
the business of international events

7 Tips on Launching a    
  Successful Mobile App
Top Tech Trends for the Best Event Managers in 2012

Annual IFEA Awards Brochures

the business of international events

Industry 
     Compass 2010:

Global Issues, Trends, Challenges, 
      and  Opportunities Impacting 
             the World of Festivals & Events

We’re Broke. Want to Sponsor Us?

Beyond The Logo! 
       A Secret to Your Event Succes

15778_IE_cover  5/4/02  15:36  Page 1

the business of international events

Weather: The Most  
      Important Thing But…

the business of international events

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

       Search, Social, and Analytics, Oh My!  

the business of international events

2011 IFEA 
     Awards Brochures

Sponsorship Realities: 
                           5 Predictions for 2011

Volunteer Managers Share
                    Tips From the Trenches

the business of international events

ie Magazine is sponsored by:

the business of international events

56th Annual IFEA 
    Convention & Expo

IFEA Award Programs

The Makeover - Transformin Sports Events 
       into Sport Tourism Events

Technology Therapy for Volunteer Managers

17806_IE_Fall03_CvrSprd  1/26/04  6:28 PM  Page 1

01399_IFEA_Covers.qxd  7/28/06  11:48 AM  Page 1

the business of international events

BOSTON STRONG.  
     One City’s Story of Safety, 
                   Security, and Sustainability

A Love Connection:  
            Smartphones, Tablets and Apps

      2014 Award Program 
                  Brochures Now Available

the business of international events

Helium Disappearing?
What Keeps You Up At Night?

Split Second Decisions . . .

the business of international events

IFEA 55th 
   Annual Convention

Six Signs a Sponsor is Just Not That Into You

Managing Event Volunteers Across Generations

the business of international events

Oh, That Would 
Never Happen…  
    
Got A Minute? 8 Tips for 
YOUR Successful Meetings!

8 Lessons Ron Burgundy 
Taught Me About Marketing

the business of international events

The Power of In-Kind
Does the Weather Drive You Crazy

Taking the Heartburn out of Booking 
                     Your National Entertainment

the business of international events

The Sponsor Doc - 
            The Doctor Is In
     Procrastinate Later

Implementing Security Plans at Your Festival

50th ISSUE     the business of international events

the business of international events

IFEA Award Programs
   Summer Severe Weather - 
           Can You Handle the Pressure?

       Managing Interruptions 

18296_IE_Winter04  5/3/04  3:22 PM  Page 1

the business of international events

Volunteer 
        Management 
    Best Practices

How You Can Have the Perfect Website

7 Customer Service Insights for 
                                  Sponsorship Success

the business of international events

Annual IFEA
      Awards Entries

Fun with a Lighter Footprint

Creating Plan B on the Fly

the business of international events

IFEA Award Programs 
    
Survey For Your Thoughts?

From Green to Colorful!   
How to Earn Your Stripes  
in Event Planning



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 Card-as-Ticket. 

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

folio, including online automated vendor booth sales and sales commission  
administration—sales and commissions directly into your bank account from 
your FTS secure account at www.festbiz.com. No faxes, no settlement meet-
ings to copy and exchange; time 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.
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 CFEE
An Important Step in the 

Career Track of Industry Leaders
Join us September 26-28, 2014, in Kansas City, Missouri, U.S.A.

and be three steps closer to the recognition you deserve.

CFEE SEMINAR DAY 1
NON-SPONSORSHIP REVENUE PROGRAMS
While many areas of professional education deal with 
sponsorship, the major portion of revenue generated by 
many event organizations comes from more traditional 
sources – items such as tickets, food and beverage, and 
merchandise. This area of instruction is designed to look 
at such items and other components of non-sponsorship 
revenue sources. (Learn More)

CFEE SEMINAR DAY 2
PROJECT MANAGEMENT
Project management is the management of the project to 
deliver the event. It concerns integrating all the area s of 
management such as marketing, design and operations so 
they efficiently use the event resources and satisfy the objec-
tives of the event stakeholders. It produces an accountable 

system used to report to the event stakeholders, delegate 
tasks to the event team and establish a control timeline. 

In particular it employs the tools of project manage-
ment to manage the phases of the event from the concept 
through the planning and preparation to the event close 
down. (Learn More)

CFEE SEMINAR DAY 3
OPERATIONS/RISK MANAGEMENT
The most basic element of the industry is operations/risk 
management for one simple reason – any festival or event 
is a large gathering of people. The top priority of any orga-
nizer is to ensure that gathering is conducted in the safest 
possible manner. This area of instruction is designed to 
look at the basic elements of event/festival operations and 
risk management from both the philosophical and practi-
cal approaches, providing a sound foundation of knowl-
edge in the subject area. (Learn More)

For more information about the IFEA’s professional certification program, and our 2014 CFEE  
FastTrack® Program, contact Bette Montieth at bette@ifea.com or call +!-208-433-0950.

Good Great

The CFEE Professional Certification Program is Sponsored by

http://www.ifea.com/joomla2_5/index.php/education-overview/annual-convention-overview/59th-annual-convention/cfee-core-curriculum-classes
http://www.kaliff.com/
mailto:bette@ifea.com
http://www.ifea.com/pdf/CFEE_NonSponsorRev_Curriculum.pdf
http://www.ifea.com/pdf/CFEE-ProjectManagementCurriculum.pdf
http://www.ifea.com/pdf/CFEE-ProjectManagementCurriculum.pdf
http://www.ifea.com/pdf/CFEE_Operations_Curriculum.pdf
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PRESIDENT’S LETTER

   EXPANDING 
       THE 
CONVERSATION

dialogues and not simply one-direction 
monologues. Dialogues that include our 
professional peers, host cities, spon-
sors, governments, volunteers, media, 
audiences, business communities, educa-
tional partners and other key industry 
stakeholders. We must recognize the 
important role that we play in initiating 
vital new (and sometimes uncomfort-
able) conversations that have the ability 
to improve and enhance the larger envi-
ronment in which we operate every day; 
to forge new partnerships; and to craft 
new possibilities. Conversations that 
will help us to maximize the impact(s) 
that we may have and ensure the legacies 
that we might leave. I hope that you will 
choose to be an active participant in all 
of our conversations.

As we look to the next evolution of 
our industry, and our next 50 issues of 
ie: the business of international events, in 
a world that has become much smaller 
and more interconnected than ever 
before, we will continue to solicit and 
rely upon your help to ensure that we 
are producing, discussing, and provid-
ing the important resources that will 
support and inform your success and 
that of your peers. 

If you have not already made plans 
to do so, from whatever professional 
perspective you may represent; from 
whatever global region you may reside; 
we invite you to join us for the main-
line of essential conversations within 
our global industry…the 59th Annual 
IFEA World Convention & Expo in 
Kansas City, Missouri, USA, Septem-
ber 29th – October 1st, 2014. I look 
forward to seeing you there.

In 2001, Festivals magazine was 
upgraded to include a new name and 
a new format, with an intent to better 
reflect the global industry that we rep-
resent and are a part of. 

ie: the business of international events 
was born and the future was just 
beginning. Today, fourteen years later, 
you are now reading the 50th edition 
of what has become one of the leading 
professional resources in our industry, 
distributed in the new digital age - that 
none of us imagined even at the turn of 
the millennium - to every region around 
the world – Africa, Asia, Australia/New 
Zealand, Europe, Latin America, the 
Middle East, and North America. 

When we made the change in 2001 
(pre-9/11), we clearly agreed that 
our goal was not to be just another 
well-templated association magazine. 
Rather, we were intent, with your help, 
on producing a valuable resource of di-
rectly useable information; high qual-
ity graphics, images and and photos; 
reoccurring columns by many of the 
top experts in our industry; a window 
to the plethora of global events and 
celebrations happening around the 
world; and a direct mainline connec-
tion into the creativity, professionals, 
trends, issues, challenges and opportu-
nities that surround us. To create new 
conversations. And, while I believe that 
we have done that, we must continue 

to expand our industry conversations at 
every level. 

Conversations are the key to our suc-
cess. Not just any conversations, but pow-
erful, essential ones in which we inspire 
others, get inspired ourselves, share our 
realities, consider our challenges, search 
for solutions, explore new visions and 
lay the foundations for visions yet to be 
imagined…for our events; our communi-
ties; our countries; our world.

Moving forward in a rapidly changing 
and connected world, our options are 
clear: We can choose to lead the conver-
sation; change the conversation; and/or 
help to define the conversation further; 
but first, we must make a conscious deci-
sion to join the conversation; committing 
ourselves to fully understanding the crit-
ical topics and issues at hand and doing 
our best to elevate the exchange of ideas 
to new levels, with new audiences.

Most importantly, we must expand those 
conversations, creating multi-directional 

Steven Wood Schmader, CFEE
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They work on committees, hold ropes 
at events, hand out race packets at our 
miniMarathon, and generally make our 
KDF world go round. There are also the 
interns who work in our office through-
out the year. They come here with the 
stated mission of essentially working 
full time (and during Festival season, 
more than full time) for no pay. OK, we 
might feed them a slice of pizza every 
now and then. But their ultimate reward 
is the opportunity to cut their teeth in 
our industry by learning what we do and 
how we do it. Added to that is the benefit 
of earning college credit. The time, effort 
and passion demonstrated by both in-
terns and volunteers is priceless. 

But consider this: What if we had to 
put a price tag on their time? Would your 
Festival still be able to hold a parade 
or balloon festival or concert series or 
fireworks show?

I’m guessing the answer is no. At least 
it would be here at KDF. 

It’s an interesting question that is at the 
heart of lawsuits that have recently been 
filed by unpaid volunteers and interns. 
While it appears that not-for-profit orga-
nizations such as festivals and events are 
not included in the cases outlined below, 
the facts and applicable case law can be 
instructive and might provide a precur-
sor of issues potentially looming on our 
horizon.

A lawsuit was recently filed against 
Major League Baseball (“MLB”) by a 
volunteer for failing to pay him at least 
minimum wage for the 17 hours he 
worked. MLB hosted its 2008 FanFest in 
New York City and recruited 2000 volun-
teers. Those volunteers were given a shirt, 
a cap and a cinch drawstring backpack, 

free admission for the volunteer and one 
guest to FanFest, a water bottle and a 
baseball. In return, volunteers were asked 
to stamp wrists of customers and hand 
out FanFest bags. The lawsuit alleges that 
a for-profit company such as MLB gained 
an unfair competitive advantage by not 
paying volunteers, which runs afoul of 
Federal minimum wage laws1. The key 
term to pay attention to is “for-profit.” 
MLB is a multi-billion dollar company 
that enjoys making a profit in the tens 
of millions of dollars from FanFest. The 
lawsuit basically says that MLB used free 
labor to perform tasks that should have 
been performed by people making at 
least minimum wage. 

Another interesting case was filed 
in 2010 by unpaid interns against Fox 
Searchlight Pictures. One of my co-work-
ers, Jennifer Morgan, ran across an article 
on this case and thought, “Hey, maybe 
our legal guy should see this.” I’m very 
glad she passed it along, because it 
bookends well with the volunteer issue. 
In June 2013, a federal court ruled that 
Fox had violated minimum wage and 
overtime labor laws by not paying the 
interns for work they did while on set2. 
The intern’s duties included taking lunch 
orders, answering phones, filing papers, 
and making photocopies. Again, we are 
dealing with a for-profit company in Fox 
Seachlight, but the fact that a federal 
court ruled in favor of the interns has 
caused intense debate on the subject, 
along with additional lawsuits against 
The New Yorker and W magazine parent 
company Conde’ Nast Publications. 

To be clear, unpaid internships are not 
unlawful. However, there are standards 
set by the Department of Labor that must 

be met. These standards DO apply to our 
world of non-profit festivals and events:
•	 Though	the	internship	might	benefit	

the employer, the training given to the 
intern is similar to the training given in 
an educational environment;
•	 The	internship	clearly	benefits	the	

intern;
•	 Regular	employees	are	not	displaced	

from their jobs, and the intern works 
under staff supervision;
•	 The	employer	receives	no	immediate	

advantage from hiring the intern, and 
in fact, company activities might be 
impeded by the presence of the intern;
•	 The	internship	is	not	a	guarantee	or	

suggestion of employment after the 
internship is over;
•	 Both	the	employer	and	the	intern	

understand and agree that no wages 
will be awarded to the intern for the 
internship.
So what can your organization do to 

guard against any potential legal issues 
with interns or volunteers? First, abso-
lutely do not stop your pursuit of recruit-
ing as many good volunteers as possible. 
As non-profit organizations, many of 
which support charitable causes, the use 
of volunteers is critical to the success of 
our events. There is nothing that can be 
interpreted from recent court filings or 
rulings which targets a non-profit festival, 
event or civic celebration. As long as 
your tax designation with the IRS is in 
proper order, your organization should 
be fine. Second, if your organization 
relies on interns to help out, especially 
during peak seasons, be sure to thor-
oughly review your internship program 
so that it meets the requirements listed 
above. The expectations of the intern and 

ENGLISH 101
By Jeff English, CFEE

Let’s begin by stating the obvious: Volunteers are the absolute back-bone 
of our industry. At the Kentucky Derby Festival (“KDF”), we benefit from the 
hard work and unselfish dedication of over 4,000 of them every spring.

Interns and Volunteers: Lawsuits 
Raise Questions About “Free Labor”

Continued on page 86
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In uncertain times, we must often remind those whose support we depend upon, of the important 
economic and social value that our festivals and events bring to the communities we serve. Having  
a credible and current economic impact study can do just this, in addition to increasing credibility 
with stakeholders, providing quantified data to sponsors, presenting reliable data to base future  
marketing and programming decisions upon and much, much more.

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

Commission Your IFEA Economic Impact Study Today

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

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

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

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

SHOW IT!
Your Event Has IMPACT…

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


THE SPONSOR DOC
With Bruce L. Erley, APR, CFEE 

Dear Sponsor Doc: 
Are there any new business categories that I should be pursuing  
for sponsorship? I’m running out of ideas! - E.B. Hartford, CT

Dear E.B. 
Trying to identify the new active 

sponsor category is always on the mind 
of those in our line of business. I try to 
keep an eye on which business sectors are 
actively advertising in traditional media 
outlets or online. Since last October, there 
has been a clear “player” that has explod-
ed in the marketplace…Health Insurance 
companies that are members of nation-
al or state health insurance exchanges 
created by the Affordable Care Act a.k.a 
“Obamacare.” 

I’m not a very big supporter of the ACA 
for a number of reason, but it has ener-
gized healthcare marketing as insurance 
companies jockey to get the 30 million 
new customers created by this legislation 
to sign up with them on the exchanges. 

Prior to Obamacare, the majority of 
consumers were getting their healthcare 
insurance through their employers. Con-
sequently, many healthcare insurance pro-
viders were marketing to the business deci-
sion-makers in a B2B effort. It was a tough 
sell to have them see the value of going 
directly to the consumer. The healthcare 
exchanges have changed all that.

Now healthcare insurers are aggres-
sively pursuing “exchange eligibles,” 
those people who now find themselves 
compelled by the ACA to buy insurance 
for themselves or their families. They 
may be the “young invincibles” between 
21-38 who never bothered, but now are 
subject to a tax penalty if they don’t get 
insurance. They may be the millions that 
were once covered by their small busi-
ness employers, but who find themselves 

without group coverage. They may be 
families who qualify for subsidies making 
insurance affordable for the first time.

For those of us selling sponsorship 
it creates an opportunity to pitch event 
marketing to healthcare insurers so that 
they can stand out to this new consumer 
market. Here are some tips you can use to 
make the case for sponsorship.

1.  Develop your prospect list by going 
onto your state’s healthcare exchange 
to see which companies are listed as 
insurance options. They are the com-
panies that will be the most active.

2.  Be mindful for who is attending your 
event. Those which attract a young 
audience are of particular interest to 
insurance companies as they are the 
most “profitable” to insure.

3.  Events that attract the health-con-
scious (runs, cycling, triathlons, etc.) 
or areas of your festival that promote 
wellness (culinary demos, farmers 
markets, etc.) are going to be of par-
ticular interest to health insurers.

4.  Events that fall during healthcare 
“open enrollment” periods (October 
1 – March 31) have the best chance 
for attracting these types of sponsors 
as this is when they are really ramp-
ing up their marketing.

5.  Pitch activations that help them 
generate leads. These can be onsite, 
online or via social media platforms.

Obamacare Spells Good RX  
for Sponsor Seekers

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 

Hopefully, you will find success with 
this new market at your next festival or 
special events. Let me know how it goes 
for you.

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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If you are like most events/organizations, your on-line 
marketing presence and visibility is really just a sum-
mation of non-related, often outdated, components 
and links and access to miscellaneous tools/ toys that 
someone in a seminar somewhere said that you should 
be using, with no real ‘plan’ to it at all. You may not 
even be sure anymore just what you have or what it 
should do, let alone having a plan for strengthening / 
upgrading it. If this sounds like you, it’s probably time 
for an online tune-up.

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

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

tracking programs
•	 Verification	of	Webmaster	tools	for	both	 

Bing and Google

Is Your Online Marketing

PLUGGED IN?
Let the IFEA Take a Look with our 

New Online Marketing Audit Program

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

please contact: 
Nia Hovde, Vice President 

& Director of Marketing 
& Communications 

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

or Click Here

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

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

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

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

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

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

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

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

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

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

sic responsibilities of the nonprofit board. 
These responsibilities are:

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

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

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

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

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

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

1.

2.
3.
4.
5.

6.

7.

8.

9.

10.Recruiting New 
Board Members (Part 1)

In the Board Room
By Mitch Dorger 

Continued on page 64Continued on Page 101



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/joomla1_5/index.php?option=com_content&view=article&id=245&Itemid=475
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GOLF 
CARTS: 
FRIEND 
OR FOE?

INSURANCE INSIGHTS
By Susan Greitz and Carol Porter

We mentioned golf carts previously as 
it relates to liability insurance, but since 
this topic is the largest source of liability 
insurance claims, a more thorough look 
at preventing incidents is in order. 

Golf carts are the work horse of our 
events. They help us transport ‘our stuff’ 
from point A to point B in areas that 
other vehicles cannot journey. The golf 
carts could belong to the event organizers, 
but it’s not unusual for vendors to bring 
one too. Unfortunately, golf carts are  
the largest source of liability claims,  
usually caused by lack of supervision and 
controls. If your event has used golf carts 
in the past and never had an incident, 
consider yourself lucky. Organizers who 
plan on using golf carts should take note 
of the suggestions that follow for cart 
safety procedures. These recommenda-
tions will help diminish the chance of 
accidents, and lessen your liability. 

 Cart Safety: 
A cart coordinator should be identi-

fied and should work with the security 
and safety committee. His/her job is to 
approve all cart use, control carts distri-
bution and return, and investigate all 
incidents of property damage or personal 
injury involving carts.

There should be an orientation meeting 
for all operators where routes, rules, regula-
tions, liability insurance (vendors) and 
other requirements will be discussed. Atten-
dance should be required and documented.

Carts should be required to display a 
current operating permit, provided by the 
security committee or other designated 
department. A cart permit is a privilege.  
Irresponsible operation of a cart or scooter 
should result in loss of this privilege.

The following are sample Utility and Golf Cart 
rules that you can adapt to fit your event needs.
1. Carts will need to be checked out and in by the cart coordinator and keys 

controlled by the coordinator.
2. Vendors/Concessionaires operating carts must provide proof of liability  

insurance on each cart operating on-grounds.
3. Vendors/Concessionaires are responsible for supplying their own carts.
4. Carts must have keyed ignition locks
5. Carts are permitted for business and service needs only – not for personal 

convenience.
6. Where possible, service to concession stands should be made from the back 

or side, leaving the front open to the public.
7. No cart or scooter will be allowed on vendor row or pedestrian paths during 

operating hours.
8. No cart or scooter will be allowed in buildings at any time.
9. The pedestrian has the right of way at all times, except in emergency  

situations. There will be no honking the horn to move pedestrians.
10. No cart/scooter may be operated by or contain a passenger if that person is 

intoxicated or under the influence of an illegal controlled substance.
11. Carts shall not transport more passengers than they may be seated in a  

designated seat. The cargo bed is not to be used for passengers.
12. To prevent falls, occupants must be seated at all times.
13. To avoid the possibility of losing control, the driver should drive at a safe speed 

for the weather conditions and never exceeding 15 mph.
14. When stopping and leaving the golf cart, always set the parking brake, turn the 

key switch to off and REMOVE the key from the cart.

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



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

ASSOCIATION ENDORSED PARTNERS

ASSOCIATION SPONSORS

ASSOCIATION SUPPORTERS

CONVENTION PARTNERS
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it relates to liability insurance, but since 
this topic is the largest source of liability 
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from point A to point B in areas that 
other vehicles cannot journey. The golf 
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but it’s not unusual for vendors to bring 
one too. Unfortunately, golf carts are  
the largest source of liability claims,  
usually caused by lack of supervision and 
controls. If your event has used golf carts 
in the past and never had an incident, 
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plan on using golf carts should take note 
of the suggestions that follow for cart 
safety procedures. These recommenda-
tions will help diminish the chance of 
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fied and should work with the security 
and safety committee. His/her job is to 
approve all cart use, control carts distri-
bution and return, and investigate all 
incidents of property damage or personal 
injury involving carts.

There should be an orientation meeting 
for all operators where routes, rules, regula-
tions, liability insurance (vendors) and 
other requirements will be discussed. Atten-
dance should be required and documented.

Carts should be required to display a 
current operating permit, provided by the 
security committee or other designated 
department. A cart permit is a privilege.  
Irresponsible operation of a cart or scooter 
should result in loss of this privilege.

The following are sample Utility and Golf Cart 
rules that you can adapt to fit your event needs.
1. Carts will need to be checked out and in by the cart coordinator and keys 

controlled by the coordinator.
2. Vendors/Concessionaires operating carts must provide proof of liability  

insurance on each cart operating on-grounds.
3. Vendors/Concessionaires are responsible for supplying their own carts.
4. Carts must have keyed ignition locks
5. Carts are permitted for business and service needs only – not for personal 

convenience.
6. Where possible, service to concession stands should be made from the back 

or side, leaving the front open to the public.
7. No cart or scooter will be allowed on vendor row or pedestrian paths during 

operating hours.
8. No cart or scooter will be allowed in buildings at any time.
9. The pedestrian has the right of way at all times, except in emergency  

situations. There will be no honking the horn to move pedestrians.
10. No cart/scooter may be operated by or contain a passenger if that person is 

intoxicated or under the influence of an illegal controlled substance.
11. Carts shall not transport more passengers than they may be seated in a  

designated seat. The cargo bed is not to be used for passengers.
12. To prevent falls, occupants must be seated at all times.
13. To avoid the possibility of losing control, the driver should drive at a safe speed 

for the weather conditions and never exceeding 15 mph.
14. When stopping and leaving the golf cart, always set the parking brake, turn the 

key switch to off and REMOVE the key from the cart.

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

Jeanne Louise, however, did not initially 
motivate herself. It was someone else who 
drew the line in the sand. But, it became a 
line she was determined to cross. 

In motivation we talk about getting 
outside of one’s comfort zone. It is only 
when we are uncomfortable that we 
begin to get motivated. Usually to get 
back into our comfort zone as quickly as 
possible. 

