: _________________________________________________________________  State / Province: _____________________________________

Zip Code:  ____________________________________________________________  Country: ____________________________________________  

Phone: _______________________________________________________________  Fax: ________________________________________________

Email: _____________________________________________________________________________________________________________________

Arrival Date: __________________________________________________________  Departure Date: ______________________________________  

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

 1st Year Student     2nd Year Student

Package Prices

single Package nrPa / ifea member non-member

Tuition Rate  $700.00  $850 .00 

Premium Lodging Package (WV Taxes are included in the Lodging Package)  $1,064.17   $1,064.17  

Standard Lodging Package (WV Taxes are included in the Lodging Package)  $896.17   $896.17 

single Premium rate (Includes Tuition plus Lodging)   $1,764.17    $1,914.17

single standard rate (Includes Tuition plus Lodging)   $1,596.17    $1,746.17

Early Arrival Saturday Additional Cost   $160.16    $160.16

TOTAL amount enclosed: $____________________________  

Premium Rooms in the new wing of Wilson Lodge are assigned on a first-come, first-serve basis.
Please visit our website at www.oglebay-resort.com for Premium Room descriptions.

method of Payment: A check, purchase order or credit card for the full package amount must accompany this form in order to complete enroll-
ment. When paying with a credit card, the package amount will be charged to your card upon receipt of registration. You will receive confirmation from 
Oglebay Wilson Lodge. NOTE: The balance must be paid prior to arrival.

 Check (make check payable to Wheeling Park Commission)    Purchase Order #_____________    VISA    MasterCard    American Express    Discover           

Print Cardholder Name: _____________________________________________________________________________________________________  

Credit Card Number: ________________________________________________________________________________________________________  

Expiration Date:  _____________________________________________  CVC Security Number: ________ (MC/Visa-3 digit code back) (AMX-4 digit code front)

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

for more information:

Package inclUdes:

•	5	Nights	Lodging
•	Breakfast	and	Lunch	 

Monday	through	Thursday

•	Sunday	Reception	and	Dinner
•	Thursday	Evening	Recogni-

tion	Reception	and	Dinner

•	Beverage	Tickets
•	Coffee/Beverage	Breaks	

Daily

•	Friday	Continental	Breakfast

January 20-24, 2013

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

Presented by a Partnership For Excellence in Event Education.

email, mail or fax this form to:
The National Training Center for Public Facility Managers at  

Oglebay Resort & Conference Center

465 Lodge Drive, Wheeling, West Virginia 26003

Phone: (304) 243-4126 • Fax: (304) 243-4106   

E-mail: ntc@oglebay-resort.com

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=271&Itemid=695
www.ifea.com
http://www.nrpa.org/
http://www.oglebay-resort.com/
http://www.oglebay-resort.com
http://www.OGLEBAY-RESORT.com/schools
http://www.IFEA.com
http://www.NRPA.org
mailto:ntc@oglebay-resort.com
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IFEA is pleased to present our 2013 Webinar Series!  
Offering online educational sessions hosted by indus-
try leaders and special guests, the IFEA Webinar series 
covers a wide variety of topics important to your  
organization’s success. 
Webinars are easy to attend . . . just view and listen to the presentation online 
from the comfort of your own computer - without even leaving your desk! No 
Travel Expense Required. Can’t make the live presentation of the Webinar? All 
Live webinars are recorded and are available for 7 days following the live pre-
sentation to watch at your leisure. What better way to receive great educational 
information by great presenters while saving both time and travel expenses! 

2013
   IFEA Webinar       
         Series

Registering for a Webinar: 
Live Webinars are available for 
purchase via any of the following 
methods: 
•	Online at the IFEA Bookstore & 

Resource Center 
•	 Faxing or mailing in the Webinar 

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

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

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 

Individual Webinar Cost: 
•	 $59 - IFEA Members 
•	 $59 - Association Alliance Members 

•	 $79 – Festival & Event Ontario 
Members
•	 $99 - Non-IFEA Members  

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

Buy More, Save More 
Webinars in Bulk Pricing:  
The more Webinars purchased, the more 
available for free. May combine Live 
Webinar Presentations and Pre-Recorded 
Webinars on Demand to take advan-
tage of this special offer. See separate 
Webinars On Demand Brochure for  
On Demand schedule. (Call, Mail or  
Fax orders only, not available for  
online purchasing)
•	 BUY 3 Webinars and Receive 1 FREE 
•	 BUY 5 Webinars and Receive 2 FREE 
•	 BUY 10 Webinars and Receive 5 FREE 

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

2013 IFEA WEBINAR SCHEDULE
THURSDAY, JANUARY 17TH, 2013 
Building a Business Plan for Future Success
Penny Reeh, CFEE, President & CEO
Fredericksburg, Chamber of Commerce, Fredericksburg, TX
CFEE Elective Credit: Leadership/Management Skills

THURSDAY, JANUARY 31, 2013 
Practical Advice for Promoting Events Online
Doug Rasch, Director of Online Marketing
Edgeworks Group, Irvine, CA
CFEE Elective Credit: Current Industry Issues & Trends

THURSDAY, FEBRUARY 14, 2013
Rock Star Strategies for Sponsorship Success
Stephanie Donoho, CFEE, Tourism Specialist
Department of Research and Development, County of Hawaii, Hilo, HI
CFEE Elective Credit: Economic Impact

THURSDAY, FEBRUARY 28, 2013 
Merchandise 101: Kick Starting a Merchandising  
Program Built for Results
Stephen King, CFEE, Executive Director
Des Moines Arts Festival, Des Moines, IA
CFEE Elective Credit: Creativity & Innovation

THURSDAY, MARCH 14, 2013
Beyond Your Local Bands – Taking the Next Step in  
Booking Entertainment
Paul Jamieson, CFEE, Executive Director
SunFest of West Palm Beach, FL
CFEE Elective Credit: Leadership/Management Skills

THURSDAY, MARCH 28, 2013 
Enhancing Sponsorship ROI - Using New Technologies to Connect Your 
Audiences and Sponsors 
Bruce Erley, CFEE, APR, President & CEO
Creative Strategies Group, Broomfield, CO
CFEE Elective Credit: Current Industry Issues & Trends

THURSDAY, APRIL 11, 2013
The Foundations of Leadership: “They” KNOW it When “They” SEE it!
Gail Alofsin, Director of Corporate Partnerships
Newport Harbor Corporation, Newport, RI
CFEE Elective Credit: Leadership/Management Skills

