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Forget Planning, I’ve Got  
         It All Right Up Here...
   ADA and Wheel Chair Accessibility

       Search, Social, and Analytics, Oh My!  



Some Ideas Rise   
       Above the Rest

The FTS Prepaid Card-As-Ticket SM

The FTS Visa prepaid Card-as-Ticket merges all tickets into one prepaid debit card—
entry, concert, midway, food & beverage tickets—and tracks sales of each independently. 
It also can increase your event’s bottom line with VIP benefits or sponsor offers.

The FTS Visa® partnership plus FTS technology offer these features and more through 
FTS Cash Management Services. But the better idea doesn’t stop here.

How about no ticket service fees? That’s right. FTS does not charge a service fee for 
the online ticket sales. 

Or private labeling each card to your event? That’s possible, too. 
The FTS Card-as-Ticket crowns the FTS Cash Management Services portfolio,  

including online automated vendor booth sales and sales commission administration—
sales and commissions directly into your bank account. Time and effort saved for you 
and for your vendors and artists.

TO FIND OUT MORE 
Check out FTS at www.festbiz.com. Sign up for a 
personal web presentation. You’ll be glad you did.

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




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!
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PRESIDENT’S LETTER

Building Bridges to Connect  
Our Global Industry

support our individual dreams and 
visions; Bridges that provide new 
routes across our common chal-
lenges and onward to unimagined 
opportunities and successes; Bridges 
that connect our global industry.

As the world around us continues 
to grow and change, providing new 
challenges, new risks, and new op-
portunities at every turn, profession-
als in our industry need a credible 
and trusted source to keep them 
connected with the latest issues, 
trends, expectations, conversations 
and best practices from around the 
globe. A source to help strengthen 
and reinforce existing operations; 
inspire future strategies and vi-
sions; and guide critical leadership 
decisions. For 58 years the IFEA has 
provided the festivals and events in-
dustry with the very best in profes-
sional education and networking; a 
tradition that will continue in Pitts-
burgh and for many years beyond.

I extend a personal invitation 
to each of you who can find a way 
to join us in Pittsburgh and look 
forward to seeing you in-person 
as possible; but you can be confi-
dent that we will be here for you 
throughout the year, providing 
valuable tools, resources, programs 
and services to help you cross what-
ever bridges may be in your future.

As I write this, we are in the eye of 
the proverbial convention hurri-
cane, getting ready for our quickly 
approaching 58th Annual Interna-
tional Festivals & Events Association 
(IFEA World) Convention & Expo in 
Pittsburgh, Pennsylvania (a city that 
National Geographic Traveler mag-
azine ranked as “One of the World’s 
‘Must-See’ Places”). 

We thought it fitting to hold our 
convention in Pittsburgh…“The 
City of Bridges.”  Pittsburgh has 
more bridges than any other city 
in the world – 446 in case you are 
quizzed; 3 more than former world 
leader, Venice, Italy - and perhaps 
many more while the IFEA is in 
town September 16th-18th (with 
CFEE training classes September 

13th-15th). In truth, the festivals 
and events of our industry, around 
the world, often serve as the bridges 
that connect people and possibility 
together. The events that we produce 
are often the catalyst for bonding our 
communities, cities, and countries 
together; for providing invaluable 
branding and economic impact 
opportunities; for driving tourism, 
business and infrastructure improve-
ments; and for inspiring new conver-
sations, about new possibilities. 

Like a bridge, our events and orga-
nizations succeed through a model of 
well-planned strength and structure 
that is, by design, hidden behind an 
image of quality, creativity, magic and 
wonder that seems to effortlessly span 
the distance of differences between 
people, places, cultures and values. 

I hope that you are planning to join 
us at the convention, for the most 
anticipated gathering of ‘bridge-build-
ers’ in the festivals and events indus-
try. Where industry leaders from our 
eight global regions – IFEA Africa, 
Australia/New Zealand, Asia, Carib-
bean, Europe, Latin America, Middle 
East, and North America – will come 
together to build their own unique 
bridges; Bridges of communication 
and cooperation that connect a world 
of experience; Bridges that span the 
limits of our combined creativity and 

“We are told never to cross a bridge until we come to it, 
but this world is owned by those who have 'crossed bridges' 
in their imagination far ahead of the crowd.” 

– Anonymous

“I am where I am because of the bridges that I crossed.”
– Oprah Winfrey
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IFEA 58th ANNUAL 
CONVENTION & EXPO
PITTSBURGH, PENNSYLVANIA, USA

BUILDING BRIDGES 
TO CONNECT A 
GLOBAL INDUSTRY



What differentiates IEG from every other 
industry conference:
•	 the	actionable	brand	insights	you	will	receive

•	 the	people	you	will	meet—executives	from		
	 sponsors	and	rightsholders

•	 the	conversations	you	will	have

•	 and	the	partnerships	that	will	grow	out	of	them

World-class speakers include:

30TH ANNUAL SPONSORSHIP CONFERENCE
APRIL 14  – 17, 2013, CHICAGO

WWW.IEG2013.COM

BREAK THE MOLD AND  
SHAPE THE FUTURE 

über
sponsorship

Register now: 
visit www.IEG2013.com   +1.312.944.1727	

Join 1,200 marketers from around the globe April 14-17, 2013 in Chicago

http://www.IEG2013.com


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…

mailto:schmader@ifea.comIra
mailto:schmader@ifea.comIra
mailto:ira@ifea.comPenny
mailto:ira@ifea.comPenny
mailto:penny@ktc.comSHOW
mailto:penny@ktc.comSHOW


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

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…
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To paraphrase General Norman 
Schwarzkopf, one of America’s top 
war time leaders,

When you're dealing with very high 
ranking people, you have to get their 
attention. By virtue of their rank, they 
are used to having their own way and 
doing their own thing, and when 
it's necessary to all work together on 
something, sometimes you have to 
hit the mule between the eyes with a 
two by four to get its attention.

I think of that quote often when I 
am asked by colleagues and friends 
how they can get their board’s atten-
tion and get them more committed 
to the hard work of governing the 
organization.

I actually faced this dilemma a 
number of years ago. The board I 
was dealing with at the time was (1) 
used to getting its own way, (2) very 
operationally oriented, and (3) not 
performing all of the governance 
responsibilities that an effective 
board should be working on. I strug-
gled with how to best bring these 
shortcomings to their attention and 
get them moving toward correcting 
them. But as Schwarzkopf said, they 
were used to doing their own thing 
and felt like they did not need any 
advice on how to do their job.

One of techniques that I learned 
over the years in dealing with peo-
ple is that it seldom makes sense to 
mount a white horse and go charging 
into battle. It is often best to look 
around and get a feel for the whole 
situation and find out if there are any 

bears in the cave before charging into 
it armed only with a stick.

In this particular instance I began 
by talking individually to some select-
ed board members about how they 
felt the board was performing and 
how we might go about improving 
the governance of the organization. I 
found a few that were quite satisfied 
with the current situation, but I found 
a few others who had served on high 
performing nonprofit boards in the 
past who saw the shortcomings in the 
current system. I specifically solicited 
the help and guidance of one of these 
individuals who, as luck would have 
it, was slated to be the incoming chair 
of the board.

We agreed it would be best to use 
the vehicle of a board retreat shortly 
after the start of the new presidential 
term. We felt this retreat could be 
used to (1) educate the board on their 
responsibilities, (2) help them to re-
alize that they were not doing all they 
should be doing as a governing board, 
and (3) energize and motivate them 
along the path of corrective action.

Did it work? The answer is yes! 
When we completed the session that 
day, the board was united in its un-
derstanding of the current situation 
and committed to improving it. Here 
is how we did it.

We first solicited the help of some 
outside experts. The first experts were 
a team of lawyers who routinely 
gave training sessions on the legal 
responsibilities of boards and board 
members and the possible adverse 

Sometimes It Takes a Two By Four

ramifications of not carrying out 
these responsibilities in a reason-
able and prudent way. The second 
expert was a professor at a nationally 
known business school at a presti-
gious local university. The professor’s 
special expertise was corporate board 
governance. We asked the professor 
to inform the group of what was 
happening in the world of board 
governance as a result of some na-
tional scandals, Congress’ interest in 
improving nonprofit governance, and 
legislation such as Sarbanes–Oxley 
and the accompanying California law 
entitled the Nonprofit Integrity Act.

The outside experts played their 
role to perfections. The lawyers 
served two very useful roles. First, 
they were educators. They taught 
board members who were largely 
unfamiliar with the fact that non-
profit board members have legal 
obligations to the organization and 
to society. Second they served as my 
“two by four” by relaying stories of 
board members who had been held 
liable for organizational malfea-
sance around the country. While the 
instruction portion of their presenta-
tion was very good, they really woke 
up the group and got them straining 
forward to hear when they started 
talking about sanctions and potential 
personal liabilities they might even 
face as board members. Now we had 
their attention!

The business school professor then 
gave a wonderful presentation about 
what were the best practices in board 
governance with emphasis on how 
the whole business of governance was 
changing rapidly due to the external 
pressures and legal actions being 
taken across the country. The morn-
ing ended with a nice lunch in which 
there was a friendly and very informa-
tive informal dialogue between the 
board members and our experts.

The professor stayed after lunch 
and presented the board with a 
list of responsibilities that a major 
national nonprofit had adopted for 
itself. We then broke the board up 
into three groups and asked each to 

In the Board Room
By Mitch Dorger 
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independently evaluate the list and 
to determine whether the list was 
sufficient to describe the responsibil-
ities of our board or whether other 
duties should be added. Each group 
worked on its own for about 40 
minutes discussing the list of respon-
sibilities. Then each reported back 
independently to the full board. A 
couple of the groups suggested some 
additions to the list, and these sug-
gestions were unanimously approved 
by the board as was the full list of 
responsibilities. So now we had a 
board that was motivated, informed 
of what the best board practices were 
and unanimous in their agreement 
on a set of responsibilities it was 
willing to assign itself. It was great 
progress, but we were not done.

The next phase was to break the 
group up into the same three groups 
and have them take the list of respon-
sibilities they had just adopted and 
have them honestly evaluate their 

effectiveness as a board in carrying 
out these responsibilities. Having 
three independent groups working 
without the ability to dialogue be-
tween groups was important because 
it encouraged candor and honesty 
within the groups. No one wanted to 
be the one group to sugar coat their 
evaluation when the other two might 
be brutally honest.

Each of the groups then reported 
their findings. Remarkably virtually 
every group saw things the same way 
and the board presented a near unan-
imous picture of its strong points as 
well as numerous areas that needed 
improved ranging from minor tweaks 
to in some cases all new efforts. There 
was no dissent. As its final act of the 
day, the board commissioned an in-
dependent governance study to help 
work through the major initiatives 
and assigned other specific tasks to 
various board and staff members to 
fix the minor issues.

It was a remarkable day and one 
that “moved the needle” toward 
creating a better board and a better 
organization. Importantly there was 
no mystery to the process. It is repeat-
able in any organization. So if board 
indifference or lack of understanding 
of their responsibilities is a problem 
for your organization, you might 
want to use a similar two by four to 
solve the problem. Happy whacking!
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THE SPONSOR DOC
With Bruce L. Erley, APR, CFEE 

Dear Sponsor Doc: 
My event is only eight weeks out and I still don’t have all the sponsors I 
need. I’m getting frantic and anyone I talk to at this point tells me those bud-
gets are long gone. I’m losing sleep trying to come up with ideas of where 
to find the final dollars I need. What should I do at this point? M.C. Illinois

Dear M.C.: 
 I have been there! I know the sense 

of frustration, failure and anxiety I feel 
when I get down to the final weeks and 
haven’t met my numbers. You may be 
surprised by my advice…STOP SELLING!

As Kenny Rogers once sang about the 
art of gambling, “You Gotta Know When 
To Hold ‘Em and When To Fold ‘Em.” 
There is in fact a point of steep diminish-
ing returns when you get into “combat” 
sales. Some of the reasons to stop selling 
for the upcoming event include:

As you already noted, you are far too 
late for most sponsors’ planning and 
budgeting, decision-making periods. It 
may a great idea, but that ship has sailed.

Additionally, you are right on top of, or 
past many of your advertising production 
deadlines so there are a number of ben-
efits you can no longer deliver. This will 
water down the effectiveness and value of 
the sponsorship.

Often you are frantic enough in the final 
weeks before events to have a “fire sale” 
slashing your sponsor fees or heaping 
on benefits that are typically reserved for 
higher level sponsors. When you offer these 
deep discounts, they create inequity issues 
with your full-paying sponsors plus you cre-
ate a future incentive for sponsors to hold 
out until the very end to get the best deal.

Your panicked, late efforts will reflect 
negatively on you and your event, making 
you look ill-prepared, unprofessional  
and desperate.

Finally, desperation selling until the 
final hour doesn’t work. Any dollars you 
do scratch up will be minimal. I believe 
it is better to compensate the anticipated 
lower sponsorship revenue by making 

cuts in expenses during the final weeks 
before the event takes place.

So, now that I’ve given you the reasons 
to stop selling the upcoming festival, let 
me suggest how you as a sponsor sales 
representative should use your time in 
the final weeks before the festival.

1. Analyze the circumstances that caused 
you to miss your sponsorship revenue 
goals. Did you get started too late? Let 
renewal sponsors string you on before 
they declined? Was the revenue budget 
reasonable? Do you need to improve 
your sponsorship offerings? Some are 
going to be in your control and others 
are not. Know the difference.

2. Focus your time between now and the 
festival on fulfillment - providing your 
current sponsors with the best possible 
experience and work to assure their 
return on investment so that a renewal 
will be a forgone conclusion.

3. Look at all the ‘NOs” you received for 
this year’s event and invite those deci-
sion makers to be your guest when the 
festival takes place. Provide VIP access. 
Meet them onsite and take them on a  
real-time tour of the event to discuss how 
they might effectively leverage a sponsor-
ship next year. Then follow-up right away 
after the festival and start talking specifics 
for their future partnership.

4. Keep heart! Sponsorship sales is not an 
easy task. If it were, everyone would be 
doing it. You need to be resilient and 
know that a 'no' from the sponsor is not 
a personal rejection. Take a little time to 

“You Gotta Know When To  
Hold ‘Em and When To Fold ‘Em”

With more than three decades in 
sponsorship sales and consultation, 
Bruce L. Erley is the President 
and CEO of the Creative Strategies 
Group, a full-service sponsorship 
and event marketing agency based 
in Denver, Colorado he founded in 
1995. Accredited in Public Relations 
(APR) by the Public Relations Society 
of America and a Certified Festival & 
Events Executive (CFEE) by the Inter-
national Festivals and Events Associa-
tion, Erley is a highly-regarded speaker 
on event marketing and sponsorship 
having spoken on the topic around the 
world in such places as Dubai, Vienna, 
Beijing, Toronto and New York.

Contact Info:   
Bruce L. Erley, APR, CFEE
President & CEO
Creative Strategies Group
Phone: +1-303-558-8181
Business Email:  
berley@csg-sponsorship.com
Column Enquiries Email:  
bruce@sponsordoc.com 

be introspective about what you could do 
to be more effective in sales, such as  
taking a seminar or going to a conference.

Remember that as this year’s event 
takes place all the dials get reset to zero 
and you now have twelve months to 
make next year’s sponsorship the best yet.

Do you have questions of your own for 
The Sponsor Doc? Send them to bruce@
sponsordoc.com and I’ll contact you to 
discuss your specific situation. Then we’ll 
publish the findings in this column.
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The Power of Bringing Great People 
Together with Great Careers

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

Looking for an experienced employee to fill that vital job 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

http://www.ifea.com


By Doug Taylor

So What If It Rains…?

Proudly known as the “First Family 
of Fireworks,” Zambelli is one of 
the oldest and largest American 
fireworks companies. Today, the 
family name is synonymous with 
quality, creativity and safety.