Born into the family of a middle-
class store owner, Calment was firmly 
entrenched in her comfort zone. At age 
21 she married a wealthy store owner 
and lived a life of leisure. She pursued 
her hobbies of tennis, the opera, and 
sampling France’s famous wines. Over 
the years she met Impressionist painter 
Van Gogh; watched the erection of the 
Eiffel Tower; and attended the funeral of 
Hunchback of Notre Dame, author, Vic-
tor Hugo. 

Twenty years after her husband passed 
away, she had reached a stage in life 
where she had pretty much achieved 
everything that she was going to achieve. 
Then along came a lawyer. The lawyer 
made Jeanne Louise a proposition. She 
accepted it. He thought he was simply 
making a smart business deal. Inadver-
tently he gave her a goal. It took her 30 

years to achieve it, but achieve it she did.
Are you willing to keep your goals 

alive for 30 years? At what point do you 
give up? Thomas Edison never gave up, 
instead he said, “I have not failed. I’ve 
just found 10,000 ways that won’t work.” 
Winston Churchill during the bleakest 
hours of World War II kept an entire 
country motivated with this die-hard 
conviction: “We shall defend our Island, 
whatever the cost may be, we shall fight 
on the beaches... in the fields and in the 
streets... we shall never surrender.”

Many of us give up too soon because 
we set limits on our goals. Achieving a 
goal begins with determination. Then it’s 
just a matter of our giving them attention 
and energy. 

When Jeanne Louise was 92 years old, 
attorney François Raffray, age 47, offered 
to pay her $500 per month (a fortune 
in 1967) for the rest of her life, if she 
would leave her house to him in her will. 
According to the actuarial tables it was a 
great deal. Here was an heir-less woman 
who had survived her husband, children, 
and grandchildren. A woman who was 
just biding her time with nothing to 
live for. That is until Raffray came along 
and offered up the “sucker-bet” that 
she would soon die. It was motivation 

enough for Jeanne, who was determined 
to beat the lawyer. Thirty years later, Raf-
fray became the “sucker” when he passed 
away first at age 77.

When asked about this by the press, 
Calment simply said, “In life, one some-
times make bad deals.” Having met her 
goal, Jeanne passed away five months 
later. But on her way to this end, she 
achieved something else: at 122 years 
old, she became the oldest person to have 
ever lived. 
In future articles we’ll examine further the 
ways in which motivation works. How 
to motivate ourselves, our employees, 
customers, friends, loved ones and chil-
dren. I would like to get your feedback 
on which of these areas of motivation are 
of most interest to you. Please email me 
with your suggestions. 

By Robert Wilson

What’s Pushing 
Your Buttons?

Robert Evans Wilson, Jr. is a mo-
tivational 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’s 
programs please visit www.jumpstar-
tyourmeeting.com.

What motivates you? That’s the question I’d like to ask in 
this inaugural column on motivation. Are you motivated by 
fame, fortune or fear. Or is it something deeper that fans 
the flames inside of you. Perhaps you are like Jeanne Louise 
Calment whose burning desire enabled her to do something 
that no other human being has done before. A feat so spec-
tacular that it generated headlines around the globe, got her 
a role in a motion picture, and landed her in the Guinness 
Book of World Records. A record that has yet to be beaten.
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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/p/resources/careernetwork


BY SEAN KING

RON BURGUNDY
TAUGHT ME ABOUT MARKETING

8 LESSONS
RON BURGUNDY

TAUGHT ME ABOUT MARKETING

8 LESSONS

Unless you hiber-
nated through the 

entire holiday season 
with no access to 

social or traditional  
media, you may have 
heard that Will Ferrell  

recently reprised his role 
as Ron Burgundy in the 

motion picture Anchorman 2.

While the roots of the role 
are embedded in the  

comedy of Ferrell and his 
writing and producing  

partner, Adam McKay, there 
are definitely marketing 

lessons to be learned far 
beyond the belly laughs  

of the smart-alecky  
slapstick comedy.

Turnstiles: Marketing for Event Managers
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One understands that the Anchor-
man/Ferrell/McKay brand of humor is 
an acquired taste and not for everyone, 
but that in its own right tells us what we 
need to learn from this comedy team. The 
main lesson we can take away is to use 
marketing to entertain, influence and sell 
our product – in this case tickets to the 
movie theater, eventually video down-
loads and finally even crossover into sales 
of mainstream products like the Dodge 
Durango.

But there are many more lessons to be 
learned by those of us in the event mar-
keting industry on how to expand upon 
a concept, leverage every opportunity, 
but never lose sight of our ultimate goal. 
Sure, there are marketing professionals 
at work that guide the different moves of 
Burgundy Nation, but just as the recent 
stories of a worldwide shortage of Velvee-
ta proved, even the contrived and most 
calculated news story can create aware-
ness and drive business, but in a funny 
and entertaining way.

Here are the eight lessons Ron Burgun-
dy taught me about marketing. Of course, 
there may be more, but I’m speaking 
from personal experience. 

#1 Do Not Take Yourself  
Too Seriously 

The beauty of Ron is that he takes 
himself so seriously, that the viewer can’t. 
That sort of ability and talent is rare, but a 
lesson should be learned from what he is 
teaching us about doing anything for the 
character. Have fun, make people smile 
and laugh and they’ll help you grow in 
more ways than you’ll ever know.

#2 Too Much is Never 
Enough 

There’s an old advertising adage, 
‘just when you start getting sick of your 
message is exactly when it starts to work.’ 
Pushing the limits and the boundaries 
will get you noticed. Note: This is not an 
endorsement to be vulgar or cross the lines 
of good taste, but rather to embrace who and 
what it is you are and become known for it.

#3 Don’t Worry About Who 
You’re Not Reaching, 

Worry About Who You Are. 
Not everyone is always into you – but 

those who are would be the ones that 
make the best customers, the best attend-
ees and would be along with you for the 
long haul. Ron’s fans are Ron’s fans and 
not only will they buy the movie, watch 
it on Netflix and probably download it at 
some point, but they’ll be more likely to 
visit websites, watch other movies and fol-
low the Ron Burgundy/Will Ferrell brand. 

But you might ask “what about the oth-
ers who don’t get the joke?” Well, they’ll 
never see the movie, download a video or 

buy and endorsed product. I doubt Ron 
minds very much, do you? 

#4 Make the Strange and 
the Odd Stand Out 

Broadcasting the news from South 
Dakota doesn’t seem like a traditional 
marketing vehicle for a major Hollywood 
studio release, but that’s precisely why 
Ron Burgundy did it. Not only did he feel 
comfortable in the role as newscaster, but 
the sheer ridiculousness made it news-
worthy. I’m not certain of the box office 
return in South Dakota, but the number 
of impressions gained from mentions 
across America on other newscasts and 
entertainment programs definitely added 
to the success of the film. 

This is another case where investing in 
the character, at all costs, certainly pays 
dividends not only in the short term, but 
also as the brand is being built. We can 
learn from this extraordinary idea to not 
be ordinary.

#5 Explore Every  
Avenue 

This lesson could also be titled “Live 
the Brand.” Everything that even remotely 
has to do with the evening news, Ron 
Burgundy has put his imprint on. For 
heaven’s sake, even the guy’s choice in 
suit color is his name and vice versa You 
need to own every aspect of your festival, 
fair or event. Ron Burgundy owns the 
anchor desk. Can you say the same about 
what you’re doing? (By the way, this is the 
definition of brand.)

#6 It’s All About the 
Impression 

The number of gross impressions that 
is. There’s a fine line that we all have to 
walk when engaging in promotion of an 
event, movie, product or service. 

My belief is that you can never have 
too much publicity. Not only do we live 
in a short attention span world filled 
with social media and multiple screens, 
but as event promoters we only have 
small windows of opportunity when our 
audiences are paying attention. The time 
it takes for someone to decide if they are 
attending our offering or not is tiny. Our 
job as marketers is for potential audience 
members to receive our promotional mes-
saging through the most engaging channel 
possible and believe there is no alternative 
but than to attend. Simple, right?

If the ultimate goal is to create so much 
internal demand with audience members 
that their lives would not be complete 
without attending, it likely takes a great 
deal of effective promotion to make that 
happen. By any means necessary make 
the impressions any way you can, with as 
many partners as you can and watch the 
results pour in through the Turnstile.

#7 Build the Hype but 
Manage the Expectations 

The key to success is always about 
being genuine and authentic to the char-
acter – that’s what makes Ron Burgundy’s 
character and in turn what makes Will 
Ferrell, Will Ferrell. He’s never willing to 
go short for the gag. There’s something 
to be learned that whether in trying to 
get the laugh or get the sale of tickets or 
funding or whatever it is that you sell. 
Don’t ever overpromise and underdeliver, 
but don’t sell yourself short either. Both 
can impact your name, your event, your 
brand in negative ways, but always shoot 
for the remarkable.

#8 Partner with Everyone 
and Anyone You Can 

(Within Reason) 
The cross-promotions with the media 

and Dodge were genius. Not only was 
word being spread about Anchorman 2 
in the theaters, but the associated brands 
were able to leverage exclusive arrange-
ments that provided differentiation with 
their competition and create even more 
impressions about their products in a 
creative, entertaining way.

For so many of us, the festival and 
event industry is about entertainment, so 
it's up to us to be able to repurpose great 
content from our partnerships. Many of 
the artists and acts we hire are looking for 
additional publicity to build a repertoire 
and a career. Why not tap into that eager-
ness to perform and to build audiences 
for them and for you?

Meanwhile, partnerships with compa-
nies and organization can be the basis for 
a future of new possibilities. Sponsorship 
is no longer about cash. The new model 
is about the ability for properties and 
sponsors to collaborate to benefit one 
another. You can grow your event and 
festival by tying in with companies with 
remarkable promotions and a single cent 
never has to exchange hands – yet both 
partners are satisfied. 

So with these eight lessons learned, 
how will you take these lessons and put 
Ron Burgundy to work for you?

Stay classy IFEA!

Sean King has been consulting with 
small businesses and non-profits orga-
nizations for over 20 years. Cur rently, 
Sean is the Director of Marketing & 
Communications for Youth Educa-
tion 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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in the aftermath of the September 11th attacks and the new threat of terrorism 
that seems to pervade every area of our lives now…and that is that nothing is 
certain.  Everyone is looking for direction, protocol, and advice.  The media have
started asking every event, despite size or location, about their plans for the poten-
tial of terrorism and the safety of their attendees.  Cities and insurance carriers are
requiring emergency evacuation and communication plans. The world as we knew
it is now different. But what is the correct response?

You can take heart in knowing that even the Department of Homeland
Security and the President are learning as they go.  The difference being that
their actions set the direction for the rest of us: States, cities, law enforcement
agencies, even events.  Knowing that, the Homeland Security Advisory System
(HSAS), a five-tiered, color-coded risk identification ladder was created.  It’s
purpose, to provide a comprehensive and effective means to disseminate 
information regarding the risk of terrorist attacks to Federal, State, and local
authorities and to the American People.  And while the HSAS and the
Department of Homeland Security itself are open to both political and public
scrutiny and input, as well as Presidential approval, "IE" asked for the most
current information available to pass along to our members and industry.  
As new information becomes available we will keep you updated.

HSAS: A National Framework
The HSAS will provide a national framework for Federal, State, and local 

governments, private industry and the public.  There are many federal alert 
systems in our country – each tailored and unique to different sectors of our
society: transportation, defense, agriculture, and weather, for example.  These
alert systems fill vital roles and specific requirements for a variety of situations
in both the commercial and governmental sectors.  The HSAS will provide a
national framework for these systems, allowing government officials and 
citizens to communicate the nature and degree of terrorist threats. The HSAS
characterizes appropriate levels of vigilance, preparedness and readiness in a
series of graduated Threat Conditions. The Protective Measures that correspond
to each Threat Condition will help the government and citizens decide what
action they take to help counter and respond to terrorist activity.  Based upon
the threat level, Federal agencies will implement appropriate Protective
Measures. States and localities will be encouraged to adopt their own compati-
ble systems and, as noted later, the IFEA encourages events to do the same.

A suggested guideline
for events, in response to

the Homeland Security
Advisory System.

ONE
THING IS
CERTAIN
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Assigning Threat Conditions
The HSAS will provide a framework for the

U.S. Attorney General, in consultation with
the Director of Homeland Security, to assign
Threat Conditions, which can apply national-
ly, regionally, by sector or to a potential target.
A variety of factors will be used to assess the
threat, including:
• Is the threat credible?
• Is the threat corroborated?
• Is the threat specific and/or imminent?
• How grave is the threat?

A Unified System for Public
Announcements

Public announcements of threat advisories
and alerts help deter terrorist activity, notify
law enforcement and State and local govern-
ment officials of threats, inform the public
about government preparations, and provide
them with the information necessary to
respond to the threat. State and local officials
will be informed in advance of national threat
advisories when possible. The Attorney
General will develop a system for conveying
relevant information to Federal, State and
local officials, and the private sector expedi-
tiously.  Heightened Threat Conditions can be
declared for the entire nation, or for a specific
geographic area, functional or industrial sec-
tor.  Changes in assigned Threat Conditions
will be made when necessary.  Events are
encouraged to establish ongoing relationships
with their local law enforcement agencies and
cities, with designated liaisons, for the purpose
of passing along any tangible threat informa-
tion and responses.

A Common Tool to 
Combat Terrorism

Under the HSAS, Threat Conditions charac-
terize the risk of terrorist attack. The HSAS
defines five, color-coded Threat Conditions, as
defined in the next column. Protective
Measures, the steps that will be taken by the
government and the private sector to reduce vul-
nerabilities, were developed at each level for dis-
tribution to government agencies. Based directly
upon those Protective Measures, the IFEA, in
cooperation with Boise, Idaho Police Chief Don
Pierce (Vice President of the International
Chiefs of Police Association) and BPD Special
Events Officer Sgt. Rich Fuhriman, has devel-
oped the following suggested list of compatible
responses and protective measures for events at
each graduated threat condition level.

Note: Because events are likely to receive initial word of
a potential terrorist threat from their local law enforcement
agency and/or city, we underline here that this list should
be undertaken in full cooperation and communication with
your local agencies and should not be considered com-
plete.  It is meant to be used as a starting point for local
development.

Police Chief Don Pierce was a keynote speaker on Homeland
Security at the IFEA’s 46th Annual Convention in Las Vegas in
January of this year. Sgt. Rich Fuhriman serves on the IFEA’s
President’s Council and the IFEA Rocky Mountain Chapter
Board of Directors. The Boise Police Department has been a
member of the IFEA since 1990 and we encourage all events to
suggest membership to their own local / regional agencies and
municipalities to help further these important relationships.
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What Keeps You Up At Night?
With Peter Ashwin

Risk Management and Security for Events 

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

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

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

An accomplished technical security 
writer, Peter has authored the security 
chapter of “Bid Books” for two suc-
cessful bids - Sochi 2014 Olympic Win-
ter Games and the Russia 2018 FIFA 
World Cup. Other Bids have included 
the Rome 2020 Olympic Games Bid, 
the Doha 2016 Olympic Games Bid, 
and the Hambantota (Sri Lanka) 2018 
Commonwealth Games Bid.  

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

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

Peter is based out of Boise, Idaho 
but he still calls Australia “home”.

The recent tragic events in Boston, Mas-
sachusetts on April 15, 2013 are a stark 
reminder of the challenges that we face 
as special event organizers in today’s ever 
changing security environment. Many of 
the lessons coming out of Boston aren’t 
new within the international context; 
although it’s changed our context for 
domestic events here in the USA. 

The day after the incident, Steve Schmader, 
CFEE, President and CEO at IFEA World 
and I started trading emails on what was 
going to be the impact to the industry, 
drawing upon best practices I had seen and 
implemented from my experience over six 
Olympic Games. Within 24 hours of our 
initial conversation, the Department of 
Homeland Security issued “Improvised Ex-
plosive Device (IED) Awareness Guidelines 
and Protective Measures for Mass Gather-
ings,” a pragmatic approach to enhancing 
security for special events. 

The DHS IED guidance was timely and 
appropriate but I know it will be very 
challenging to implement many of these 
measures without considerable support 
and resources from local Law Enforce-
ment, Public Safety Agencies and Federal 
Government security agencies.  From my 
discussions with other IFEA members at the 
2012 IFEA Annual Convention and Expo in 
Denver, CO, one of the key questions was 
“who pays for what” in regards to policing 
and security? The policy for cost recovery 
for policing and other public safety agen-
cies varies city by city and state by state; this 
poses a significant “risk” to event budgets 
in an already uncertain environment.

Over the past few weeks, I have been 
reading and responding to blogs on what 
should be “best practices” after Boston. An 
issue that I have highlighted is that many 
of my security colleagues have lost sight of 
the fact that we are putting on “events with 
a security overlay (appropriate to risk)” not 
a “security event with an event overlay.” 
This has always been a challenge for us in 
the Olympic Games environment. After 
working with Law Enforcement and Gov-
ernment security agencies in six countries, 
I have learned that the key to success is 
ensuring that the security agencies are “part 
of the journey.” Integrating our security 

partners throughout the event planning 
process and sharing our business objectives 
and critical success factors will help keep us 
all focused on the desired outcomes. We all 
know that our long term sustainability is 
often determined by the attendee / specta-
tor experience. 

So where do we go from here? As event 
organizers we must continue to plan within 
a dynamic and ever-changing operating 
environment; we must continue to antici-
pate and innovate. We must ensure that our 
operational plans evolve in response to the 
changing risk environment; be it security 
related like Boston, severe weather resulting 
in temporary infrastructure failure (stages 
and seating) or an increasing financial loss 
exposure due to the downturn in the econ-
omy (loss of sponsors, ticket sales etc.). 

What does this mean? It means building 
a strong foundation for planning and opera-
tions through an effective Risk Management 
Plan. Your Risk Management Plan (which I 
hope you already have) not only represents 
a compliance tool, but also a quantitative 
process which supports prioritization of 
resources (human and financial capital) 
during planning and operational delivery. 

Most importantly, as event professionals, 
a robust risk management process ensures 
that: 1.) the health, safety and wellbeing of 
employees (staff and volunteers) and the 
public is not compromised; 2.) financial 
performance of the event is protected; and 
3.) the reputation of the event is strength-
ened in the eyes of local communities, 
sponsors and other stakeholders.

On a positive note to wrap up, we should 
not lose sight that each year thousands of 
special events are hosted safely and success-
fully by our global IFEA members - from 
small community events with hundreds of 
attendees to “Thunder Over Louisville®” at 
the Kentucky Derby Festival with 600,000+ 
attendees. Having said that, it is important 
that we continue to seek out best practices 
and other innovative processes, which create 
safe havens for our events. 

Note: Peter Ashwin will be speaking 
at the IFEA’s 58th Annual Convention & 
Expo in Pittsburgh, PA, U.S.A., September 
16-18, 2013 on Risk Management and 

the lasting impact following the Boston 
Marathon bombings.
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Being Human
While 

Managing Them
By Eric L. Martin, Esq., CFE

MYTH:All people who work for nonprofits are saints. We think that the
saint myth comes from the same place as the nonprofits-as-char-
ities myth - the idea that charities are full of selfless people who
sacrifice themselves for others. 

You can find saints in nonprofits, of course. You can find exam-
ples of everything in the nonprofit sector. But by and large, the
nonprofit workforce is a fair sample of the general population.
Some people are more committed to the missions of their organ-
izations than others; some nonprofit managers could be CEOs of
Fortune 500 companies if they wanted to be; and some are just
marking time until their retirement.

Stan Hutton and Frances Phillips
Nonprofit Kit for Dummies
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I’ve hired and I’ve fired employees. 
I’ve rewarded and disciplined them. I’ve
helped some to mature and others to
find and realize other career opportuni-
ties and choices. I’ve had employees
come and go with both joy and anger.
I’ve made my share of mistakes and
experienced the delight of success.

With all of my experience managing
event people, I’m here to tell you that I
have found no perfect system. The best
you can hope for is to establish effective
policies. Then express them clearly and
apply them fairly. Always remember to
temper your judgment with compassion.

Now, having said that no system is per-
fect, I will also say that some are better
than others. Through my years of trials and
errors I have developed standard, function-
al guidelines for dealing with employees.
Relying on these guidelines brings me the
comfort of professional integrity,
and more importantly, the comfort
of sleeping well at night.

As human resources managers,
our first task is to attract capable
humans to manage. Recruiting 
and retaining employees for non-
profits brings with it a unique set
of challenges. 

The Dilemma of
Nonprofits

IFEA and its members,
like all industries in the
world today, are in a compe-
tition to attract professional
talent. With U.S. and world
markets operating at reason-
ably healthy rates of growth,
attracting qualified professionals can be
an awesome task. Particularly, in an
industry like ours, which is typically
“nonprofit” and where our products are
“soft,” attracting the best talent requires
planning, marketing, and commitment
of organizational focus. Understanding
and utilizing the advantages provides the
tools to minimize the impact of our
obvious disadvantages. Understanding
and using these tools as assets to attract
and reward our people can provide awe-
some results and minimize the potential
for dissatisfaction down the road.

Tools that work for our industry:
A. The “fun, happy” nature of our product.
B. Our industry’s flexibility (ability to

adapt and respond to employee lifestyle
needs).

C.The industry’s development of profes-
sional status, bringing with it:
1. Better salaries
2. Greater professional recognition

D.Recognition and celebration of the
importance of diversity (which fosters a
positive human environment).

E. Recognition of the importance of 
our industry/products to communities
and the establishment of positive
human values.

Barriers that work against our
industry:
A. Lack of competitiveness with “for profit”

salaries and tangible benefits.
B. Absence of a “firm, substantial” product.
C.Absence of civic, public appreciation of

our product.
D.Increased flexibility in the “work style”

of other industries.
While we have our uniquenesses, our
industry is also similar to any other. We
face the same economic, social, and politi-
cal realities. Finding suitable talent, attract-
ed to what we do and why we do it, is a
constant objective and struggle. We must
draw on our industry’s best features to

make people want to work for us. Our
biggest asset is how well we fit with the
worker’s increasing desire for a better 
quality of life.

Getting ahead of the “quality of
life” game...

We can expect workers across all
industries to seek higher quality from
both their professional and personal
lives. In fact, the distinction between
“professional” and “personal” life will
fade. Enjoyable working conditions and
job satisfaction will be seen as contribut-
ing to an employee’s total life quality,
just like wages and benefits. Improving
your employees working experience will
mean paying special attention to: 
• Relevance of corporate mission and

vision.
• Core values that include employees at

the center.
• Creative means for allowing profession-

al and personal social development.
• Immediate and direct involvement 

in the vision and development of 
the company.

Lip service will not be enough.
Concentrated and demonstrated com-
mitment to the foregoing will be
required. One of our biggest advantages
is that - “We are not a factory.”
Flexibility should be a recognized and
utilized tool. We can respond to the
needs of employees for unusual or flexi-
ble work schedules. There is no assembly
line to constantly feed. Create a work
environment that offers creative, cost
saving solutions for your parents.
Families are usually at the core of our
mission. Provide a professional environ-
ment that recognizes, appreciates and
rewards diversity. Our communities look
to us for this kind of leadership.

Provide opportunities at every level to
be creative and exploratory. Creativity is
the essence of our industry. Our product
need not always be the same.

Once you’ve successfully recruit-
ed some capable employees,
you’ll have to decide how to 
help them manage their
daily activities to accom-
plish your organization’s
goals.