THURSDAY, APRIL 25, 2013
Having History Repeat Itself! (The Good Parts)
Ted Baroody, President
Norfolk Festevents, Norfolk, VA
CFEE Elective Credit: Current  Industry Issues & Trends

THURSDAY, MAY 9, 2013
Making Sure the Party is Safe – New Regulations for Special Events in 
the City of Ottawa
Delores MacAdam, Manager of Licensing Programs and Special Events
City of Ottawa Events Central Branch, Ottawa, ON, Canada
Valerie Bietlot, City Solicitor, Ottawa, ON, Canada
CFEE Elective Credit: Leadership/Management Skills

THURSDAY, MAY 16, 2013
Trends and Techniques In Food and Beverage Programs
Domenick Fini, Vice President of Finance and Marketing
Norfolk Festevents, Norfolk, VA
CFEE Elective Credit: Current Industry Issues & Trends

THURSDAY, MAY 30, 2013
60 Ideas in 60 Minutes
Gail Bower, President
Bower & Co. Consulting, Philadelphia, PA
CFEE Elective Credit: Creativity & Innovation

THURSDAY, OCTOBER 17, 2013
Signal Strength… Building Trusted Media Relationships
Jeannie McFarland Johnson, Media & Marketing Director
Creative Strategies Group, Broomfield, CO
CFEE Elective Credit: Current Industry Issues & Trends

THURSDAY, OCTOBER 24, 2013
Emergency Plans: What’s Your Level of Preparedness?
Terry Powers, Vice President, Operations
500 Festival, Indianapolis, IN
CFEE Elective Credit: Leadership/Management Skills

THURSDAY, NOVEMBER 7, 2013
The Role of the Board -- Inside and Outside of the Board Room
Mitch Dorger, Principal
Dorger Consulting, Pasadena, CA
CFEE Elective Credit: Leadership/Management Skills

THURSDAY, NOVEMBER 14, 2013
Branding For Your Festival and Event
Ira Rosen, CFEE, President & CEO
Entertainment On Location, Point Pleasant, NJ
CFEE Elective Credit: Creativity & Innovation

© Copyright 2013. The presentation, materials and content of these Webinars are the intellectual property of the Inter-
national 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.

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=45&Itemid=102
mailto:nia@ifea.com
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Thursday, January 17th, 2013 

Building a Business 
Plan for Future         
Success
Penny Reeh, CFEE
President & CEO
Fredericksburg, Chamber 
of Commerce  
Fredericksburg, TX
CFEE Elective Credit: Leadership/Management Skills

Many events today (new and long-run-
ning) find themselves in a similar position...
looking to the future with a need to create 
(or re-create) an event that serves changing 
audiences, changing communities and in the 
end, makes money. This important workshop 
will focus on the planning processes necessary 
to build a profitable event. Learn how to cre-
ate a written business plan that will provide 
organizational clarity and higher efficiency. 
You’ll take home dozens of ideas that will 
help your next event be better, happier and 
more profitable than ever before!

Penny Reeh, CFEE is the President/
CEO of the Fredericksburg Chamber of 
Commerce. Prior to her position with the 
Chamber, she was the founder and owner 
of Indigo Resource Group, a company 
that provided marketing, management 
and presentation products. Her company 
managed the Texas Festivals and Events 
Association and the Texas Association of 
Fairs and Events. She also served as the 
Director for Business Development for 
the International Festivals and Events 
Association and continues to perform a 
variety of consulting and contract projects 
for the organization.

Thursday, January 31, 2013 

Practical Advice 
for Promoting         
Events Online
Doug Rasch, Director of 
Online Marketing
Edgeworks Group
Irvine, CA
CFEE Elective Credit: 
Current Industry Issues & Trends

Practical advice for promoting Events online 
drawn directly from recent relevant market-
ing campaigns, including a review of tools, 
approaches and tactics based on real world 
results. We’ll also take a peak forward; it’s a 
new year and that means New Social Media, 
Changes at Google, Ongoing Mobile Device 
Adoption, Evolving Online Behavior, and ad-
vancing technology. The rapid rate of change 
in the digital space can be disconcerting, but 
this webinar with drill down through the 
noise, to the key trends and new opportunities 
that will help you grow attendance in 2013.

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

Thursday, February 14, 2013

Rock Star 
Strategies for          
Sponsorship 
Success
Stephanie Donoho, CFEE 
Tourism Specialist
Department of Research 
and Development
County of Hawaii, Hilo, HI
CFEE Elective Credit: Economic Impact

Rock Star event planners know that prepa-
ration, research and delivery are the keys to a 
successful sponsorship program. This webinar 
will provide a stellar overview of the strategies 
needed to transform your events into platforms 
that allow each of your sponsors to become 
the Rock Stars of their respective industries. 
Invite a few of your key sponsors, as well as 
your fundraising committee to join you on this 
webinar so that you can collectively take your 
event sponsorship program to the next level!

Stephanie Donoho, CFEE, is the Tour-
ism Specialist for the Island of Hawaii. 
She manages more than $1.5 million in 
Hawaii Tourism Authority and Hawaii 
County general funds that are invested 
annually in tourism marketing and prod-
uct development, including partnership 
with dozens of world-class festivals and 
events. Prior to her service in Hawaii, she 
was the Executive Director of the Clear 
Creek County Tourism Bureau in Idaho 
Springs, Colorado. She has also worked on 
the fundraising and development teams 
for Colorado Ballet, the Eleanor Roosevelt 
Institute for Biomedical Research (both 
in Denver, Colorado) and for Good Hope 
School (Frederiksted, St. Croix, US Virgin 
Islands). She got her start in the indus-
try holding pizza and candy bar sales to 
support her high school marching band’s 
efforts to perform at 1984 World’s Fair in 
New Orleans, Louisiana, and has been an 
avid events geek ever since.

Thursday, February 28, 2013
 
Merchandise 101: 
Kick Starting a       
Merchandising 
Program Built for 
Results
Stephen King, CFEE 
Executive Director
Des Moines Arts Festival 
Des Moines, IA
CFEE Elective Credit: Creativity & Innovation

Are you new to merchandise? A seasoned 
professional? Let’s start at the beginning and 
work our way through what makes a mer-
chandise program successful. Where to start. 
How to target your customers. Determine 
your market. Research new merchandise 
ideas. How to sell, sell, sell.

Stephen M. King, CFEE, is the executive 
director of the Des Moines Arts Festival® 
in Des Moines, Iowa. Projects through-
out his career in events have garnered 
more than 160 industry awards from the 
likes of the International Festivals and 
Events Association and the International 
Downtown Association. He is currently 
serving on the board of directors of the 
International Festivals & Events Associa-
tion Foundation Board and the National 
Association of Independent Artists, and a 
founding member of ZAPPlication™. 