Zambelli Fireworks is an IFEA As-
sociation Partner in addition to the 
sponsor of the IFEA/Zambelli Fire-
works Volunteer of the Year Award 
recognizing outstanding volunteers 
whose unselfish and dedicated ser-
vice has made a significant differ-
ence in their community. Visit them 
at www.zambellifireworks.com. 

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

Weather is a factor in your event 
and fireworks displays, but is it a 
show stopper?

There are only a few weather con-
ditions in which a fireworks display 
cannot be shot.  Perhaps the most 
obvious is lightning.  A storm that 
includes localized lighting presents 
significant dangers to both the spec-
tators and the technicians responsible 
for shooting the display.  Zambelli 
will pull its crew off the site during 
a lightning storm that is situated 
within a distance of the show site,  
indicating that it is not safe.  The 
good news is that the spectators have 
probably already left.

Heavy winds can create a situation 
where the pyrotechnics could be 
blown beyond the Display Area.  The 
Display Area in Zambelli displays is 
defined as 100 feet per inch of diame-
ter of shell.  Therefore, a six inch shell 
requires an area that provides 600 
feet in all directions from where the 
fireworks are being ignited.  With a 
wind that exceeds 20 miles per hour, 
the flight of the shells can be deflect-
ed significantly.  The typical response 
of Zambelli personnel and regulators 
is to postpone the display.

Drought has been a factor that has 
impacted displays in many parts of 

the country.  We have experienced lo-
cal or state burn bans in Florida, West 
Virginia, Kentucky, Colorado and 
California in recent years.  In these 
cases, the local regulators have deter-
mined it is unsafe to shoot a display 
due to the fire danger.  A specific site 
can also present its own problems.  
The grass or underbrush should be 
cut and cleared if the conditions are 
dry.  Even if the signs all indicate that 
the display can be shot, having the 
local fire department available on site 
to ensure any flare-up is addressed 
is either required or highly recom-
mended.  Either the local regulator 
or our head technician can make the 
decision to not shoot the display if 
conditions are not safe.

What we can do if the weather is 
not ideal:
•	 Shoot in the rain.
•	 Shoot in the snow and cold.  

(Ask our crews in Minnesota 
about their New Year’s Eve 
Displays.)

•	 Shoot between bands of storms 
that are coming through.  We 
watch the radar on our smart 
phones.

•	 Shoot early or late, depending 
on what the forecast is.

•	 Postpone to another date.
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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

mailto:nia@ifea.com


THE UN-COMFORT ZONE
With Robert Wilson

The boys slumped against the wall of the dug-
out; you could read the despair on their faces. 
“What’s the point?” mumbled the right fielder, 
“We’re just going to lose again.” The team was 
on an eight game losing streak, with a record of 
3 & 8 and five games left to play.

As the coach for the nine-year old 
Little League Orioles, I was frustrated. 
We had some of the finest talent in the 
league including the best pitcher and 
the best hitter, but the boys had already 
given up. I thought, “What can you do 
when there is no hope of winning?” It 
was then that I remembered one of the 
biggest upsets in figure skating history.

I squatted down in front of them 
and said, “Lean in, boys, I want to 
tell you a story about a 16 year old 
girl who got to go to the 2002 Winter 
Olympic Games as an ice skater.”

Her name is Sarah Hughes and she 
barely made the team. She was one of 
the youngest members, and she would 
be competing against the biggest 
names in figure skating - women who 
had already won world titles. No one 
expected her to win. No one expected 
her to even place in the top three. Sar-
ah wasn’t expecting to win either.

“So,” I asked the boys, “what is the 
point of competing when you know 
you cannot win?”

“Well, it would be pretty cool just 
to be in the Olympics,” offered the 
first baseman.

“And, that’s what Sarah thought.” 
I replied. “She was just thrilled to 
there; and she made it her goal to 
simply do her best and have fun. 

When it was her turn to skate, she 
chose to do some of the hardest 
spins, jumps and footwork that 
an ice skater can do. Why not, she 
thought, because no one expected 
her to win. There was no pressure on 
her to win, and because there was no 
pressure she did all of those difficult 
moves perfectly.”

After Sarah skated, all the big name 
skaters took their turns. Each one of 
them tried the difficult moves, but 
each one was nervous - trying too 
hard to win - and each one made 
mistakes. They fell on the ice. And, 
you can’t fall down in the Olympics 
and win. In the end, only Sarah 
skated without falling down, and she 
won the gold medal.

Sarah won, because she didn’t 
believe there was a chance for her 
to win. She went out on the ice to 
have fun. Boys, that is where you 
are today. You no longer have to 
worry about winning. Our record is 
so bad, that even if we win the next 
five games, we still won’t place first, 
second or even third. So, what is the 
point of playing? The point of play-
ing right now is to have fun. There is 
no pressure on you anymore. I want 
you to go out on the baseball field 
today and just have a good time.

They went on to win that day. In 
fact, they won the last five games. 
The boys finally started playing at 
their full potential. At the end of the 
season, as we entered the playoffs, 
the top three teams were looking 
nervously at the Orioles. I’d like to 
tell you we placed in the playoffs, but 
once again with the pressure back on, 
the Orioles choked and got knocked 
out in the first round.

The trick is to take your mind 
off the prize, and focus instead on 
enjoying the project at hand. We’ve 
all heard: “It's the journey, not the 
destination.” There is a lot of truth 
in that cliche. The idea being that 
we should experience the task as an 
end in itself. Poet, Crystal Boyd, said 
it best in her book, Midnight Muse: 
"Work like you don't need money, 
Love like you've never been hurt, And 
dance like no one's watching."

Chill Out

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

“Fund for the Future”

http://www.ifea.com


When I first joined the Kentucky Derby 
Festival as its General Counsel, I’d never 
done any work with intellectual property 
(“IP”). Most notably in the area of trade-
marks. Yeah, I may have glossed over a 
few pages in law school that referenced it; 
but nothing was tested on the bar exam, 
so anything related to IP was purged from 
my memory banks to make room for 
Torts, Contracts, Con Law, etc.. My field 
of practice after law school was mostly in 
criminal law. While I may have plenty of 
cocktail party stories about the amazing 
ways people get themselves in trouble, I 
gained no experience learning the true 
value of this symbol: ® When I started 
this job, that all changed. IP is now a 
legal issue where I spend a great deal of 
my time.

Now, lets’ go over the basics.
A trademark is a distinctive sign or in-

dicator used by individuals or businesses 
to identify products or services. Consider 
these marks:

Each of the marks above have the ®next 
to them. That symbol basically says to 
the world, “Hey, we own this, don’t use 
it without our permission.” In order for a 
mark to gain status as an official trade-
mark, it must be registered with the US 
Patent and Trademark office (national) or 
with your local Secretary of State’s office 
(state/regional). The application requires 
approximately 6 months of prior use. 
This prevents someone from thinking up 
a trademark, registering it and then never 
using it within the stream of commerce. 
You can’t use ® until it has been approved 
by the trademark office. In order to 
maintain rights to a trademark, you must 
continue to use it. Three years of non-use 
usually constitutes abandonment.

So what’s the practical application of 
this in the festival and event industry? 
THUNDER OVER LOUISVILLE® is one 
of the most valuable trademarks owned 
by the Kentucky Derby Festival. It’s our 
largest event and there are plenty of busi-
nesses that want to be associated with it. 
Sometimes a business will take creative 
license with the mark and advertise their 
company as, “The place to watch Thunder 

Over Louisville,” or “Avoid the crowds, 
stay at our hotel after Thunder Over Lou-
isville.” In order to protect the sponsors 
who pay for the right to use our mark 
and to avoid diluting the mark’s value, I 
write letters and follow up with phone 
calls asking that all non-approved use of 
the mark cease and desist. More often 
than not, the non-profits or business who 
are using the mark innocently believe 
they can do so. I help them understand 
that’s not the case. Here’s a copy of the 
letter I usually send:

This usually does the trick and the unau-
thorized use stops. If they ignore us, a nas-
tier letter is sent threatening litigation and 
all that kind of fun stuff. KDF has never 
had a company not stop unauthorized use 
after they were notified of their infraction.

If you have a mark that you believe 
needs to be protected with official trade-
mark status, I highly recommend engaging 
local counsel to determine whether Feder-
al or State registration is appropriate. The 
attorney will also guide you through the 
process of properly filing the registration.

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 University 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. 

What’s in a name? Actually, quite a bit. Especially if it’s trademarked.

What’s in a Name?

“Dear ______:

It has come to our attention during this year’s Kentucky 

Derby Festival’s Opening Ceremonies, your compa-

ny placed advertisements which made reference to 

THUNDER OVER LOUISVILLE. Please be aware that 

THUNDER OVER LOUISVILLE is a proprietary trade-

mark owned by the Festival. Your use of this term implies, 

incorrectly, that your company is somehow associated 

with or a sponsor of the Kentucky Derby Festival. There 

are many businesses in the community which do use our 

trademarks, under license from the Festival, precisely 

because they are sponsors of the Festival. As such, con-

sumers are likely to be deceived by your use and falsely 

believe that you are indeed a sponsor.

We know that the Kentucky Derby Festival is an integral 

part of the community and can appreciate your desire 

to use our trademark in your advertising. However, we 

ask that you do not continue such use. If you would like 

to speak further about sponsoring the Festival so that 

you may use our mark, I would be happy to place you in 

contact with our Sponsorship Team.”
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For IFEA sponsorship opportunities, contact Sylvia Allen, Director of Partnership Marketing at (732) 946-2711 or sylvia@ifea.com

IFEA Convention Speakers              IFEA Pittsburgh Volunteers

ASSOCIATION PARTNERS

ASSOCIATION SPONSORS

ASSOCIATION SUPPORTERS

CONVENTION PARTNERS

CONVENTION SUPPORTERS

®
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By Sean King

#whippersnappers –  
5 Tips to Marketing  
Community Events  
to Multigenerational  
Audiences

As marketers of community events, 
we are tasked with the nearly impossible 
goal of reaching the majority of our local 
population, including your grandmother, 
your daughter and everyone in between. 
Raising the bar a little higher is that we 
need to accomplish this task in a short 
period of time with limited resources 
using a nearly inexhaustible number of 
mediums. 

So how do we do it? How do we use 
traditional and social media to reach 
generations of our audience through 
multiple medias, with multiple messages 
without being completely overwhelmed?

With the advent of social media and 
the proliferation of smart phones, tablets 
and other communication devices, 
the game has changed forever and our 
audiences have adopted new ways to 
communicate and use technology. 
Unfortunately, there’s not an easy-to-use 
app to download to direct us to the best 
media platforms, the most effective types 
of message and which audience segment 
will react to the method or message we 
use. So it is up to us to create the right 
mix to drive results.

Resources are no longer identified just 
as money and time. Resources are now 
the content associated with our event that 
we want our audiences to consume. As a 
savvy marketer, you need to define your 
strategy and leverage every single morsel 
of content until you reach your goal. 
Simple enough, right?

However, you unfortunately are about 
to jump on a moving train. With the 
nearly daily addition of new platforms, 
apps and features added to best utilize 
social media; just as you figure it out, it 
changes again. The paradigm has shifted 
from determining where best to spend 
your ad buy, to where best to place your 
assets, at what intervals to share, and 
what metrics to monitor to determine 
their effectiveness. 

When you are functioning at max-
imum capacity, you are creating new 
content and publishing it on multiple 
platforms, repurposing and redistributing 
it on an almost continuous cycle for each 
portion of your audience.

Your budget now has more to do with 
the time you can spend generating mes-
sages and the number of posts, tweets, 
pics or videos created, rather than burn-
ing through column inches and thirty 
second spots. Ad spends are now defined 
as “buying” your audience’s attention 
with free content which includes promo-
tional or entertainment messaging. The 
downside to this strategy is that we know 
our audience has limited available time 
and personal bandwidth to give to your 
event while the amount of noise in their 
lives increases to a fully saturated point.

Here are five tips to help you when 
attempting to reach a multi-generational 
audience through multiple platforms and 
with multiple messages:

#1 The Media and Message 
Some tried and true marketing basics 

will always be with us. After all, the tril-
lions of dollars spent throughout history 
on advertising and subsequent research 
of such, has taught us a great deal, but 
still hasn’t solved all of our problems. 
When creating a marketing strategy for 
a multi-generational audience, take into 
consideration what messaging appeals to 
a specific portion of your audience and 
how do they react, and more importantly, 
is that our intended reaction?

The question is no longer where 
people consume their media. In the past 
it was easy: cars for radio and outdoor, 
home for television and newspaper, but 
now media consumption is ubiquitous. 
The new reality makes media buying less 
expensive, but we have traded the costs of 
media distribution for those of content 
curation and creation and maximizing 
the few opportunities we have to make 
an impact in today’s short-attention span 
world.

Each generation of our audience has 
tendencies on how they consume and 
what they consume, and it is up to you 
and your team to adjust slightly to what 
will make each slice of the audience react. 
A slight change in how the story, pics 
or information is presented can make a 
huge difference.

Turnstiles: Marketing for Event Managers
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#2 Putting the Social in Social  
     Media  

There are universal truths to the world 
and no matter if an audience member is 
17, 47 or 87, these truths affect individu-
als in the same ways. Humans are social 
animals and need to belong. They enjoy 
the comfort and camaraderie of large 
groups and except for a rare few, people 
generally do not want to be the first to 
the party or first to the festival, or worse, 
be part of a small event.

Through the social media tools at our 
fingertips we can now create guest lists 
and virtual events in advance of our real 
world events so attendees feel like they 
belong and can work on your behalf to 
build buzz around your event.

The social aspects of your event crosses 
all generations, and having the right 
people say they are attending makes all 
the difference in the world. Just as in high 
school, adults and seniors will go if the 
“cool kids” go. If not, you are left to build 
events the old fashioned way, organical-
ly, which takes a lot longer than having 
attendees helping you along.

Mass media also plays a role in this 
part of the strategy as if there are enough 
reminders out in the mainstream, it 
can start to generate conversations and 
add accelerants to the buzz being built 
around the event.

This is the point where the elusive 
tipping point can become engaged. And 
the question turns from “Are you going?” 
to “Why are you not going?”

#3 – It’s Not You, It’s Me. 
Ask any business person and they’ll tell 

you it easier to build your business by 
taking care of the customers you already 
have rather than generate new ones. 

This is the same for those of us run-
ning events. And when speaking to a 
multi-generational audience, you need 
to be sure to listen to what your fans and 
detractors say about your event. What 
brings them back? Why would they not 
return? What can you do to make a dedi-
cated fan from a casual attendee?

If you’re lucky to have been running an 
event for a few years, it means that people 
have found value in your event and 
you’re on your way to building a success-
ful event for the long term. But you must 
keep fans coming back year after year in 
order to create a lasting legacy for your 
event to grow.

Marketing is not only the promotion 
of your event, but also the sum total of 
the entertainment value and the overall 
experience of your guests. Be sure that 
you are watching trends and constantly 

improving upon your product for each of 
the generations you serve.

Create specific campaigns to bring your 
past audiences back, while still focusing 
on bringing new attendees into the fold. 
Audience churn has happened in many 
great festivals, be sure to concentrate on 
minimizing the number of attendees who 
come once, never to return.

#4 Are You Trending? 
Your event is nothing if it doesn’t have 

buzz. That palpable feeling you get from 
the phones ringing, email traffic, Face-
book posts and Twitter flow. 

But generally, buzz is something that 
comes from the grass roots and bubbles 
up, rather than something you can sim-
ply create. You can put all of the pieces 
in place, but word of mouth among the 
generations is what will sell the event. 

You need to build the buzz amongst 
the different pockets within your commu-
nity and let the growth take a life of its 
own, with occasional tending from your 
strategic marketing plan. The buzz might 
be established at the ground level, but 
as the organizer/promoter you have the 
responsibility of putting the right pieces 
in place so that the members in those 
audience segments can share and help 
promote for you. 