The need to for-
malize personnel
policies

Now, more than ever, our
businesses demand and require
the establishment and operation
of human resource/employment
policies and practices. If for no
other reason, then because of 
the old African American adage
that says - “Wherever two or

more gather, what you have is trouble.”
Regardless of the size of any business,

it must establish and maintain person-
nel policies and practices. It should 
be done formally and either a person 
or a department should be charged 
with the function to create and 
administer policy. The personnel poli-
cies or employee handbook should be 
a guide. Like our nation’s Declaration 
of Independence, Constitution and Bill
of Rights, this policy should clearly
state the mission and intent of the 
company and document, lay down 
the overall general rules and policies 
of conduction, and establish the
absolute rights of the company and its
people. But, also like our great national
documents of governance, these policies
should be living, breathing, flexible 
and adaptable. They should be a guide
for conduct and not a prison or substi-
tute for our humanity.

OK, so enough with the philosophy
stuff, here are some tips and support 
to develop your own policy handbook.

FACT
People always have been, are,
and always will be the most
important and valuable asset
any corporation could ever
hope to have.

Richard G. Renckly
Human Resources
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Written policy: the 
employee manual

It is important to have written/docu-
mented personnel policy and manuals. 
A manual, as such is not a federal or
state requirement. But having one is 
an excellent practice.

No one has to start at square one 
in establishing personnel policy. Good
examples exist. If you don’t have one,
simply ask. Bands of America has an
exhaustive employee manual, which 
it will share. Look to organizations that
you respect and admire. Ask for their
examples. Use the web as a tool. For
example, one sample non-profit person-
nel manual can be found on-line at
www.mncn.org/sampers.htm.

Whether you use another’s exam-
ple, or start from scratch, be sure that
your words fit your company’s needs
and philosophy. Also be sure that you
are committed to ensuring compliance
by the employee and the company.
Review each policy care-
fully, because once stated,
it is a binding commit-
ment of the company.

Covering 
the basics

If you choose to devel-
op your own manual
from scratch, start
with the obvious
and easy. At the
very least, include a
statement of the
company’s mission,
its history and values,
its office hours, holi-
days, sick and vacation
pay. Don’t just establish
policies that reflect what
you want. Remember that you are in
competition with other opportunities to
attract and keep good employees.
Recognize and capitalize on your advan-
tages (like working hours and schedule
flexibility) to offset and compensate for
your disadvantages (inability to afford
some benefits offered by others).

Some other essential 
basics include:
• A statement that policies may be

amended from time to time, and that
the company reserves the right to do so.

• A statement of nondiscrimination in
employment (required by most states
and definitively required if you use 
federal or other public monies).

• A statement about parental leave and
long-term disability practices and policies.

• A statement about hire policies and
probationary periods.

• A statement about employee standards
of conduct.

• A statement about employment termi-
nation policy, including a grievance
procedure.

Additional considerations for
your manual include your poli-
cies concerning:
• Individual department procedures 

and policies
• Employment at will (your right to 

dismiss balanced with the employee’s
right to quit)

• Substance abuse policies

• Unions
• Confidentially of company information
• Wage and salary policy
• Work schedule and attendance
• Insurance coverage
• Dress code

While is it not a requirement in
any manual, I believe it is still
essential to your company’s
success for your in policy to
provide:
• A statement of organizational mission
• An outline of the history of the organi-

zations
• A statement of the values (core values)

held by the organization
The list can be endless. However, unless
you are already a “mature” company with
practices but not official documents in
place, I recommend that you proceed care-
fully, starting with generally accepted poli-
cies and adding detail as your people and
operations require.

A word about flexibility
Your employment practices manual

should be a tool of guidance. It establish-
es the minimum requirements for your
company’s relationship with its people. 
It does not establish the limits. All
employees and people are not created
equal. They have varying needs. The
company, likewise, is a living entity that
has its own needs and system of rewards
and operation. 

The law and your policy require and
establish guidelines for operation. The
law cares about and attempts to monitor

the treatment of classes of persons. The
law will not tolerate discrimination

on the basis of certain class factors,
e.g. race, color, creed, sex, physical
impairment, or religion. It does not
prohibit discrimination based upon
other factors like - dedication,

longevity, and skill value. Similarly,
when the company, as a team has

achievements that
deserve recognition
or “reward,” the
company must
have the fore-
sight and flexi-
bility to act
accordingly. In
the small,
non-profit

environment, this is
one of the company’s
greatest assets. It
should not be 
overlooked.

The company must
be flexible enough to
recognize the special
values (and needs) of
each of its employees. 
It must create a culture

(and reserve the right) wherein it may act
for the benefit of its employees as individ-
ual assets and resources. The company
must meet its minimum obligations, but it
has and must reserve the right to do more
where situations dictate.

The foregoing statements create a very
fine line between legal compliance and
successful human operation. It takes skill
and daring to utilize the full magnitude
of the potential offered by the right of
flexibility. Your success depends substan-
tially on the matters discussed in the 
section that follows.

Policy in practice
In the end, it’s all about communica-

tion. We used to call it personnel policy.
Today’s terminology calls it “human
resources.” The addition of the “human”
factor dictates consideration of the 
manner and quality of communication
and interaction.

MYTH:Working for a nonprofit is easy.
Working for a nonprofit isn’t any easier than working anywhere

else. Work is work, after all. Nonprofit employees work long
hours, take work home, and suffer sleepless nights just like
everyone else does. Of course, nonprofit workers do have one
advantage: They work for a double bottom line. Yes, the organi-
zation’s books need to end up in the black instead of the red, but
they’re making progress toward accomplishing the organization’s
mission. Maybe this is the reason people think that nonprofit
work is easy - they want to be doing something they believe in.

Stan Hutton and Frances Phillips
Nonprofit Kit for Dummies
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Good communications are at the core
of every successful organization. Lack of
communication is usually the root or
origin of destruction or failure.

Talk, talk, talk -
Communications

The quality of communications
between staff and the company (manage-
ment, owner, and board of directors)
determines the success of every company.
The job is easiest when the company is
smallest. Review and consider the rela-
tionships between founders and initial
staff versus that between the founder and
the sixth, seventh or eighth person
added. Nevertheless, regardless of the
size and age of a business, it remains true
that the quality of communications
determines success.

Communications must be bi-direction-
al or two way. Managers must have open
ears to employees and take the steps nec-
essary to ensure that his/her employees
have viable ways to communicate com-
plaints, offer suggestions, and to partici-
pate in setting company goals and objec-
tives. Below are some methods to ensure
communication -

• Regular staff meetings - Try to
schedule meetings at a specific time on
a regular basis. Have an agenda and
keep to it. Keep a schedule (one hour
is usually enough). Provide time for
feedback. Let everyone have a voice.

• Written communications - Introduce
new policies and communicate other
important information in writing. This
will ensure that there are (or should
not be) any misunderstandings. Leave
room for discussion of controversial
new policies and communications.
Even better, invite discussion/consider-
ation before the policy becomes final.

• Consider creating a staff newslet-
ter (in larger organizations). Certainly
let your staff be (and ensure that they
are) “the first to know” about signifi-
cant communications and offers you
make to your customers/clients.

• Don’t underestimate the “the power
of the water cooler.” You can’t stop it,
so you might as well join in. Informal
conversations in hallways, break rooms,
and at the water cooler are important
and vital opportunities to communicate
with staff on a one on one, informal
level. It is not a place to practice or pro-
mote gossip, but it is a great “equaliz-
ing” and “risk free” opportunity to
develop human relationships.

• Staff retreats. Use formal retreats and
conferences like IFEA conventions to

plan, set and announce corporate
goals and direction. Schedule and 
provide group-training opportunities.
Organize work/fun time as an oppor-
tunity to regroup and refocus.

When All isn’t Good -
Discipline

Even when you’ve tried your best, it
doesn’t always work out. Every employee
will not fit well with every company.
Therefore, every company should have
procedures by which it can discipline,
and if necessary, terminate the relation-
ship with an employee.

While not required, most companies
use a stair-stepped method of discipline,
except in the most severe cases. Your goal
should always be to protect the compa-
ny’s investment in an employee by help-
ing him or her to be successful.

Generally, managers try first to provide
the necessary training, support and direc-
tion to ensure that an employee can be
successful. After diligently trying this
route, they follow with verbal warnings.
Such warnings should always be docu-
mented in the files of the manager so as
to begin building the necessary record
for further discipline.

If verbal warnings are unsuccessful, a
written warning should follow. This will
provide clear evidence that you
approached the employee about the
problem. The warning can be general. If
the situation has become more serious,
you may want to note that this will be
the final notice before termination. 

While the warnings establish the com-
pany’s position and manner of recourse,
they do not help to “correct” perform-
ance. You might consider adopting a
“performance improvement action plan”
as a method for providing warnings. In
this case, management takes on the bur-
den of clearly articulating the problem
and the satisfactory solutions or behavior
changes that will restore the employee to
good standing. This is a very challenging
stance and does not work well for every
company or manager.

When all else fails, the company can
terminate the employee. Examples of ter-
mination letters and various other
employment-related forms mentioned
above can be found in Richard Renckly’s
Human Resources and J.W. Dick’s The
Small Business Legal Kit and Disk.

Termination
Though you want to protect your

investment in an employee, there are cer-
tain behaviors that require immediate
termination without progressive disci-
pline. These should be listed in your per-
sonnel policies. They usually include:
• Willful violation of any company rule.
• Willful violation of security or safety rules.

• Negligence or any careless action that
endangers another person.

• Intoxication or drug use while at work.
• Unauthorized possession of dangerous or

illegal firearms, weapons or explosives.
• Engaging in criminal conduct or acts

of violence.
• Insubordination or refusing to obey

instructions properly issued.
• Threatening, intimidating or coercing

fellow employees.
• Acts of sabotage or willful destruction

of company property.
• Theft of company property.
• Dishonesty or willful falsification of

your employment application or other
work records.

• Violating a non-disclosure agreement
or giving away confidential or propri-
etary company information to com-
petitors.

• Malicious gossip and/or spreading of
rumors.

• Immoral conduct or indecency on
company property or at company
events.

• Conducting a lottery or gambling on
company premises.
Often times, employees will resign in

lieu of termination for other reasons.
This is the preferred method of ending
bad relationship. It also should be 
documented. 

Wrapping it up
Running a nonprofit or special events

organization is no different than any
other business. The same principles and
truisms apply. Which brings us back to
where we started:
MYTH: All people who work for nonprof-
its are saints. We think that the saint myth
comes from the same place as the non-
profits-as-charities myth - the idea that
charities are full of selfless people who sac-
rifice themselves for others. 

You can find saints in nonprofits, of
course. You can find examples of every-
thing in the nonprofit sector. But by and
large, the nonprofit workforce is a fair
sample of the general population. Some
people are more committed to the mis-
sions of their organizations than others;
some nonprofit managers could be CEOs
of Fortune 500 companies if they wanted
to be; and some are just marking time
until their retirement.

Stan Hutton and Frances Phillips
Nonprofit Kit for Dummies

Eric L. Martin, Esq., CFE is senior vice
president and chief operating officer for
Bands of America, Inc. He has written arti-
cles and books and spoken widely on both
personnel and legal topics for special
events. He can be reached at 800-848-
BAND, or at eric@bands.org.
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We’ve all had those thoughts, but perhaps we’ve never actually said them using
our out-loud voice (or maybe some of us have). We can get so caught up in details
that we forget that the bottom line is we’re simply throwing a big party! Yes, the
profit analysis of our merchandise sales is vital, and the volunteer group that
cancelled their giant inflatable participation at the last minute is tough, but don’t
lose sight of the big picture. In today’s challenging economy and time of world
unrest, our business is more important than ever. It’s your job – and perhaps
your calling – to bring the art of celebration to the people of the world. 

“Everyone here is to be commended… 
you all produce memories for a living...” Those
were some of the first words I heard at my first
IFEA convention opening keynote, and it was at
that convention that I definitely knew I had truly
found my life purpose. Thank goodness Don
Whiteley of Argonne Parades convinced me to 
go to that convention. All I knew at the time 
was that my future was in parade production; 
it was a perfect marriage of my logistics talents,
creativity, and love of parades. Over the years 
my passion for parades evolved into a love of
events. It was not until recently, however, that 
I began to understand why I instinctively 
chose the festivals and event business, and 
he realization of the huge impact our events 
have on society. 

What did I get myself into? 
This is how it all starts – once you’ve chosen

this career field you begin discovering all the
challenging things about event production –
long hours, an attempt to plan for every sce-
nario known to man, lost sleep, gray hair, the
joys of people enjoying their right to free speech
during your event, and pay scales that will not
make you Jack Millionaire. This is when you
discover there is a lot more to event production
than meets the eye. And don’t you just love the
question, “Is this your full time job?” NO, silly,
people and tents just appear and sponsors love
to throw money at me!

How did I get where I am today and what
does that mean?

Yes, at 10 years old, I said, “When I grow up, I
will plan the optimal way to maximize soft
drink profits by analyzing commemorative cups,
cup sizes and syrup prices.” While I didn’t actu-
ally dream of doing that, I did love going to
events– didn’t we all? Well, when you look back
at your first dreams and dream careers, you also
have to look back at all the things that led you
to what you are doing today for a living. This is
your amazing happenstance – see how it has
worked for you, and see how it will continue to
shape your career.

Don’t ignore life’s little taps on the 
shoulder – these are the things to take notice
of that lead us to amazing places. A friend of
mine had a dream that I produced parades for a
living. His dream entwined with an epiphany I
had while watching a symphony perform ulti-
mately led me to my dream job of event pro-
duction. I realized while watching the sympho-
ny that it takes every single person’s individual
excellence to make the symphony what it is. I
made the decision to play my own instrument
in life and make my own music, therefore help-
ing the world symphony sound that much bet-
ter. When you take the time to realize how you
arrived where you are today and what you actu-
ally have, it can be a pretty amazing affirmation
of your career choice, and it can continue to
shape your event career. 

One way to find your dream job is to write a
personal experience inventory. This is much like
a resume, but along with the regular content of
a resume this new, ’experience inventory,’
should also document your emotions along the
way. Document them all: what makes you
happy, what brings you fulfillment, what
haven’t you enjoyed, and what jobs are simply
necessary for skill development. You will devel-
op your own face with the many faces of festi-
vals and events, and that too will evolve. To get
to where you’re going, you have to know where
you’ve been, where you are currently, and where
you want to go.

Don’t forget – YOU make it happen!
Okay, so you’re an event producer, and that’s

what you’re doing RIGHT NOW. And yeah, sure,
you secured the sponsorships, you ordered the
tents and tables, but that’s not all you do. Your
impact as an event producer is enormous.

• Logistics – that’s a given, but that’s what
takes all the time to make it happen. You
basically plan for every single possible sce-
nario under the sun for every single person
that will be at your event for the entire dura-
tion of your event. Oh, you also plan for all
the staff stuff too. That’s all.
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• Celebration – the definition for
celebration, according to Webster, is
“to honor by refraining from ordi-
nary business.” I love to tell people
this statement: “I take people out of
their regular daily lives for just a
moment and drop them into a
world of family, friends, amazement
and celebration.”

• Family and Community – you’re
creating venues for people to come
together and spend quality time. It’s
interactive and it’s not a television.
People love to see other members of
their community. Don’t forget, your
event is also improving the quality
of life for your community as well.

• Entertainment – all events
throughout history have had some
combination of food, drink and
entertainment. This entertainment
can be the people themselves, or the
simple act of coming to your event.

• Culture, History, Education – all
events celebrate your community’s
inherent culture, 100 percent of the
time. All events have history.
Celebrate it and events will often
times educate the community about
those unique qualities. People love
information, and people love know-
ing their culture is special. 

• Economics and Economic 
Impact – tax dollars, people’s liveli-
hoods and usually inexpensive par-
ticipation. Your event helps turn the
wheels of your community, and
you’re providing a means for many
businesses to profit as well. And
sometimes your event has free or
inexpensive admissions, so you’re
providing an inexpensive entertain-
ment option for people.

• Pride – your event helps increase
the pride people have in their com-
munity and in their region. The epit-

ome of this would be nationally-
known events, such as the Pasadena
Tournament of Roses Parade. Thanks
to this event, nearly everyone has
heard of Pasadena. Simply attending
events in your hometown makes
you feel a little more proud of
where you live.

• Location – some events are created
merely to bring attention to a loca-
tion, specific region, special season,
or to serve various public relations
needs. Whatever the reason for gen-
erating traffic to a location, you’re
helping bring people there who
would not come otherwise.

• FUN – OH, FUN! Let’s not forget
that! Isn’t it fun simply to go to an
event, whatever it may be? A festival,
concert, parade, pumpkinseed spit-
ting contest… they’re all fun! Don’t
forget how much fun you bring to
people’s lives.

It’s event time!
This is when your hard work pays

off. It’s also the time when challenging
issues start flying – and you begin ask-
ing yourself, “Why am I in this busi-
ness?” Instead of being passive about
all the challenges you’re about to face,
I suggest some pre-emptive measures
for both you and your staff:

• Produce a mindset bunker.
Review with yourself and your staff
the very reasons you produce your
event and all the beautiful things
your event does for people. Always
keep in the back of your mind the
big picture. Do not let the little stuff
take away your joy of your event.

• Don’t take things personally.
Know that people can get upset.
When confronted during my events
by negative patrons, I ask inside,
“Why are you so angry, and why are
you taking it out on my event?”
People can have lots of internal
anger, and unfortunately instead of
dealing with it in a healthy way,
they take it out on anything they
can – whether it be your event, or in
traffic, or in a grocery store line.

• Choose actions that create—not
destroy. Realize the truth of the sit-
uation. I’ve realized I get upset dur-
ing an event when I come in contact
with people who are doing the exact
opposite of what I’m trying to do.
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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
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The secret of organizations known 
for exceptional guest service such as 
Walt Disney World, Nordstrom, Farrell’s
Ice Cream Parlor and Southwest Airlines,
is that they have all decided exceptional
guest service is their number one priority.
They have established well thought out
and meticulously planned systems to
promote and reward exceptional guest
service. Though they all use different
words and terminology, they are all 
basically saying the same thing: “Our
business depends on exceptional 
guest service.”

The most important aspect of creating
a culture of exceptional guest service 
is that it must start at the top of the
organization and flow down to the 
front line employees/volunteers. From
the Executive Director, to the operations
manager, to the sponsorship salesperson,
to the finance manager, to the mainte-
nance worker, to the volunteer selling
soda, all must be committed to deliver-
ing exceptional guest service. This level of
commitment and involvement is vital to
implementing an exceptional guest serv-
ice program because the actions of every-
one involved in the organization reflect
back on the organization.

The best way to make sure of this 
commitment is to establish exceptional
guest service as a goal for the organiza-
tion. Work it into your mission state-
ment, add it to your list of organization’s
values and make it a part of you business
decision-making process. You must
decide that all business decisions should
take into consideration the effect they
have on guest service. If the idea or con-
cept has a negative impact on the guest
experience then the idea should be
reworked to create a positive effect or
eliminated. Then focus your energies 

on ideas that have a positive impact on
the guest experience.

The first step of establishing an 
exceptional guest service program is to
have everyone in the organization deter-
mine who their guests or customers are.
You must know who your guests or cus-
tomers are before you can begin to serv-
ice them. Guest service does not just
apply to your front line employees or
volunteers. Every department, employee
and volunteer has an impact on cus-
tomer service either directly or indirectly.
The impact of indirect guest service is 
not always easily understood but has 
just as much effect as direct guest service.
For example: What is the impact if the
merchandise stocker is not keeping the
shelves full or is displaying damaged
merchandise? What is the impact if the
food prep worker does not hook up the
CO2 to the self-serve soda dispenser?
What is the impact when the lighting 
rigger hangs a light bar improperly?
Maybe the last example is a little extreme
but it definitely proves the point of 
how everyone has an impact on the 
guest experience.

Now that you know who your guests
are, the next step is to determine their
expectations. After all, to deliver excep-
tional guest service, you have to know
what your guests want so you can deliver
it. And the guest is expecting you to go
beyond just delivering what they expect.
They want to be blown-away. They want
you to be different. They want you to
stand above your competition. A study
done by Xerox showed that 2% of dissat-
isfied customers returned, 6% of satisfied
customers returned, and 66% of extreme-
ly satisfied customers return. So, as you
can see. You need to determine what
your guest expects, than over deliver.

Today’s guests are very different from
guests from just a few years ago. Scott
McKain the author of “All Business is
Show Business” has a great insight to
today’s guest. He says, “Today, guests’
expectations are extremely high. They
have a wide range of experience in being
entertained while being educated,
trained, informed, served and sold. They
are more demanding. They are a culture
of instant gratification, where the drive-
thru has replaced the drive-in, the ATM
has replaced tellers, and the Internet has
replaced the back fence. When they can
zap through 100’s of channels, why
would they wait for anything? Guests
think good just isn’t good enough. Being
satisfied has become merely the ticket to
enable your organization to continue to
stay in business.” 

At Walt Disney World, they keep it
very simple. The top four things they
have determined their guests expect are:
“1.) Make me feel special, 2.) Treat me as
an individual, 3.) Respect my children
and me, and 4.) Have knowledgeable
Cast Members.” Walt Disney World have
concluded “that if each and every one of
their cast members focuses on these four
guest expectations each time they come
in contact with the guest, they will fulfill
there purpose of making sure every guest
who visits Walt Disney World has the
most fabulous time of his or her life.”

The next step in developing an excep-
tional guest service program is to create
guidelines that every one of your
employees and volunteers can follow.
Guidelines for every part of the organiza-
tion should be developed to keep every-
one focused on exceptional guest service.
Make sure the guidelines are simple yet
specific. This ensures that they can be
easily communicated and understood.

The Not

So Secret

Formula of
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Examples of simple guidelines are Walt
Disney World’s seven guidelines for guest
service: “1.) Make eye contact and smile,
2.) Greet each and every guest, 3.) Seek
out guest contact, 

4.) Provide immediate service recovery,
5.) Display appropriate body language,
6.) Preserve the Magical guest experience,
7.) Thank each and every guest.” These
guidelines are very easy to understand
and they are printed on pocket sized
cards and handed out to every 
Cast Member. 

Guidelines need to be established to
guide your employees and volunteers but
there must be flexibility. At Southwest
they say, “We provide guidelines but the
decision is up to the employee. Our
employees need to feel comfortable to
make a decision that is the right decision
for the customer, even if it violates a
company policy. If you are leaning
towards the customer rather than away
from the customer, we will forgive any-
thing that you do.” This is a very power-
ful statement because it empowers the
employee to be responsible and gives
them the freedom to make sure that the
customer has an exceptional guest experi-
ence. It also promotes coaching instead
of disciplinary action. Would you rather
have your leader talk to you about how
to better handle the situation in the
future or yell at you for breaking the
rules and not teach you a thing? Fear of
doing the wrong thing is a hindrance to
exceptional guest service.

After you have developed your guide-
lines, it is critical to create a strategy to
promote and nurture the consistent
delivery of exceptional guest service.
Recognition and rewards are the best way
to encourage consistency. The rewards
don’t have to be costly. Walt Disney

World has created a “Guest Service
Fanatic” card. Every time a leader sees
someone delivering exceptional guest
service, the leader fills out a card with
the cast member’s name and why he/she
is being recognized. All of the cards are
collected each month and a drawing is
held where a handful of cast members
win prizes from simple plush toys to a
nights stay at one of the Walt Disney
World resorts. Not all of the rewards
have to come from your organizations,
ask your sponsors to contribute to the
program as well. 

Now that your program is in place and
you are being successful and you are cre-
ating exceptional guest experiences, you
can not rest on your laurels. You must
continually and consistently ask your
guests how you are doing so you can
tweak and improve the service you are
delivering. Walt Disney World set up a
system that continually measures guest
satisfaction. Cast members watch and
record guest requests in their area. If a
request is consistently recorded, steps are
taken to deliver on the request. 