Thursday, March 14, 2013

Beyond Your Local 
Bands – Taking      
the Next Step in 
Booking 
Entertainment
Paul Jamieson, CFEE 
Executive Director
SunFest of 
West Palm Beach, FL
CFEE Elective Credit: Leadership/Management Skills

Taking your events entertainment from 
local bands to national caliber acts can 
be a complex and often confusing process. 
Learning the business of booking national 
acts is the first step in doing this well...and 
determining what is right for you. All the 
key aspects will be covered, so those new to 
the “music business” and those with some 
experience should both benefit.

Paul Jamieson, CFEE is the Executive 
Director of SunFest, one of the South-
east’s largest music festivals. Beginning in 
1983 with mainly local entertainment, 
SunFest has grown to now have a budget 
of $1.7m for national talent in 2013. For 
a look at the festival and to view what 
types of acts have played in the past, visit 
www.sunfest.com. 

http://www.sunfest.com


84  IFEA’s ie: the business of international events Winter 2012 2012 IFEA WEBINAR SERIES 3

Thursday, March 28, 2013 

Enhancing 
Sponsorship ROI -  
Using New 
Technologies to 
Connect Your 
Audiences and 
Sponsors 
Bruce Erley, CFEE, APR 
President & CEO
Creative Strategies Group, Broomfield, CO
CFEE Elective Credit: Current Industry Issues & Trends

There is a growing trend in sponsors’ desire 
for more digital access to an event’s audience 
through social media outlets that go well 
beyond the passive logo and link from the 
event website, Further, digital activations can 
provide track-able and measurable ROI spon-
sor need to justify sponsorship fees. How can 
you develop and leverage your digital assets to 
work harder for you sponsors. What are some 
examples of creative digital solutions other 
events have employed? 

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

Thursday, April 11, 2013

The Foundations 
of Leadership:        
“They” KNOW it 
When “They” 
SEE it!
Gail Alofsin, Director 
of Corporate Partnerships
Newport Harbor 
Corporation, Newport, RI
CFEE Elective Credit: Leadership/Management Skills

Wherever you are on the “leadership lad-
der,” this webinar will assist you in cultivat-
ing the characteristics, skills and vision you 
need to lead people. Focused on the impor-
tance of internal and external leadership 
perception and the foundations that lead to 
effective execution, this webinar will also 
review “Best Practices” in both written and 
verbal communication. You, as a leader, set 

the foundation and your team and colleagues 
will “know” it as they “see” it.  

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

Thursday, April 25, 2013

Having History 
Repeat Itself!          
(The Good Parts)
Ted Baroody, President
Norfolk Festevents, 
Norfolk, VA
CFEE Elective Credit: 
Current Industry Issues & Trends

The past year of special events has been 
more than interesting with a series of amazing 
memories, some crazy moments and sadly some 
tragedy. We can learn a lot from history – how 
do you handle a sporting event that must go 
on, but the spectators are not allow to attend 
due to safety? What are the best practices for 
cancelling an outdoor concert? Did you know a 
funny accident can become a great social media 
public relations campaign? This webinar will 
review ten events – What can we learn from 
their success and failures? Let’s try to make the 
good pieces of history repeat themselves!

Ted Baroody is a graduate of North 
Carolina State University, Raleigh, North 
Carolina, USA. After college he moved to 
Norfolk, Virginia to start his own small 
sports marketing company, Victory Pro-
motions. After a couple of years of power 
boat racing production under Victory 
Promotions, he served as Marketing Di-
rector for a group of local radio stations 
in Virginia Beach, Virginia for 5 years. 
From 1996 to 2011 he was the Director of 
Development of the not-for-profit event 
marketing company, Norfolk Festevents, 
Ltd. known as “Festevents,” and is now 
the President of Festevents. Ted also 
works with many non-profit organiza-
tions as a volunteer, event coordinator 
and as a board member and is on the 
IFEA Foundation Board of Directors.

Thursday, May 9, 2013

Making Sure the 
Party is Safe –        
New Regulations 
for Special Events 
in the City of  
Ottawa
Delores MacAdam, 
Manager of Licensing 
Programs and Special 
Events
City of Ottawa Events Central Branch 
Ottawa, ON, Canada
Valerie Bietlot, City Solicitor 
Ottawa, ON, Canada
CFEE Elective Credit: Leadership/Management Skills

By the end of the 1st Quarter of 2013, the 
City of Ottawa, Ontario, Canada will have 
confirmed their new Special Events By-Law 
creating a common framework within which 
Events Managers, City Event Staff, City Ser-
vices (such as Public Works and Emergency 
Services) as well as citizens, can function suc-
cessfully. In so doing, the By-Law provides the 
mechanisms to stimulate economic prosperity, 
create financial responsibility and provide 
service excellence as indicated in the Term of 
Council Priorities. Additionally, the By-Law 
ensures safety for the event organizers, event 
participants, local community and the City by 
requiring event organizers to prepare emer-
gency plans and response frameworks within 
the proposed permit application and issuance 
process. This new Special Events By-Law is 
a unique and positive approach to events 
management and can be applied to cities and 
events around the world. 

Delores MacAdam is the Manager of 
Licensing Programs and Special Events 
for the City of Ottawa Events Central 
Branch (Special Events and Corporate 
Volunteer Program). She is involved in 
all phases of design, planning, execution 
and evolution of over 250 local, national 
and international events per year. With 30 
years of experience in community plan-
ning and development at the municipal 
and provincial level, she is responsible 
for engaging political leaders, local busi-
ness & community groups, professional 
entertainment and sporting entities, as 
well as knitting together dozens of local 
and worldwide events for celebration. 
For the past year, she has worked with 
consultants from various North American 
cities to develop a software program for 
events which will be launched February 
1st, 2012. She will also be bringing to the 
City of Ottawa Council a Special Events 
By-law that has been designed to address 
the needs of government (compliance) 
and event organizers in terms of process, 
transparency and fairness. 
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Thursday, May 16, 2013

Trends and 
Techniques In         
Food and
Beverage 
Programs
Domenick Fini 
Vice President of 
Finance and Marketing
Norfolk Festevents, Norfolk, VA
CFEE Elective Credit: Current Industry Issues & Trends

Are you looking for new ideas or do you 
just want to evaluate your food and bever-
age program? Food trucks, gluten free and 
vegan menus are all the rage but how much 
attention should you give these trends? Learn 
basics of vendor locations and their effect on 
the bottom line. Share ideas and discuss your 
current program with industry peers.