It’s at this point, where using mass 
media, especially with special appear-
ances, interviews and other scheduled 
features, can help you generate buzz for 
your event.

Remember to promote these appear-
ances to your fans so that they can take 
the ball and run with it. Don’t rely on the 
mass media to do all the work, you sim-
ply need to use them as a tool as well.

#5 It’s Not Who You Know… 
Those who you know and have expe-

rienced your event are already sold and 
if you’ve done your job in the past of 
delivering on your promises, these fans 
will likely return. 

It’s probably not the friends of your 
fans that will make your event a wild suc-
cess either. But rather, it’s the friends of 
the friends of your fans that will take your 
event from mildly successful to legendary. 

If you are able to tap into that third 
level of support, you are well on your 
way. The best way to do this is to create 
multilevel partnerships with media and 
your corporate sponsors. Too many folks 
think these relationships must be based 
on money, but in truth, the most effective 
partnerships allow both parties to grow 
from increased participation. 

Increased opportunities for interaction 
and activation improves the guest experi-
ence as well as the return on the invest-
ment by your partners and in the end will 
elevate the stature of your event.

Your media and strategic partners 
chose to do business with you based on 
their business objectives, determined in 
part by their desire to reach current and 
prospective customers. These organiza-
tions are bringing extensive resources to 
reach specific generations of the audience, 
you should maximize the potential return 
by connecting with these audiences to 
promote your event. 

Here’s another tip: Don’t forget to 
evaluate these potential partners early on 
in your planning and make decisions on 
their involvement based on your audi-
ence strategy. 

Leveraging all of the possibilities 
within specific demographics and the 
companies that are already reaching 
them, allows for you to create special 
promotions, offers or entertainment that 
resonate with each group and bring more 
people to the event.

It takes time. There’s no easy short-cut 
to look at the demographic make-up of 
your audience and determine the right 
message, the right promotion and the 
right media for the right target audience 
to find your event.

The main take away from #whipper-
snappers is that you need to treat each 
generation of your audience members 
with customized media and content 
to maximize attendance. Making sure 
you are constantly working to build a 
loyal audience that returns and that your 
programming encourages them to return, 
will only provide you with even better 
results. 

The cold hard truth is that you even-
tually will run out of time, money or 
human resources. BUT, you will never 
exhaust the amount of content you can 
create, nor the amount of buzz you can 
build, but it’s sure fun trying!

Sean King has been consulting with 
small businesses and non-profits 
organizations for over 20 years.  Cur-
rently, Sean is the Director of Market-
ing & Communications for Youth Edu-
cation in the Arts (YEA!), a non-profit 
organization based in Allentown, PA 
which teaches life lessons through 
music.  He also blogs regularly at 
www.artsmarketingblog.org.  You can 
follow Sean on Twitter @skingaspire 
or contact him at: sking@yea.org
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CFEE Satellite Program 
Launched in New Zealand 

A group of 13 New Zealand event prac-
titioners have begun their journey toward 
becoming Certified Festival and Event 
Executives (CFEE) and they are doing it 
without leaving the Country.

New Zealand is the first IFEA affiliate 
country to adopt a full satellite program 
with the ability to deliver core curriculum 
modules. IFEA New Zealand convener, 
Warwick Hall, CFEE says “Traditionally 
international participants traveled up to 
America twice in order to complete the 
core curriculum. This is the first time a 
country has gained the ability to deliver 

the courses at home, negating the expense 
of travel. It’s the culmination of two years 
work and bears testament to the great 
relationship enjoyed by the New Zealand 
Association of Event Professionals and 
IFEA World.”

Learning outcomes and moderation for 
the modules was provided by the IFEA 
Academy of Event Education to ensure 
global consistency and integrity around 
the program. Further moderation was 
provided by Becky Genoways, CFEE, 
Chair of the IFEA World Board. Becky 
travelled to New Zealand to deliver two 

of the modules with Warwick Hall, CFEE 
delivering the third.

The IFEA’s CFEE Certification is rec-
ognized as the global standard for those 
wishing to benchmark their skills and 
experience against contemporaries around 
the world. “It’s exciting stuff for the New 
Zealand events industry” says Warwick, “it 
makes it wholly accessible for New Zea-
land practitioners to compete the program 
and gain full international certification.

Those wishing to know more about 
CFEE NZ should contact Warwick Hall 
info@eventset.co.nz.

Photo Left to Right:
Jason Cameron, Wendy Wilson, NZAEP, Jodi Preston-Thomas, Michelle Campbell,  
Celine Filbee, Joanna Finlay, Kay Brake, Penny Mitropoulos, Eric Ngan, Drew Naika,  
Julie Kerry, Nick Reader, Rebecca Martin, Andrew Hansen, Becky Genoways, CFEE (Tutor),
Warwick Hall CFEE (Tutor).
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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
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FOUR VITAL KEYS 
to a Sucessful 

Publicity Campaign

By Russell Trahan
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Thankfully, there are a number of 
actions you can take to safeguard yourself 
from PR pitfalls and get the most out of 
your fledgling publicity campaign.

1. Start Sooner than Later 
A common misconception held by 

newcomers to the public relations realm 
is that the appropriate start date is when 
the final touches have been put on a new 
product or location. This is typically the 
initial obstacle that has many profession-
als sputtering out of the gate: your PR 
campaign should begin at least four to 
six months in advance of your anticipat-
ed launch. Properly executed publicity 
involves creating a snowball-effect by 
ever-increasing mentions and features 
across a wealth of publications; by the 
time many businesses feel they are ready 
to proceed with PR, their window of  
opportunity has already begun to close. 

2. Appoint a Company  
   Spokesperson 

The decision to finally pull the trigger on 
a company-wide public relations campaign 
is enough to create a palpable buzz around 
the office. The prospect of increased sales 
numbers and an expanded client base as the 
result of increased visibility will generate 
excitement amongst your employees and 
coworkers, but frequently lost amid the 
enthusiasm is the responsibility to delegate 
a media spokesperson. 

Many CEOs tend to view their opera-
tions through a prism of team-oriented 
achievement, where each and every 
member of the company provides their 
expertise to work toward a common goal. 
While this is a terrific model for foster-
ing corporate harmony, it does not work 

when a reporter is on the phone seeking 
a specific person for a quote in their 
next issue. Appointing a spokesperson 
to handle all media matters and requests 
is vital to maximizing the likelihood 
that your thoughts and ideas make it to 
print. Reporters and editors adhere to 
strict deadlines, and in many cases, the 
contact that provides the content they 

a third-party perspective. As a result of 
this myopic mindset, many potentially 
lucrative opportunities fall to the wayside 
or are ignored entirely; cast aside because 
they don’t fit into the specific schema 
you’ve formed about the nature of your 
business or expertise. 

Stretching your topic to apply to what’s 
circulating in the news is a fundamen-
tal facet to a profitable campaign. For 
example: a company that manufactures 
widgets may only view their audience as 
potential suppliers, but directing their 
message to also include product-consum-
ers expands their audience and extends 
their reach. Never decline a publicity 
opportunity because of a perceived lack 
of expertise on a topic; broaden your 
message to apply to avenues you may 
have previously overlooked. 

4. Stir the Pot with Unique 
    Perspectives and 
    Controversy

Nothing whets the media’s appetite 
quite like a good, old-fashioned contro-
versy. They dominate headlines, they are 
the fodder for early morning water cooler 
conversation and most importantly: they 
sell papers. This does not mean to delve 
into the gutters of Kardashian-inspired, 
tabloidian gossip, but providing a unique 
counterpoint to commonly held beliefs 
or opinions is a terrific way to produce 
attention and awareness. 

A well-researched, informed argu-
ment that may fly in the face of societal 
norms is akin to a flashing, neon-sign to 
journalists seeking to provide both sides 
of an issue. Do not shy away from ruffling 
feathers, because nothing builds public 
notoriety like controversy. 

Make no mistake about it, a carefully 
crafted and properly executed publicity 
strategy will enhance your company’s 
profile, and provide a boon to your 
organizational efforts. By embarking on 
a PR campaign with clearly defined goals 
and an action plan for when the media 
comes calling, you’re positioning yourself 
to enjoy profitable quarters and annual 
reports in the black.

Every year, countless businesses from a variety of  
industries decide to take a crucial step in their corpo-
rate progression: a national publicity campaign. More 
often than not, there are a few critical missteps made 
at the outset that impede their momentum that have  
a direct impact on their PR return on investment.  
Public relations endeavors are an essential compo-
nent to increased visibility and name-awareness, but 
without proper preparedness and implementation,  
visions of magazine covers and daily newspaper  
interviews can prove to be ill-fated pipe dreams.

Russell Trahan is President of PR/
PR, a boutique public relations agen-
cy specializing in positioning clients 
in front of their target audience in 
print and online. PR/PR represents 
experts of all kinds who are seeking 
national exposure for their business 
or organization. Russell and PR/PR 
will raise your business’ awareness in 
the eyes of your clients and custom-
ers. For more information, please visit 
www.prpr.net or email mail@prpr.net 
for a free consultation.

Appointing a spokesperson 
to handle all media 

matters and requests is 
vital to maximizing the 

likelihood that your 
thoughts and ideas 
make it to print.

desire first will be the source quoted in 
the final copy. Publicity by committee 
leads to confusion, dragging feet and, 
ultimately, missed opportunities. Nomi-
nate a spokesperson to handle all public 
relations activity. 

3. Don’t be Afraid to Stretch 
    Your Message

There’s a tendency in the business 
arena to begin to adopt a form of corpo-
rate tunnel vision; you become so close 
to your skills and knowledge that it’s 
virtually impossible to view things from 
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Dr. Ben Goss always carries a sacky-pack into events. He hates to carry things in 
his pockets, and it comes in handy when he picks up one or two souvenir items. The 
pack is a small bag with a drawstring and is smaller than most women’s purses. 

Goss was attending the Bayou Country SuperFest, a two-day outdoor country mu-
sic show at Louisiana State University’s Tiger Stadium in Baton Rouge. Before he en-
tered the gates where tickets were scanned, he was subjected to the routine bag-check 
procedures—bumping the bottom of the bag and a glance inside the bag’s open top. 
Standard procedure, with no unusual signage or verbal instructions about bags to be 
seen. He even checked the event’s Twitter feed for any kind of change in 

ARE WE SAFE YET?
JASON HENSEL
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backpack policy. His ticket was scanned, and he was admitted 
without incident.

Goss had a seat in one of the stadium club suites. As he 
proceeded to the elevator, two deputies stopped him and said 
he could not carry his pack into the suites and would need to 
take it back to his car. He showed them the size of the pack and 
pointed out that it was smaller than a woman’s purse, but they 
told him they had rules to follow. 

“I told them it had been checked, and they told me I 
shouldn’t have been allowed in with it at all,” said Goss, an 
associate professor of entertainment management at Missouri 
State University who will be at Stetson University in August. “I 
asked why, and they said that was the rule this year and they 
worked to hustle me outside. I asked how I’d be able to get back 
in, and they said the people at the gate would let me back in.”

The deputies took Goss to a gate supervisor who reassured 
him she’d let him re-enter. On the way back to his car, he 
stopped to talk with some police officers and asked them if a 

“no backpacks” policy 
was really enforced at the 
event. One officer told 
him it was, and that he 
could thank the Boston 
bombers for it. 

When Goss returned to 
the gate, the supervisor 
who was to let him in was 
gone. He explained his 
story to the scanner why 

his ticket wouldn’t scan, and she let him in without question.
“On the way back in, I stopped to complain to one of the 

event personnel at the foot of the elevator who’d seen what 
had happened,” Goss said. “I told her that she needed to pass 
the word to her supervisor that I’d bought two suite tickets 
(worth over $300 each) for all four years, and that if women 
could bring in large purses, I felt that I was being discriminated 
against by not being allowed to bring in my sacky-pack.”

The event personnel said, “Sir, that’s all been resolved.”
Goss looked at her like she was a lunatic.
“No, it wasn’t,” he said. “I don’t have my pack, and I would 

have preferred to have it.”
At that time, one of the deputies came over and said, “Didn’t 

you see us call the marshall?”
Goss said he hadn’t seen them call anyone. The deputy said 

that after he left, one of them called to check the policy, which 
stated that he actually could bring in his sacky-pack.

“I took to Twitter every 15 minutes for the next two hours 
to express my displeasure at the severe lack of communication 
between all security and event parties involved with Bayou 
Country SuperFest,” Goss said.

After the event, Goss stopped to ask the same deputies from 
earlier about the pack policy for the next day.

“They gruffly assured me that I could bring my pack into the 
event the next day, which indeed was the case without has-
sle, although I went in through a different gate and elevator 
entrance,” Goss said. “Needless to say, I enjoyed the second day 
much more than the first, but I’m still dubious about buying 
tickets for next year’s event, which should concern [the organiz-
ers], because attendance was down at least 20 percent this year.”

ON THE OFFENSE
Security gets increasingly tighter across locations and events 

after every large-scale attack. The Boston Marathon bombing 
brings new scrutiny to backpacks. The shoe bomber led us all 
to walking barefoot through airport security. (By the way, it’s 
surprising that the underwear bomber didn’t challenge the safe-

ty of our undergarments). If someone wants to attack a group 
of people, that attack will take place with the most inventive 
means possible. Security can only go so far before we acquiesce 
to a military state. No manager or attendee wants that. All any-
one wants is to believe they are secure, but that’s a challenge. 

“Creating safe places is challenging work, particularly since 
most event managers are forced to work within the confines of 
structures (or open areas) designed without their input,” said 
Tamara D. Madensen, Ph.D., a professor in the Department of 
Criminal Justice at the University of Nevada, Las Vegas. “Some 
structural designs—including narrow or steep walkways, inad-
equate restroom facilities, non-individualized seating and lack 
of shaded areas—tend to encourage dangerous or disorderly 
behavior. Still, event managers can and do influence attendee 
behavior by manipulating environmental features and estab-
lishing/enforcing policies for both attendees and staff.” 

Steven Wood Schmader, CFEE, agrees that it’s impossible to 
protect against every scenario.

“Event [managers] don’t want the primary thought of their 
guests to be fear and anticipation of something potentially bad 
happening,” said Schmader, president and CEO of the Inter-
national Festivals and Events Association. “The best things our 
events and venues can do, as a common industry, is to have a 
well-thought out (and rehearsed as possible) safety and security 
plan in place, working closely with local law enforcement, health-
care and other government agencies, as well as our professional 
industry associations and peers, that addresses every possibility—
prevention of an incident, reaction scenarios should something 
happen and coordinated communication efforts in all cases.”

Organizers can, however, take advantage of training from 
FEMA, DHS, IAVM and organizations that offer the most cur-
rent and effective information on venue safety, says James D. 
Tucker, president, CEO and general counsel of the Internation-
al Association of Fairs and Expositions. 

“It behooves event organizers to share with their respective 
communities and attendees what steps they have taken to 
educate themselves and through the use of emergency plan-
ning to be able to react quickly and effectively to incidents that 
may occur,” Tucker said. “Media coverage of training exercises 
conducted at the venue by joint responders (if appropriate in 
the interest of safety) would showcase a proactive approach.”

Schmader says that if attendees see that event staffs have taken 
safety seriously, have involved them in the process as feasible 
(i.e., “If you see something, say something.”), have partnered 
with the appropriate professionals around them and have com-
municated to them what they need to know to plan their own re-
sponses to a bad situation (e.g., location of exits, who to contact 
for various situations, how to dress and prepare for the weather, 
family meeting spots should they get separated), they will feel as 
safe as any “new normal” allows them to as individuals. 