Creating exceptional guest experiences
is an ever-evolving process. Your guests
will continue to change so you must con-
tinue to change with them. One thing
that will remain the same is that excep-
tional guest service depends on people
who love to serve other people. There are
people who, making people happy,
makes them happy. So make sure you are
hiring people who have this attitude
ingrained in them already. You can
always train them to do the skills neces-
sary to do their job but serving people is
an essential quality. 

If you think that you are not compet-
ing with the service that the guests are
experiencing at Walt Disney World,

Southwest Airlines or Nordstrom, 
you had better think again! The more
these companies raise the bar the more
you have to raise the bar. You need to
continue and consistently survey your
guests because what your guests saw as
extraordinary today, might just be ordi-
nary tomorrow.

f

Maximizing

the Guest

Experience

Sam Lemheney, CFEE, is the Show
Designer of the Philadelphia Flower
Show and former Manager of the Epcot
International Flower & Garden Festival.
You can contact Sam at (215) 988-1621
or slemheney@pennhort.org PFS’s web-
site is http://www.theflowershow.com

Resources used in researching this article
and helpful tools when setting up your
own exceptional guest service program:

Books:
“All Business is Show Business”
Scott McKain

“Raving Fans”
Ken Blanchard & Sheldon Bowles

“Customers for Life”
Carl Sewell & Paul B. Brown

Videos:
“It’s So Simple” 
inspired by Southwest Airlines

“Give ’em the Pickle!” 
with Bob Farrell

“I’ll Be Back”
with Bob Farrell

by Sam Lemheney, CFEE
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And while war, threats of terrorism,
and heightened states of alert have sub-
sided somewhat in our every day lives,
these security issues cannot be ignored.
Add these world issues to the normal
security concerns with gangs, outlaw
motorcycle groups, extremist environ-
mental and political organizations,
unruly crowds and fans, and it’s impor-
tant the community knows your event is
not only worthwhile to attend, but safe
as well.

As a result, festival and event organiz-
ers know that now, more than ever, they
must develop positive partnerships with
local law enforcement organizations. 
But what are the best ways to build the
bridge between your event and the local
police or sheriff’s department?

As one who works with event organiz-
ers as a law enforcement liaison, let me
offer the following:

View your local law enforcement repre-
sentatives as partners and not unneces-
sary municipalities for whose services
you must pay. When placed in the latter
role, law enforcement personnel must
rely on their normal rules and regula-
tions because they have nothing else to
go on. But when law enforcement folks
become your partners, you will discover
that they will go the extra mile to ensure
that your event is not only safe, but also
successful. As partners, they become
invested in the event with you, and
because they are aware of your goals and
desired outcomes, they can be more flex-
ible in helping maintain safety while
helping you reach your goals. Ultimately,
a partnership provides you, the event
organizer, with options as to how the
safety and security plan is carried out.

Building the Partnership:
Treat law enforcement as you would a

top sponsor. Law enforcement agencies
have much to offer in increasing the per-
ception and helping communicate that
your event is safe to attend. For example,
use the law enforcement star and logo on
your advertising as you would your other

partnering sponsors. Place in your adver-
tising something like, “The Fresno Police
Department proudly supports the Big
Fresno Fair.” The message to the public 
is that since local law enforcement is
willing to put its name on the event, it
must be safe to attend. Take this a step
further by having an officer in uniform
with you during press conferences. This
sends a strong, nonverbal message to
people that law enforcement presence
will be visible at your event.

Include a law enforcement representa-
tive in as much of your event planning 
as possible. This pre-event safety and
security consulting will help you avoid
many of the pitfalls that can arise
because of their expertise to spot prob-
lems before they happen. Case in point:
There are many groups that attempt to
hide their identities, portraying a positive
or business type profile within the com-
munity. Your law enforcement represen-
tative will be able to spot these groups
and warn you about them before you
sign a contract, thus steering you away
from problems such as outlaw motorcy-
cle gangs, extreme environmentalist
groups, or even sponsors who attract
groups that are willing to destroy your
event to promote their own agenda.

Law enforcement personnel can even
help when it comes time to book your
entertainment. How? Consider this a
likely example: a rap group whose lead
singer is a member of a rival gang from
another city can cause gangs in your city
or county to become upset, and in turn,
come to your event to cause problems
for those attending. Let law enforcement
help you with entertainment pre-plan-
ning and screening to identify these
types of potential problems. 

By having law enforcement as your
partner, you also will find that the repre-
sentatives will be more flexible in the
contract you sign with them. Often law
enforcement agencies do not look favor-
ably at hiring private security to work
alongside them, but they are more than
open to organizations hiring their police

reserves, which can be a tremendous 
savings for events while still providing 
a police presence. Do not be afraid to 
ask for less costly alternatives like hiring
police reserves. And, as partners, your
local police are likely to provide flexibili-
ty within their contracts, sometimes
allowing you to cut back and hire less
officers on nights when you expect lower
attendance, and make up the difference
by hiring more officers for the same 
contract price on the nights when you
anticipate larger crowds.

Within your partnerships, realize that
law enforcement agencies appreciate as
much preparation and pre-planning as
possible. No one in law enforcement
likes to be surprised or uninformed of
changes within your event schedule. If
you say you are going to have a certain
type of act on a specific day and then
change it, notify your law enforcement
representative so he/she can make any
adjustments necessary to ensure that
there are an adequate number of officers
present to protect or enforce laws.

And remember to invite your local 
law enforcement to any opening day 
tour and/or media launch. This gives 
the agency an opportunity to have a
dress rehearsal and perfect its operations
with a smaller crowd prior to your
event’s opening day.

A law enforcement partnership forms 
a stronger, more productive relationship
between you and those who protect the
peace in your community. This will 
result in festival-goers feeling safe in
attending your event, and you feeling
confident in knowing a secure future 
has been established.

Brad Stevens is a Detective with the
Fresno Police Department. He is a 
regular speaker at the annual IFEA
Convention. Brad can be reached
at(559) 621-2350 or
Brad.Stevens@fresno.gov.

Events and Law
Enforcement:

Partnering for Success
Nothing can destroy a festival faster than the public’s perception that it is
unsafe. Today, event and festival directors face many safety and security
uncertainties caused by circumstances beyond their control. If not handled
carefully, people can begin to ask, “Should I attend this year or stay away?” 

By Brad Stevens 
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PAYROLL AUDITS R US
In a payroll audit, an agency (state or federal) examines

an organization’s payments to employees and contractors to
determine if the organization has fulfilled its obligations for
payroll and unemployment tax withholding. 

This area of labor law is fraught with nuance and com-
plexity, making it difficult for laypeople to be thoroughly
educated and prepared. Payroll audits can be especially
troublesome for event and entertainment organizations,
which more often than not rely on “freelance” independent
contractors to provide essential skills and expertise. In our
industry, this is a standard practice. 

At issue are the legal definitions of “employee” and an
“independent contractor.” All fifty states—and the IRS—
have statutes that classify this distinction. A statute may
specify several factors or tests which are applied to make a
legal determination about whether an individual should be
classified as an employee or a contractor. There are wide
statutory variances from state to state. Some states adhere
closely to the federal guidelines, while others—including
Utah—are far narrower.

In general, the statutes examine two aspects of an individ-
ual’s work: whether the contracting organization can
demonstrate that the contractor is “independently estab-
lished,” and to what extent the contracting organization
exerted control over the individual in fulfillment of his/her
responsibilities.

The primary intention behind these laws is to protect
workers from being unfairly exploited by businesses seeking
to avoid the tax burden. In practice, however, the statutes
can make it difficult for professional individuals to work as
independent contractors, and even more difficult for com-
panies to contract them.

An example: A community-based festival contracts an
individual as a Technical Director (TD). Although he has a
regular full-time position in another field, he takes a few
days off each year to help the festival. The TD is engaged
with a written contract and is free to fulfill his responsibili-
ties without direct supervision by management. After the
event, he is compensated $1,000. The management organi-
zation files a 1099 tax form and the TD reports this
Miscellaneous Income as required by law on his personal
tax return. The State conducts a payroll audit, and deter-
mines that this individual does not meet the tests for an
independent contractor. The auditor points out that he does
not hold a professional or business license or publicly
advertise his services. Moreover, he was required to work
during scheduled days and times. This individual is there-
fore, according to the auditor’s interpretation of the statute,

In November of 2003 a field auditor
from the State of Utah Department of
Workforce Services, which adminis-
ters the unemployment collections
and claims programs, contacted me
and informed me that my company
had been “randomly selected” for a
payroll audit for the year 2002.

During that year, my firm, an event
marketing and creative services com-
pany, was involved in the production
of the Salt Lake City Olympic Winter
Games. We were selected to produce
three official Olympic venues, as well
as an expansive consumer activation
program for one of the worldwide
Olympic sponsors.

The Auditor informed me that I was
obligated under Utah state law to
deliver all of our company’s financial
records and any other information
they deemed necessary. If I refused,
the records would be subpoenaed. I
asked him to contact our accountant,
because the records were kept in
their offices, hoping my cooperation
would secure leniency.

No such luck. Sixteen months and
thousands of dollars later, we are still
going at it.
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not a contractor but an employee. The
contracting organization is assessed for
payroll and unemployment insurance
taxes owed, with interest and penalties
added.

Yikes.

OUR CASE
Under scrutiny in our audit are the

company’s employee and contractor rela-
tionships in 2002, including the con-
tracting of dozens of performing artists,
project coordinators, designers, choreog-
raphers, stage managers, technical crew
and other entertainment and event pro-
fessionals. Every contractor signed a writ-
ten agreement, describing themselves as
an independent contractor, and agreeing
to a business relationship specifically for
contract work—not employment—dur-
ing the preparation and operation of the
Games.

After months of meetings, correspon-
dence, and all sorts of other inconven-
iences - including a line-by-line review of
our check register, P&L, invoices,
payables, receivables and employment
contracts - the Auditor notified us of his
findings: over $300,000 in allegedly
“unreported wages.” The basis for the
finding, to the best of our understand-
ing, was that these unreported wages rep-
resented payments we made to contrac-
tors who, according to the Auditor, did
not meet the statutory tests for classifica-
tion as independent contractors. This
determination translated into a liabili-
ty—for taxes, penalties and interest—of
$2,064.00, payable to the State of Utah,
for unemployment insurance tax on our
newly reclassified employees.

The decision to pay this sum would
imply acceptance of the standards upon
which the audit’s findings are based.
Payment would then be tantamount to
our admission that the state’s auditors
are right, and we are wrong; that the
individuals we contracted to work on the
Olympics and our other activities in
2002 were, in fact, employees being paid
on a 1099 tax form. This admission
would set a precedent for the event and
entertainment production industry that
would be both unfair and extremely cost-
ly. Moreover, because there are no defini-
tive case law precedents in this area in
the United States, I saw this audit as an
opportunity to help define the legal
nature of standard practices in the event
industry.

ARGUMENTS
In the proceedings of our audit, the

auditors have invoked the statutory
requirement that, in cases where private
individuals are engaged as independent
contractors, the contracting organization

bears the burden of proof to show that
these individuals are in compliance with
Section 35A-4-204 of the Utah Code.
(See sections 301, 302 and 303 at
http://www.rules.utah.gov/publicat/code/
r994/r994-204.htm#T6). This means that
any contracted staff—program coordina-
tors, technicians, stage managers, design-
ers and helpers who put up flyers—are
subject to be reclassified as employees
rather than contractors if the organiza-
tion cannot produce evidence that its
contractors are both independently
established in their trade and free from
control or direction. This is true regard-
less of whether a signed agreement is in
place.

My greatest area of frustration—and
the one that motivated me to retain
legal counsel after reading the audit
reports—is that while the State
of Utah has published seven
factors which “may” be
considered in deter-

mining an individual’s status as employ-
ee or contractor, there are no guidelines
about which factors are more heavily
weighted, or how many factors are
required to reach a conclusion. 

This allows for a high level of subjec-
tivity on the part of field auditors. Our
auditor’s reasoning seemed absurd at
times. For example, some contractors
were classified as employees because
their invoices did not have a logo, or the
invoice appeared to be created with MS
Word rather than bookkeeping software.
In one instance, a costume designer’s
itemized receipt for fabrics and acces-
sories was considered salary payment
and taxed as such. In some instances, the
auditor considered a mere business card

as proof of independent contractor
status. In others, a roster of past

THE PRIMARY INTENTION BEHIND THESE LAWS IS

TO PROTECT WORKERS FROM BEING UNFAIRLY

EXPLOITED BY BUSINESSES SEEKING TO AVOID THE

TAX BURDEN. IN PRACTICE, HOWEVER, THE

STATUTES CAN MAKE IT DIFFICULT FOR PROFES-

SIONAL INDIVIDUALS TO WORK AS INDEPENDENT

CONTRACTORS, AND EVEN MORE DIFFICULT FOR

COMPANIES TO CONTRACT THEM.
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industry clients a mile long was deemed
irrelevant. 

After a long review of both the audit
findings and our evidence, we decided to
appeal before an Administrative Law
Judge. We felt that the auditor failed to
apply the statutory requirement for “spe-
cial scrutiny of the facts,” which would
have revealed pertinent information
about industry standards and the relative
weight of the various factors applied.
Special scrutiny would have also indicat-
ed that other industries (for example,
real estate) have published guidelines
about industry standards to which audi-
tors refer in their analysis. In the end, we
paid a high price for one auditor’s lack
of awareness. Hopefully, our experience
can help others avoid a similar outcome.

WHAT YOU CAN DO: STEPS
TO PROTECT YOUR ORGANI-
ZATION

Below is a list of practices that we have
instituted to ensure that we are better
prepared. In general, they are intended
to clearly delineate the differences
between the way we work with employ-
ees, as opposed to contractors. A Note of
Caution: these items should not be taken
as a substitute for expert legal counsel.
They are only intended as an example of
how one industry company is dealing
with the challenge.

• Require that your independent contrac-
tors provide a copy of a current busi-
ness license. This will likely alleviate
ALL gray areas about whether the indi-
vidual is a contractor or employee. If
the contractor does not have or does
not want to obtain a business license,
then see all the other bullet points
below.

• The independent contractor must
retain the right to control the manner
and means of performing the work
and be free from the control and
direction by management.

• The contractor should be able to
choose the hours worked and the spe-
cific projects for which he/she accepts
responsibility. Do not prescribe a min-
imum number of work hours.

• Pay the contractor by the project (not
the hour, day or week). 

• Permit the contractor to hire, and pay
for, his/her own assistants and to
“hand off” work as he/she deems
appropriate.

• Supply new contractors with a brief
orientation, different from a regular
employee’s orientation.

• File all required 1099 forms tax forms.

• Do not require oral or written reports.
Instead, obtain “service advisories”
designed to achieve greater customer
satisfaction.

• Do not reimburse business or travel
expenses (you may choose to deduct
these expenses from the contractor’s
“settlement checks”).

• Do not provide the contractor with
vehicles, business equipment, or
employment benefits.

• Do not require training in the manner
in which work is to be performed or
require contractors to wear a uniform
(unless required by the customer).

• Do not require a contractual non-com-
petition clause (confidentiality clauses
or prohibition against solicitation of
customers may be acceptable).

• Do not terminate without “cause.” The
contractor must be obligated to per-
form his job according to specifica-
tions set forth in the written contract.
Termination is available only if the
contract terms are breached.

Our cost to defend against the liability
in the audit findings has now exceeded
an estimated $15,000 for legal costs,
accounting costs, consulting, staff time
and so forth. Our appeal hearing was
held on October 21, 2004. As of this
writing - four-plus months later - we
have not yet been informed of the
judge’s decision. That may be our next
article.

The moral to this story: remember that
the best defense is a good offense. Read
and understand your state statutes and
the associated administrative rules and
regulations. Obtain a copy of any publi-
cations from your state agency that over-
sees unemployment policy and taxation.
Evaluate your contractor arrangements
and revise your contracts if necessary.
Talk to colleagues or other local small
business networks to learn who has
faced this challenge in the past. If neces-
sary, find an attorney who has successful-
ly defended a similar organization in
labor or employment disputes. If trouble
comes-a-knocking, some good planning
and good paperwork will hasten your
auditor’s retreat.

FOOTNOTE: 
On March 16, 2005, after an 18-

month process, Jeffrey Berke
Associates received notice from the
Utah Department of Workforce
Services that its appeal was success-
ful and the audit decision has been
reversed. The judge’s decision was
based in part on these conclusions:

1. “It is usual in the entertainment
industry for such companies
with projects to contract produc-
tion workers and other ’behind
the scenes’ staff with whom they
have worked in the past, or who
have been referred and recom-
mended by others in the indus-
try.”

2. “The work performed by those
considered employees and those
considered independent contrac-
tors was not different.”

3. “A status determination requires
an assessment or evaluation of
the total employment situation,
’the big picture.’ It is not simply
a matter of adding up the num-
ber of factors indicating employ-
ment status and those indicating
independent contractor status.
The entire working relationship
is reviewed, considering the fac-
tors, to discover whether the
technicians were more like
employees or more like inde-
pendent contractors . The enter-
tainment industry does business
differently from most compa-
nies, and the status of its workers
must be decided in the context
of that special field.”

Our staff and legal team are
delighted to have this language in
the decision. Our case now sets a
precedent for other businesses who
face administrative challenges to
their independent contractors’ legal
status. The decision thus codifies
standard industry practices for free-
lancers and independent contrac-
tors in the event and entertainment
field.

NOTE: 
There is a thorough reference

and state-by-state comparisons at
the website of the Messenger
Courier Association,
http://www.mcaa.com. Go to the
link for Independent Contractors
(on the left side of the site) to view
their 50-State Tax Survey.

Jeffrey Berke is president of Jeffrey
Berke Productions, Inc., a creative serv-
ices and event marketing company
based in Salt Lake City. He can be
reached at www.jberke.com.
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Starting a Parade 
From Scratch

By Don Whiteley, CFEE

Starting a Parade 
From Scratch

By Don Whiteley, CFEE

Editor’s Note: As part of the IFEA’s 
50th Anniversary celebration in 2005, we will 
be featuring an article in each issue of “ie” 
written by some of the icons who helped to 
shape our association and our industry. Don 
Whiteley, CFEE, was recognized widely as 
the leading parade expert in our field. He was 
the Founder and President of Atlanta, Georgia 
based Argonne Productions, a national pro-
duction company specializing in professional 
parade and event consulting around the world. 
Among the renowned parades produced by 
Whiteley were the San Francisco Chinese 
New Year Parade; the WSB Salute 2 America 
Parade in Atlanta, Georgia; the Desert 
Storm Welcome Home Parade in New York 
City; and the London (England) Christmas 
Parade. He also produced events in St. Paul, 
Minnesota; Pittsburgh, Pennsylvania; San 
Diego, California; and San Juan, Puerto Rico. 
A past-chairman of the IFEA in 1989, Whiteley 
was inducted into the IFEA/Miller Brewing 
Company Hall of Fame in 1993.

Starting a Parade 
From Scratch

By Don Whiteley, CFEE

There are no easy 
answers about where  

to start when beginning 
a parade from scratch. 

Simply pick one of the fol-
lowing and begin  

putting all of the rest  
in an order that makes 

sense to you.
      Fall 2014           IFEA’s ie: the business of international events    43



Events are a mass of details. The
number of them increases daily as the
show approaches. At some point, usual-
ly about a month in advance, some sort
of strange multiplier sets in and the
amount of things to do becomes stag-
gering. Best of all, for every detail and
issue there is a person who believes it
to be the most important element of
the entire festival.

Without establishing priorities the
world of event management is, at best,
chaos; literal chaos -with people run-
ning in every direction, issuing contra-
dictory orders, and succumbing to the
ravages of stress. An adequate amount
of prioritizing will turn an event into
organized chaos. A superior effort in
prioritizing will make things run seem-
ingly without effort.

WHY IT IS NOT EASY
Basically, prioritizing seems a simple

matter of deciding which resources
should be applied to which event com-
ponent in which order of importance.
The complications arise when two vari-
ables are added – people and new items.

Every issue has a champion, someone
who constantly pushes it forward. When
the skill, influence, and perspective of
the champion match the importance of
the issue things go smoothly. Items find
their proper niche in the grand scheme.

Unfortunately, such balance is often not
the case. Critical items lack a deserving
champion and are not accorded the
attention they deserve. Issues of lesser
importance have highly skilled (or well
connected) champions and receive far
more effort and energy than an objective
jury would award. Avoiding either
extreme requires constant awareness and
considerable political savvy.

The constant addition of new items
to the mix is the second critical compli-
cation of prioritizing. The sheer volume
of items can often become so stagger-
ing that people become reactive rather
than proactive. They simply handle
whatever issue is next on the stack or
has the loudest proponent. Priorities
become almost a non-issue and
resources are expended haphazardly. To
avoid this trap re-prioritized constantly.
Continually add new items to the list
in their proper place and discard things
no longer viable.

THE PRIORITY OF CUS-
TOMERS

Every event begins its existence
designed to attract patrons. Getting
people to come, and making them
want to come again, is the number one
priority. All too often events that have
been successful begin to falter because
this initial premise has been forgotten.

The staff meetings or board meetings
of any event organization are reflective
of the priorities it has. A sample meet-
ing agenda for many organizations will
contain topics such as sponsor sales
reports, marketing campaigns, volun-
teer recruitment drives and merchandis-
ing programs. Topics or discussion
directed at pleasing the average con-
sumer as an individual are minimal or
nonexistence. Any organization follow-
ing this path will inevitably suffer
attendance declines or decreases in
overall customer satisfaction levels. An
event without patrons as its’ top priori-
ty will someday be an event without
patrons.

THE PRIORITY FOR CUS-
TOMERS

Events that are able to continually
attract thousands of spectators are able
to do so in large part because they have
done well in prioritizing. The site has
been laid out to create good ambiance.
Prices have been set to provide good
value. People have been trained to pro-
vide good service. All these things are
indeed essential to event patrons but
one priority should overshadow all
else: safety.

Besides the obligation to entertain
their customers all event organizations
have a higher responsibility to provide

By: Paul Jamieson, CFEE
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that entertainment in a safe environ-
ment. Nothing is ever worth the cost, in
monetary or human terms, of a serious
injury, lost child, or personal assault. No
shortcut or rationalization should ever
overtake this priority.

ORGANIZATIONAL PRIORITIES
Virtually every festival that has ever

been created was originally designed to
achieve a certain goal. Examples of such
purposes include raising funds, generat-
ing tourism, showcasing local arts, or cel-
ebrating a historic occasion or ethnic cul-
ture. As events grow the original mission
often becomes lost in a maze of the
many things that an organization wants
to achieve. The subsequent lack of orga-
nizational priorities will strongly dilute
the sense of purpose in the group.
Constant questioning of both overall and
daily actions is a likely byproduct.

Consider the case of two different
events. The operational philosophy of
Festival #1 is to ... “Produce an event
which will generate excess revenues for
charities while bringing tourists to the
newly renovated downtown area to cele-
brate local artists.” The philosophy of
Festival #2 is to… “Celebrate community
arts considering the following factors in
order of importance.
A. Showcasing numerous local artists
B. Highlight the newly renovated down-

town area
C.Generate tourism D. -Provide revenue

for charities
Imagine now the clarity with which

these two events could deal with the fol-
lowing situations:

Supplementing local musicians with a
name act will bring in many more
patrons but will likely reduce overall
profit. Should it be done?