Domenick Fini is the Vice President, 
Sales and Marketing at Norfolk Festevents, 
Ltd. in Norfolk, Virginia. Domenick has 
been with the non-profit organization for 
18 seasons and his responsibilities include 
food and beverage, retail, admission and 
ABC on-site sales as well as public relations, 
advertising, promotions, website, social me-
dia and anything else that needs attention. 
Norfolk Festevents produces hundreds of 
events at multiple venues annually for the 
City of Norfolk with the highlight being 
OpSail 2012 Virginia in June 2012.

Thursday, May 30, 2013

60 Ideas in 
60 Minutes             
Gail Bower, President
Bower & Co. Consulting
Philadelphia, PA
CFEE Elective Credit: 
Creativity & Innovation

Has your mojo made off with your moti-
vation? Feeling stale and stagnant? A little 
bored with your event? This webinar is for 
you. Event, marketing, and sponsorship strat-
egist Gail Bower will help you get your groove 
back with 60 Ideas in 60 Minutes. From 
making money to marketing, programming to 
VIP perks, corporate sponsorship to customer 
service, environmentalism to envisioning your 
festival’s future, we’ll cover it all. Trick out 
your 2013 event or festival with new ideas 
and who knows where your life will go next! 
Just one idea can make all the difference.

GAIL BOWER’S 2013 GREAT EVENT 
IDEAS CHALLENGE
Have you got a great event idea you’re 
just dying to share? Enter the Great 
Event Ideas Challenge. Event, market-
ing, and sponsorship strategist Gail 
Bower invites you to submit your ideas. 
She’ll select the best ones, for a max-
imum of 60 ideas, and profile them, 
on May 30, 2013, in this IFEA webinar 
“60 Ideas in 60 Minutes.” No purchase 
required to enter.
From the best entries, one grand 
prizewinner will be selected. The 
winner will receive one compli-
mentary IFEA webinar of your choice 
(a $99 value) and a complimentary 
one-hour coaching call with Gail (a 
$500 value). Categories may include: 
children’s activities, customer service, 
decor, environment-friendly, event/
festival concept, food, fun things to 
do, graphics, logistics, marketing, 
merchandise, money-making ideas, 
operations, programming, PR, risk 
management, security, site design, 
social media, sponsorship, VIP, vol-
unteer management, and the wildcard 
category (in case your idea doesn’t fit 
any listed category).
For details or to complete the form 
go to: http://tinyurl.com/GreatEven-
tIdeasChallenge and submit your idea 
and 100-word description. Include your 
name, organization or event name. 
Additionally, please email a great photo 
to illustrate the idea to Gail@GailBow-
er.com. Deadline to enter: May 1, 2013 
- All winners will be profiled in the 
webinar. One grand prizewinner will be 
selected.

Gail Bower helps organizations dra-
matically raise their visibility, revenue, 
and impact. She’s a professional con-
sultant, writer, and speaker, with nearly 
25 years’ experience managing some of 
the country’s most important events, 
festivals and sponsorships. Independent 
since 1987, today Bower & Co. improves 
the effectiveness and results of clients’ 
marketing strategies, events/festivals, and 
corporate sponsorship programs. She’s 
the author of a guidebook for sponsor-
ship sellers, entitled How to Jump-start 
Your Sponsorship Strategy in Tough 
Times, and blogs about sponsorship at 
SponsorshipStrategist.com. Visit her web 
site at GailBower.com.

Thursday, October 17, 2013

Signal Strength… 
Building Trusted     
Media 
Relationships
Jeannie McFarland 
Johnson, Media & 
Marketing Director
Creative Strategies 
Group, Broomfield, CO
CFEE Elective Credit: Current Industry Issues & Trends

During this multi-media presentation 
you’ll learn to collaborate with all media 
types (TV, radio, print & outdoor) to leverage 
your event’s resources (and not just cash) into 
a powerful marketing impact. We’ll uncover 
the subtle techniques of working with sales, 
promotions & editorial departments of media 
outlets to set your event message apart from 
other advertisers. See tangible examples and 
get the tools you need to bring these dynamic 
programs to life. 

Jeannie McFarland Johnson, Director 
of Media & Marketing at Creative Strategies 
Group, has worked in the event marketing 
field for more than a dozen years creating 
dynamic and effective relationships for 
her clients with all types of media outlets 
including television stations, radio clusters, 
newspapers, magazines, outdoor adver-
tising companies and new media digital 
assets. Her vast experience and broad 
understanding of the unique needs of the 
media and event industries have given rise 
to her strategic hybrid approach to media 
planning and implementation. She special-
izes in media sponsorship negotiations, 
promotionally leveraged media buying 
and public relations.

Thursday, October 24, 2013

Emergency Plans: 
What’s Your Level   
of Preparedness?
Terry Powers
Vice President, Operations
500 Festival
Indianapolis, IN
CFEE Elective Credit: 
Leadership/Management Skills

Every event, large and small should be pre-
pared, should something not go as planned. 
In this webinar learn the basic elements of 
emergency planning and increasing your level 
preparedness. This webinar will cover:
•	Developing	a	working	group/planning	team
•	Working	with	your	local	Department	of	

Public Safety
•	Identifying	Risks
•	Developing	a	plan
•	Hierarchy	of	control
•	Plan	Activation

http://tinyurl.com/GreatEventIdeasChallengeand
mailto:Gail@GailBower.com
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Terry Powers is the Vice President of 
Operations at the 500 Festival in India-
napolis, IN and is now in his 10th year 
with the organization. As VP of Opera-
tions, Terry is responsible for the plan-
ning and production of the 500 Festival’s 
50+ events and programs which reach 
over 500,000 people annually, including 
a nationally televised Parade and the 
nation’s largest half marathon with over 
35,000 participants.   

Thursday, November 7, 2013

The Role of the 
Board – Inside        
and Outside of 
the Board Room
Mitch Dorger, Principal
Dorger Consulting 
Pasadena, CA
CFEE Elective Credit: 
Leadership/Management Skills

Board members are extremely dedicated 
people that give countless hours to their orga-
nizations. But in many cases board members, 
especially new board members, suffer because 
they were never given a solid introduction to 
their responsibilities on the board.  This ses-
sion will examine the responsibilities of board 

members both inside the board room and out-
side the board.  Both of these are important 
and many board members, even experienced 
ones, do not understand that their respon-
sibilities to the organization extend beyond 
the board room door.  This session will be 
valuable for senior organizational staff mem-
bers as well as senior members of the board 
including board chairs and committee chairs.