“A visible presence by police, security and medical forces on site 
(without appearing to be a police state) carries with it a message 

THIS SIGN AT THE CAPE TOWN STADIUM 
IN SOUTH AFRICA ILLUSTRATES THE 
CHALLENGE OF ANTICIPATING EXACTLY 
WHERE TROUBLE MIGHT COME FROM.
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I FELT THAT I WAS  
BEING DISCRIMINATED 
AGAINST BY NOT  
BEING ALLOWED  
TO BRING IN MY 
SACKY-PACK.
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of preparedness and 
protection,” Schmader 
said. “Following a tragedy 
like the Boston Marathon, 
other events may find that 
offense is their best de-
fense. The Kentucky Derby 
Festival held a press con-
ference shortly following 
the Boston bombings to 
extend condolences, while 
reassuring everyone that 

they were taking all precautionary steps to protect their own guests 
and event against the potential of a similar scenario. Unfortunate-
ly, we live in a new and changing world; a world where we must 
take every feasible step to create ‘safe havens’ for our attendees.”

GOOD BEHAVIORS
When managing crowds in general, Madensen says, the most 

effective behavior management approach involves making 
“good” behaviors seem like attractive options, while making 
“bad” choices seem less attractive to attendees. 

“People are more likely to follow rules if we make it easy and 
rewarding to do so,” Madensen said. “If breaking rules appears 
to be risky, unrewarding and inexcusable, we are more likely to 
elicit compliance from attendees.” 

The 17th-century philosopher Thomas Hobbes recognized 
that humans have an inherent need to feel safe, and that is why 
they give up individual rights.  

“It’s important to think about how many features—in fact, 
all the features of your daily life—rely on an assumption of a 
certain kind of stability, a certain kind of predictability,” said 
Yale University Professor Tamar Gendler, Ph.D., in her course 
“Philosophy  and the Science of Human Nature.” “Without that 
kind of stability and predictability, says Hobbes, there’s contin-
ual fear and danger of violent death.”

This is where experienced managers can shine, because they 
are able to tell the types of triggers that set off negative crowd 

behaviors. 
“This is an important 

point since we can only 
prevent what we can 
predict,” Madensen said. 
“Prevention is key when 
attempting to deal with 
any threat, including 
more specific incidents, 
like terrorist attacks. Al-
though these attacks may 
seem random and unpre-
dictable, we can design 

interventions for any scenario that can be envisioned. Pre-plan-
ning allows us to take steps to mitigate potential threats.” 

Creating a stable, safe and predictable environment can be 
tricky, though, because if you go overboard you risk alienating 
attendee experiences.

“This concern is understandable if managers only use overt 
and aggressive security tactics to address harmful threats,” said 
Madensen, who will speak at the 2013 IAVM International 
Crowd Management Conference in November. “However, some 
of the best interventions are simply built into the physical en-
vironment (e.g., structures or signage that facilitate pedestrian 
flow and eliminate hiding spaces) or encourage positive inter-
actions between crowd members and staff (e.g., training staff to 
engage in conversations with attendees who act suspicious or 
agitated). These ‘prevention’ measures serve to increase safety 
and enhance the overall guest experience.” 

It’s true, Tucker says, that steps involving interacting with 
attendees to provide security will have an impact on the attend-
ees’ experiences. 

“Working people through bag searches and perimeter secu-
rity, for example, will take time and may cause an attendee to 
feel intruded upon, but it is part of what attendees have to be 
prepared to experience today,” he said.

Tucker suggests utilizing staff or volunteers who excel in guest 
services at critical points, such as at bag checks or metal detectors.  

“The bottom line is that attendees are going to have to adjust 
their expectations, and I think they are and will continue to do 
so as we enhance security,” he said.

  

CONTINUE IMPROVEMENT
There will always be overlooked elements in any kind of 

security preparation. The hope is that they are minimal and 
overlooked by would-be attackers, too. 

“It is human nature to think that ‘it won’t happen here’ or 
‘we are doing all that we need to,’ and become complacent,” 
said Harold C. Hansen, CFE, director of life safety and security 
for IAVM. “Venues and event organizers must always work on 
continuing improvements to their security and patron safety. 
Additionally, training is a key building block of any security 
plan. Everyone on the front line must know, understand and 
be able to execute their part of the plan. Adopting an ongoing 
training program is essential.”

Even though, Goss says, most ordinary entertainment and 
sport events aren’t high-value targets for organized terror like 
that seen in Boston, like Tucker he suggests inclusion of securi-
ty measures as part of the media/PR effort prior to an event.

“This can be cached as an outreach to fans, which again can 
serve multiple purposes by informing fans what to expect ahead of 
time, as well as making terrorists think twice about approaching 
the event,” Goss said. “Certainly, not all security measures need 
to be disclosed, but if shown the tip of the security iceberg, most 
folks will know a sizeable 
unseen mass of it also ex-
ists. If terrorists know the 
event will be secured in 
a high-profile, thorough 
and systematic way, sud-
denly their plans need to 
climb to a higher strategic 
level, which isn’t their pre-
ferred mode of operation. 
History tells us that they 
want to follow the path of 
least resistance. According-
ly, a concerted, ongoing 
effort to close every single 
imaginable gap in security 
should be undertaken, 
because every event can 
have soft underbelly spots 
that create just enough 
opportunity to be seized 
by terrorists.” 

ENSURING CONFIDENCE
Every expert spoken to says the same thing: Communication 

is the No. 1 way to mitigate an attack. Whether through training 
staff, encouraging attendees to speak up if they see something 
suspicious or coordinating a media effort to broadcast security 
efforts, it co mes down to human contact. New technologies such 
as biometrics and room sensors will increase in popularity as 
security devices, but it is person-to-person interactions that will 

UTILIZE STAFF OR 
VOLUNTEERS WHO 
EXCEL IN GUEST  
SERVICES AT CRITICAL 
POINTS, SUCH AS AT 
BAG CHECKS OR  
METAL DETECTORS.  

IT IS HUMAN NATURE 
TO THINK THAT “IT 
WON’T HAPPEN HERE” 
OR “WE ARE DOING 
ALL THAT WE NEED 
TO,” AND BECOME 
COMPLACENT.  

A CONCERTED,  
ONGOING EFFORT TO 
CLOSE EVERY SINGLE 

IMAGINABLE GAP IN 
SECURITY SHOULD  

BE UNDERTAKEN,  
BECAUSE EVERY 

EVENT CAN HAVE 
SOFT UNDERBELLY 

SPOTS THAT CREATE 
JUST ENOUGH  
OPPORTUNITY  
TO BE SEIZED

Continued on page 62 
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These days, when people look to find 
out about upcoming festivals and other 
events, the first places they go are usu-
ally the Google search boxes and social 
networks. If your name doesn't come up 
quickly, they may give up in frustration 
and never make it to the event. In this ar-
ticle, we will break down everything from 
choosing a unique and memorable name 
for your event, to linking your social me-
dia profiles to increase your performance 
in search engines, and using free tools like 
Google Analytics to see how people are 
finding out about your event and what 
you can do to get more people to your 
website and keep them around longer.

Connect Search and Social 
Media to Boost Visibility

The rise of the search box truly changed 
the world online. It’s hard to type in web-
site addresses when you can just Google 
what you’re looking for (or Bing or Yahoo 
it, if that’s the way you roll). A website’s 
rank on search engine result pages (SERPs) 
remains crucial, especially when attracting 
consumers new to your business.

Social media accounts are valuable 
channels that help you reach people who 
want to connect with your brand. If you 
cultivate your voice on those channels 
and interact with fans and followers, you 
can grow your marketing base tremen-
dously. They also give you the oppor-
tunity to improve your page ranking in 
search, a huge win-win for your festival.

I can hear you asking, “But how?” 
There are countless companies offering 
the one magic key to improving your 
search engine optimization (SEO),  
usually at a hefty price. The strategies  
they use, like link-farming and key-
word-stuffing, aren’t just sketchy and 
expensive; they’re well-known to search 
engines by now and often have little to 
no effect on rankings. One of the key 
changes in search over the last few years 
has been the balancing of popularity sig-
nals, defined as the quality and quantity 
of links and the context in which they are 
shared, with relevancy signals, which are 
combinations of terms that help search 
engines deliver more precise results (also 
known as phrase indexing).

The good news is that you can win in 
the SEO game by simply being yourself, 
and making sure that you follow through 
on your messaging, stay organized, and 
keep consistent. At the end of the day, 
creating interesting content that’s relevant 
to your festival and popular with your 
target audience is the most effective way 
to optimize for search engines. How can 
you make this work?

Step One: Include your website link 
and links to your other social  
channels across all your social  
media accounts.

Including links will help search engines 
identify the legitimate relationship be-
tween these disparate channels, creating 

strong inbound and outbound links. It 
also makes it easier for users to find you 
on their preferred channels.

Step Two: Use the same description 
of your festival as often as possible, 
including keywords you want associ-
ated with your business.

A consistent description helps strength-
en the relationship of those social media 
accounts with your festival, which directly 
impacts search results. Want to be known 
for more than just your name? Then say 
so! Include details like your location, 
target audience, philosophy, and anything 
else that you think your target audience 
would find compelling about your event. 
Here’s a very basic template: “NAME is 
the most ADJECTIVE festival in the LO-
CATION, featuring ACTIVITY, KIND OF 
FOOD, and MUSIC HEADLINER.”

Step Three: Regularly create new 
content via social media. 

Don’t be boring, spend some time on 
your social media posts! You want user 
engagement with your content. Try asking 
open-ended questions or posting interest-
ing articles on topics related to your event. 
Well-chosen photos are very popular on 
Facebook, and often get a lot of engage-
ment. If you want to get a little bit more 
advanced, try experimenting with contests 
and giveaways (be sure to look into the 
laws governing online contests first). 
Social actions such as shares, retweets, and 

Search, Social, 
   and Analytics, 
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HOW TO 
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By Brandy Hartley
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comments about posts increase the visi-
bility of your channels to search engines, 
by indicating that there is interesting 
new content to index on these accounts, 
which are tied to your website. Be sure to 
respond to comments and questions in 
a timely manner, to encourage people to 
continue to engage with you online.

Step Four: Claim your Google+ busi-
ness profile and your Yelp profile. 

This is a critical step with the new 
introduction of sidebar knowledge 
panes in Google search results and Bing 
results. The first step is to claim your 
Google Places account and establish your 
Google+ business profile. Then, when 
a festival link is clicked, Google Places 
and Google+ power the knowledge pane 
on the right hand side of Google search 
results. Reviews of your festival from 
Google-owned Zagat will display there. 
Google explicitly states on their Webmas-
ter Tools site that linking a Google+ pro-
file to your website provides information 
used ”to determine the relevancy of your 
site” in search. Own that profile!

As for Yelp, Bing search results include 
sidebars with Yelp user reviews of your 
business, and Bing is the search engine 
used by Facebook. Bing searchers who 
connect their Facebook accounts see  
messaging from friends about your  
venue. You should own the messaging, 
it’s that simple. 

You want to control the search results so 
that you are either driving traffic directly 
to your site via your website link, or in-
directly to your site via your social media 
outlets. The goal? End up with a search 
results page that is covered with your 
channels. Now go forth and optimize! Of 
course, with all this new traffic to your fes-
tival site, now’s the time to get up to speed 
on understanding your site data.

Get Analytical: Using Google to 
Understand Your Site

Google Analytics is the most funda-
mental and valuable tool to understand 
who’s visiting your site and what they’re 
doing there. The best part? It’s FREE! If 
you still aren’t convinced, check out some 
of the most important reasons to use 
Google Analytics.

Customer Insights
First of all, Google Analytics gives you 

an immense amount of insight into your 
customers. You can quickly view the num-
ber of new and returning customers, where 
they’re located around the country and 
world, the devices and operating systems 
they use (iPhone, Android, Mac, PC, etc.). 

Traffic Insights
You can also quickly see how people ar-

rive at your site (search, direct links, social 
media, etc.), which social media networks 
refer the most traffic, and how search 
terms are used to find your festival. You 
can even combine this data with the cus-
tomer insights to see how different groups 
of customers move through your website. 
Maybe mobile visitors to your site leave 
within a minute because you don’t have 
an optimized mobile experience, or a key 
part of your site doesn’t work for a certain 
browser, operating system, or language.

Content Insights
Once you know who your visitors are 

and how they find your content, you can 
drill down to a more granular level and 
discover which pages draw the highest 
traffic and keep people the most engaged. 
As above, you can cross-reference this in-
formation with segments of your audience 
and traffic sources; maybe one part of your 
site is really popular on Twitter, or your 
“Getting Here” page draws in a bunch of 

people from a nearby city (better make 
sure you give them clear directions).

Getting Started
It’s simple to get going with Google 

Analytics. First, create an account at the 
Google Analytics homepage and set up 
a tracker on your website. Festivals who 
work with Ticketfly and have Ticket-
fly-powered websites are already set up 
with Google Analytics by default, and can 
track actual ticket sales conversions back 
to different traffic sources.

When you click into the Analytics site 
for reporting, Google drops you into the 
“Audience Overview” for the past month. 
You can use the left-hand navigation to 
move through the different reporting 
options. If you adjust the reporting date 
range, it will carry over to each report  
you visit.

We recommend that you take some 
time and look around these reports, com-
paring different date ranges or selecting 
longer date ranges if you want to see 
changes over time. The date range selector 
makes setting up the comparisons simple. 

There is a detailed Google Analytics 
Help page that answers questions from 
the basics to advanced features such as 
adding in dimensions and metrics, and 
adding custom segments of visitors to 
your report. It’s easy to get caught up 
in the rabbit hole of data that Google 
provides, but if you start off simple and 
follow these guidelines you’ll be amazed 
how much impact it can have on your 
festival’s marketing tactics and success.

Ticketfly is an integrated ticketing 
and marketing platform for event 
promoters of any size, from stand-
ing-room-only clubs to festival 
grounds and arenas with reserved 
seating. The Ticketfly platform 
provides a full suite of integrated tick-
eting, mobile and social marketing, 
email and analytics tools that stream-
line operations and increase ticket 
sales. Prominent Ticketfly festival cli-
ents in the U.S. and Canada include 
Camp Bisco (NY), Life is good™ festi-
val (MA), the Original Renaissance 
Pleasure Faire, Southern Ground 
Music & Food Festival (Nashville and 
Charleston), Noise Pop (San Fran-
cisco), Riot Fest (Chicago, Denver, 
and Toronto), the Preakness Stakes 
and InfieldFest (Baltimore), and Virgin 
Mobile FreeFest (DC).
To find events near you, visit ticketfly.
com. For more information about 
Ticketfly, visit start.ticketfly.com, 
connect on Facebook at facebook.
com/ticketfly, or follow us on Twitter 
at twitter.com/ticketfly.

Important Google Analytics Reports
“Behavior: New vs. Returning” is a quick hit report that shows your visitor 
breakdown. If you are actively driving traffic to your website (for example via 
paid advertising), this is a good metric to monitor before and after impact, to 
see how many new visitors show up.

“Mobile: Overview” shows you visits  
by desktop, tablet, and mobile. As more people view sites on mobile phones, 
this data can help you decide whether to create a separate mobile site or to 
redesign your site to optimize for mobile and desktop users.

“Traffic: Overview” allows you to slice the total traffic by keywords used 
in search, referring source, and tagged ad campaigns. Keywords are useful for 
search engine marketing, and to improve your search ranking by including 
them in your site content.

“Content: Site Content: All Pages” will show which pages are of interest to 
your visitors. In addition, if you click into a specific page report, you can select 
the In-Page Analytics option and see a heatmap of where users click to see if 
your calls to action are effective.
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How long do you think this legal pad 
would last on the market? Not very long, 
because it would do more harm than 
good. It would do more to cause you 
stress and frustration in your life than 
peace and success. I created this imag-
inary legal pad to make a point. Many 
people have chosen this exact tool to 
help them manage their time. It’s called 
the human brain. Have you ever, after 
an exhausting day, gotten into bed to 
enjoy a good night’s sleep and after 
laying there for just two minutes, just 
like the new legal pad, something 
you forgot to do three weeks ago 
pops into your head? Oh, that’s 
helpful. Just before you drift 
off into fantasyland your brain 
decides it’s a great time to bring 
this forgotten task to your 
attention. Not only does it feel 
like you were just hit with a 
bolt of lightning, it’s at a time 
when you are least able to 
do anything about it.