Signing a national sponsor will guar-
antee budgetary goals. They are asking
that large banners be placed throughout
downtown so that everywhere people
look they will see the sponsor’s name.
Do you agree?

Downtown merchants want to have
only mainstream music and art at the
event. This will attract the type of person
they desire. Are these programming limi-
tations imposed?

Event #2 has established their priori-
ties in such a way that the answer to each
question is clear and requires minimal
examination. Event #1 will have to
debate each issue intensely and accord-
ing to their own operating philosophy.
There is really no right answer.

These sample events may be extreme,
but what they illustrate is not.
Organizations, having established clear
overall priorities, have access to clearly
visible direction.

ESTABLISHING ORGANIZA-
TION PRIORITIES

Considering the effect of organization-
al priorities begs the questions of whose
responsibility it is to set them. The sim-
ple answer is the top leadership of the
group but that answer becomes more
complex in a volunteer organization. It
becomes more complex still in an organ-
ization that both involves volunteers and
employs staff

In volunteer organizations overall pri-
orities are subject greatly to the agendas
of individuals. If the volunteer president
is also heavily involved in the Chamber of
Commerce a natural tendency may be to
place more emphasis upon business
development issues. A leader who is more
arts oriented may view everything from
that direction and ignore fundamental
business needs. To avoid being influenced
too greatly by such personal factors, the
leaders of volunteer organizations should
revisit and reaffirm their priorities fre-
quently. For formal boards the first meet-
ing of the year (calendar or fiscal) is a
perfect opportunity. Such reminders help
provide group focus and an excellent
recent point of reference should some-
one’s priorities start to wander.

Volunteer staff organizations have sim-
ilar problems with an interesting variable
– the potential for volunteer and staff
conflict. Boards setting priorities for an
organization that the professional staff
believes to be incorrect or even potential-
ly damaging. How staff should react at
this point involves dozens of variables.
The question of should the staff do any-
thing is really moot—their professional
ethics should demand action.

“BUT THE MAYOR THINKS WE
SHOULD...”

The influence of outside groups/indi-
viduals, on the priorities of an event
organization, is a fact of life. Sponsors,
special interest groups, government offi-
cials, and political figures will all attempt
to exert influence on what occurs. Many
times in the interest of politics conces-
sions have to be made.

The key in making concessions is to
keep the priorities of the organization
firmly in mind. Concessions that do not
detract measurably from the events abili-
ty to achieve its main priorities can be
accommodated. Other issues that events
are pressured to deal with in a certain
way may take a considerable amount of
resources away from higher priorities. To
compensate in these situations event
organizations should seek accommoda-
tions from the pressuring groups. The
accommodations sought should be of as
close to equal value as possible, based
upon those established priorities.

Measuring the trade of concessions based
upon pre-determined priorities is an
effective way to objectively determine the
fairness of the situation. Especially in sit-
uations when time is short.

CONFLICTING PRIORITIES
While the establishment of priorities is

designed to alleviate conflict, it will
inevitably occur in all event organiza-
tions. This is primarily due both to the
overall number of people involved and
the quantity of subgroups or committees
that event organizations are traditionally
made up o£ Everyone and every group
will have its own priorities, many of
which are necessary for the organization
to achieve its goals.

The key for aligning the priorities of
committees lies with the organization’s
leader. That leader must be sure that the
actions planned for committees do not
conflict and that the committees them-
selves are well aware of how their roles
relate to the big picture. Individual priority
problems generally result from people
with hidden agendas—things they want
for themselves or particular pet projects.
They must be dealt with quickly, and infor-
mally if possible, in order to avoid any
embarrassment for the person involved.

KNOW WHEN TO SAY WHEN
As has already been discussed, new pri-

orities seem to increase as an event
approaches. While dealing with them
individually and reprioritizing them must
certainly be done, another viable solution
can also be considered. Say “Enough!”

A vast majority of the reprioritizing and
new priorities that come up near an event
are not original at all. They have either
been examined before (under other guises
or with other champions) or are so far
afield from the organization’s main prior-
ities they are actually non-issues. Learning
to differentiate real last minute items
from these “wild hairs” and “reruns” can
save people and organizations numerous
headaches. Deal with the issues you must,
but say “no” to those that have been dealt
with already or deviate excessively from
the original plans.

Paul Jamieson, CFEE, is the Executive
Director of Sunfest of Palm Beach
County, in West Palm Beach, Florida.
Sunfest is Florida’s largest music, art and
waterfront festival. Jamieson serves on the
IFEA Board of Directors and is the cur-
rent Chair of the IFEA Foundation Board.
His book, Fundamental Focus, from which
this article is excerpted, is available from
the IFEA Bookstore and Resource Center.
He may be reached at pjamieson@sun-
fest.com.
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This article focuses on event budgeting
and budget preparation as essential ele-
ments in the success of any event It is my
belief that behind every effective event is
a dynamic and well thought-out budget.
I also feel that any event manager who
does not understand the budgeting
process, and how an event budget can be
used as a management tool, will eventu-
ally face significant problems in his or
her organization.

For most special events, whatever their
size, the budget and the budgetary
process are the foundation of the plan-
ning process. Early in that process, one
of the first items to be discussed is the
cost to stage the event and how to cover
that cost. Essentially, these are budgeting
questions that we all ask everyday,
whether in our professional or personal
lives. But there is more to the budgeting
process, especially if you want to use it as
a management tool, than just getting a
handle on the expenses and the project-
ed revenue for a specific event. Given the
proper tools, event budgeting can
become a very sophisticated manage-
ment tool that you can use on a daily
and weekly basis to ensure that your
event not only succeeds promotionally,
but also financially. 

Development of an Event
Budget

There are several questions to ask before
beginning to develop an event budget.
What level of budgeting do you feel your
event needs? Is it necessary to have indi-
vidual budgets for every specific activity
within your event, or is one general event
budget sufficient? What type of budget
information does your board need regard-
ing the event? These are but a few of the
questions you need to answer before you
venture into a budgeting process.

The next step is to decide on a budget
format. There is no one perfect format;
rather, it depends on what type of infor-
mation you and your organization need to
see to be able to evaluate the financial sta-

tus of the event. I have included one budg-
et format taken from the National Cherry
Festival Budget (see Budget Chart A).

Budget Chart A shows a typical event
budget for a 15K race. The categories of
revenue and expenses are fairly simple, but
they do show the major areas where rev-
enue is created and expenses are incurred.
In developing an event budget, it is critical
to show the major categories of revenue
and expenses; otherwise, the event budget
will not provide any useful information.

The format of this event budget pro-
vides several categories of information.
First, the left column shows the budget
numbers approved for the event. The sec-
ond column identifies the actual revenue
and expenditures that occurred within
this event, and the third column lists the
projected revenue and expenditures for
this event next year. This format allows
decision makers to see what the event
budget was for the previous year, how
well it actually performed, and how the
proposed budget looks against both the
previous year’s and the actual budget.

Clearly, it is necessary to have realistic
revenue and expenditure projections
when developing an event budget. These
projections are not difficult to make
when you have the previous year’s finan-
cial information, however they may be
more difficult when starting a new event.
One central rule in event budgeting is to
be conservative about revenue projections
and somewhat liberal about expenditure
projections. Overall, be realistic. You do
not want to have to explain why your
event was far over budget, nor do you
want to explain why it was dramatically
under budget. If you are not sure how to
develop a new event budget because you
are uncertain about the various revenue
and expense items, contact another simi-
lar (and successful) event and get some
ideas from the event manager. 

Net Income
A second critical area in event budget-

ing deals with net income. So often in

not-for-profit organizations the idea of
net income is considered inappropriate
or unrealistic.

Please understand that profit is the
lifeblood of a not-for-profit organization!

Nowhere in the IRS code describing
501(c ) status does it say that these
organizations are not allowed to have net
income. The difference between a for-
profit corporation and a not-for-profit
corporation is really the purpose of the
net income. In the for-profit environ-
ment, the profit is for the personal bene-
fit of the individual owners or stockhold-
ers, whereas in the not-for-profit envi-
ronment, profit ensures the continued
existence of the organization. Every event
and its budget should be developed
around the basic assumption that the
event should create positive net income
for the organization. If this format is fol-
lowed there will be sufficient resources to
cover overhead expenses, salaries and
benefits, and a fund reserve for unantici-
pated and weather-related expenses.

The appropriate level of net income
will vary from one event to another. It has
been my experience that instead of trying
to decide on a specific net income level
for various events, it is more helpful to
determine a general net income objective
for your organization. That objective
should be, at a minimum, the amount
you feel your event should be contribut-
ing to your fund balance each year to
ensure that you keep up with inflation.
For my organization, that number equates
to 4% of gross income; for example, if I
have a $1.5 million revenue budget, then
my minimum net income objective is
$60,000. With this general net income
objective in mind, I can then go about
developing my various event budgets
knowing that I need to show a minimum
overall net income of $60,000.

There are many computer applications
for developing an event budget. I have
found that the simpler the program, the
easier it is for volunteers to use and
understand, and the more likely you are

Thoughts of budgeting often bring expressions of displeasure
and dismay to the faces of event managers and festival volun-
teer boards. Budgeting always seems to get a bad rap, perhaps
because it is too often perceived from the negative perspective
of restriction and limitation. The consensus seems to be that if it
has to be done, do it with the least possible effort and get on
with running the event. After all, the real fun is in the event itself,
not in the budget preparation, right?
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Editor’s Note: As part of the IFEA’s 50th Anniversary celebration in 2005, we are 
featuring an article in each issue of “ie” written by some of the icons who have
helped to shape our association and our industry. Bill Lofthouse is the founder 
and CEO of Phoenix Decorating Company, Inc., based in Pasadena, California. 
He served as IFEA’s Chairman of the Board in 1996 and was inducted into the
IFEA/Miller Brewing Company Hall of Fame in 1998. In 2005, Lofthouse 
celebrated his 50th year of involvement with the Pasadena Tournament of Roses
Parade by riding on one of his own floats for the first time. He can be reached 
at bill.lofthouse@phoenixdecoratingco.com.

Throughout history, floats have been an
intriguing part of parades and pageantry,
limited only by the resources and imagina-
tions of the people who constructed them.
Large or small, towed by tractors, trucks,
cars, horses, self-propelled, or even car-
ried, floats can be made from just about
any materials available, the budget being
the only limiting factor.

By Bill Lofthouse
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The Pasadena Tournament of Roses
Parade floats are under construction all
year for a January 1 Parade. Artists begin
creating concepts and ideas for floats
over a year before that parade will roll
down the route. Building these struc-
tures, which are primarily built of steel
with some wood and foam on chassis,
begins as soon as a concept is sold to a
sponsor, usually starting in March. The
month of December is spent actually
decorating the floats. Getting an early
start and planning your float project
carefully can help cut your costs.

Budgets generally dictate the size 
and scope of floats. A guideline to keep
in mind when developing a float is, 
“It’s not the amount of your budget 
that counts, but the concept you come
up with to fit within your budget.” 
The float budget will vary depending 
on the event. Many events and festivals
across the country and around the 
world have individual float budgets 
ranging anywhere from $15,000 to
$350,000. Insurance is another financial
consideration. Proof of coverage may 
be required by the event; it’s not some-
thing to overlook.

Self-built floats can be constructed for
very low out of-pocket expenses, but that
depends on your ability to convince and
commit volunteers to help build and/or
donate the materials. There are suppliers
of materials that can be used for decorat-
ing and some have directions on “How-
to” available. Borrow a friend’s flatbed
truck and use homemade inexpensive
decoration materials. Trailers (like a low-

boy which is designed to carry cars,
trucks and even small tractors) can be
rented from many places. Think of your
high school and college homecoming
floats. With a lot of imagination any-
thing can be accomplished with a mini-
mum of cost. 

Another option is contracting with a
float company that specializes in ready-
made units. These can be rented for a
much lower cost than custom-built
floats. Props and materials can be
changed and altered to economically cus-
tomize these units to suit your needs.
Basic lettering and custom sign work can
be included. Rental fees may range from
$500 to $3,000.

A custom-built float will be the more
expensive path. What makes for higher
costs? There are many considerations to
be worked out, such as design, size, ani-
mation and the way it will move along
the parade route. A giant sculpture, fifty
feet tall, that must be raised and lowered
to accommodate traffic lights, bridges,
wires, etc., will cost much more than one
that is thirteen feet tall and able to
maneuver the parade route with ease.

A self-propelled, custom chassis can be
an expensive undertaking. Weight adds
up quickly, which in turn increases the
budget requirements. There have been
instances of chassis carrying as much as
thirty tons. In constructing a covered,
self-propelled float, you must recognize
that operating a vehicle that large at
parade speed (usually 2.5 - 3 miles per
hour) for two to three hours can cause
overheating of the engine. To maintain a
slow speed, a reduction gearbox can be
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installed into the drive train. The over-
heating problem can be resolved by
installing a large radiator with a double
fan system front and rear.

In the Tournament of Roses Parade, a
float can require several people to oper-
ate it. For the most part, the driver can-
not see enough to steer, so an observer is
included. This person may be lying down
on his/her side somewhere at the front
of the unit or sitting 10 feet off the sur-
face of the unit. The engine operator and
the person steering must have separate
brake systems and cut-off switches. Some
floats have as many as eight (8) people
operating the float. For safety, all of these
people must have a fire extinguisher,
emergency horn and a blower to bring
fresh air in from the outside. They also
have to wear special hard-wired headsets
that allow them to communicate with
one another.

Animation, a favored touch for specta-
tors, is hydraulically driven on a number
of floats, especially the large heavy move-
ments. The Tournament of Roses Parade
has rules and regulations regarding the
use of animation equipment, which
increases the overall budget. Each float 
is required to have one engine that pro-
pels the unit down the parade route and
a separate engine to operate the anima-
tion system. They also require a back-up
system for the animation equipment,
usually a battery-powered unit or genera-
tor for a 110-volt system. Of course, 
you could also use what we call people
power to move the different objects on
the float. This can be accomplished by
adding bicycle gears to pedal, turning 
a crank, or even moving a simple lever
up and down.

Float riders can also make a difference
in the cost of the float. It really depends
on the number of riders and what they
are doing on the float. When the number
of riders exceeds 10 or 12, it becomes a
lot more work. I have had as many as 75
riders on one unit. Assuming an average
weight of 150 pounds per person, this
means that float had to be constructed to
carry an extra 5 to 6 tons. If these are per-
formers that move around (for instance,
dancing) you have to compensate for the
weight shifting around on the unit. The
Tournament of Roses Parade rules also
requires an evacuation plan that would
get everyone off the float in 60 seconds.
Again, more planning and work.

Music or sound will require an on-
board sound system, from a cassette
player on up to a digital computerized
chip system. This may be as simple as a
12-volt battery unit or as complex as a
stadium sound system requiring 25,000
volts of generator power to produce
40,000 watts of sound.

Another form of float, for a water
parade, is a barge. It can be self-pro-
pelled, towed or just drift with the cur-
rent. It can be handled in much the same
way as a street unit. Note that I said
barge, not boat. Some water parades fea-
ture only decorated boats. In my opin-
ion, these are not floats, just decorated
boats. I know some will disagree, but it’s
the same as an automobile going down
the street with flower garlands, strings of
lights or some other form of decoration.
Novelty units, such as stagecoaches, wag-
ons, airplanes (on wheels), ship models

(on wheels), trolleys, etc. are sometimes,
mistakenly, referred to as floats. That’s
not to say these elements could not be
used on a float. If the boat, automobile
or whatever is completely covered and
not visible to viewers as its original form,
in my opinion, it is a float.

Floats have become a very important
signature of some events or parades in
which they are featured. What comes to
mind are the Mardi Gras floats that are
large and colorful with mostly bright
fiberglass finishes and large numbers of
masked riders tossing “throws” to the

Continued on page 67
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crowds along the route. They are planned
and constructed to carry people, so they
can toss their throws. The throws, long a
tradition, consist of beads, cups, hats,
coins and other materials. The Macy*s
Thanksgiving Day Parade floats are also
mostly constructed around float riders
that entertain the crowd with musical
song and dance. Some parades in Europe
build enormous floats that are very tall,
long, and wide, out of mostly wood and
paper mache. They use wires, ropes, pul-
leys, and poles to pull and push the ani-
mation to spectacular highs and move-
ment with dozens of individuals under
the float.

Decoration of floats can consist of
flowers, fruit, dried materials, foil, petal
paper, tissue, cardboard, paint, glitter and
people. There are many parades around
the world that use flowers and other floral
materials for decorating. A parade in
Menton, France uses lemons and oranges
to cover the sculptured shapes of all the

floats. There is only one floral parade
where every square inch of the float must
be covered with flowers or vegetation of
some kind, dried or fresh: the Pasadena
Tournament of Roses Parade. Some of
these floats end up being giant machinery
with flowers glued on.

Floats can be as tall as you can build
them, as long as you can still guide
them, as wide as the route can accom-
modate and as animated as your creativi-
ty can afford. The only limitations are
your imagination and budget.

Mostly, floats are a creative statement,
surreal, larger than life, and most of all,
fun to watch. There’s nothing like the
smiles on the faces of a crowd as a
parade float passes by.

Floats: The Magic Behind the Magic
Continued from page 35

“Floats: The Magic behind the
Magic” is taken from the IFEA’s
Official Guide to Parades, one of many
resources available from the IFEA
Bookstore and Resource Center. For
more information go to www.ifea.com.

52  IFEA’s ie: the business of international events Fall 2014



CURRENT EVENTS

In addition to this loss of wildlife, the 
oil spill is also causing another type of 
deadly effect as numerous Gulf Coast 
festivals are cancelling their 2010 events. 
From the 40th annual International Bill-
fish Tournament to 63rd annual Golden 
Meadow-Fourchon International Tarpon 
Rodeo, a wide variety of these festivals 
are discovering that they cannot hold 
their events this year with large swaths of 
the Gulf now closed to fishing and other 
marine activities.

While many festivals have contingency 
plans for weather problems such as 
storms, snow, or other natural disasters, 
by their very nature, those types of events 
generally come and go. This often allows 
for a fairly quick rescheduling. The chal-
lenge with the oil spill is that, even when 
BP eventually stops the leak, the oil slick 
remnants of the disaster could linger for 
months, if not years.

As a result, simply postponing your  
festival to an alternate date might not 
work in this situation. Instead, a festival 
centered on the vibrant water culture 
of the Gulf Coast could face continued 
threats to its viability well into the future. 

Which means that other options may 
be needed in order to recover the lost 
revenue that your event may be facing. 

Fortunately, several exist, though they 
vary in terms of how quickly they can be 
realized. For this month’s Current Events 
column, we’ve highlighted three options 
to consider. Remember, these are not the 
only ones and, with a challenge as grave 
as the oil spill disaster, any affected event 
planner should muster all their creative 
juices to address the problem from every 
possible angle. 

#1  Check Your Insurance  
      Policies

In the past, Current Events has  
commented on the importance of Event 
Cancellation or Postponement Insurance. 
If you have this type of insurance and 
your event has been delayed because of 
the oil spill, checking with your insurer 
should be one of your first steps—some-
times even before you cancel the event. 

In particular, ask your agent what specific 
steps you need to take in order to recover 
under the policy. Following these steps 
very carefully can minimize the chance that 
your insurer will deny your claim.

Be forewarned though: some policies 
contain clauses that craft exceptions for 
certain problems. While an oil spill may 
not seem like a Force Majeure or Act of 
God event that is sometimes limited or 
excluded from coverage, any time you are 
dealing with a natural disaster such as oil 
leaking from the seabed, you should be 
prepared for anything. In addition, the 
possibility that your policy places restric-
tions on disasters resulting from negli-
gent or criminal acts of others could exist. 

All of this means that, if you are consid-
ering making an insurance claim, before 
you make any major decisions, check with 
your policy on what, when, where and how 
certain events may or may not be covered. 
A little of this advance research could save 
you a lot of time in the long run.

#2  Seek Government Relief
For the last several weeks, Current Events 

has been calling various federal, state, and 
local departments about whether programs 
are in place to assist festivals that have been 
cancelled because of the oil spill. 

To date, we have not received confir-
mation of a specific program but have 
received a variety of assurances that,  
especially in Louisiana, Alabama, and 
Florida, the federal and state governments 
are formulating plans to assist a wide  
variety of affected industries, including 
the tourism and special events segments.

Unfortunately, as of press time, we can’t 
confirm a specific program. However, based 
on these conversations, a good bet is to start 
with your local chamber of commerce and 
your elected officials to inquire what state 
and federal funds might be available. Other 
government departments that could get 
involved include state tourism offices. 

While this might sound like a “shot  
in the dark” approach, there is good 
reason to believe that federal and state 
entities will begin to identify programs 
for monetary assistance whether it’s in 
the form of grants or low-cost loans. 

#3  Seek Relief from BP and 
      Other Corporations 
      Involved in the Oil Spill

Unlike a true natural disaster, the oil spill 
was the result of human failure as much as 
Mother Nature. While the various corpora-
tions such as BP and Transocean involved in 
the oil spill continue to argue over who is at 
fault, several festival planners aren’t waiting 
for the government or the courts to make 
that final determination. Instead, they are 
considering going straight to the companies 
and ask for monetary relief because of their 
event cancellation. 

Indeed, in a recent news report,  
Golden Meadow-Fourchon Tarpon Rodeo’s 
President John Maurer explained that his 
team was looking into approaching BP to 

By Chad Emerson

As of press time, millions of gallons of oil continue to leak into the Gulf of Mexico from the 
extraordinary BP rig explosion that occurred on April 20th of this year. What some officials 
(including Carol Browner, the head of the EPA) are terming one of America’s worst envi-
ronmental disasters ever continues to kill fish and other types of sea life as well as non-sea 
creatures as the oil creeps toward the U.S. mainland.

Dealing with the Impact of the Gulf Disaster

8 INTERNATIONAL EVENTS 2010
Continued on page 111

      Fall 2014           IFEA’s ie: the business of international events    53
Continued on Page 101

      Fall 2014           IFEA’s ie: the business of international events    53



By Bridget Sherrill,
 CFEE
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Merchandising your festival or event is multifaceted and can provide many oppor-
tunities. Increasing the awareness and visibility of your event, while adding to the
bottom line, are major benefits of merchandising. One of the most effective ways to
merchandise your festival is through an official product line. It is extremely impor-
tant that you start by copyrighting, trademarking or service-marking your name and
logo. This is important as your program becomes successful and protects you in the
future. You will find that the more successful your festival becomes the more vulnera-
ble you become with the competition.

A variety of products can be offered as merchandise, ranging from posters to wear-
ables to glassware to pins, etc. Start small to find out what works best for your event.
Consult with other festivals and events that are already managing successful pro-
grams and learn from their successes.

Successful merchandising programs don’t always have to be done in-house. There
are many companies that will provide this service for you and pay you a percentage
of the sales. If you are dealing with an outside agency, it is very important to have a
contract in place before the process begins. Make sure the contract is written so that
you have the final say on issues while allowing flexibility as plans for your overall fes-
tival develop. Contracts can be multi-year or year-to-year. Decide up front what will
work best for you. Perhaps the best deal is a one-year contract with renewal options.
But, keep in mind that longevity in contracts allows the opportunity for growth
potential, as well as providing the licensee and festival time to develop a better work-
ing relationship.

Webster defines “merchandising”
this way: “sales promotion as a

comprehensive function including
market research, development of

new products, coordination of
manufacture and marketing, and
effective advertising and selling.”