Mitch Dorger brings more than 40 years 
of work experience to his consulting prac-
tice including 20 years as a chief executive 
officer, most recently with the Pasadena 
Tournament of Roses. His experience as a 
CEO was consistently characterized by suc-
cessful performance improvement programs 
and high employee morale and achieve-
ment. He believes the fundamental goal of 
leadership is to inspire teamwork and the 
spirit of continuous improvement. He has 
recent expertise in the world of non-profit 
organizations and is well versed in corpo-
rate governance, volunteer management, 
financial planning and management, gov-
ernment relations, and large event manage-
ment. 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.

Thursday, November 14, 2013

Branding For Your 
Festival and Event  
Ira Rosen, CFEE 
President & CEO
Entertainment On 
Location 
Point Pleasant, NJ
CFEE Elective Credit: 
Creativity & Innovation

Building a brand and brand recognition is 
just as important for an event as it is for a 
consumer product. Learn some practical tips 
for developing a brand strategy and delivering 
it to your customers. Make your event the best 
on your block; buy early, buy often!

Ira Rosen has over 30 years of experience 
in the special event production field. Since 
founding EOL in 1989, he has worked with 
festivals, events, advertising agencies, govern-
ments and other clients around the world. 
Prior to starting EOL, Ira was an executive 
with Radio City Music Hall Productions, Inc. 
for over seven years where he was respon-
sible for all of the company’s procurement 
and acted as a technical director for many 
major special events. Ira has spoken and 
written extensively on many industry topics 
including tourism and the festival industry, 
corporate sponsorship, and the operational 
management of special events.

Webinars On Demand
Looking for a different webinar topic – don’t forget to check out 

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

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

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

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

Once this information has been received, joining a Webi-
nar is as easy as 1, 2, 3!
1. Log In To The Webinar: To start the Webinar, log in to the 

specific website address that you received for the Webinar and 
connect to the presentation. Webinars can be viewed on virtu-
ally any computer with a high-speed internet connection.

2. Listening To The Webinar: After you’ve logged in and gained 
access to the Website, you have two options to listen to the 
audio portion. You can either dial the telephone number pro-
vided to hear the webinar via a conference call, or if you have 
computer speakers, you may listen via your computer speak-
ers. (The phone number provided will not be an 800 number, 

so all costs for the call will be incurred by the registrant.)
3. Sit Back and Learn: Once you are logged in, all you need to 

do is sit back and learn! It’s just like any other seminar, except 
you’re sitting comfortably at your own desk! Throughout the 
webinar, you are able to ask questions to the presenter using the 
online Question/Answer messaging system that is part of the 
Webinar screen. The Webinar Organizer will view your question 
and present it to the speaker at the end of the presentation.
Along with the Webinar itself, all registered attendees will 

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

System Requirements
For PC-based participants:
•	 Internet Explorer® 7.0 or newer, Mozilla® Firefox® 3.0 or new-

er or Google™ Chrome™ 5.0 or newer (JavaScript™ and Java™ 
enabled)
•	Windows® 7, Vista, XP or 2003 Server
•	 Cable modem, DSL, or better Internet connection
•	Minimum of Pentium® class 1GHz CPU with 512 MB of RAM 

(recommended) (2 GB of RAM for Windows® Vista)
 

For Mac®-based participants:
•	 Safari™ 3.0 or newer, Firefox® 3.0 or newer or Google™ 

Chrome™ 5.0 or newer (JavaScript™ and Java™ enabled)
•	Mac OS® X 10.5 – Leopard® or newer
•	 Intel processor (512 MB of RAM or better recommended)
•	 Cable modem, DSL, or better Internet connection
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Questions: Contact Nia Hovde, Director of Marketing & Communication at nia@ifea.com or Phone: +1-208-433-0950 ext: 3, Fax: +1-208-433-9812 • www.ifea.com

IFEAWebinar Series

2013 UPCOMING LIVE WEBINARS: To register please make your selection by checking (√) from the webinars below:

REGISTRATION CONTACT INFORMATION

Webinar Participant:  ___________________________________________________________________________________________________________  

Webinar Participant Email: _______________________________________________________________________________________________________

Organization: ________________________________________________________________________________________________________________  

Address: __________________________________________________________________________________________________________________  

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

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

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

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

BUY 5 Webinars and Receive 2 FREE  $295 (USD)  $395 (USD)  $495 (USD)  ___________

BUY 10 Webinars and Receive 5 FREE  $590 (USD)  $790 (USD)  $990 (USD)  ___________

                TOTAL  ___________
PAYMENT INFORMATION

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

Print Cardholder Name:  _________________________________________________________________________________________________________  

Signature: _________________________________________________________________________________________________________________

Credit Card Number: ___________________________________________________________________________________________________________  

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

Upcoming Live Webinar Presentation Registration Form

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

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

 ❍ Thursday, January 17th, 2013 
Building a Business Plan for Future 
Success
Penny Reeh, CFEE, Fredericksburg, Chamber of Commerce

 ❍ Thursday, January 31, 2013 
Practical Advice for Promoting Events 
Online
Doug Rasch, Edgeworks Group

 ❍ Thursday, February 14, 2013
Rock Star Strategies for Sponsorship 
Success
Stephanie Donoho, CFEE, Department of Research 
and Development, County of Hawaii

 ❍ Thursday, February 28, 2013 
Merchandise 101: Kick Starting a Mer-
chandising Program Built for Results
Stephen King, CFEE, Des Moines Arts Festival

 ❍ Thursday, March 14, 2013
Beyond Your Local Bands – Taking the 
Next Step in Booking Entertainment
Paul Jamieson, CFEE, SunFest of West Palm Beach

 ❍ Thursday, March 28, 2013 
Enhancing Sponsorship ROI - Using 
New Technologies to Connect Your 
Audiences and Sponsors 
Bruce Erley, CFEE, APR, Creative Strategies Group

 ❍ Thursday, April 11, 2013
The Foundations of Leadership:  
“They” KNOW it When “They” SEE it!
Gail Alofsin, Newport Harbor Corporation

 ❍ Thursday, April 25, 2013
Having History Repeat Itself!  
(The Good Parts)
Ted Baroody, Norfolk Festevents

 ❍ Thursday, May 9, 2013
Making Sure the Party is Safe – New 
Regulations for Special Events in the 
City of Ottawa
Delores MacAdam & Valerie Bietlot, City of Ottawa 
Events Central Branch

 ❍ Thursday, May 16, 2013
Trends and Techniques In Food and  
Beverage Programs
Domenick Fini, Norfolk Festevents