Have you ever gotten 
up to go get something in 
another room and when 

you arrived in that room thought to your-
self “why did I come in here?” It seems 
to have happened to all of us. How can 
your brain forget what it was thinking just 
eight seconds ago? What happened was 
that on your way into that other room 
you thought of something else and as a 
result the reason you got up disappeared, 
just like on the legal pad that can only 
hold one task at a time. Have you ever 
taken a vitamin or aspirin and then forgot 
whether or not you had taken it? Have 
you ever taken a shower and shampooed 
twice because you couldn’t remember if 
you had already done it? Have you ever 
gone to the grocery store and gotten 
everything but the one thing you went to 
get? How could your brain do this to you? 
Sometimes I wonder whether it’s work-
ing with us or against us. If you saw your 
brain on the shelf of a retail store you 
would not buy it and yet it’s the tool that 
most people rely on to manage their life.

Taking the time to write something 
down is a chore that takes effort and 
discipline as well as time. The conundrum 
is that it is very effective. When you plan 
your day in writing and run your day from 
the plan you are much more effective than 
when you do not. We have all planned a 

day and we have all gone through a day 
just winging it. There is a real difference in 
the results you get when you have a writ-
ten plan that considers your discretionary 
and non-discretionary time. In this article 
I will highlight five benefits of taking just 
five minutes a day to make a written plan.

1. You Don’t Forget Anything 
When you have a list of fifteen things 

written down you no longer have to re-
member fifteen things. The only thing you 
have to remember is the list. This is a great 
stress-reducer. It allows your mind to focus 
on the task at hand, it prevents details from 
falling through the cracks and it prevents 
lightning bolts from striking you when you 
climb into bed for a good night’s sleep.

2. You Get More Done 
Do you find that one of the most pro-

ductive weeks of your life is the week before 
you go on vacation? The reason we are so 
productive is not only because of the energy 
that comes from the excitement of an 
upcoming break but it is also the week that 
everyone seems to keep a list. Even people 
you know that never keep lists seem to keep 
one the week before they go on a vacation. 
Why? Because you don’t have any time to 
waste. When you don’t have a list the transi-
tion time between tasks is much longer.

Have you ever completed a task and 
while pondering what to do next you were 
interrupted…by you own thoughts? The 
human body has what I like to call check 
in points. When there is a break in the ac-
tion your body starts to influence what you 
think about. If it’s hungry and/or thirsty 
it will remind you to get food and water. 
If you’re tired or exhausted it will remind 
you to get some rest (or caffeine). If it’s 
bored it will remind you of fun times from 
your past and encourage you to daydream 
or get up and be social. If it has to go to 
the bathroom then there you go. These 
check-in points happen throughout the 
day during your downtimes or transition 
times. When you are focused on a task 
or headstrong into a project or goal your 
body follows your lead and seems to leave 
you alone. I have been so focused on a 
project at times that for twenty-four hours 
I did not eat, sleep or even go to the bath-
room. Going to this extreme is, of course, 
not always necessary but the point is that 
when you have a list you can keep your 
focus, you don’t give your mind time to 
wander, you lessen transition time between 
tasks and leave no time to get distracted.

3. You Can Better Recover 
   From Interruptions 

So armed with a plan you can manage 
to keep your own brain on a short leash 
but how about dealing with the inevitable 
interruptions and distractions that come 
from working with other people? Have you 

Imagine that there is a new legal pad on 
the market. It’s brand new and it just hit the 
store shelves. It has this amazing ability, at 

random times, to instantly bring back to your 
attention things that you forgot to do in the 
past. Pretty neat… but there are a couple of 
quirks. First, you can never predict when it’s 
going to work and when it’s not and whatever 
it brings back to your attention, it’s often too 
late to do anything about it. The second quirk 
is that it can only hold one task at a time. 
When you write down a second task on your 
list the first task that you wrote down disap-
pears. When you write down a third task the 
second disappears, and so on.
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ever had an interruption take you so far off 
your plan that you never actually returned 
to what you were doing? Interruptions are 
a part of life and are not always bad things. 
Important matters can come to your atten-
tion by way of an interruption. However, 
the real time lost is often the time it takes 
to return to exactly what you were doing 
before the interruption happened. When 
you are working your day from a list and 
you are interrupted, no matter how long 
the interruption takes, your recovery time 
is seconds. All you have to do is refer back 
to the list to get refocused.

4. You Make Better Decisions 
I often get asked when is the best time 

to plan, in the morning, in the evening, at 
lunch time. The best time is the time that 
works best for you. If you are a morning 
person then plan in the morning. If you 
are an evening person then plan in the 
evening. If lunch time is your time then 
plan at lunch. The key is to plan the next 
twenty-four hours of your life and my 
strong advice is always plan before you 
check email and voice mail not after.

Email and voice mail, by their very 
nature, are other people bringing things 
to your attention. I don’t think anyone 
has ever become wildly successful by just 
doing what other people brought to their 
attention. Voice mail and email put you 
into a mindset that is focused on other 
people’s agendas. When we start the plan-
ning process with what others want from 
us, it’s hard to get out of that mindset. So 
what’s my advice? Plan before you check 
email and voice mail and only adjust 
the plan if necessary afterward. I under-
stand it is usually necessary to respond 
to other people and get them what they 
are looking for, however, when we start 
the day with giving away our productive 
time, we often end there as well and don’t 
get to address our own important agenda. 
Prioritize the tasks that come from these 
sources and work them into your plan ac-
cordingly so you don’t wind up spending 
your most valuable productive time on 
something less important to you.

What happens if, once you have planned 
the perfect day, you go on to check voice 
mail and email and there is actually an 
urgent matter that requires your immediate 
attention? When this happens having the 
plan will help you make better decisions. 
When you have a plan you can weigh the 
voice mail matter against your plan and 
decide what is the best use of your time. If 
you didn’t have a plan, that voice mail, as 
compelling as it is, is not being considered 
against anything else. When you don’t have 
something to weigh your decisions against 
everything seems to have top priority. When 
you have a plan you can see it for what it 
really is and make the right decision.

Steve McClatchy is the president of 
Alleer Training & Consulting a provid-
er of training, consulting and speak-
ing services in the areas of Consul-
tative Selling, Time Management and 
Leadership. If you would like to learn 
more about the ways Alleer can be a 
resource to your organization email 
Steve.McClatchy@Alleer.com or call 
1-800-860-1171.

Don’t miss the  

IFEA’s 58th Annual  
Convention & Expo, 
September 16-18, 2013  

in Pittsburgh, PA  

with Steve McClatchy
as our  

Opening Keynote Speaker  
as he presents:  

“Your Event; Your Life;  
Your Decisions.”

What shapes an event leader's 
outcomes, career and life? Their 
decisions. Decisions bridge our 
visions with our successes. The 
criteria that we all use for mak-
ing decisions drives our perfor-
mance - and our effectiveness as 
leaders. Great decision-making 
habits yield a lifetime of achieve-
ments and success. Poor habits 
keep us stressed, frustrated and 
forever out of balance. Join us as 
we welcome back IFEA's con-
sistently highest rated speaker, 
Steve McClatchy, in this import-
ant keynote session for every 
leader and aspiring leader in your 
organization and our industry.

5. You’re Proactive, 
    Not, Reactive 

To me, being reactive means letting 
deadlines drive your decision making. Up 
until you reach the deadline associated 
with a task you have the ability to choose 
the best time for the task to get complet-
ed. When you reach the point when you 
are as far out from the deadline as the 
task itself is going to take, you have lost 
your freedom to decide when to do it. The 
task and the deadline have now made the 
decision for you, and you are no longer 
in control. How do you feel when you are 
not in control? How do you feel when 
your next task is being dictated to you? 
If you’re like me, it’s far from feeling moti-
vated and far from a desire to do your best 
work. It’s often work that includes a touch 
of resentment and regret. There is certain-
ly a lot of energy and excitement involved 
with waiting until the last minute but I 
never find it to be worth the anxiety, fear, 
stress and wasted time that leads up to it.

Being proactive, on the other hand, 
means you still have a choice. You could 
do it now or at another time. Even if the 
task is an unpleasant one, it feels better 
when you are in control of the decision. 
Planning your day puts you into the 
proactive mode. It allows you to decide 
the best time for something to get done 
before the deadline makes the decision 
for you. It also allows you to group like 
tasks together to save time and deal 
with the unexpected. One of the biggest 
benefits of planning is that it puts you 
in control. When you are in control you 
feel a lot more energized and motivated 
and feeling like that directly impacts your 
productivity and the quality of your work.

Many people say that when you fail to 
plan, you plan to fail. I don’t necessarily 
agree. We have all gone through an un-
planned day without failing at anything 
at all. But did we have our best day? We 
also have all had days when we were very 
busy but felt like we got nothing done. 
This is the more likely outcome of a day 
without a plan. There are plenty of things 
to keep you busy when you don’t have a 
plan. To have a day where you feel like 
you accomplished what you wanted, you 
have to plan for it.

The crises and time crunches in our 
lives that leave us feeling overworked 
and stressed out are often created by us 
making a commitment and never writing 
it down, saying yes before we checked 
the plan, or procrastinating precious time 
away. Take five minutes right now and 
think about the next twenty-four hours of 
your life and create a plan in writing. 

Planning is not a waste of time and 
I promise that if you invest just five 
minutes each day it will return a lot more 
than five minutes and be well worth it.
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While it is important to have great first 
and last impressions for any event or 
festival, it should be the experience during 
the event that eventually determines the 
event’s success. The harshest critique any 
event can receive is the non-compliance of 
ADA guidelines and the failure to provide 
a good experience for the attendee. (*)

Before assessing the current ADA plan, 
determine what kind of event is being 
planned. There are some big differenc-
es with events held in a downtown/city 
street venue versus at a private venue. For 
example, some elements that may need 
to be taken into consideration are power 
requirements for attractions, the pedestrian 
walkways, available parking spaces, free or 
ticketed admission, restroom access with 
hand wash stations and if there is food and 
drink available. If accessibility is a problem 
with any of these components, there is a 
potential for social media backlash.

Parking
When entering a downtown festi-

val, the most important component to 
some people is the availability of ample 
parking including ADA parking. Every-
one wants to be close to the entrance 
gate. Several festivals rely on available 
street parking and friendly businesses to 
allow their parking lots to be used for the 
occasion. Typically, not many ADA street 
parking spaces are available in a down-
town block and not many are available in 
a business parking lot. If a festival is able 
to get more than 4 ADA spaces on the 
street and more than 2 ADA spaces in a 
business parking lot, then only a handful 
of the attendees looking for ADA parking 
will be able to park reasonably close to 
the entrance. The remaining attendees 
looking for ADA parking will be required 
to park at a distance that can be prohib-
itive for them to attend the event. Consid-
eration of these patrons should be taken 
into account when there is a possibility 
that they will be required to walk 10 
blocks only to get to the gate and have to 
stand in line to buy their tickets.

If an event has a large attendance of 
people needing ADA parking spaces, is 
that need identified and matched with 
a solution? There are a few solutions for 
events with limited ADA parking. Within 
the downtown festival setting, if the festival 
uses a business parking lot for vendor stag-
ing or VIP parking, why not increase that 
space and use it for ADA parking or have 
a designated ADA lot? The limited ADA 
spaces have been multiplied exponentially 
by creating a designated lot. If the festival 
is unable to secure a business parking lot, 
try working with the local law enforcement 
to designate regular spaces as ADA parking 

spaces. Even if the first block leading up to 
the entrance gate or a side street is utilized, 
creating and assigning additional ADA 
spaces may not be enough. However, this 
can mean the difference between a person 
finding appropriate parking close to the 
entrance or returning home unsuccessful. 
Once turned away, their perchance to tweet 
or post on Facebook about their negative 
experience is increased. This is also the 
same for venues with a designated parking 
lot. It is easy to change regular parking 
spaces into ADA designated spaces near the 
entrance. The attendees will notice immedi-
ately and those that utilize them will be 
grateful for the consideration. You may not 
get the public appreciation via Facebook 
and Twitter, but you will not get the nega-
tive attention which elicits more publicity 
than positive posts.

Admission
After the logistics for the parking situa-

tion have been addressed, it is time to con-
sider the process for admissions. Is the ad-
mission setup ADA accessible? If the event 
is a free event and there is no line control 
or ticketing involved, there should be no 
issues. For ticketed events, the window of 
the ticket booth should be low enough 
for an easy transaction with a patron in 
a wheel chair. Consider implementing a 
seller policy for dealing with patrons that 
need a lower table and to come out of 
the booth to provide additional ticketing 
service. This style of customer service will 
be handy for those in a wheel chair and 
to other patrons who may need to utilize 
a table for the admission transaction. This 
will also prevent them from feeling sin-
gled out to a special line or being treated 
other than normal.

Cables secured to trussing covering a major walkway

Power Requirements
Once inside the event, the fun begins 

for the attendees. There are always various 
attractions and sights to see. While the 
guest may not be aware of it, events try to 
predict and control the flow of traffic by 
use of pathways. In that way, attendees 
will be able to view all the attractions. At 
the San Mateo County Fair, for example, 
the most popular attraction is Ham Bone 
Express 3 with the racing pigs. Attractions 
like this require electrical power and 
usually more than just a regular power 
circuit. To access that kind of power, 
many venues have to provide generators 
and run the electrical cables to it. These 
cables are frequently covered with cable 
ramps to minimize the trip hazard. 
These cable ramps, even when used in 
conjunction with ADA ramps, are still 
cumbersome and awkward to roll over 
in a wheel chair; similar to driving over 
a speed bump. An alternative to using 
cable ramps and running cables along 
the ground is to fly them. Have the cables 
suspended from the ground and support-
ed with trussing. This keeps them from 
becoming a trip hazard.

With cables suspended, access for 
everyone, including a wheel chair patron 
will be much easier and appreciated. 
In situations where cables must be ran 
across the ground, using cable ramps is 
the preferred method. A good mainte-
nance crew can quickly make and install 
some slightly angled ramps or your 
electrical company can place cable ramps 
with the ADA ramp attachment. Be sure 
to maintain the ramps throughout the 
event in case a repair is needed. These 
slight modifications will improve the 
pedestrian flow throughout the event.

(*) - This article is not meant to provide legal counsel as local and state laws may vary and be stricter than current federal requirements. This article is only meant to provide some insight and to help 
begin the process for making each event ADA (American Disability Act) customer friendly.
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Food & Beverage
During the pedestrian movement in 

the event, expect that patrons will get 
food and drink. One of the highlights for 
many festivals, including the San Mateo 
County Fair, is food. From funnel cakes 
to deep fried snickers, the food is always 
one of the more popular attractions. 
Many festivals and events have conces-
sionaires that use knock-downs (food 
service tents), trucks and trailers for food 
service. All are adapted to serve every-
one equally well when purchasing and 
receiving food. Some food trucks have an 
extra high counter, but staff should exit 
the truck to provide a reasonable level of 
customer service. The more common is-
sue arises when the buyer tries to retrieve 
napkins, add ketchup, mustard or other 
condiments to their meal. These condi-
ment shelves are typically higher than the 
serving shelves and can be difficult for 
someone in a wheel chair to reach. It can 
be difficult to hold a taco plate and grab a 
napkin and salsa from these shelves. Look 
for situations like these and provide ven-
dors with a table to use for condiments 
and other items. This eliminates the 
feeling of frustration for the patron and a 
potential confrontation between a patron 
and concessionaire. Occasionally there 
are concessionaires located in confined 
spaces where a table would not be very 
serviceable. Ask the concessionaire to of-
fer and to add the condiments as needed 
for the customer. While it may slow the 
sales line, this type of personal service is 

always appreciated. The bottom line and 
high sales may be the primary goal, but 
a happy customer will be returning next 
year because of this extra service.