Editor’s Note: As part of the IFEA’s 50th Anniversary celebration in 2005, we are featur-
ing an article in each issue of “ie” written by some of the icons who have helped to shape
our association and our industry. Bridget Sherrill, CFEE, is the Vice President of
Merchandising for the Kentucky Derby Festival in Louisville, Kentucky. She was inducted
into the IFEA/Miller Brewing Company Hall of Fame in 2004. Sherrill has worked for KDF
for more than 32 years and has been instrumental in the success of the Festival’s Pegasus
Pin Program, Official Poster Series and their award-winning Merchandising Program.
Bridget can be reached at 502-584-6383, or bsherrill@kdf.org. Successful Event
Merchandising is taken from IFEA’s Marketing Your Event available through the IFEA
Bookstore and Resource Center. www.ifea.com.
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How you market your merchandise is
key to the success. If you choose to have
an official licensee design your merchan-
dising program, be sure to include “mar-
keting” as one of the contract items.
Provide them with your database, but
work with them on how the product will
be marketed. Having a retail tie-in can
provide greater access to your products as
well as provide additional advertising. It
can also benefit your sponsors by allow-
ing discounted purchases through a
retailer. You will want to have multiple
locations, which allow for broadened
sales opportunities. It will also
allow targeted merchandising.

Internet access to your merchan-
dise is very important. It will pro-
vide local, national and interna-
tional access to your products.
There are many companies who
provide Web site designing. The
more appealing and exciting the
site, the increased potential for 
visits. Purchasing on-line may or
may not be the best for you.
Should you choose to offer on-line
purchasing, it is imperative that
your site be secure and thoroughly
tested and debugged. Regardless,
providing information on where
and how to purchase your mer-
chandise is essential. If you choose
to have an official licensee, include
this facet of marketing in your 
contract. If doing the program 
in-house, take into consideration
product fulfillment and staffing 
to facilitate the process.

Marketing tie-ins with the media
can be very beneficial and provide
additional, free advertising. Many
radio stations will agree to mer-
chandise trades in exchange for
advertising. For example, if you
trade merchandise for 30-second
radio spots, you may get the spots
plus the valued added promotion
should they use the merchandise
for on-air promotional giveaways.
The free advertising can be used to
promote participating retail outlets or
your own marketing efforts.

The design you choose for your mer-
chandise is critical to the overall success
of the program. When selecting a design,
keep in mind product applications. A
particular design may look great as a
poster but will not work as a T-shirt or is
impossible to translate as a pin or on
glassware. You may decide to have a
“total” look for your merchandise or
select various icons that represent your
festival. Sometimes, the simpler the
design the more effective the image.
Either process can work. The decision
depends on your goals and objectives.

Items to consider:
Goals and Objectives: “A stitch in time

saves nine.” It is important to establish
up front what your goals and objectives
are in developing a merchandising pro-
gram. It will give a sense of purpose 
and direction.

In-house Operations vs. Outsourcing: If
you decide to do your merchandising
program in-house make sure your house
is “big enough.” While storing a few T-
shirts, pins and posters doesn’t sound
like it will require much space think the

whole fulfillment process through fully
before making a final decision.

Equitable Time Line: “Time is money.”
Be sure to allow enough lead-time to
design, produce and distribute your
products to maximize sales. Nothing
could be worse than to introduce a 
program and not have the product 
to deliver.

Design Resources: Just because the
president of your festival has a son who
excels in art class doesn’t mean you
should risk patronizing him. Most local
communities have graphic art associa-
tions or consider the possibility of using

the creative resources of a local advertis-
ing agency. Just having good art won’t get
the job done. Many processes are needed
to produce the various products you
decide to offer. One very important fac-
tor to consider when selecting art is own-
ership rights. You need to retain all rights
and usage of the art. This can be covered
in a contract with the artist.

Product Development: Widgets aren’t
very popular these days. Know your audi-
ence as well as what’s hot and what has
the greatest potential to sell when select-

ing the products you want to offer.
Traditionally, T-shirts, sweatshirts,
caps and pins are always popular.
However, fads can work in your
favor also. What about those
“Beanies” or “yo-yos.”

Vendor Selection: Don’t be
“penny wise and pound-foolish.”
If a vendor cannot deliver the
product in a timely matter and 
to your specifications the cost 
of the product is irrelevant. Do
your homework with the vendors
you select to produce your 
merchandise.

Inventory: While the IFEA
Association Store can benefit 
from your leftover inventory, it
won’t help your festival’s bottom
line. The primary inventory consid-
erations are controls, product
warehousing, distribution, restock-
ing and after-market prospects.
Dating merchandise is fine, but
keep in mind it is better to run 
out of merchandise and create 
the need as opposed to ending 
up with a whole warehouse of
dated merchandise.

Marketing Strategy: “Sell it 
while the market’s hot.” A ware-
house full of great merchandise 
is of no value to anyone. How 
you strategize to sell your products
is critical. Use all resources avail-
able, including retail, wholesale,
direct marketing, Internet, media
promotions and festival/sponsor

cross promotions. Maximize your
selling opportunities.

Accounting Controls: Someone has to
mind the store. “Take care of the pennies
and the dollars will take care of them-
selves.” Make sure accounting procedures
are in place with your program.
Remember, more than likely you will be
dealing with a lot of cash in a short peri-
od of time. Cover your bases.

When it’s all said and done, successful
merchandising of your festival can mean
“BIG $$$$”. It will also increase the
awareness and exposure of your event.
Your customers will be paying to become
“walking billboards” for your festival.

When it’s all said
and done, suc-

cessful merchan-
dising of your 

festival can mean
“BIG $$$$”. It 

will also increase
the awareness

and exposure of
your event. Your
customers will 
be paying to

become “walking
billboards” for
your festival.
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Come back to reality for awhile and take a quick swim in the “average person gene
pool”. Yes, we are all special individuals with unique qualities and talents with a great
purpose here on earth. But, it is no secret that some of us were built for certain things
that others were not. Just look at the talented musicians, artists, entertainers and athletes
that we work with in our own industry. There are many artists that were not meant to be
athletes and many athletes that were not meant to be artists. These same individuals
appear to be on the exact life-track their skills were designed to be.

When you take it a step further and look at some of the best of the best, this point
becomes perfectly clear. In the Wall Street Journal Article, “The Lactic Acid Test” from
July 22, 2005, Sam Walker describes some of the scientific differences and genetic
advantages that make up some of the best of the best, “super-human” athletes. I have
selected three athletes from the article to highlight, Andy Roddick, Mia Hamm and
Lance Armstrong.

By Ted Baroody
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In describing tennis great Andy Roddick,
Mr. Walker writes, “Owner of the fastest
recorded tennis serve (155 mph), owes
much of his power to the unusual flexibili-
ty of his ribs and spine. Mr. Roddick’s abil-
ity to arch his back increases the effective
external rotation of his arm 130 degrees,
44% better than the average tennis pro.”

Special physical abilities are also found
in former soccer star Mia Hamm. “She pro-
duced less than one liter of sweat an hour,
25% to 50% less than normal,” states
Walker. Thus, Hamm got less fatigued and
did not get as dehydrated as quickly as the
average person.

One of the more fascinating stories is
found with the world-famous cyclist Lance
Armstrong. Walker noted, “Scientists know
that his heart is at least 20% larger than a
normal person’s, he produces one-third less
lactic acid than do other top cyclists and
delivers oxygen to his legs at a rate higher
than all but 100 of his fellow earthlings.”

So what about us? Though we all came
to the industry for extremely different rea-
sons, we do come together as event produc-
ers. Though some of us focus on visual arts
or cultural events, while others are focused
on sports or live music – we are all united
by the passion of pleasing our publics.
Though some of us say “soda” when others
say “pop”, we find ourselves connected by
our core values and similar motivators.

When I have asked our colleagues in 
the industry, “Why do you do it?” or “
How have you lasted so long?”, I would
usually get the humble and comical reply,
“I have a screw loose”. As we look to find
new and better employees for our organi-
zations, we find ourselves now looking to
see if the potential or new employee has
that same predisposition. 

All that said, I am more confident than
ever that this loose screw is actually a great
quality. And while I do not have a scientific
study to support my theory, I believe that
event producers are built quite differently
from others. We are programmed in special
fashion. Created with a unique gene only
found in certain individuals. Event produc-
ers do, in fact, have a special gene! 

This gene is hard to find in the average
person. It is the “gene of balance”. This
gene allows for the following personality
traits and skills to become a normal, every
day function. You find this gene in people
that are not great at one thing, but very
good at many. It is found within the indi-
vidual that is great at being well rounded.
Here are some of the traits and skills that
come with this “gene of balance”:

• Event producers are both street smart
and book smart. They are both left-
brain and right-brain thinkers.

• Event producers take as much pride in
their personal events as their profes-

sional events, such as their own wed-
dings, yet take nothing personally.

• Event producers actually enjoy tough
times and are not afraid of crisis. It is the
event producer’s naturally ability to make
bad times better and good times great!

• Event producers are humble people
with positive attitudes and great resolve.
Rigorous, not ruthless. They are hungry
for knowledge and enjoy studying theo-
ry, but only get their fill through the
actions of producing the event. 

• Event producers are individuals who
have a taste for the finer things in life,
yet leftover pizza will do.

• Event producers are confident in a
business suit, enjoy the thrill of speak-
ing before a group, yet are happy cov-
ered in dirt from a hard day’s work
while being hidden behind the scenes. 

• Event producers can lead the team or
follow the leader. At all levels, the
event producer is striving to be an
expert in their position and can fill in
for their co-workers when called on.

• Event producers have the ability to
relate and to communicate to a wide-
range of people.

• Event producers understand the power
of passion.

These are traits and skills that cannot be
taught. It is a part of one’s biological make
up. I know it is a little over-stated and a
cliché of sorts, but event producers under-
stand that some of the best solutions and
best ideas come from our challenges. 

In an effort to make the point that obsta-
cles are opportunities, Charles F. “Boss”
Kettering, an inventor at General Motors said
to his colleagues, “Don’t bring me anything
but trouble … good news weakens me.”
Mr. Kettering was probably in the
event marketing business prior to his
career in the automotive industry. 

There was a time when it was
said that to succeed in life you
must be great at one thing and not
good at many. Now this “gene of
balance” and well roundedness is
what many companies, in most indus-
tries, search for in their employees. It is
why event producers can succeed in and
work with many other industries. Good
accountants and engineers must not just be
good with numbers; they must also be
good communicators. Even in today’s
world of modern medicine we expect our
doctors to be knowledgeable in all the sci-
ences and yet also be caring, understanding
communicators.

The worlds of business and entertain-
ment are now one and the consumer is in
control of it all. The consumer can accept
or reject information in a click. People are
brands, brands are people and the con-
sumer dictates the future of what we eat,
what we watch and how we shop. Events
provide the most successful and efficient
method to reach these consumers and
touch their passions. Our industry’s future
success will be determined by the event
producer’s ability to maximize their “gene
of balance”. Those that succeed will be
both strong enough to remain focused on
protecting tradition, and smart enough to
remain flexible as they meet the needs of
our diverse, ever-changing communities.

So next time you feel human from meet-
ing-fatigue, or your feet just don’t seem to
want to work anymore at the end of an
event, I encourage you to take pride in
your true super powers. You may not be
able to see the future, or fly, or even jump
over buildings in a single bound, because
your extraordinary skills come in a differ-
ent form! And while It is more than likely
you are not in a professional sports record
book or a music hall of fame, I would be
willing to bet a yellow event tee shirt that
if Lance Armstrong had to produce the
Tour de France, he may not make it
through the planning stages.

Ted Baroody is Director of
Development for Norfolk Festevents,
Ltd. Ted can be reached at 120 West
Main Street, Norfolk, Virginia 23510, by
phone at 757-441-2345 x 3006, or
emailed at baroodyt@festevents.org.
www.festeventsva.org
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The IFEA would like to thank the following partners for their dedicated support of the association.  
Association Endorsed Partners have made a commitment to the continued success of our association, 
our members, and our industry through their umbrella support of all IFEA programs and services. 
Show your support for these dedicated providers to our industry by getting to know them, and the high  
quality products and services that they supply, better.   

www.hwins.com
http://www.festbiz.com/
http://www.saffireevents.com
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HOW
By D. C. “Chip” Baker, CFEE

 PLAYING 
POLITICS

CAN PAY OFF

“The activities or tactics which a 
festival or event must engage in to 
remain viable in a turbulent govern-
mental and social environment”. 

A true defi nition of Politics in relation to special events is: 

Nothing could be more apt to describe 
the conditions in which we fi nd ourselves 
in the day in and day out operations of 
our respective events. When most of 
us hear the word “politics” we usually 
equate it with “dirty politics” or “politics 
as usual”, but we are all familiar with the 
“nuts and bolts” that go behind politics. 
Understanding the basic tenets of politics 
and how it works can be an invaluable as-
set to your event. 

The political system surrounding your 
event is crucial for your event’s survival. 
Sometimes, it’s hard to defi ne the politi-
cal players, particularly those who are just 
below the surface, the behind-the-scenes 
players. However, once you defi ne all of 
the local players of your political system, 
you can generally make the system work 
to your advantage. 

We all agree that politics are important 
to event survival. Politics have a direct 
impact on your event in many areas as 
they can increase your revenue, attendance, 
sponsorship, property, opportunities and 
respect, to name but a few. Thus, politics 
will help you not only survive, but to 
thrive in today’s environment.
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Step One: Trace Your 
Event’s Political History 

For example, the “Riverbend 
Festival” (www.riverbendfes-
tival.com) in Chattanooga, 
Tennessee, began with local 
politics in 1980. A small group 
of community leaders met for 
a barbecue dinner and a lack of 
downtown events was discussed. 
Those discussions recognized the 
community’s need to invigo-
rate a lackluster downtown and 
bring the community together. 
That intimate dinner party led a 
group toward securing a grant to 
create the “Five Nights in Chat-
tanooga” event in 1981. This 
event was the predecessor of 
Riverbend, which has since had 
a strong 27 year history, with 
attendance growth from 1,000 
in 1981 to 650,000 today.

The “Riverbend Festival” 
started with a signifi cant 
political base. Your event did, 
too, I suspect.

Step Two: Clearly 
Defi ne Your Mission 
Statement

Our original mission state-
ment in 1981 was: 

“To bring the community 
together through the com-
mon language of music and 
to revitalize our downtown.”

Our present mission 
statement is: 

“To produce a festival 
which brings the com-
munity together focusing 
on the revitalization of 
downtown and to provide 
expertise to others.”

The addition of “providing expertise 
to others” further defi ned us as an event 
management organization for multiple 
opportunities. Our mission statement ex-
panded as a direct result of relationships, 
respect and most importantly (whether 
we like it or not) - POLITICS.

Our event management growth began 
when numerous community leaders and 
event organizers began calling on us to 
consult with them about other events. 
They clearly recognized the many years 
of Riverbend’s successes and looked to us 
for our event expertise. 

We realized that we had more to offer 
than just one event – Riverbend. We have 
the expertise that others need. The fact is, 
in our industry (IFEA), we are all experts 
at what we do. 

Our job (as yours) was to position our-
selves politically so that when the opportu-
nity arose, we were ready. This required our 

positioning to be not only external with 
the various publics, but also internal with 
our Board of Directors, as well as our staff.

As a result of our new mission statement 
and focus, we are now the management 
organization organizing all of the events 
for the newly renovated “21st Century 
Waterfront in the City of Chattanooga,” as 
well as the “PGA Nationwide Chattanooga 
Classic Golf Tournament,” “Go! Fest,” and 
“Between the Bridges Wakeboard & Music 
Festival.” “Friends of the Festival,” a 501(c) 
3 company, has also managed many other 
events, such as the “Ocoee River Days,” 
the “National Harley Davidson Rally” and 
“Airshow Chattanooga.”

Step Three: “Good PR” 
The single most important factor in 

business today is good “PR” = Political 
Relationships. 

We’ve all heard, “It’s not WHAT 
you know – but WHO you know”, 
but in PR it’s both. To create good 
PR, you need to get plugged into 
the local political scene. Don’t 
ever give up. Patience and politi-
cal relationships really paid off 
for our organization when Chat-
tanooga underwent a $120 mil-
lion “21st Century Waterfront” 
makeover. Part of the renova-
tion included the downtown 
waterfront where “Riverbend” 
is held. During this process, we 
offered to help with the new 
site’s programming. However, 
the Mayor at that time was fo-
cused on building and not on 
programming. It was not until 
the current Mayor was elected, 
that we got our opportunity. 
It did not hurt that our Mayor 
truly appreciates Riverbend’s 
strong economic contribu-
tion toward our community. 

Needless to say, although we 
have had good relationships with 
our past Mayors, our persistence 
fi nally paid off with the current 
Mayor. Nothing happens over night, 
but with persistent relationship-
building and with a little luck, your 
hard work eventually pays off.

Begin to create more political 
relationships by identifying your lo-
cal political movers and shakers and 
compile a list of who they are. Then, 
forge these relationships by attend-
ing local political meetings and being 
“seen” at places such as local county 
commission or city council meetings. 
Always be early to these meetings and 
make sure to introduce yourself!

Cultivate more relationships by 
seeking out offi cials from your Cham-
ber of Commerce and Convention & 
Visitors Bureau. They can tell you when 

new businesses are opening and when 
the groundbreakings are, so you can just 
“show up” and again be seen. 

Schedule as many speaking engage-
ments as possible to civic groups promot-
ing your event and continually explaining 
the economic impact your event has on 
the community.

Political relationships can also involve 
people surrounding you in the workplace. 
Look around and assess what you have to 
work with, such as your:
• Staff – Are they politically connected or 

are they members of any professional 
or civic organization?

• Board of Directors – Who are they politi-
cally? Business people, politicians, fund-
raisers – and are they plugged-in to the 
needs of your organization? Are they well 
thought of throughout your community?
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• Contacts – Business and Personal 
– How can they fi gure in to the politi-
cal scheme of things?

• Service Organizations – Become in-
volved with them and they could be of 
service to your organization.

• Always remember 24/7 that everyone 
is “special” and look for their unique 
qualities that can help you down 
the road. 

Step Four: Get Started
Begin the political process by creating 

your own personalized plan. It must be 
a plan that works specifi cally for you and 
your organization. Identify your best op-
portunities for political positioning.

Evaluate your Strategic Plan… Do 
you have one? A good place to start is 
by analyzing other organization’s plans. 
As a member of IFEA you have a 
ready-made network. Don’t be shy 
– call other organizations and ask 
for their ideas. We call that “market 
research!”

Examine your organization – Is 
it strong? Are you fi scally and op-
erationally sound? Remember: No 
money, No Mission. It’s important 
to keep your doors open; so you 
must be fi nancially sound.

Identify your relationships, 
specifi cally which ones are strong 
and which are weak; and work on 
improving both.

Think about burned bridges 
- Have you burned any bridges, 
and if so, can they be mended or 
repaired? 

Make Contact
Once you have defi ned 

“who’s who”, it’s time to acti-
vate your connections and get 
them involved with your event. 
Invite political fi gures to your 
event as special guests or VIP’s. 
Always ask them for their 
input regarding your event and 
include them in the decision-mak-
ing process, where appropriate. 

An example is our Riverbend Artist 
Selection Group (ASG), which meets 
regularly beginning in August. The 
purpose of the ASG is to determine 
which artists will be scheduled to per-
form during our nine-day “Riverbend 
Festival.” We include our local radio 
stations (urban, classic rock, country, 
etc.) to take part in this. We not only 
get great ideas from the respective 
genre’s of music, we also get political 
“buy in” from the stations since the 
bands we play, by and large, are the 
bands they choose. Interested and active 
board members are invited to have a 
voice in this process, and this helps build 

equity and strengthen political relation-
ships. This inclusion brings them into our 
organizational “inner circle’ and they are 
honored to participate.

Don’t Ask, Don’t Get
Some cities and state governments 

subsidize their major special events, 
such as “City Stages” in Birmingham, 
Alabama. Find out through your political 
connections if this is a funding option 
that is open to your event. Some cities 
offer services, such as police for crowd 
control and assistance from the Depart-
ment of Public Works for garbage pickup. 
Ask for both services and funding, but 
be satisfi ed if you only get one and 
always be appreciative, whatever 
you receive.

Kick off your Campaign Today
Defi ne your organization’s current 

political position and assess why your 
position is where it is. 

Make a list of your weaknesses, such as 
board member stagnation or staff apathy. 
Start by prioritizing your list of the steps 
necessary to head in the right direction. 
Perhaps forming a Board Development 
Committee would insure that your Board of 
Directors matches your organizational need. 

Get involved by meeting with the Cham-
ber of Commerce and/or CVB President. 

Create new job descriptions, outlining 
who in the organization is responsible for 
what role in the community. See which 
staffers are willing to rise to the occasion, 
possibly by joining professional network-
ing organizations.

         PP NOW!
Start your Political Position-

ing thinking today: If a new 
Mayor was elected in your 
city, what is the fi rst thing 
you would do? How can 
you best align yourself and 
your organization politically? 
Always remember that every 
new person you meet could 
be an invaluable political ally 
down the road. 

Most importantly, determine 
the fi rst step you can take right 
now to become politically correct.

Playing Politics is like playing 
any other game; if you know 
how the game works, play by 
the rules and persevere – sooner 

or later, you will win.

D. C. Chip Baker, CFEE 
is the Executive Director 
of Friends of the Festival 
Event Management, 180 
Hamm Road, Chattanooga, 
Tennessee 37405 (423) 
756-2211 www.riverbend-
festival.com

Friends of the Festival, 
Inc. is a non-profi t events 
management organization 
producing Chattanooga’s 
Riverbend Festival, The 
Chattanooga Clas-
sic Nationwide Tour 
Golf tournament, the 
Between the Bridges 
Wakeboard Festival as 
well as management of 
Chattanooga’s down-
town Waterfront for the 
City of Chattanooga.
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1. The Final Countdown
Counting events is not the same thing as counting a human 

lifespan. A baby isn’t ‘one’ when it’s born, but a festival is. 
Terms like ‘Birthday’ and ‘Anniversary’ are problematic for this 
very reason. At the end of the 1990s, the Portland Rose Festival 
started to look ahead to its Centennial celebration and decided 
to jettison its annual countdown, since the number of festivals 
didn’t correspond with the span of time since the fi rst. Rose 
Festival leaders wanted the years 1907-2007 to stand for a cen-
tury of celebration of the festival, regardless of the real count. 

Had everything gone according to plan (no interruptions for 
war or other reasons), 2007 would have been the 101st Rose 
Festival. After two cancellations, it was actually the 99th. 

But to the world, it was number 100.

2. On the Starting Line
When should planning for a milestone event begin? Start too 

early and the plan might end up mired in the moat of pos-
sibilities. Start too late and momentum might more resemble 
mania. Initially the festival’s leaders wanted to organize com-
mittees and workshops four years out, hoping to engage the 
entire community, with its myriad special interest groups. The 
fi rst meeting of these parties was an unfocused disaster. 

The constant pressure of producing the annual festival and a 
signifi cant change in staff leadership in 2003 sidelined Centen-
nial planning. By late 2004, less than three years before the 
Centennial, the festival had two new members of its manage-
ment team; both the Executive Director and the Director of 
Sales and Marketing. 