 ❍ Thursday, May 30, 2013
60 Ideas in 60 Minutes
Gail Bower, Bower & Co. Consulting

 ❍ Thursday, October 17, 2013
Signal Strength… Building Trusted 
Media Relationships
Jeannie McFarland Johnson, Creative Strategies Group

 ❍ Thursday, October 24, 2013
Emergency Plans: What’s Your Level of 
Preparedness?
Terry Powers, 500 Festival

 ❍ Thursday, November 7, 2013
The Role of the Board – Inside and 
Outside of the Board Room
Mitch Dorger, Dorger Consulting

 ❍ Thursday, November 14, 2013
Branding For Your Festival and Event
Ira Rosen, CFEE, Entertainment On Location

Live webinars are recorded and are made available for 7 days following the live presentation.

http://www.ifea.com/joomla1_5/index.php?option=com_content&view=article&id=45&Itemid=102
mailto:nia@ifea.com
http://www.ifea.com
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THE BOARD TABLE

I	am	often	impacted	how	those	of	us	
in	IFEA	are	truly	connected	by	this	pro-
fession.	It’s	like	the	aspen	trees	that	can	
be	found	across	the	mountains	here	
in	Colorado.	Did	you	know	that	entire	
forests	of	aspen	trees	that	go	on	for	
miles	are	in	fact	one	organism,	sharing	
one	root	system?
I	believe	we	share	one	root	system.	
Our	root	system	is	comprised	of	the	
values	and	tenets	we	share	as	event	
leaders.	Let’s	look	at	some	of	our	com-
mon	standards.
The	first	is	a	Strong Work Ethic.	We	
are	people	who	will	do	whatever	it	
takes	to	get	the	job	done.	We	never	
say,	“That’s	not	my	job!”	We	have	
done	it	all	from	selling	sponsorship	
to	picking-up	trash;	from	dealing	with	
pre-Madonna	headliners	to	holding	
down	tents	in	thunderstorms.	We’re	
the	first	ones	to	arrive	and	the	last	to	
leave.	Our	mantra…	“Get	‘er	Done!”
We	have	experienced	the	Power of 

Many.	We	know	all	too	well,	that	ulti-
mately	our	success,	the	success	of	our	
events	is	dependent	upon	the	team.	I	
am	the	sum	of	those	around	me.	From	
board	members	to	staff	to	volunteers,	
we	know	the	only	way	to	achieve	success	
with	our	events	is	through	teamwork.
We	certainly	all	believe	in	the	Spirit 

of Innovation.	As	the	old	adage	goes…	
“Necessity	is	the	mother	of	invention.”	
And	boy	can	festivals	be	a	mother!	Our	
festivals	are	like	a	blank	canvas	upon	
which	we	paint	every	year.	Events	re-
quire	we	look	outside	the	box	each	and	
every	day.	Ever	morphing	challenges,	
opportunities,	and	the	always	popular	
“Acts	of	God”	are	the	few	constants	we	

have.	And	speaking	of	creativity…Is	there	
anything	we	can’t	make…do…or	fix	with	
Duct	tape	and	cable	ties?
There	is	no	doubt	that	we	also	share	a	

Love of Community.	I’m	in	sponsorship.	
I	could	be	selling	sponsorship	for	sport	
teams,	museums	and	zoos,	or	musical	acts.	
But	over	my	career,	I	have	gravitated	to	
festivals	and	events.	Why?	I	mean,	there’s	
a	lot	more	money	to	be	made	selling	a	
multi-million	dollar	deal	for	a	profession-
al	sports	team.	I	believe	the	reason	I	love	
representing	festivals	is	that	there	is	no	
more	important	activity	that	reflects	the	
character,	culture,	energy	and	passions	of	a	
community	than	its	special	events.	
I	also	believe	festival	producers	have	
a	Serving Heart.	What	a	great	calling	it	is	
to	create	community	celebrations.	We	
truly	are	contributing	to	the	greater	good.	
I	would	put	our	profession	on	the	same	
par	as	teachers	and	social	workers.	We	
care	about	the	people	we	serve.	We	want	
to	assure	that	connections	are	nurtured…
cultures	celebrated…and	that	memories	
are	being	made.	What	we	do	makes	a	dif-
ference	and	contributes	to	our	communi-
ties	and	we	are	filled	by	that.
Needless-to-say,	we	share	a	gift	for	

Laughter.	I	have	long	said	that	if	I	cannot	
have	fun	doing	something,	I	want	to	find	
something	else	to	do.	Not	every	day…but	
most	of	the	time…what	we	do	is	FUN!	
And	we	express	that	through	laughter.	
Lots	of	what	we	see	and	do	is	in	fact	quite	
funny.	At	other	times,	not	so	much.	But	
whether	you	are	raising	kids	or	producing	
a	festival,	a	sense	of	humor	is	essential	
because	sometimes	there	is	nothing	else	
you	can	do	but	laugh.	
I	always	try	to	keep	an	Attitude of 

Gratitude.	“Thank	you”	is	our	mantra.	We	
place	great	importance	on	expressing	ap-
preciation	for	those	who	help	us	achieve	
our	vision.	From	the	highest	officials	
to	those	who	do	the	most	menial	task,	

a	quick	smile	and	thank	you	is	our	
natural	response.	And	it’s	not	always	
easy.	Even	those	who	crucify	our	events	
on	Facebook	get	a	somewhat	sarcastic	
“Thank	you	for	your	candid	and	color-
ful	observations.	We	value	the	thoughts	
and	opinions	of	our	stakeholders	in	
our	ongoing	effort	to	improve	the	
event.”	
Crucial	to	our	world	is	the	Impor-

tance of family.	What	would	we	do	
without	the	love	and	support	of	our	
family	and	friends?	They	provide	
perspective,	reprieve,	distraction	and	
affirmation	for	our	work.	I	am	quite	
sure	that	I	would	not	have	survived	
three	decades	in	this	industry	without	
my	family.	
And	one	more	important	aspect	of	
family…free	event	labor!	I’ve	had	my	
family	do	everything	from	putting	up	
banners,	to	sweeping	streets,	to	security	
duty,	to	being	“banner	elves.”
The	final	value	I	believe	we	share	
is	Joy!	I	have	yet	to	meet	an	event	
producer	who	does	not	have	a	child-
like	anticipation	and	excitement	for	
planning	and	producing	an	event.	
Joy	is	that	emotion	of	great	delight	or	
happiness	caused	by	something	excep-
tionally	good	or	satisfying.	What	could	
be	better!
I	hope	that	you	revel	in	the	cre-
ative…cooperative…laugh-filled…	
meaningful…and	joyful	nature	of	what	
we	do	and	never	forget	the	impact	your	
career	as	an	event	professional	has	had	
on	who	YOU	are.
Thank	you	for	the	opportunity	to	serve	

as	your	IFEA	Board	Chairman	during	the	
2012	year.	It	has	been	a	real	privilege.