Seating
Another way to encourage consump-

tion by the patron is to offer plenty of 
seating with designated spaces for ADA 
patrons and their companions. Take a 
few minutes to analyze the layout. What 
kind of seating is available? How many 
of those seats are assigned as companion 
seating and are wheel chair accessible? At 
the San Mateo County Fair, such seating 
is designated with at least one seat every 
100 feet and with a line of sight to the 
next one. The bench and the ground are 
marked to show these locations. Desig-
nating this type of seating will help those 
with wheel chairs and companions find 
seats together. This perpetuates the family 
atmosphere and bonding that festivals 
and events promote.

Restrooms
As with seating, restroom facilities are 

very important for any event. For those 
events with a set venue and restrooms 
installed, this is easier to handle. For ad-
ditional convenience, port-a-potties can 
be placed throughout the venue. Many 
facilities have wheel chair accessible 
restrooms, but not many of the port-a-
potties are wheel chair accessible and 
can be difficult to locate. Typically, the 
best way to provide wheel chair accessi-
ble restrooms is to provide at least one 

for every 6-10 in a group. If the budget 
allows, add additional units. In those 
situations where fewer than 4 are placed 
and they are regular units, signage can be 
paramount. Use the signage to show the 
direction and the approximate distance 
away for a wheel chair accessible unit. 
Keep directions concise and simple to 
read with the restrooms easy to locate. 
This is also true for hand wash stations. 
The majority of the rentable hand wash 
stations are wheel chair accessible, but it 
is always good to double check. An addi-
tional benefit to renting and using wheel 
chair accessible units will be for mothers 
and fathers with children. The additional 
room to assist their small children will 
make the event more family-friendly.

In summary, the above suggestions are 
not necessarily for legal requirements 
in certain states, but they are all good 
items to consider when dealing with the 
public and to prevent adverse feelings 
at the event. It may not be feasible to 
implement all of the suggestions, but 
many can be done with minimal cost 
and effort, especially if discussed with a 
number of volunteers and committees. 
Develop a new committee for ADA items 
and assign them the task of identifying 
the various situations and implementing 
the solutions. They can place signage for 
seating before the gates open up, provide 
suggestions to other committees and 
develop a plan that is implemented on a 
yearly basis. This may not be as glamor-
ous as the entertainment committee, but 
it is a necessity and expected by the visi-
tors. There is no instant gratification from 
these changes and implementations, but 
the image of the event can avoid negative 
social media comments that are detri-
mental to future events. Each event is de-
signed to provide entertainment and fun 
for visitors and this is one component 
that can enhance the overall experience.

Matt Cranford has over 15 years 
of event industry expertise with a 
concentrated focus in multi-purpose 
facilities and concert halls. Cranford 
is currently the Fair & Festival Event 
Manager for the San Mateo County 
Fair at the San Mateo County Event 
Center, a large-scale, nine day event 
in the Bay Area. He is a Trained 
Crowd Manager with International 
Association of Venue Managers 
(IAVM) and earned a B.S. in Business 
Administration from California State 
University, Stanislaus.
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The Event Management School at Oglebay National Training Center in West Virginia is designed around the 
concept of bringing new and mid-career industry professionals 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 – from sponsorship/revenues to operations/risk 
management, media/marketing to volunteers/team building, business/budgeting to community/city partner-
ships and more – and then test your knowledge/skills/creativity against your peers. A two-year program,  
second year students will work closely with Event Management School expert advisors/instructors to design/
create a complete event template to be presented as part of their final assessment project. Don’t miss out on 
this unique opportunity. REGISTER NOW AT WWW.NRPA.ORG!

EVENT MANAGEMENT SCHOOL
A Comprehensive Training and Educational Experience for 
those producing and/or working closely with community events.

For more information:

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.

JANUARY 19 – 23, 2014

http://www.OGLEBAY-RESORT.com/schools
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In the spring of 2011, TRS – The Reg-
istration staff interviewed nine expert 
volunteer managers seeking to under-
stand their secrets in managing large 
numbers of people in complex event 
environments. Our team gathered these 
“tips from the volunteer management 
trenches” to share with IFEA readers and, 
we admit there was a selfish purpose, 
to double check our own assumptions 
about the priorities of our clients.

Jumping forward to 2013, we think it 
is time to check back in with a new team 
of volunteer experts and once again share 
the results. A few weeks ago we armed 
our Ball State University intern, Ashley 
Dunahee, with a list of questions and the 
charge to contact some heavy hitters in 
the event management world:
•	 Kylie	Kidder,	Manager	of	Volunteers	

& Children’s Programming, French 
Quarter Festival

•	 Mona	Langenberg,	Director	of	Support	
Services, Go! St. Louis

•	 Shirley	Cooper,	Business	Manager/
Volunteer Coordinator, Detroit Jazz 
Festival

•	 Ashley	Morris,	Program	Director,	
Celebrate Fairfax

•	 Valerie	Grudzien,	Program	Manager,	
500 Festival

•	 Paula	Ferguson,	Volunteer	Assistant	
Chair, The Memorial Tournament.

Ashley came back with some interest-
ing observations; we hope you will find 
the results interesting.

How are you using Social 
Media to improve your  
volunteer program?

Just a few years ago it was hard to find 
event organizations that maintained a 
good Facebook site and even fewer who 
were effectively using Twitter. Today the 
majority of event organizations have a 
consistent and often strong presence on 
social media. TRS and many other volun-
teer management systems now offer links 
and integration to these major social 

media stalwarts. We assume that manag-
ers are working with volunteers to create 
family, friend and work connections with 
their events.

And this is accurate. The managers 
indicated that they use social media to 
build a positive image leading up to their 
event and to keep volunteers up-to-date 
on any major changes during the event 
including the biggest event concern, bad 
weather. Valerie Grudzien (500 Festival) 
uses social media outlets to recruit and 
communicate quickly. “We use social 
media if we need to recruit volunteers 
for specific positions or need to get an 
important message out rapidly to a large 
number of people.”

The volunteer managers note that some 
volunteers do not have access or interest 
in social media and others do not check 
their accounts regularly. What was the 
volunteer managers’ consensus on social 
media? Answer: A great supplementary 
communications tool; however, not de-
pendable enough to reach all volunteers 
consistently or quickly.

What is the most important 
Volunteer Communication Tool?

Volunteer communication still comes 
down to the basics.
1. Recruitment messages with links to 

sign-up for volunteer activities
2. Reminder messages to attend training 

and review your volunteer schedule
3. Change and update message to ensure 

volunteers stay “in the know”
4. Requesting feedback or evaluations 

after the event
5. Letters of appreciation
6. Invitations to return for the next event.

Individual phone calls and old fash-
ioned mail are too time consuming (and 
expensive!). All the expert volunteer coor-
dinators interviewed for this article stated 
that email is the best way to communi-
cate with their volunteers. Kylee Kidder 
(French Quarter Festival) said, “The 
bottom line is the majority of people are 

email accessible.” The TRS system, like 
many other systems, has customizable 
email options that clients use to get email 
messages out to large numbers of their 
volunteers or just specific shifts or jobs. In 
the original article, Tips From the Trench-
es, written in Spring 2011, email was the 
most used form of communication. It is 
two years later and email still outweighs 
all other forms of communication.

Are you using new and  
innovative techniques to 
recruit volunteers?

Two years ago our expert team of 
managers told us that the most successful 
recruiting happens by connecting with 
the friends and families of existing vol-
unteers. They emphasized that managers 
will only recruit from your existing base 
of volunteers if you invest the time and 
energy in building volunteer relation-
ships and a professionally run volun-
teer program. We also noted that many 
managers work closely with corporate 
sponsors to extend volunteer opportuni-
ties to employees.

This year there were some new strat-
egies. Ashley Morris (Celebrate Fairfax) 
is using innovative approaches to attract 
younger volunteers. “We use Craigslist, 
high school students, sororities or frater-
nities, environmental groups, or dating 
service where singles meet up and hang 
out,” said Ashley. The emphasis on vol-
unteer hours is especially high for college 
bound high school students. Check with 
the National Honor Society coordinator 
and/or the Band Booster President to see 
if they are looking for opportunities to 
share with their students.

How do you keep your volun-
teers coming back each year?

Many of our responses this year echoed 
earlier replies to this question. Recom-
mendations included:
1. Develop relationships with your volun-

teer team leaders
2. Clearly communicate expectations
3. Recognize the strong performers

Volunteer Managers Share  

TIPS FROM 
THE TRENCHES  

 
By Ashley Dunahee and Florence May
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Florence May is the President of TRS 
– The Registration System. Ashley 
Dunahee is the event management  
intern from Ball State University.  
Kathryn May is the staff editor. TRS 
supplies volunteer management 
systems to many events including the 
Kentucky Derby Festival, 500 Festival, 
SeaFair, French Quarter Festival,  
Memphis in May and many more.  
Contact Florence May at 317-966-
6919 or fmay@theregistrationsystem.
com for more volunteer management  
information. Or visit our information  
library at www.theregistrationsystem.com

4. Address problems or complaints
5. Weed out your bad volunteers; they 

will spoil the experience and your 
good volunteers will leave.

But this year there was a stronger 
emphasis on making personal contact 
with all the volunteers. Mona Langenberg 
(Go! St. Louis) said, “We use phone calls 
to follow up with each of our volunteers 
and make certain that they will show up 
for their registered shifts.” The remind-
er phone calls are a personal reminder 
that the organization is counting on the 
volunteer’s commitment but also helps 
create a personal bond. Valerie (500 
Festival) also noted the importance of 
creating a personal connection with event 
volunteers. “For our smaller events, our 
volunteer team checks in all volunteers by 
hand. Our larger events we count on our 
key committee members to check in their 
own volunteers. The committee members 
recognize each volunteer by name and 
helps create a team effect.”

Can you provide recommen-
dations for a great volunteer 
rewards program?

Rewarding volunteers is another way to 
help retain volunteers for the next year. 
In the past our expert volunteer managers 
stressed the importance of being consis-
tent in the management and awarding 
of incentives. It is critical to be fair and 
equal in your treatment of all the event 
volunteers.

This year our volunteer managers reit-
erated the importance of communicating 
your rewards program clearly.

Shirley Cooper (Detroit Jazz Festival) 
oversees a rewards program based on the 
number of hours that a volunteer works 
at the event. Shirley said, “If volunteers 
work more than 12 hours in less than 
four days, then they get to attend a 
recognition party. There is a gift giveaway 
where volunteers can receive new musical 
cds, a poster, jackets, or hats.”

The Memorial Tournament has a differ-
ent approach to their rewards program. 
Paula Ferguson (The Memorial Tourna-
ment) noted, “If our volunteers work 8 
hours or less they get a badge to get into 
the tournament with a single day pass for 
a guest. If volunteers work 12 or more 
hours they receive two passes for guests. It 
is a valued incentive to share the tourna-
ment with their families.”

How should I address  
volunteer management in  
our crisis planning?

Since the first tips article there have 
been a series of serious weather related 
accidents at large music festivals and the 
tragic Boston Marathon bombing. The 

safety of event guests, volunteers and staff 
is a major concern and standard operat-
ing procedures are being reviewed by the 
majority of event organizers interviewed 
for this article.

Ashley Morris (Celebrate Fairfax) 
commented, “We send out our emergency 
plans to police, firefighter staff, and lead-
ership teams. There was a stage collapse 
code and we had to make sure our stage 
met the new regulations that were set.” 
Staff and volunteers need to know that all 
proper precautions have been acted upon 
prior to the event.

Go! St. Louis is evaluating their emer-
gency plan in a different way. “We hired 
security staff and we’re looking into more 
secure event areas. We’ve also considered 
having the bomb squad and dogs on site. 
There are concerns that response times 
are too slow if responders are on call.” 
said Mona Langenberg (Go! St. Louis).

All the volunteer managers stressed 
the importance of having a crisis plan in 

place. It’s always better to be over-pre-
pared, than under-prepared.

The TRS staff hopes that these tips 
from our expert panel are helpful to your 
event. If you have any questions about 
volunteer management feel free to con-
tact us, we provide more than software!

Top 10 Tips for  
Volunteer On-Site Check In

Our expert volunteer managers emphasized the fol-
lowing “must do” list for ensuring that event volun-
teers have a fun and safe experience. Check off those 
items that your event does well and look into those 
items that could use some improvement.
1. Host an informative training before the event, so 

volunteers will know where to check in, get their 
uniform, and the correct credentials.

2. Secure a strong internet connection (e.g. purchase a 
hot spot or jet pack from cellular provider)

3. Have a solid training session with your check-in 
team

4. Always have a back-up plan
5. Ask committee members to check in their own vol-

unteers
6. Encourage volunteer coordinators to be flexible 

and patient
7. Provide meaningful and accurate information to 

the event volunteers
8. Have a designated and organized area for volunteer 

check in
9. Account for all registered volunteers (e.g. On-site, 

Excused, Re-Assigned, No-Shows)
10. Ensure volunteers report to assigned areas.
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River City Brass
Welcomes

IFEA to Pittsburgh

It’s Always a Blast! 

From music festivals, 
cultural events, 

community festivals, 
and everything 

in-between.

www.rivercitybrass.org

Book direct:
Cindy Geib

cindy@rivercitybrass.org
800-292-7222



Known as the association’s most prestigious 
honor, the IFEA Hall of Fame recognizes 
those outstanding individuals who, through 
their exceptional work and achievements, 
have made a significant contribution to the 
Festivals and Events Industry and a profound 
difference in the communities they serve.  
Induction into the Hall of Fame is con-
sidered the highest of industry honors.  
Selected from a group of her industry-peers, 
Karen joins the prestigious ranks of 53 others 
inducted into the hall over the past 22 years. 

Karen Churchard, CFEE
Arizona Office of Tourism

Phoenix, AZ

the honor of a lifetime

2013I F E A

For many, playing in the pros is a dream. But Karen 
Churchard has been working with the big boys for years, with 
a career trajectory that has led to prominence in multimil-
lion-dollar football circles and landed her a key role in Arizona’s 
tourism industry.

Karen’s love of sports goes beyond regular participation—it 
goes as far back as her late father’s involvement in Little League. 
“I always kept score for baseball teams—Little League, High 
School and even college at Northern Arizona University.” While 
in high school, another vocation emerged. “I was always organiz-
ing events.”

Later, at NAU, Karen learned more about special events 
and thought, ‘Wow, if I can get paid for doing that ...’ ” So, a 
sports-minded public relations major was born. While working 
for the mass communications department as a student, Karen 
proved Pasteur’s axiom that chance favors the prepared mind. 
“News of internships would come across my desk first and I 
learned that the Fiesta Bowl was looking for an intern.” Soon 
after, mentor Bruce Skinner hired her as the first intern to work 
for the Fiesta Bowl.
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In 1981, the Fiesta Bowl hadn’t yet 
become the mega-event of today, but 
it was on the cusp. Karen began her 
internship the fall before the bowl’s New 
Year’s Day debut. As the Fiesta Bowl took 
off, Karen’s job followed, dramatically ex-
panding and changing its focus. Her role 
as events intern matured into director of 
special events, and finally vice president 
of operations, overseeing all 50+special 
events, two college bowl games, staff and 
volunteers. Karen was also instrumental 
in writing persuasive bids that earned Ari-
zona and the Fiesta Bowl the opportunity 
to host major national events including 
the Bowl Championship Series and the 
1993 U.S. Figure Skating Championships.