THE PORTLAND ROSE FESTIVAL’S

TOP TEN
FOR PLANNING OUR HUNDREDTH

By Marilyn Clint and Rachel Trice

In June of 2007, the Portland Rose Festival reached the unprecedented milestone of 
its centennial celebration. When it was conceived more than a century ago, the fes-
tival’s founders had the vision to recognize that special events were not only positive 
ways to unite the community and build civic pride, they could be important economic 

engines that could help to enhance a city’s image. For a hundred years, the Rose Fes-
tival has both refl ected and magnifi ed the world around it, growing from a Mardi Gras-
style fi esta into a modern composite of fun, education and community service.

 Following is a capsule of how the Portland Rose Festival Presented “A Century of Cel-
ebration” worthy of the hyperbole.
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After the 2005 festival, the fi rst with 
the new staff team, the Rose Festival was 
up against a nearly impossible timeline 
to successfully produce its Centennial 
celebration, which turned out to be a 
familiar and completely comfortable 
place to be.

3. Who’s On First?
Decision-making is the biggest part 

of producing something huge, and 
in a volunteer organization it can be 
problematic. The Rose Festival’s normal 
committee structure is akin to a feudal 
system, with committee chairs ruling 
their event-related domains without 
much central oversight, excepting that 
of the strong, tenured members of 
the staff. 

The festival’s Associate Executive Direc-
tor was one of the latter and had been as-

After the 2005 festival, the first with signed the role of overseeing Centennial 
planning from the beginning, along with 
her normal role of event management 
and public relations. After serving eight 
months as the interim Executive Director 
in 2003, plans for the Centennial had 
necessarily been put on the back burner. 
R&D efforts involved more research than 
development. 

Well-meaning but unfocused efforts 
were going nowhere when a team small 
in size but large in festival profi le was 
fi nally formed among the Associate E.D., 
the festival’s new Marketing Director and 
the woman in line to be the Centennial 
board president, providing the creative 
fi ssion the festival had been waiting for. 
The three drew on their individual skill 
sets to get the proverbial show on the 
road, leading retreats and brainstorming 
sessions, as well as working on specifi c 
plans for budgeting, marketing, fund rais-
ing and event programming. Collabora-
tion was the key.

4. Steering the Course
The Centennial Steering Committee 

(CSC) wasn’t offi cially formed until nine 
months out, and its makeup was molded 
by the three who had piloted the project 
over the previous months. Included were 
the leaders of the two external organiza-
tions that, with the Portland Rose Festival 
Association, form the festival’s triumvi-
rate: the Portland Rose Society and the 
Royal Rosarians. The collaborative spirit 
of these individuals proved time and 
again to be invaluable to both planning 
and communication with their large 
constituencies.

The key to making the organizational 
model work: The disparate festival com-
mittees and their chairs became subor-
dinate to the steering committee and its 
vision. A schedule of appearances was 
built for event committee representatives 
to brainstorm with and report to the 
CSC. And with the Centennial in clear 
sight, there was little grumbling about the 
power of the CSC. 

5. Packing a Punch
What should be included in the Cen-

tennial Celebration? What new events 
should be added? What enhancements 
should be made to existing favorites?

Here the historic research came in handy. 
The festival wanted to incorporate as much 
‘vintage feel’ as possible into the entire 
schedule of activities. Lists of historically-
based features were created and shared in 
an all-chairs meeting of the Association. A 
session in a board retreat ended up with a 
two-page list of potential projects.
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What should be included in the Cen-
tennial Celebration? What new events 
should be added? What enhancements 
should be made to existing favorites?
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Centennial Highlights: 
• A motion picture that engaged students in a 

once-in-a-lifetime educational program and re-
sulted in a fantastic product that will outlive any 
of the individuals involved in its production.

• A gala Centennial Ball where 1,200 people dined 
and danced to the music of Pink Martini in a 
magical environment that included vintage cars 
and parade fl oats.

• A Centennial Exposition where thousands had 
the chance to review the rich history of the 
Festival while watching a vaudeville-style show 
and listening to living history characters talk 
about their lives; and where decades of past 
court members came together for a giant recep-
tion where they renewed relationships and took 
group photos.

• An expanded, more elaborately produced Grand 
Floral Parade, including four ‘moving theater’ 
parades-within-a-parade that depicted and paid 
tribute to the themes of the past century. A living 
history program, with a curriculum that served 
800 students.

• An organized tour of historic homes and gardens 
that reconnected the Festival to its horticultural 
roots.

• A permanent story blog currently containing 
more than 150 personal memories with unlim-
ited capacity for the future.

• The most extensive marketing and advertising 
campaign in the festival’s history, as well as a 
complete collection of Centennial merchandise 
and souvenirs.

• An unprecedented amount of positive media 
coverage.

• A buzz in the community reminiscent of the 
Rose Festival of the early 20th Century.

CCCCeennntennnniiiiaaalll HHHiiiigggggghhhhhhlllllliiiigggghhhhhhtttsss::: 
•• A mmmotionnn  pppictttuuurrre ttthhhhaaattt eeennnngggaaggeeddd stuudddeeennntttsss iiinnn  aaa  

onnnccce-in---aa-llllliiiiffffeetttiiiimmmee eeeddduuccaattiooonnnal progrraaammm andd rreee---
suuulllttteed innn aa fanntttaaassstttiiiccc ppprrroooddduct that will outttllliiivvveee aaannnyyy 
ooofff  tthhe iiiinnndddiiivviidduaalls iiinnnvvvooollvveeeddd iiinnn its produuuccctttiiiooonnn.

•• AA ggaalllaaa CCCeeennnttteeennial BBBaaalll where 11,220000 pppeeeooppplllee ddiiinnedd 
aaanndd  ddannnccceeeddd tttoo tthhee mmusiiiccc ooof Pinkk MMarrtttiiinnniii  in a
mmmmmaaaaagggggiiccaall  eennvvironnnmmeeennnttt  ttthhhaaattt iiinnncccllluuudddeeeddd  vvviiinnnnttttaaaaggee cccaaarrrrssss 
annddd pppaaarrrraaaaddee  flfl ooaattss..

•••• AAAA CCCeeennnttteeennnnnial EEEExxxxppppoossiittiiioooonn wwwwhhhhheeeerrrrreeee ttthouuussannddddsss hhaadd
tthhheee ccccchhhhaaannncceee ttoo reeevvviiiieeww tthhee rrich hhiissttoorryy oooff tthhee
FFeessttiiivvaaall wwwhhhiiilllee wwwaattcchhiing a vaudddeeevvviiilllllle-sttyyle shooww 
aanndd lliisstteenniiinnngg tttto living histtoorrryyy  cchhhaarraacctteers tallkk 
aabboouuttt ttthheeiirr llliiivvvees; and whheeerrree ddeeccccaaddees of ppaaasssttt 
cccooourrtt mmeemmbbeerrrrrs cammmeee  tttoooggggeeeetthhheeerr ffoorr aa ggiiaannnttt rreecep-
ttttiiiioonnn whheerreee ttthhheeyyy  rreeennneeewwweeeddd rrreeeeellaaatttiiiooonnnssshhhiiipppsss aaannd tookkkkk 
gggrrouuppp pphhootttoooss..

••  AAnn  eexxppaaaannnddeedd,, mmmmooorre elaaaabbbooorrratelyyy pprrooodduucedddddd GGGGrrraannd 
Floraall PPaaarrraaaaddee,, iinnncccllluuuudddinnnnngg foouuurr ‘mmovinnng thhhhhheeeaaatteerr’
ppaaraddeesss-wwwiiiiitttthhhiinn-aaaa-pppaarrrraaaaaaddddee thaaatt dddeeepppiiicted aaaaaannnndd paiiiddd 
triibbuutee ttoo tttthhhee tthheeeemmeesss oooff tthe passsttt centuuuurryy. AA livvviiinnng 
hhistoorryy pppprrrrooogggraammmm,,, wwiittthhhh aaa cccuuurrrriiicccuulum thhhhaatt seerrrvvveeeddd
880000 sstuuudddennntttsss.

••  AAAAnnn ooorrrggaanniizzeedd ttouuurr oooff hhiissttooorrriiiccc hhoommess aaannnnddd gggaardeennnsss 
tttthhhhaatt rreeccoonnnneeccteeeddd tttthhheee FFessttivvaaalll  tttooo iittsss hhhhoorrrtttiiiccculturaaall 
rroooottss..

•• AA ppeerrmmaneeennnt ssttoorrryyy  bbbbbllloogg cuuuurrrrreentttlllyyy coonnnnttttaaaiininngg 
mmoorree thhhaaann 11555000  pppeeersoooonnnaal mmmmmmeeeemmmmooriiees wiiiittthhhh uunlimm-
iteedd cccaaapacittyy fffooorrr ttthhe ffuuttuureee...

•••  TTThhee mmoost extteennsssiivve maarrkkeetttiiinnnggg anddd aaaddddvvveeerrrttiisiinngggg 
cccaaammmppaign in tthheee  fffeeestivvaall’’ss  hhiissstttooorrryyyy, as welll as aaa 
cccooommmpppletee ccolleeeccctttiion ooff  CCeennteeennnnialll mmmeeeerrccchhhaaannndddiiissseee 
aand sssouuvvveeenirss...

• An uuunnpprecceeedddeennntteed amount oooff pooosssiiittiiivvveee  mmmeeedddiiiaaa  
cooovvveeerrraagggeee...

••• AAAA bbuuuzzzzzzz iiinnn ttthhheee ccooommmmmmmuuuunnniiitttyyy reminiscenttt oooff tthheee  
RRoossee FFeessttiivvaall ooff tthhee eeaaarrrlllyy 220th Centuryyy...

••

•

••

      Fall 2014           IFEA’s ie: the business of international events    69



The Centennial Punch List became the 
central clearing house for all bona fi de 
ideas, with an assigned staffer and vol-
unteer for each project. First the Associ-
ate E.D. and later the CSC managed the 
punch list, and, as time passed, it grew. 
Versions of the list included the estimated 
cost for each project and the number of 
volunteers necessary for completion. Very 
few ideas were ever offi cially dropped 
from the list; and one that was, a regatta 
of decorated ships, eventually ended up 
incorporated into the festival’s opening 
day as the fl otilla of the festival king, Rex 
Oregonus.

The festival’s signature event, the 
Grandest Grand Floral Parade of all 
time, would be the Centennial center-
piece. Growing from 80+ to more than 
130 entries, the parade demanded an 
additional half hour of television time 
and contained four theatrical parades-
within-a-parade paying tribute to four 
‘generations’ of the festival: Jazz, Greatest, 
Groovy and Global. Wartime era prin-
cesses, who had never been in the parade 
because of its cancellation in the 40’s, 
fi nally got their chance to ride on a fl oat 
in the Greatest Generation.

h C i l h i b h 6. If You Build It…Let People 
Know

More than a year out, a retreat of the 
management team led to a written pri-
oritization of the goals of the Centennial. 
The number one goal was clear: Market-
ing. The theme ‘perception is reality’ may 
be cliche’, but it’s also true. The Rose 
Festival needed to build up expectations 
and then fulfi ll or exceed them. As a Port-
land icon under the scrutiny of both local 
and national media, it needed to have the 
community on its side.

The fi rst important partnership was 
with The Oregonian, the powerful news-
paper with about 1.3 million readers in 
the market and a website commanding a 
reach to 80% of adult internet users. The 

Oregonian’s support both in advertising 
and editorial would be key in delivering 
the message of the Centennial.
Aggressive campaigns for print, electronic 
and outdoor advertising were constructed 
and then re-constructed based on budget 
constraints. The festival needed to fi nd the 
‘Wow’ factor at the least possible price point. 

7. Putting the Bloom Back on 
the Rose

A marketing campaign comes second 
to establishing a brand. While the Rose 
Festival itself is a known quantity in the 
Portland area, its imaging and marketing 
materials have never been as high quality 
as the events themselves. The internal 
leaders pushed for a new Rose Festival 
logo and color palette in the Centen-
nial year to take advantage of the dollars 
being invested in marketing, and the 
CSC was chosen as the group to make 
the decisions necessary to support the 
work. What would normally be a year-
long project was shortened to a matter 
of weeks by the demand of advertising 
project deadlines. 

The streets of Portland would be lined 
with the new logo for more than a month 
on newly produced festival banners. The 
images of the 2007 festival would forever-
more include its beautiful new brand.

Most ads included vintage photo-
graphs, which were also used in pre-Cen-
tennial marketing efforts. Black & white 
and sepia tones were mixed with rich 
burgundy backgrounds and accents of 
old-fashioned swirls. 

8. Your Money and Your Mouth
Budgeting started 18 months out, with 

prospective cost structures built and ad-
justed by the two staff leaders. Sometimes 
writing the checks had to precede cashing 
them. The festival was prepared to put 
its money where its mouth was, but had 
to be confi dant enough to move forward 
before the dollars were all committed. As 
this article is being written, the festival has 
additional fund raising to do to pay for 
the $750,000 Centennial investment. The 
most important contributor: The City of 
Portland, whose unprecedented quarter-
of-a-million-dollar gift was based on its 
support of the traditional-but-innovative 
blueprint of the Centennial festival. The 

The milestone of the Centennial was 
viewed as an opportunity; an opportu-
nity to connect with new consumers 
while re-connecting with existing fans.
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city had not made a comparable gift since 
1907 when it funded the very fi rst festival.

An Olympic model of a few ‘signa-
ture’ sponsors was adopted, and likely 
candidates from among existing support-
ers were approached to raise their annual 
investments. Before the 2007 fi scal year 
began, three of these signature sponsors 
were confi rmed, although two of these 
were trade partners. The festival’s concern 
about Centennial fi nancing led to the for-
mation of another watchdog group with a 
standing meeting. The Executive Director 
and Finance Committee members held 
a weekly Revenue Meeting to track the 
festival’s fi nancial progress. 

Three Centennial-specifi c budgets were 
approved two months ahead of the nor-
mal timeline. A schedule of checkpoints 
was made for evaluation of these budgets, 
supported by the information gathered 
at the Revenue Meetings. When revenue 
projections weren’t met, budgets were cut. 

9. Whose Story is This?
To tell the rich history of a hundred 
years in a new, accessible way, the festival 
launched two primary initiatives: a mo-
tion picture project and a collection of 
simple, festival-related stories. The motion 
picture also comprised a student fi lmmak-
er program and curriculum, and while the 
movie was being made, the television ads 
for the Centennial were also produced.

The Oregonian launched its ‘Tell Us 
Your Story’ project on January 1, 2007, 
through a weekly historic photograph 
and later an ad campaign. The festival’s 
website, as well as postcards and com-
ment cards, were used to collect the 
stories, and three blogs were produced: 
one on The Oregonian’s internet platform 
and one a permanent blog the festival 
will grow forever. The stories were also 
used in the festival’s Centennial souvenir 
program, The Oregonian’s pullout tab 
and the festival’s souvenir cookbook.

The third blog was one kept by the 
Associate E.D. herself on the festival’s 
website, a folksy insider account of the 
efforts of Centennial planning laced with 
personal memories and festival history.

The message? The Rose Festival’s story is 
the story of the people who have expe-
rienced it over a century. Three of those 
historic fi gures were brought back to life 
in a living history program that included 
a grade school curriculum. The historical 
characters made appearances around town 
for four months and were featured in both 
events and advertising. The motion pic-
ture, ‘From One Rose,’ had a triumphant 
premiere two days before the parade.

10. Keeping the Promise
The success of something as monu-

mental as a Centennial celebration is a 
marriage between creativity and pre-

conceived notions. The Rose Festival’s 
Centennial success was an example of 
one of the Marketing Director’s favorite 
sales strategies, the assumptive close. If 
consumers believe they have a stake in 
the project’s overall success, they’ll help 
ensure that success. 

The milestone of the Centennial was 
viewed as an opportunity; an opportunity 
to connect with new consumers while re-
connecting with existing fans. Some of the 
latter had become disenfranchised over 
the years with choices and changes made 
by festival organizers. The use of vin-
tage images and familiar event elements 
worked well for both consumer groups. 

The payoff was an overwhelmingly 
positive response from the community, 
from the public and the media. Both 
stakeholders and bystanders came away 
with the perception of the revival of a 

conceived notions The Rose Festival’s beloved tradition. The Rose Festival had 
kept its promise, the promise made not 
by the busy producers of the Centennial 
celebration, but by the visionary leaders 
who founded the festival in the fi rst place 
– a century ago!
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i d i h i l’ beloved tradition The Rose Festival had

Rachel Trice and Marilyn Clint 
have a combined 45 years of special 
event experience. Trice was just 
named one of the 100 Most Powerful 
Women in Portland by NW Women’s 
Magazine. Clint is the Associate 
Executive Director/Public Relations 
at the Festival and can be reached at: 
marilync@rosefestival.org or phone: 
503-227-2681. To learn more about 
the Portland Rose Festival, go to: 
www.rosefestival.org
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Attendance is an important measure of an event’s success or 
failure, often considered the most signifi cant quantifi er of ac-
complishment. Can you make a reasonable estimate of how 
many people attend your events? In the magical festival indus-
try of OZ there are many Scarecrows desiring a brain to calcu-
late attendance fi gures.
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W
hen understanding large 
numbers the average 
person is innumerate 
– that is to say, in part 
they lack ability to deal 

rationally with large numbers. In his 
1989 best seller, INNUMERACY, Math-
ematical Illiteracy and its Consequences, 
John Allen Paulos contends most people 
fear mathematics … “innumerate people 
characteristically have a strong tendency 
to personalize – to be mislead by their 
experiences, or by the media’s focus on 
individuals and drama.” If this describes 
you, there is hope. 

To grasp the concept of estimating at-
tendance we must admit that we use two 
types of fi gures in our industry. I label 
them as “marketing fi gures” and “opera-
tional fi gures.” Sometimes these fi gures 
match up, but usually the marketing ones 
are big, virtual numbers created to attract 

big press and create big ego, while the 
operational ones are closer to the actual 
real fi gures critical to the effective use of 
limited production resources. The ques-
tion arises, “Are we being straight forward 
using two types of fi gures?” Is it accept-
able to justify double-bookkeeping under 
the guise of “Situational Ethics” wherein 
proponents claim the ethical thing to 
do in any situation is dependent on the 
peculiar mix of factors in that situation? 
You decide, but remember to ask, “Who 
is affected, what stake do they have in the 
outcome, will they be infl uenced in future 
situations, and who’s asking, anyhow?” 
The bottom line – many festivals use two 
sets of attendance fi gures.

My suggestion for marketers is to 
replace numbers with meta syntactic 
terms – words used to describe numbers. 
An example is the word zillion, defi ned 
as “an undetermined large number.” 

After discussing a zillion at the Arkansas 
Festival Association a delegate told me its 
synonym when he stated attendance at 
his event was really low, it was “squat-el-
de-poop!” Following the 2004 Glendale 
Jazz & Blues Festival, I distributed a press 
release that described a doubling of our 
regular attendance when a swarm of bees, 
estimated in the thousands, enjoyed the 
music, occupying a tree beside the stage 
for a few hours without incident (a true 
story). It generated exceptional coverage. 
Festival and event people are creative 
people. The use of meta syntactic terms 
should be more common place.

Accurate operational fi gures are re-
quired to best utilize the limited resourc-
es of most events. They are the founda-
tion for everything from providing an 
appropriate number of vendors, emergen-
cy service personnel and restrooms to site 
lay out for effi cient traffi c fl ow to ordering 

By Vern Biaett, Jr. CFEE
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souvenir merchandise. Operational staff 
needs valid fi gures to competently fulfi ll 
their responsibilities. To arrive at these 
fi gures create a plan in advance, monitor 
what’s actually happening during your 
event, collect data from your guests, and 
then use the gathered facts to estimate 
genuine fi gures, as opposed to trying to 
guesstimate fi gures after the fact.

When events are ticketed or have 
defi ned entrance points, it is relatively 
easy to measure attendance. Venues use 
turnstiles, electronic ticket bar code read-
ers or even staff with manual counters. If 
re-entrance is allowed a separate gate is 
recommended to avoid double counting. 
What about volunteers, workers, party 
crashers and friends who don’t have 
tickets or use public entrance points – are 
you counting them? Sometimes events 
sell or distribute tickets which go unused, 
but are included in fi nal counts – are you 
subtracting them? Routinely, gated events 
know actual fi gures and operations staff 
are properly informed. It’s a good idea to 
share these numbers with your sanction-
ing publics. Events have been required by 
governmental special event committees to 
overly employ security personnel or order 
excessive restrooms when provided with 
only the marketing fi gures.

A diffi culty and controversy in our 
industry has been accurately estimat-
ing attendance at large, non-gated and 
unfenced, open seating, free or partially 
free events including parades. Literature 
on this dilemma dates to the 1980’s and 
coincides with the growth of the festival 
industry succeeding the 1976 Ameri-
can Bicentennial and the emergence of 
modern event sponsorship at the 1984 
Olympics. Factual attendance fi gures 
became critical to both the grassroots 
appeal and the economic impact of 
events. There are two prominent cases 
of national attention. In 1983 a battle 
ensued between the Tournament of Roses 
Parade and its spoof, the Doo-Dah Pa-
rade (http://gaspee.com/CrowdEstimates.
htm). In 1995 the National Park Service 
estimated the Million Man March at only 
400,000, its organizers, Nation of Islam, 
sued and the Boston University Center 
for Remote Sensing using satellite photos 
became involved (http://www.eomonline.
com/Common/Archives/February96/baz.
htm). In each instance mathematics was 
used in part to estimate crowd size. These 
two events provided initial insight into a 
“maximum possible crowd size” method 
I began to envision a dozen years ago to 
address our industry quandary.

John J. Fruin, Ph.D., P.E., renowned ex-
pert on the prevention of crowd disasters 
(http://www.crowddynamics.com/Main/
Fruin%20-%20causes.htm) informs us 
that crowds reach critical densities at one 

person per 5.38 sq’, can only shuffl e and 
move as a group at 4.95 sq’ per per-
son, and at 4 sq’ per person potentially 
dangerous psychological pressures occur. 
Understanding how many people can po-
tentially occupy space is key not only to 
preventing disasters, it is key to estimat-
ing attendance. 

Imagine the crowd at an rock outdoor 
concert. Fans at the front are packed – 
shoulder to shoulder, back to front, front 
to back – occupying a space 2’ by 2’ or 4 
sq’. To empirically understand, mark off a 
2’ by 2’ space on the fl oor and stand in the 
middle. Observe how you fi ll this space. 
Fans in the middle section are stand-
ing, but with just enough room to move 
around. In this area you see “snakes” of 
people weaving through the crowd. People 
here occupy approximately 3’ by 3’ or 9 
sq’. At the rear are fans sitting on the grass, 
blankets or lawn chairs. They occupy ap-
proximately 4’ by 4’ or 16 sq’. 

Let’s now use these square footages to 
estimate a maximum possible crowd size. 
(Read this paragraph slowly- sketch a diagram 
as you go.) A parade route is 1 mile long 
with 50’ of available crowd depth on both 
sides. A mile is 5280’. Because a person 
occupies a space 2’ wide, a maximum of 
2640 people, shoulder to shoulder, can 
stand along one side of the route. People 
occupy 2’ of depth so a maximum of 25 
deep can fi ll the available 50’. Multiply-
ing the 2640 people in length by the 25 
people in depth calculates into a maxi-
mum of 66,000 people on one side of the 
route. Multiply by 2 because we have two 
sides and we get a maximum of 132,000 
people for our 1-mile route. If this route 
was 2.5 miles the maximum would be 
330,000. Consider a 2.5 mile route with 
10 people deep on lawn chairs or bleach-
ers, occupying 16 sq’ per person, with a 10’ 
rear walkway and the maximum would be 
66,000. To fi gure actual attendance, pre-
mark 100 foot lengths along your route 
and have marshals estimate the people 
across by the average people deep in each 
section – knowing the maximum possible 
crowd prevents over-estimation.