BRUCE ERLEY, CFEE, APR
2012	IFEA	Board	Chair	

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

Sharing One Root System
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On	behalf	of	the	Board	of	Directors	of	
the	IFEA	Foundation,	I	share	some	excit-
ing	words:	MISSION	ACCOMPLISHED.	In	
September,	the	IFEA	Foundation	produced	
its	most	successful	fundraising	event	in	years.	
The	annual	Dinner	and	Auction	party	held	at	
the	IFEA’s	57th	Annual	Convention	&	Expo	
in	Denver,	CO	raised	more	than	$45,000	for	
IFEA	education	programs	and	general	IFEA	
operating	support.	Through	this	one	event	
we	accomplished	a	major	fundraising	objec-
tive	and	fulfilled	our	mission.	This	success	is	
no	small	achievement.	It	took	the	combined	
leadership	of	several	industry	leaders	on	the	
Board,	the	IFEA	staff	and	the	full	support	of	
my	Rose	Festival	Staff	and	Board	of	Directors.	
Together,	we	balanced	the	need	to	create	a	fun	
event	for	IFEA	Convention	delegates	while	

MISSION 
ACCOMPLISHED

raising	money	for	this	wonderful	organization.	I	
repeat:	MISSION	ACCOMPLISHED!
With	the	Convention	behind	us,	and	the	winter	
months	upon	us,	we	turn	our	attention	to	con-
tinued	growth	of	IFEA.	The	IFEA	Foundation	will	
step	up	its	advocacy	for	the	industry	to	make	
contributions	above	and	beyond	membership.	
Specifically,	we	will	dedicate	our	time	and	atten-
tion	to	the	Fund	for	the	Future	campaign,	which	
is	nearing	the	end	of	our	pre-determined	cam-
paign	window.	We	will	also	assist	IFEA	with	its	
education	programs,	and	when	called	upon	be	
there	to	assist	Steve	Schmader	and	the	IFEA.	
In	closing,	it	has	been	truly	an	honor	to	serve	
IFEA	as	the	Board	Chair	of	the	IFEA	Founda-
tion.	In	Denver	at	the	Convention,	I	witnessed	a	
renewed	passion	and	energy	for	our	industry.	I	
am	so	encouraged	by	the	newest	members	of	the	
IFEA	and	the	next	generation	of	industry	leaders.	
I	will	leave	my	term	as	Chair	with	even	more	en-
thusiasm	for	the	special	events	Industry.	I	wish	all	
of	you	the	very	best	in	the	coming	year.

JEFF CURTIS
2012	IFEA	Foundation	Board	Chair

CEO,	Portland	Rose	Festival	Foundation
Portland,	Oregon

Email:	JeffC@rosefestival.org	

FOUNDATION

and	former	Executive	Producer	of	the	Macy’s	Thanksgiving	
Day	Parade,	and	the	Queen	of	Parades.

What is your personal philosophy?
The	only	difference	between	a	CEO	and	a	janitor	is	
circumstances.	There	are	CEOs	who	are	miserable	people	
and	janitors	who	are	great	people.	Treat	everyone,	no	matter	
what	they	do	for	a	living,	with	respect	and	honesty.	Always	
under	promise	and	over	deliver.	In	spite	of	everything	that	
we	face	and	all	the	stresses	we	encounter	in	our	events,	keep	
smiling	and	try	to	find	the	humor	in	the	worst	situations.	
We	exist	to	provide	entertainment	to	people	and	after	all,	
that’s	not	a	bad	thing	to	do.
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IFEA	Foundation	Legacy	Scholarships
Supporting	and	Educating	the	Festivals	&	Events	Industry	Since	1993.

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

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

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

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

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

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

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

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

profit	events	/	organizations;	someone	who	is	well-rounded	

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

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

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

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

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

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

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

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

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

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

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

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

EVENT PRODUCTION
PRODUCTION SERVICES INTERNATIONAL - Full service event production company founded to meet the ever-growing demand for superior quality shows. We focus 
on our clients individual needs on all sized productions. Denver Sales Office Street Address: 2121 S. Hudson St., Denver, CO 80222; Mailing Address P.O. Box 100382 
Denver, CO 80250; Phone: 303.757.8400; Fax 303.757.8404; Boise Sales Office Street Address: 5311 Glenwood St., Garden City, ID 8371; Mailing Address: P.O. Box 
140243, Garden City, ID 83714; Phone: 208.388.8400; Fax: 208.388.8404; Email: info@psiiusa.com; Website: http://www.psiiusa.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
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their	own	events	as	well	as	renting	them	
out	to	other	parties	interested	in	recycling	
at	their	events.		The	trailers	contain	Clear	
Stream	containers	designed	specifically	
for	special	event	recycling	and	are	stored	
on	carts	for	easy	set	up.		The	trailers	also	
come	with	promotional	materials	like	
posters,	stickers,	and	temporary	tattoos	
as	well	as	a	user	manual	to	help	event	
organizers	develop	a	recycling	program	
for	their	event.	For	more	information	go	
to	http://www.georgiarecycles.org/geor-
gia-recycles/campaigns/recycle-4-georgia/.	

Public Utilities 
Sticking	with	the	conservation	theme,	
your	local	utility	provider	should	have	a	
water	or	electric	conservation	education	
program	that	they	travel	to	schools	with.	
Many	times	it	is	a	hands	on	demonstra-
tion	with	displays	that	make	a	nice	booth	
in	your	festival	“green	zone.”	
	

Parks and Recreation 
Your	local	Parks	and	Recreation	Depart-
ment	has	many	fun	and	exciting	pro-
grams	for	your	children	and	adults	alike	
and	they	love	the	opportunity	to	promote	
them.	Last	year	for	example,	our	Commu-
nity	Centers	instructed	children	in	their	
archer	program	on	site	during	Riverfest	
(it’s	perfectly	safe	and	no	one	lost	an	
eye!)	The	activity	was	wildly	popular	and	
resulted	in	record	sign	ups	the	following	
month	at	their	center	as	well	as	a	talked	
about	activity	at	your	event.	

Regional Planning Commission 
Need	a	large	aerial	photo	of	your	event	
grounds	pre-festival?	Contact	your	local	
Regional	Planning	Commission.	For	the	
cost	of	the	ink	and	paper	they	can	pin-
point	your	event	area	and	print	the	maps	
for	you	making	it	a	cinch	to	plot	your	
festival	with	real	distance	perspective.