After 21 years, Karen left the Fiesta Bowl 
to open her consulting business where she 
was quickly tapped by the Greater Phoe-
nix Convention & Visitors Bureau to write 
Arizona’s Bid for Super Bowl XLII (42); 
which was awarded and held in February 
2008. Additional clients included Elite Rac-
ing producers of the annual Rock ‘n’ Roll 
Marathon as well as the City of Glendale 
where she assisted staff in the planning 
and preparation for hosting three major 
sporting events— the Bowl Championship 
Series National Championship, Super Bowl 
XLII and the annual Tostitos Fiesta Bowl. 

Karen’s preoccupation with the well-be-
ing of Arizona’s economic prosperity 
didn’t end with successful bids and con-
sulting on major events. While continuing 
her consulting, she was hired in 2004 as 
President and CEO of the Arizona Tourism 
Alliance. In her position, she was entrust-
ed with nothing less than shepherding 
the momentum of the state’s travel and 
tourism industry and advocating its im-
portance. While there, Karen also created 
the Arizona Tourism Unity Dinner now in 
its ninth year and elevated the annual Ar-
izona Governor’s Conference on Tourism 
in both attendance and sponsorship.

In 2007, Karen was appointed by then 
Governor Janet Napolitano to establish 
the Arizona Centennial Commission serv-
ing as its Director and ultimately to plan 
and direct the state’s 100th anniversary 
of Statehood. In addition, she formed 

the non-profit Arizona Centennial 2012 
Foundation organizing a high concen-
tration of Signature Projects, Events and 
promotions that began in July 2011 and 
culminated with Arizona’s 100th State-
hood Day on February 14, 2012. 

The Arizona Centennial planning came 
in the midst of extremely difficult finan-
cial times. With no state appropriated 
funding, the Foundation was required to 
raise all monies for the Signature Projects 
and Events. Through private corporations, 
foundations and individuals Karen and 
her board raised $10.5 million and se-
cured an additional $5 million in Federal 
Transportation Funds for the Centennial 
Way Signature Project.

Major highlights of the Arizona 
Centennial celebration included:
•	 creating	a	“mascot”	the	Arizona	Cop-

per Chopper and its traveling exhibit 
which traveled for 18-months and 
were displayed at festivals and events 
throughout the state; 
•	 producing	large	scaled	and	free	to	the	

public Best Fest events held in Phoenix 
and in Prescott— the largest event ever 
held in their town; 

•	 creating	the	largest	organized	motorcycle	
ride in Arizona history with 4,000 partic-
ipates stretched out more than 20 miles; 
•	 refurbishing	the	state’s	historic	capitol	

dome through a statewide children’s 
penny drive;
•	 the	creation	of	the	national	award	win-

ners Centennial Way and the Centenni-
al License Plate. 

Encouraging statewide involvement 
was another major initiative and through 
the “Official Centennial Event” applica-
tion process, 250 events were sanctioned 
and held throughout Arizona.

Karen continues to work in state gov-
ernment as the Assistant Deputy Director 
of the Arizona Office of Tourism over-
seeing Strategic Planning and Research 
for the state agency. In her role, she also 
consults with the agency’s director on 
sponsorships of major events in Arizona 
and is assisting the Arizona Super Bowl 

Host Committee with the planning of 
Super Bowl XLIX (49) in 2015.

Much of Karen’s expertise is credited 
to her years of being actively involved in 
IFEA. Under the leadership and mentor-
ship of 2001 Hall of Fame inductee Bruce 
Skinner, her first experience with then 
“IFA” was in both planning and attending 
the 1983 convention held in Phoenix. 
From that point on, Karen served as a 
volunteer in many capacities for IFEA 
conventions and conferences including 
being a speaker and providing written 
articles on many different subject matters. 
Karen was one of the first to achieve sta-
tus as a Certified Festival Executive (later 
CFEE) in 1986. She was also the driving 
force behind a second Phoenix IFEA con-
vention in 1999.

A long-time member of the IFEA 
Presidents Council, Karen was elected 
to the IFEA Board of Directors in 1993 
and served in several capacities including 
Chairman of the Board in 2000. Karen 
also served eight years on the IFEA Foun-
dation Board.

In 1992, Karen formed the Arizona 
Festival & Events Association. The  
organization still exists today as the  
AZ Festival People.

Karen says she’s blessed beyond words 
having had the opportunity to be so 
involved in the sporting, festival and 
tourism business. Her Arizona peers who 
collectively nominated her for this presti-
gious award said she is the ultimate event 
professional, has been a huge difference 
maker to the industry and they couldn’t 
even begin to describe the void that 
would exist if she had not dedicated her 
life’s work to the field. 

“It’s all so humbling,” Karen says. 
“I’m touched by my peers in Arizona for 
nominating me. And, I know I would 
not have accomplished much without 
the advice, networking and camaraderie 
I experienced for so many years by such 
an amazing group of individuals and the 
incredible organization that is IFEA.”

Please help us congratulate our 2013 
IFEA Hall of Fame Inductee, Karen 
Churchard, CFEE.

Karen will be honored at the IFEA’s 58th Annual 
Convention & Expo, in Pittsburgh, PA, U.S.A., where 
she will be presented with her award during the IFEA 
Awards Luncheon on Monday, September 16, 2013. 
Please join us in Pittsburgh to help Karen celebrate 
this honor of a lifetime.
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The IFEA and Zambelli Fireworks are pleased to announce 
Christopher Protho, M.Ed. from Music for All in Indianapolis, IN, 
as the recipient of the 2013 IFEA/Zambelli Fireworks Volunteer of 
the Year Award.

As this year’s winner, Christopher will be the guest of the IFEA 
and Zambelli Fireworks at the IFEA’s 58th Annual Convention 
& Expo, September 16-18, 2013 in Pittsburgh, PA. He will be 
recognized and presented with his award during the IFEA Awards 
Luncheon on Monday, September 16, 2013.

Please join us in Pittsburgh to help Christopher celebrate this 
great award.

Christopher Protho, M.Ed.
Nominated by Music for All
Indianapolis, IN

Chris’s journey with Music for All 
began in 1990 when he was a freshman 
at West Virginia University. A member 
of their acclaimed Marching Band, Chris 
was required to volunteer at Music for 
All’s Bands of America Eastern Regional 
Marching Band Competition for high 
school students. He was a parking lot at-
tendant. Despite the lackluster volunteer 
assignment, this first exposure to Music 
for All made a lasting impression on 
the young man who grew up outside of 
Pittsburgh, PA. So impressionable, that he 
continued to volunteer for Music for All 
for the next 23 years. Following his debut 
as a parking lot attendant, Chris traveled 
the following summer to Wisconsin to be 
a camp counselor for Bands of America’s 
Summer Camp for high school marching 
band students. By then, he was hooked. 

Within those 23 years, Chris experi-
enced nearly every volunteer opportunity 
available at Music for All, from a parking 
lot attendant in 1990 to the Contest 
Director for the Grand National Marching 
Band Championships in 2009, Chris’s 
progression is a result of his commitment 
to the organization at all levels. This is no 

small feat as Music for All is a multifaceted 
organization that: provides music educa-
tion for middle and high school students 
in marching bands, concert bands, orches-
tras, music ensembles or as individuals; 
offers professional development for instru-
mental music teachers; organizes a series 
of regional and national performance 
events that are culminating experiences 
for schools and student musicians; and 
serves as an advocate for scholastic music 
programs across the country. 

During his tenure with Music for All, 
Chris provided logistics support and event 
management at: 81 Bands of America 
Regional Marching Band Championships; 
20 Grand National Championships; four 
Summer Symposiums; three Music for 
All National Festivals; and one Regional 
Concert Band Festival, which occurred 
during his honeymoon. His volunteer 
assignments at these events have included 
(but not limited to): event management, 
field manager, field operations, announcer, 
parking manager, ticketing, concessions, 
tabulator, timing and penalties judge, 
loading dock monitor and shuttle driver. 
Chris has logged 39,000 miles in personal 
vehicles to these events, and dedicated 
more than 7,000 services hours to Music 
for All. After 23 years of volunteering, 
working a full-time job, earning a Master 

Degree, getting married, having children 
and pursuing a doctorate degree, Chris’s 
dedication to Music for All has not waned.

Chris’s expertise in events management 
has evolved with the organization, and he 
has more institutional knowledge than 
many of the paid staff. Chris’s hands-on 
experience is greatly enhanced by his 
academic and career pursuits. Chris holds 
a Bachelor of Music from West Virginia 
University, a Master of Education from 
California University of Pennsylvania, 
and is currently pursuing a Ph.D. in 
Instructional Management and Leader-
ship from Robert Morris University. Since 
1999 he has been a Music Teacher and 
the Band Director at Mars Area Middle 
School. In addition, Chris is deeply in-
volved with scholastic music programs in 
his home state, most recently serving on 
Pennsylvania’s Department of Education’s 
Standards and Practices Commission, a 
position appointed by the governor. 

Chris’s extraordinary dedication to 
working on the front-lines at the many 
Music for All events earned him the distin-
guished role of Contest Director for Grand 
National Championships three years in a 
row from 2009 to 2011. This is the highest 
volunteer position available at Music for 
All, responsible for delivering an event that 
is consistent with Music for All’s mission, 
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vision and core values. A demanding, 
complex and highly specialized volunteer 
position, the Contest Director makes the 
event—held in Indianapolis’ Lucas Oil 
Stadium—an unforgettable experience for 
75,000 people, including the students, 
teachers, band directors and spectators. 

Chris considers Music for All a part 
of his family. This deep commitment, 
coupled with Chris’s positive attitude, is 
a rare asset to any organization. To Chris, 
scouting locations for Music for All events 
while on his honeymoon in Florida was 
part of life. Driving to various cities for 
events after Friday night football games 
was commonplace for Chris. To Chris, 
this is an adventure, a dream come true, 
a chance to travel the country doing what 
he loves—supporting and recognizing 
students for their outstanding accom-
plishments in music. Chris is inspired by 
Music for All’s mission to create, provide 
and expand positively life-changing expe-
rience through music for all. 

Chris’s impact extends far beyond a 
single event or series of events. Chris has 
been the bridge to Music for All’s future. 
He began volunteering when Music for 
All had a staff of nine, and now that staff 
has doubled. In many cases, he has helped 
train and orient new staff for Music for 
All events. His institutional knowledge is 
unmatched. Chris believed in the organi-
zation from the beginning. When it was 
a fledging organization striving to evolve 
and professionalize scholastic marching 
band events—Chris believed in the mis-
sion. When Bands of America and Music 
for All Foundation merged in 2006 result-
ing in many organizational pains—Chris 
believed in the mission. When Music for 
All faced devastating budget cuts in 2009 
exacerbated by the recession, staff morale 
was low and Music for All considered 
closing its doors forever—Chris believed 
in the mission. Simply put, Chris was at 
his best, when the organization was not at 
its best. He has been an energizing force 
throughout Music for All’s evolution. 

Today, Music for All is stronger and 
more stable than it has ever been, thanks 
to the dedication and commitment from 
Christopher Protho, M.Ed.

IFEA / Zambelli Fireworks 
Volunteer of the Year
2001

John Johnson
Nominated by  

SunFest
Palm Beach County, Florida

2002
John Altadonna

Nominated by the  
Autumn Leaf Festival 
Clarion, Pennsylvania

2003
Tad Fraizer
Nominated by  

Updowntowners
Lincoln, Nebraska

2004
Ray Griffin
Nominated by  

Cityfolk
Dayton, Ohio

2005
Lisa Collins
Nominated by  

Memphis in May International Festival
Memphis, Tennessee

2006
Doreen Ravenscroft

Nominated by  
Waco Cultural Arts Fest

Waco, Texas

2007
Dave Carter

Nominated by  
Wichita Festivals, Inc.

Wichita, Kansas

2008
Randy Hawthorne

Nominated by  
Updowntowners, Inc. 

Lincoln, Nebraska

2009
Gayl Doster

Nominated by  
Music for All

Indianapolis, Indiana

2010
Mary Jo Sartain

Nominated by  
Tulsa International Mayfest

Tulsa, Oklahoma

2011
Alex Freeman

Nominated by the  
Kentucky Derby Festival 

Louisville, Kentucky 

2012
Charlie M. Clint

Nominated by the  
Portland Rose Festival 

Portland, Oregon
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Presented by a Partnership For Excellence in Event Education.
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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 designed 
as a two-year continuing education program. 
Students live on-site at the Oglebay 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 
Management School follow an intensive, 
interactive, classroom pathway through 24 
hours of topical training, from a clear defini-
tion of event management as a profession 
through to the final and important evalua-
tion phase of an event. Year Two Students 
take it up a notch in applied workshop 
settings and a unique hands-on, event 
concept design, team project 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 
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 assigned city (each with a limited-
use “Lifeline” contact). Teams will present 
their completed plans/concepts to a panel 

of industry leaders 
and fellow-students 
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.

THE REWARDS
The Event Management School will bestow 

an Event Management School Diploma to 
those successfully completing both years of 
this intensive continuing education program. 
For those needing CEU credits, the NRPA will 
provide 2.0 CEU’s for each completed year. 
Additionally, for those desiring to ‘raise the 
bar’ by registering for the IFEA’s professional 
certification program (separate registration 
required), successful completion of the two-
year Event Management School will earn you 
designation as a ‘Certified Festival & Event  
Associate’ (CFEA), the first phase toward 
future attainment of your ‘Certified Festival & 
Event Executive’ (CFEE) designation, which 
recognizes an industry-focused combination of 
top-level experience and continued education. 

Additionally, all students enrolled in the 
program will receive one full year’s access 
to the IFEA’s professional education on-line 
webinar series (a $1000 value).

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! 
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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 builds 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. 

NOTE: The Event Management School curriculum 
is not targeted at the corporate meeting-planning 
niche of our industry, but rather the outdoor public 
event sector.

“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

“If you were applying to my organization for a job 
- and I knew that you had completed the IFEA / 
NRPA Event Management School program – your 
resume would rise to the top of the pile.”
 

Jeff Curtis, CEO 
Portland Rose Festival 

Foundation
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Strong Foundations: Understanding  
Event Management and How to Build a 
Successful and Sustainable Event 

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 impor-
tant…to you and to others.

Successful events are far more than an 
exclamation 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, a commit-
ment to quality, and even planning to 
protect your history from Day One, will 
all lay the foundation for a successful and 
sustainable event.

Step One: Business Plans
A successful event doesn’t start with  

the fireworks finale. Behind every excit-
ing, fun-filled event is a well-run busi-
ness, complete with paperwork, planning 
meetings, legal obligations to be met, and 
partnerships to be built. Reputations are 
often based far-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 Bud-
geting 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.

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

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

The Basics of Sponsorship Sales  
and Service 

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 sponsorship and successful sponsorship 
sales, including why sponsors sponsor and 
how to identify and create a valuable menu 
of sponsorship benefits/assets for your 
event. Students will learn about the valuable 
world of mobile-marketing. And, we’ll cover 
the critical role of sponsor service; the key to 
renewing and keeping those all-important 
sponsor partners that events depend on.

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 session will cover the components  
and considerations of a successful  
merchandise program.

Event Administration & Legal  
Considerations

Really? I have to think about that?  
Despite being a ‘fun’ industry, there are 

YEAR ONE CLASSES

NOTE: All sessions are subject to change. 



lots of behind-the-scenes ‘t’s’ to be crossed 
and ‘i’s’ to be dotted; obligations to be met; 
risks to be avoided/protected against; staffs 
and boards to be managed and supported; 
services to be secured and contracts to  
be signed. We’ll do our best to help you 
understand and successfully manage those.

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 marketing plan and 
considerations for working with traditional 
media (television, newspaper and radio…
yes, they are still around and still impor-
tant) as well as today’s new technology 
options.

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 provide a more in-
depth look at maximizing new technologies 
and opportunities. 

Operations: Vision to Reality
The expansive area of ‘Operations’ is 

where the rubber meets the road and this 
important session will cover multiple areas 
that can make or break an event. 
•	 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 
delivery, 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.

•	 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, communications, safety and  
security plans; accessibility; and much 
more. We’ll make sure you don’t  
forget anything.