Voting Commission 
Although	it	might	be	less	cumbersome	
accomplished	with	an	ipad	these	days,	
a	few	years	ago,	Riverfest	conducted	a	
survey	of	our	festival	goers	using	our	local	
Austin	Peay	State	University’s	Commu-
nications	and	Research	Class.	It	just	so	
happened	that	it	was	an	election	year	and	
the	Voting	Commission	had	just	pur-
chased	new	voting	machines	and	wanted	
to	test	them	prior	to	the	election.	We	
gladly	obliged	and	gave	them	our	survey	
questions	to	format	for	their	machines	
and	our	APSU	students	did	all	the	work.	
	

Universities 
While	we	are	talking	about	the	Uni-
versities,	most	provide	a	host	of	valuable	
resources,	including	volunteers,	applica-
ble	for	just	about	any	event.	Beyond	the	
fraternities,	sororities	and	service	clubs,	
look	into	classes	that	would	benefit	from	

spending	time	at	your	event.	For	example,	
if	you	have	a	half	marathon,	contact	the	
Health	and	Human	Performances	Instruc-
tor.	Many	times	the	instructor	will	offer	
class	credit	for	their	work	which	ensures	a	
high	attendance	rate	by	those	volunteer-
ing.	Last	but	not	least,	if	you	aren’t	taking	
advantage	of	Communications	Majors	as	
interns	you	are	missing	the	boat.	

Trade Schools/High School 
Shop Classes 
Trade	Schools	can	be	a	great	resource	for	

fabricating	props	for	your	event,	typically	
for	the	cost	of	materials.	At	Shelby	Farms	
Conservatory	in	Memphis,	Tennessee,	they	
have	a	large	array	of	amazingly	complex	
holiday	scenes	for	their	drive	through	light	
display	all	crafted	by	a	local	trade	school.	

HandsOn Network 
The	HandsOn	Network	is	the	largest	

volunteer	network	in	the	nation.	The	site	
acts	as	a	match	making	website	for	vol-
unteers	looking	for	opportunities	to	serve	
and	organizations	needing	help.	HandsOn	
offers	training,	resource	development	and	
networking	opportunities	to	their	mem-
bers	and	tracks	service	hours	for	both	vol-
unteers	and	organizations.	With	over	32	
million	volunteer	hours	logged	through	
their	network	last	year,	it’s	definitely	worth	
checking	into	for	a	location	near	you.	
http://www.handsonnetwork.org/

Local Banks 
If	you	haven’t	invested	in	a	ticket	scale	
yet,	tap	into	a	local	bank	for	your	ticket	
reconciliation	for	your	food	and	beverage	
program.	You	would	simply	turn	over	the	
tickets,	bundled	in	groups	of	a	hundred,	
to	the	bank	after	the	festival	and	the	tell-
ers	count	them	and	complete	a	reconcili-
ation	form.	The	bank	notarizes	the	forms	
and	returns	them	to	the	organization	that	
in	turn,	sends	checks	to	the	food	vendors.	
The	entire	process	takes	a	few	days	how-
ever,	so	if	your	budget	is	tight,	you	can	
have	your	reconciliation	done	for	the	cost	
of	a	sponsorship.	
As	you	can	see,	your	community	can	be	
a	wealth	of	resources	for	not	only	activi-
ties	at	your	event	but	assistance	in	its	pro-
duction.	While	not	every	community	will	
have	every	opportunity,	I’m	willing	to	bet	
there	are	similar	entities	near	your	event,	
and	many	more	than	what	are	mentioned	
here,	that	are	more	than	willing	to	help.	
All	you	have	to	do	is	ask!

Jennifer Byard is the Special Events 
Supervisor for the City of Clarksville 
in Clarksville, TN. She can be reached 
at: Phone: 931-645-7476 or Email: 
jennifer.byard@cityofclarksville.com

Dubai
United Arab Emirates

Judges Selection for Most Outstand-
ing Global Entry in Population Category
Dubai	is	a	city	well	known	for	its	abil-
ity	to	host	world	class	events.	Its	unpar-
alleled	success	in	creating	and	attracting	
events	and	festivals	has	seen	the	city	
develop	a	unique	calendar	of	events	that	
reflects	the	spirit	of	Dubai.
Dubai	is	a	city	of	contrasts.	It’s	where	
the	sand	meets	the	sea,	east	meets	west,	
the	past	meets	the	future	and	with	people	
from	over	200	nationalities	making	
Dubai	their	home	it	has	one	of	the	most	
diverse	cultures	in	the	world.	It’s	excellent	
connectivity	to	any	part	of	the	world,	
more	than	two	billion	people	from	three	
continents	live	within	four	hours’	flight	
time	of	the	city,	make	it	the	ideal	location	
for	staging	world	events.
His	Highness	Sheikh	Mohammed	Bin	
Rashid	Al	Maktoum,	Vice	President	and	
Prime	Minister	of	the	UAE	and	Ruler	of	
Dubai,	has	extended	his	father’s	vision	to	
place	Dubai	on	the	world	stage	by	trans-
forming	the	city	to	a	modern	hub.	This	
vision	is	also	at	the	forefront	of	Dubai’s	
event	strategy.
Events	and	Festivals	are	an	integral	

part	of	Dubai’s	makeup.	The	Emirate	has	
celebrated	community	events	and	activities	
for	hundreds	of	years	ranging	from	cultural	
dance	and	music,	fishing	and	diving	cele-
brations	through	to	camel	racing	and	tribal	
celebrations.	Collectively	these	events	help	
tell	the	story	of	Dubai	–	a	fast	growing	
global	city	whose	diversity	and	‘can	do’	
attitude	coupled	with	its	rich	culture	and	
heritage	is	celebrated	through	events.
These	events	are	supported	by	the	
government,	industry,	local	community	
and	tourists	alike	and	Dubai’s	success	in	
attracting,	creating	and	hosting	events	
has	cemented	its	place	on	the	world	
stage.	The	young	but	dynamic	events	
industry	in	Dubai	is	continually	devel-
oping,	mentoring	and	growing,	staying	
at	the	top	of	global	trends	and	leading	
change	in	the	region.

For more information on the  
IFEA’s World Festival & Event  

City Award, sponsored by VISA,  
go to www.ifea.com.
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Independent agent representing ACE Group Programs 
Division.  Most insurance products are underwritten by 
insurers within the ACE Group of Insurance Companies.

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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