•	 Programming, Site-Design and Event Flow: 
When did having fun require so much 
thinking? Like a theme park, effectively 
planning your event programming,  
site layout, service accessibility, etc.,  
can ultimately affect sales; safety;  
friendly-neighbor relationships; and the 
overall experience for your attendees. 
We’ll cover some important, if not critical, 
considerations that will keep your event 
flowing smoothly.

•	 Environmental Realities: Events can play an 
important role through education and as a 
role model in protecting the environment. 
We’ll touch on a range of ‘Green Reality’ 
options that events can consider today.

Risk Management: Preparing for the Unex-
pected and Uncontrollable

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 how to develop an emergency 
communications plan for your event.

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 session 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.

Open Forum Discussions
Before we end our week together, we’ll 

open the floor to those questions or topics 
that may be lingering around the edges and 
ask our instructors to address them.
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The Application of Project Management  
to Events

Events are the end result of countless  
details, processes, and tasks, all coming  
successfully 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,  
corporations, 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 Program and Event Development: 
Designing and Controlling the Event 
Experience

Like a work of art in progress, students  
will learn how industry professionals re-
search and stay current with a selected city / 
event market and go from concept to reality, 
developing and visualizing an event pro-
gramming plan, taking into account original 
goals and visions, target audiences, venues 
and 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.

A step beyond planning the event  
program, 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 session, 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 managing  
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 session 
will instruct students on how to conduct 
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 and How to Strengthen those 
Partnerships

The relationship between cities and events 
has been evolving (sometimes devolving) for 
many years. Whether you are creating a new 
event or continuing to build upon 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 &  
Contingency Planning

The tragedy of the Boston Marathon 
bombings, together with 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 
and possibilities 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. 

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

Before-the-boom there are many site  
and safety details to be considered and 
planned for. Year Two students will have the 

opportunity for a Behind-the-Scenes visit 
to the firing site of our Event Management 
School finale, hosted by Zambelli Fireworks 
President & CEO Doug Taylor, to help us 
better understand what goes into the cre-
ation of a truly memorable fireworks show 
and what you need to think about when 
planning your own.

City Event Concept Project
The City Event Concept Project will  

provide a substantial hands-on experience 
that is somewhat of a cross between televi-
sion’s “The Voice”, “The Apprentice”, and a 
little “Who Wants to be a Millionaire?”, but 
with an event focus. Event expert team advi-
sors will help to guide event teams through 
a week of market research, concept creation/
design, budget reality checks, and presenta-
tion 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-students 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 (assigned 
randomly, to reinforce the reality of an  
event environment) will participate 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 
Income Budget, Sources and Sales  
Materials 

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

 
Review of the Event Development Process

Reflecting on two years of information 
download and a week of applied project 
experience, this session will tie it all together 
as school instructors and other visiting event 
professionals answer any burning questions 
still on the table and provide further direc-
tion for professional resources, learning  
and networking. 

YEAR TWO CLASSES

NOTE: All sessions are subject to change. 



2014 Event Management School Schedule
TIME Monday 

January 20
Sunday

January 19
Wednesday 
January 22

Tuesday
January 21

Thursday 
January 23

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
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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 Single (Room & Board) (Room & Board package is subject to WV taxes) $1,097.26   $1,097.26  

Standard Single (Room & Board  (Room & Board package is subject to WV taxes) $929.26   $929.26 

Single Premium Rate (Includes Tuition plus Premium Single Room & Board)   $1,797.26    $1,947.26

Single Standard Rate (Includes Tuition plus Standard Single Room & Board)   $1,629.26    $1,779.26

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:

JANUARY 19-23, 2014

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

PACKAGE INCLUDES:

•	5	Nights	Lodging
•	4	Buffet	Breakfasts
•	4	Buffet	Lunches
•	1	Express	Continental	on	
 Friday
•	Sunday	Reception	&	Dinner
•	Tuesday	Reception	&	Dinner
•	Thursday	Banquet	 

Reception & Dinner
•	Continous	Coffee	Breaks
•	Beverage	Tickets

http://www.oglebay-resort.com
mailto:ntc@oglebay-resort.comPACKAGE
mailto:ntc@oglebay-resort.comPACKAGE


CFEE CFEE

The 58th Annual IFEA
Convention & Expo
Pittsburgh, Pennsylvania, USA

Join Us!
CFEE Certification Classes Offered September 13th – 15th, 2013
For more information visit us at www.ifea.com

http://www.ifea.com


Party (and bid) like a rock star as we celebrate the IFEA 
Foundation’s 20th Anniversary, ‘Live’ at the Hard 
Rock Café Pittsburgh! Put on your best ‘Rock Star’ 
attire/make-up (or concert T-shirt), make your way past 
the paparazzi and sweet-talk the bouncers, but whatever 
you do don’t miss this special evening of food, fun, mu-
sic, bidding and an unforgettable IFEA Foundation ex-
perience in support of the educational programs of the 
IFEA throughout the year and into the future! 

As a special ‘Rock Star’ benefit (in addition to green M&M’s), 
the IFEA Foundation 20th Anniversary Party & Auction 
is included at no extra charge as part of your IFEA 58th 
Annual Convention & Expo registration!

20th Anniversary Party & Auction…

ROCK ON!

Fireworks by
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I look forward to the IFEA conven-
tion every year. It provides an opportu-
nity to reenergize and rejuvenate with 
our peers and to reflect on the year’s 
accomplishments and challenges. It is 
one of the highlights of my year. 

I attended my first IFEA convention in 
St. Paul, MN in 1994. I was a volunteer 
for a regional festival and paid for the 
convention myself. We drove to St. Paul 
and three of us shared a room. It was 
love at first sight. I had finally found 
people who knew what it was I did the 
rest of the year and shared my passion 
for festivals and events. This will be my 
20th convention and I still have the 
same sense of anticipation and enthusi-
asm that I did 20 years ago. Where else 
can you connect with so many talented 
and passionate festival and event indus-
try professionals, establish relationships 
with producers of global events, and 

Valuable 
Resources at 

Your Fingertips

learn about the current industry trends 
and practices in three days?

The theme for the 2013 convention 
is “Building Bridges." The bridges you 
build with your peers through IFEA will 
last a lifetime. I hope that you make the 
most of your convention experience by 
paving your way to valuable relation-
ships and building strong bridges with 
your peers. Make the most of the oppor-
tunity to benefit from their expertise, 
knowledge and experience. 

The network of connections that I 
have made through my involvement 
with IFEA has proven to be an invalu-
able resource whether facing over-
whelming challenges or searching for 
innovative ideas and best practices. 

I was looking through some IFEA files 
and found this top ten list from a couple 
of years ago and thought I should share 
them with you. I would add Create a 
Network of Industry Professionals to the 
Top Ten List. A professional network can 
help diminish the most daunting chal-
lenges and contribute to the most bril-
liant successes. The enormous depth and 
wealth of the knowledge and experience 
of fellow attendees is immeasurable.

TOP TEN LIST 
Why You Should Be Affiliated with  
the IFEA!

#10 Attend Seminars and Conventions 
Worldwide 

#9 Access Unlimited Educational  
Resources  

#8 Find the Best Festival and Event 
Vendors

#7 Train to be a Certified Festival and 
Event Executive 

#6 Pick Up The Phone for Industry 
Advice

BOARD TABLE

#5 Participate in online educational 
Webinars

#4 Seek Interns or Employees through 
the IFEA Job Bank

#3 Network at the dfest®/Dixie Flag 
Event Services Hospitality Suite at 
the Annual Convention

#2 Receive Invitations from Festivals 
Around the World

#1 Meet People Who KNOW What You 
Do the Rest of the Year. 

A lot has changed in the festival and 
event industry in 20 years, but what has 
remained the same are the intrinsic core 
values of festivals and events. While 
our events and locations are extremely 
diverse, the core principles of successful 
events worldwide are the same. 

 “From small, localized celebrations to 
mega-events with global outreach, festivals & 
events bring hope and joy that burns bright 
among those who attend. In fact, events 
have brought more people together, peaceful-
ly, than any other world entity or profession, 
creating memories, milestones and magic 
around the world.” IFEA Value Statement

As event professionals, we are fortu-
nate to be involved in one of the most 
exciting and inspiring industries in the 
world. Festivals and events continue to 
lift people’s spirits, fuel their imagina-
tion, and create memorable experiences. 
Join us as we celebrate the accomplish-
ments of 2013 and explore exciting new 
ideas and products for the future at the 
58th Annual IFEA convention. 

I look forward to seeing you in Pitts-
burgh, PA, September 16th-18th! 

Becky Genoways
2013 IFEA World Board Chair

Email: clerick@culturalfestivals.com 

be the best defense. 
“Through training and operations, se-

curity and guest services staff should do 
their jobs effectively and visibly,” Hansen 
said. “Being on duty and paying attention 
to their environment conveys a sense that 
the venue staff is here, working hard to 
create a safe environment, [which] does 
a lot to create confidence. Positive guest 
service experiences tend to motivate 
good behaviors by the attendees.” 

Consider publicizing standards of 
behaviors, Goss says, as well as what 
security measures attendees can expect 
to experience, as well as to very visibly 
and immediately intercede to eliminate 
undesirable behaviors. 

“If people know what to expect, if they 
know what’s considered good and bad 
behavior and if they know that those 
standards will be enforced, almost all of 
them will comply,” Goss said. 

Then that sacky-pack wouldn’t have 
been an issue. FM

Jason Hensel is a writer and editor 
who has covered the meeting and 
event industry for the last 10 years. 
You can reach him at davincitx@
gmail.com. This article is republished 
with permission from IAVM's Facility 
Manager magazine.

Continued from page 31 
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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, 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 18, 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 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 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, OCTOBER 31, 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, 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.
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International Festivals & Events Association • 2603 W Eastover Terrace • Boise, ID 83706 - U.S.A.
Questions: Contact Nia Hovde, Director of Marketing & Communication at nia@ifea.com or Phone: +1-208-433-0950 ext: 3, Fax: +1-208-433-9812 • www.ifea.com

IFEAWebinar Series

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, April 11, 2013
The Foundations of Leadership:  
“They” KNOW it When “They” SEE it!
Gail Alofsin, Newport Harbor Corporation

 ❍ Thursday, April 18, 2013 
Enhancing Sponsorship ROI - Using 
New Technologies to Connect Your 
Audiences and Sponsors 
Bruce Erley, CFEE, APR, Creative Strategies Group

 ❍ Thursday, April 25, 2013
Having History Repeat Itself!  
(The Good Parts)
Ted Baroody, Norfolk Festevents

 ❍ 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, October 31, 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, 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.

mailto:nia@ifea.com
http://www.ifea.comIFEAWebinar
http://www.ifea.comIFEAWebinar


Can you believe that summer is 
almost over? Where did the time go? 

The IFEA convention is only a couple 
of weeks away and the abundance of 
contacts and information it offers, is 
too great a benefit to pass up. Just this 
week I was reminded of the importance 
of attending professional enrichment 
programs. I received a phone call from 
someone needing advice regarding a 
program. I knew the event she was con-
nected with, but couldn’t recall whether 
we had met personally. As we were fin-
ishing our call, she asked me ”Will you 
be in Pittsburgh for IFEA?” I remember 
meeting you in one of your sessions.” 

Instantly I was reminiscing about 
all the people I have met, and have 
stayed in contact with all because of 
IFEA. I started to think about my first 
IFEA convention, and how excited I 
was to attend. I didn’t know they had 
a scholarship program. So for a year, 
I convinced the people I worked for, 
that it was important for them to send 
me. I paid room and board, used my 

Making the Most  
of Your Convention 

Experience

vacation, and they paid the convention 
fee. I remember getting my convention 
brochure and reading it from cover to 
cover (Okay I am kind of a geek, I read 
manuals also!) and getting up early to 
be sure I would get a seat in the session.

Little did I know that the individuals 
I sat next to would be the people who 
I call my professional network. I never 
thought I would be able to call someone 
from a nationally acclaimed festival, and 
feel so comfortable asking a question 
that had kept me up at night.

So many of the topics that I have en-
countered at the convention, have ended 
up playing a major role in the events I 
produce. For example, marketing strat-
egy and tactics, operations, fundraising 
ideas, sponsorship leads, sponsorship 
proposals, food and beverage meth-
odology, insurance needs, volunteer 
recruitment, board management conflict 
resolution, utilizing interns, using social 
media, security trends and requirements, 
are just a few of the topics I have learned 
about in depth. When I share the ideas 
I see or hear at the convention, with my 
board, staff and city government, and 
implement them, I look like a star! 

As you prepare for your trip to Pitts-
burgh, I have a few things I am going to 
ask you to do.
1. Venture out of your comfort zone 

- Network, network, network. Don’t 
be shy to talk to people at the con-
ference. Talk to people between ses-
sions, while you’re in line for coffee, 
or waiting for the elevator. People 
are passionate about their work and 
love to share it with others. Don’t 
feel intimated, they’re just people! 
Take plenty of business cards, to help 
new acquaintances remember you. 
Tactfully collect as many business 
cards as you can, so you can follow 
up with post cards, E-mails, phone 
calls and appointments

FOUNDATION

2. Keep an open mind - I bet you can 
get one idea out of every session and 
even more ideas from visiting the 
hospitality suite.

3. Visit the trade show marketplace - 
Here you can connect with vendors, 
learn from other buyers, and gain 
insight on industry trends.

4. Finally, commit to supporting your 
professional organization - Attending 
and participating in the IFEA 
Foundation’s 20th Anniversary Night 
Party & Auction at The Hard Rock 
Café is a way for you to show your 
support and passion for an industry 
that we are fortunate to work in. The 
IFEA Foundation raises money to con-
nect people dedicated to the advance-
ment of our industry. The Foundation 
awards scholarships to event profes-
sional, so they can expand their skills 
and expertise.The money comes from 
the auction and from donations to 
the “Fund for the Future.” Please do 
your part to keep IFEA the leader in 
the festival and event industry.
With so many presentations and 

events going on at the conference, you 
might feel like you are missing out on 
something. But with a little planning 
and preparation before you go and 
making most of the time you have while 
you are there, you will walk away with 
new knowledge, new friends, and maybe 
even new opportunities.

I look forward to meeting you. 
See you in September!

Cindy Lerick
2013 IFEA Foundation Board Chair

Executive Director/President
Cultural Festivals, St. Louis, MO

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

ENTERTAINMENT/TALENT
KENDALL HAVEN - A nationally recognized expert on the structure of stories 
and on the Eight Essential Elements that form the foundation of all successful 
narratives. Haven’s acclaimed book, STORY PROOF: The Science Behind the 
Startling Power of Story presents the first-ever proof that “story structure” is 
an information delivery system powerhouse, evolutionarily hardwired into human 
brains. A senior research scientist turned story-teller and story-engineer, Haven 
assists agencies, organizations, companies, and schools to master the use and 
power of story. Contact: Kendall Haven, Phone: 707-577-0259; Email: kendall-
haven@sbcglobal.net; Website: www.kendallhaven.com

RIVER CITY BRASS BAND - We provide primarily American musical  
culture, across a broad spectrum of the public through the presentation of  
brass band performances, educational programs and the production of records. 
Contact: James Gourlay, Address: 500 Grant Street #2720, Pittsburgh PA 15129; 
Phone: 412-434-7222; Fax 412-235-9015; Email: jamesgourlay1956@mac.com;  
Website: www.rivercitybrass.org

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 Corpo-
ration 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 FIRE-
WORKS!” America’s leading manufacturer and premier exhibitor of domestic and 
international 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. in-
clude 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 Fax: 210-829-7636; Email: 
bas@kaliff.com; Website: www.kaliff.com

K & K INSURANCE – Serving more than 350,000 events, offering liability, prop-
erty, 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 person-
alized 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 suc-
cessful 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.

MARKETPLACE
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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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