Parades are easy. People line up and 
typically stay for the entire event. Events 
in parks, on streets, and at waterfronts 
involve more math and factors. You must 
fi rst take time and measure your site to 
determine the total square footage. Take 
out the trees, bushes and other places 
people can’t occupy. Divide the total by 4 
sq’ to determine the maximum possible 
crowd that can fi ll your site at one time. 
Break your site into smaller, usually natu-
ral, grids and determine their maximum 
possible crowd size. I guarantee you’ll be 
shocked the numbers are smaller than 
predicted. You also need to survey your 
guests to gather data on their average 

length of stay to determine your turnover 
ratio, on how many arrived by personal 
vehicles with the average people per ve-
hicle, and on how many arrived by public 
transit or walked.

Now, during your event observe, esti-
mate and record attendance in your grids 
at regular time intervals. Combine this 
data with survey turnover data to accu-
rately estimate attendance. Knowing the 
maximum possible crowd size prevents 
over-estimation.

A method to confi rm this estimate 
incorporates parking, mass transit and 
walk-up data. How many parking spaces 
are available for your event? If people 
park up to a mile away count every space 
within a 1-mile radius. Monitor parking 
at regular time intervals and combine 
with survey data on turnover and guests 
per vehicle to determine the number of 
guests who arrived by personal vehicle. 
Add data on guests who arrived by public 
transit and walked for a total attendance 
estimate, which should be comparable to 
your earlier estimate.

Some means used to confi rm estimated 
attendance changes include monitoring 
food, beverage and souvenir sales and 
accounting for the amounts of trash, lost 
and found items, and portable restroom 
waste. Also monitor merchant sales 
and traffi c counts adjacent to the site. 
Variables may sometimes affect this data, 
but it will generally rise as attendance 
increases and fall as it decreases.

What about aerial photography? First, 
it provides attendance only at a specifi c 
time. Second, photos taken at angles can 
be obscured by buildings and trees and 
when taken directly overhead, people, 
shadows, chairs, blankets and coolers 
are hard to distinguish. Finally, who has 
resources to take high quality photos, 
hire skilled photo interpreters, or spend 
valuable staff hours counting heads?

Additionally, I found a “Tag and 
Recapture” method to estimate crowds 
(http://www.imakenews.com/durham-
cvb/e_article000132553.cfm) where 
a predetermined number of tags are 
randomly distributed to guests. Staff then 
observes all guests passing a boundary 
during a specifi c time and records totals 
of the tagged and untagged. The number 
of tags distributed multiplied by total 
guests observed passing the boundary 
divided by total tagged guests passing the 
boundary calculates attendance.

In conclusion, festival and event at-
tendance fi gures are … what they are. If 
an accurate estimate of participants is 
important to your organization, then make 
the required effort to accurately measure. 
Design a sampling plan in advance with se-
lected measurement techniques. Take time 
to measure your site size and then monitor 

Continued on page 67
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When standard pyrotechnic fuse 
is encased in paper, it burns at a 
rate of 60 to 70 feet per second 
which translates into more than 40 
miles per hour. If that same fuse is 
not encased in paper, it will burn 
at a rate of about one foot every 
ten seconds or less than a tenth of 
a mile per hour. 

With a typical fuse for an aerial 
shell being between two and four 
feet long, the fuse that we light 
to send that shell up into the air 
burns in about three one-hun-
dredths of a second. Dr. John 
Conkling, one of the foremost au-
thorities on pyrotechnics explains 
the fast burn rate as follows, “The 
flame and hot gas produced by 
the burning black powder coating 
on the match can’t escape, so the 
flame front/hot gas shoots ahead 
at high velocity.” 

If a shell is being ignited manu-
ally with a road flare, we unwrap 
about four inches so that we have 
a bare portion that will burn slow-
ly, giving our technicians plenty of 
time to move onto another area of 
the display to fire another shell.

Aerial shells and many other 
pyrotechnic products contain two 
fuses – one as described above 
that ignites the lift charge – the 
explosive material that sends the 
shell up into the air. That fuse also 
lights a time fuse that will burn 
slowly and ignites the burst charge 
that blows the shell apart once it 
has reached its maximum height. 

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

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

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

By Doug Taylor

What burns at less than 1/10 of a mile per 
hour or at more than 40 miles per hour?

The time fuse must burn exactly 
the right amount of time to en-
sure the shell does not explode 
too soon or too late.

All this gives you a better sense 
of what it means when a person 
is described as having a short 
fuse – you do not have time to 
get away before they explode! 
Fireworks are dangerous but with 
the right technical knowledge and 
experience they produce awesome 
displays. Stay tuned for our next A 
to Zambelli of Fireworks Displays 
column as we will discuss yet 
another aspect of the science and 
art of fireworks. 

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@zambel-
lifireworks.com.

Continued on Page 101
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get away before they explode! 
Fireworks are dangerous but with 
the right technical knowledge and 
experience they produce awesome 
displays. Stay tuned for our next A 
to Zambelli of Fireworks Displays 
column as we will discuss yet 
another aspect of the science and 
art of fireworks. 

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@zambel-
lifireworks.com.
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BRIDGING
by Penny Reeh, CFEE
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Conflict between generations is 
certainly not a new phenomenon, but 
it is fair to argue that the lightning pace 
of technological change and the impact 
it has on generational perceptions has 
created a more distinctive, and poten-
tially explosive, generational divide 
than ever before. The best way to bridge 
this divide is for festivals to create an 
organizational culture that welcomes 
each of today’s generational cohorts, 
uses their unique talents wisely, and 
encourages understanding and patience 
among all. 

Currently there are four separate gen-
erational cohorts that are likely repre-
sented in most festival volunteer pools 
– Matures, Baby Boomers, Generation 
Xers and Millennials. To understand, 

and thereby recruit, motivate, retain 
and reward, one must take a look at 
why each generation behaves as it  
does and what they seek from the  
volunteer experience.

The Matures
Let’s start 

with the 
Matures, 
also re-
ferred to by 
demogra-
phers as the 
Silents or the Greatest Generation, who 
were born between the years of 1909 
and 1945. They get adversity and the 
need to bond together for the common 
good. Their steely resolve was forged by 

the Great Depression and World War II. 
They made tremendous sacrifices and 
literally saved the world. This is what 
makes them great volunteers – they are 
hard-wired for service and view volun-

BRIDGING The Generational 
Divide Among Volunteers
Kids these days, they just don’t want to work! How can I lead 

when the old guard won’t let me? Do either of these sound 

familiar to you? It’s because they represent the classic genera-

tion gap that many festivals are encountering as they seek to 

create a volunteer experience that engages both the seasoned 

volunteer and new, and often younger, volunteer.

This is what makes 
them great volunteers 
– they are hard-wired  

for service and view 
volunteering as an 

inherent duty.
teering as an inherent duty. Their early 
encounter with scarcity also makes 
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them very value-conscious and savings-
oriented. You can count on this group 
to get the job done and not break the 
bank in doing so.

This group also has high respect for 
authority and typically accepts age and 
longevity as the natural progression 
to leadership roles. An organizational 
chart developed by a Mature would 
likely be very vertical, representing a 
clear pecking order. While this further 
illustrates their selfless expectation to 
serve, it also complicates matters when 
someone younger upsets the organiza-
tional apple cart with new ideas and a 
quick eye to the top (regardless of the 
fact that those ideas and leadership 
skills may be dynamite!).

Key messages to attract this group 
to volunteer are duty, community and 
honor. Since they expect to serve they do 
not need to be convinced. Rather, helping 
them to understand how their work will 
make an organization or community a 
better place for their kids and grandkids is 
the way to get them involved. 

Since “doing things the hard way” 
was the experience that influenced this 
generation from birth, they may be 
hesitant to accept processes or technol-
ogies that make tasks appear to be too 
easy. Instead of arguing with this group 
about how much easier tasks could 
be, emphasize how greater efficiency 
impacts the bottom line in terms of 
greater outreach and saved resources. 
The “common good” is truly what 
makes this generation tick.

The Boomers
Next are 

the Boom-
ers, which 
have never 
been tagged 
with any 
other name. 
Simply put, to 
understand the 
Boomer generation, one must accept 
that it is all about them! This is not 
meant as an egotistical observation, 
but rather the fact that the sheer size 
of this generation has naturally driven 
attention to it. Born between the years 
of 1946 and 1964, a product of a 

country finally happy and prosperous 
again after war, these 78 million new 
consumers captured the attention of 
the country in every way imaginable. 
The Boomers mostly grew up at a time 
of economic health, strong community 
values and traditional family units. But 
again, the sheer size of this generation 
allowed them to recreate everything 
they touched, leading to the first wide-
scale questioning of social norms and 
societal rules.

Boomers tend to view organizational 
structure in a much more experiential 
and collaborative context. Boomers 
enjoy playing a role in the decision-
making process and do not view the 
process as belonging solely to the ranks 
of leadership. An organizational chart 
drafted by a typical Boomer would 
likely be more horizontal in nature 
and would include mechanisms for 
feedback and evaluation.

Boomers do not always share their 
parents’ belief that volunteerism is 
simply the right thing to do. Rather, 
they tend to be more issues-oriented 
and are motivated to share their time 
and talents with activities that further 
their ideological beliefs. Understand 
their cause and how your organization 
furthers that cause, and you will have 
their support. Because their collective 
childhood was fairly idyllic, they tend 
to dream big and again, the bulging 
size of this generation has created the 
understanding that they can affect 

change – a role they take seriously.
Boomers are the first generation for 

whom early retirement is common 
practice. This is great news for festi-
vals because it delivers a large pool of 
economically stable, and often even 

affluent, volunteers in the prime of 
their life. Again though, the Boomers 
do not seek the same volunteer experi-
ence as their parents. They are looking 
for new experiences and expect roles 
that allow them great flexibility and the 
ability to use their creativity. They will 
seek to reinvent traditional roles and 
will shy away from rigidity or intoler-
ance to their inborn need to change 
and customize the status quo. While 
early retirement is common with this 
group, so is leaving retirement to try 
something new or start a new venture. 
Serial retirement, and therefore serial 
volunteerism, will be prevalent with 
this group.

The Gen Xers
Generation X, 

born between 1965 
and 1981, was also 
called the Slacker 
generation early 
on, a title that was 
dropped as demogra-
phers gained a better 
understanding of the 
skeptical and fiercely 
independent view this 
generational cohort 
shares. The misconception that this 
generation does not care could not be 
further from the truth. Their cynicism, 
and seemingly aloof independence, 
springs from a string of cultural broken 
promises. Many in this generation, in 
essence, raised themselves due to dual 
parent careers, the highest divorce 
rates in history (the number of single 
parents in the United States nearly 
quadrupled between 1970 and 2000), 
and record financial inflation during 
their childhood. The term “latch-key” 
kid was coined to describe the lifestyle 
of many Gen X children. In surveys 
conducted by demographers, Gen Xers 
are more likely to define their fam-
ily as a network of friends than as the 
traditional nuclear family members. 
These generational influences cause this 
group to take a cautious view of the 
world, but also highly motivate them 
to make a difference.

Members of the Gen X cohort will also 
look at volunteerism quite differently, 

Boomers mostly  
grew up at a time 

of economic health, 
strong community  

values and traditional 
family units.
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but with a similar passion. They do not 
believe they can “save the world”, nor 
do they necessarily want to. In contrast 
to the Boomers who are attracted to the 
big picture, and often global causes, Gen 
Xers tend to prefer a much more grass-
roots or organic approach to problem 
solving. They gravitate to more local 
causes and tend to view helping people, 
one at a time, as the true road to change. 
One of the most important themes to 
attract this generation to volunteer roles 
is authenticity.

Ask the typical Gen Xer to craft an 
organizational chart and it will differ 
sharply from previous generations’ 
views. Instead of a linear approach 

(vertical or horizontal) Gen Xers are 
more likely to think in clusters with the 
players in each cluster changing as the 
tasks change. They have little patience 
for standing committees, lengthy meet-
ings or any form of bureaucracy. They 
work best when they are allowed to 
bring together the needed players to 
accomplish a specific task, and then 
disband until needed again. Where the 
Boomers are more process-driven, the 
Gen Xers are very task-driven. They are 
also comfortable with virtual teams 
and do not require face-to-face discus-
sion to feel plugged in.

This generation is also the first to 
experience some form of technology 
from the time they were born and as a 
result are multi-taskers. They have a “cut 
to the chase” approach to service, which 
can easily be seen as impatient or even 
apathetic. But learning to utilize their 
pragmatic nature and giving them some 
room to work on their own will greatly 
motivate this group. It’s no wonder this 
generation is responsible for more new 
business start-ups than any other group.

The Millennials
Last we come to 

our youngest group 
of volunteers, the 
Millennials (also 
called Generation 
Y). Born between 
the years of 1982 
and 2000, this 
generation is a 
bookend to the 
Baby Boomers with 
a population of 79 
million. Overall, 
this generation is 
generally optimistic, idealistic and patri-
otic and in some ways will hearken back 
to the Matures in their view of volunteer-
ism. But while their motivations may 
be similar, their view of the world could 
not be more different. This generation 
has not merely been exposed to tech-
nology their entire life, they have been 
steeped in it. Because of this, they have 
a very global perspective and a broader 
understanding of worldwide partnership 
potential than any generation before.

Their immersion in technology also 
makes them high consumers; however, 
the way they consume media is deeply 
fragmented and has offered some 
sleepless nights to many a market-
ing manager. As opposed to their Gen 
X peers who view all branding with 
suspicion, the Millenials are brand-con-
scious, but also demand a brand that 
will stand behind their product. 

They are used to having information at 
their fingertips and will bring this savvy 
command of knowledge with them as a 
volunteer. Their optimism and view that 
everything they need to know is only 
a keystroke away makes them anxious 
to take charge; they do not always view 
experience as important. Capturing this 
generation’s exuberance and balancing 
it with existing organizational structures 
may be a challenge. However, according 
to a survey by USA Today in 2008, this 
group is ready to serve. According to the 
survey, 30% of students in grades 6-12 
already volunteer eight or more hours 
a week and 93% expect to volunteer 
as adults. Nearly 40% view volunteer-
ism as a way to combine their interests 
with their talents, and more than half 

The misconception that 
this generation does 

not care could  
not be further from  

the truth.

think volunteering would be a great way 
to meet new people and interact with 
friends. Whereas the Gen Xer is indepen-
dent, the Millenials show more interest 
in the social aspects of volunteerism. 

Just as festival planners must learn to 
communicate with this generation as po-
tential consumers, they must also learn 
to talk to them as volunteers. This group 
shows signs of supporting philanthropy, 
but demands accountability. And they 
are not at all hesitant to use the global 
power of peer-to-peer communication 
offered in the explosion of social media 
outlets. They may appear to be more fick-
le than their older cohorts, but they are 
accustomed to having infinite choices. 
Give them a cause, welcome their desire 
to jump in head first and create a culture 
that encourages social exchange.

No event can limit its need for volun-
teers to only one of these generations, 
nor should a segregationist approach be 
taken to creating its volunteer program. 
Instead events should try and show 
each generation that they understand 
their unique strengths and try to create 
opportunities to harness each of those 
skill sets. The generations will always 
get in each other’s hair, but using the 
best each group has to offer and crafting 
messages that appeal to their respective 
natures will help lead us to a productive 
group of volunteers who tolerate – and 
even enjoy – one another!

They are used to  
having information at 

their fingertips and will 
bring this savvy com-

mand of knowledge with 
them as a volunteer. 
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Does anyone out there not want media coverage of their event? If so, then STOP 
now and move onto the next article in this wonderful publication filled with valuable 
information. This article will not advise you how to advertise your event or publicize 
your event or market your event or budget your event…this article will help you learn 
to be comfortable talking about your event:

In front of a camera
At a live radio interview
In front of a crowd
To a reporter

I might have a slight advantage over most folks reading this article. You see, before 
I entered the festival and event business, I was an actor for many years…Crowds 
don’t bother me, microphones don’t bother me and cameras don’t bother me. I LOVE 
THE ATTENTION!!! But the good thing about my background is that I can share 
some of my secrets with you. 

Are you ready? Good…then ACTION… (this means start in TV terms).
There is some pre-work to be done prior to talking about your event…and you 

probably already have it in your head…You must have complete knowledge of your 
event (brain power). You must be prepared (I was a former boy scout, as well). You 
must dress for success (thank you John Molloy). You must be able to communicate 
a compelling vision (I read a lot of self-help books). And, you must be able to…drum 
roll…SMILE!!!

STOP HERE…think of a joke…tell someone and laugh…how do you feel? Are you 
smiling? Here’s one…why did the chicken cross the playground...to get to the other 
SLIDE…HAHAHAHAHAHAH. I think of a joke every time before I am ON…this re-
laxes me and makes my face feel better.

•
•
•
•
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Know Your Stuff 
Can you talk intelligently about the 

history of your event? How about the 
attendance numbers? Do you know your 
financials inside and out? This is always 
asked of me from a reporter, because my 
events are run by a City and disclosure 
is public knowledge. Don’t forget your 
entertainment and other activities. Your 
guests want to know. What is new at your 
event this year? And always remember 
your Sponsors…you know they like to be 
mentioned as many times as you can.

Be Ready To Shift Gears
You never know what the reporter; 

DJ or crowd might ask you. It is usually 
all over the place. The questions might 
go from sponsors, to budget, to current 
events, to weather, to vendors, to the pa-
rade, to safety, to??? You have to be quick 
on your feet to be able to shift gears. 

Know Current Events That 
Might Affect Your Event

Has there been an accident or story 
from another event nearby that might be 
asked of you? If you remember the older 

gentleman at the Santa Monica market 
a few years back that hit the accelerator 
instead of the brake and ran over some 
vendors and guests at the event, well re-
porters want to know how we can prevent 
that from happening. In 2008, you might 
remember the shooting on the Friday 
after Thanksgiving at the Toys “R Us in 
Palm Springs, CA? Palm Springs is just  
20 minutes from Indio. That happened 
one week prior to my Tamale Festi-
val…and as I was being interviewed live 
on camera a couple of days later, the re-
porter, out of nowhere, asked me if I was 
worried that something like that could 
happen at the Tamale Festival. I had to 
improvise… “Our Police Department has 
learned from that situation and is taking 
precautions to prevent that from happen-
ing…I assure you that the safety and well 
being of our guests is our top priority.” I 
have no idea where that came from in my 
head, but it came across like I knew what 
I was talking about.

Know Your Crowd
I always start with a “clean” joke to 

warm up the audience. Laughter makes 

everyone feel more comfortable (unless 
the joke isn’t funny, then it’s very un-
comfortable). I am sure all of you know 
at least one very funny joke. Imagine 
everyone in their underwear? Would that 
calm you down? Maybe…how about 
all of them in their birthday suits? (Be 
careful, that might weird you out). Try 
to be relaxed in this situation, make sure 
you breathe and focus on everyone in the 
room. You might get some smiles from 
people and that will make you feel better. 
Do you know someone in the room? Ask 
them before you speak to smile when you 
look at them…this will help.

Know The Reporter
You can find bios on reporters on most 

of your station’s websites. Where are they 
from? How long have they been doing 
the job? Have they been to your event? 
Find out what school they went to or 
where they were before this current job. 
You will have some time with them be-
fore you are live. You will have some time 
in between segments…small talk off the 
air will make you feel more comfortable 
with them when you are on-the-air. You 
might even find something in common 
with them. One reporter that I had an 
interview with lived in the next town over 
from my hometown when we lived in 
Pittsburgh…What a coincidence and we 
are now good friends. You never know!! 
You can possibly use this information 
during the interview. I was talking off the 
air to a reporter about my tamale festival 
and she mentioned that she had never 
tasted a tamale and that she was on a 
diet and didn’t want to taste the tamales 
that we made on air. Our segment was on 
“how to make a tamale,” and I had one of 
my vendors there making tamales. Unfor-
tunately, for her, I mentioned this on our 
last segment and she couldn’t say no on-
air…She ended up tasting a bit of tamale 
and choking a little, we all laughed and 
the segment was great. Try to obtain the 
reporter’s cell phone number. This will 
help you in case an emergency arises.

STOP…how about another joke...
What do you get from a pampered cow...
spoiled milk. HAHAHAHAHAHA!

Know The Camera Person
Use their set-up time to strike up a 

casual conversation (don’t bother them 
too much, though). Where are they from? 
Have they been to your event? The cam-
era person will make you look good…or 
not good. Don’t be afraid to make sug-
gestions to them…tell them what angle 
might be best or what to have in the 
background (a sponsor banner in the 
background is always good). He might 
have another idea and that’s OK, but you 
know what will make your event look 

The camera person will 

make you look good…

or not good. Don’t be 

afraid to make sug-

gestions to them…

tell them what angle 

might be best or 

what to have in the 

background.
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Jim Curtis has been an actor since 
he was 10 years old. He is originally 
from Pennsylvania, and moved to 
Boston in his early twenties. In Bos-
ton, he earned his SAG and AFTRA 
union cards after being cast in a 
national Budweiser commercial and 
having recurring roles in the TV show 
“Spenser: For Hire.” He moved to 
California and continued acting. He 
has been on numerous shows and 
commercials. He has been involved 
in many special events including 
concerts, major golf tournaments and 
festivals. He currently runs the Indio 
International Tamale Festival for the 
City of Indio, CA. The City of Indio’s 
tag line is the “City of Festivals.”

great!! What is your best side? (You might 
fight over the reporter with this one…so 
let the reporter win). Help the camera 
person, help you!! Be sure you ask how 
the shot will happen. Will they start on 
you and then move the camera towards 
your event area? Will they zoom in from 
the event area to a close-up on you? Are 
you in the shot with the reporter or off to 
the side?

Respect the Time of the 
Reporter

Confirm and double check the inter-
view time. Be at least 15-30 minutes early 
for the interview. Don’t make them worry 
if you will be there or not. Be prepared. 
Make notes on a couple of index cards 
and have them with you. The reporter 
will most likely tell you the questions 
they are going to ask prior to going 
on-air. Have your answers in your head. 
Reporters must do camera checks and 
sound checks prior to going on-air. Be 
respectful of this and don’t chit-chat too 
much. They are on a time schedule (usu-
ally down to the second).

Don’t Use Yes or No Answers
Dead air time is uncomfortable and 

bad for everyone. Reporters use your 
answering time to think of the next ques-
tion. Don’t drag on with your answers, 
though. Make them short and sweet. 
End your answers with a positive word 
or statement…i.e. “We have a carnival 
and a kiddieland, so there is something 
for any age child and it’s going to be a 
great event.” “Our 4 stages of entertain-
ment, including our new ABC Company 
mariachi stage, will be rocking all day and 
it will be awesome!!” Know your facts 
that you want to get on the air such as, 
Sponsor mentions, dates, times, is there 
anything free???

Do You Care About What 
People Think of You? 
Why???????????????

 Of course you want to look good, but 
it’s OK to be goofy sometimes…

Let loose and don’t worry about it. It 
will be alright. Your event will be remem-
bered, if the audience remembers you.

Learn and Practice
Take a local class on acting or improv. I 

love to watch “Whose Line Is It Anyway.” 
This show has some serious improvis-
ing. These actors have mastered the art 
of improvising. Practice in front of a 
mirror. Better yet, set up a video camera, 
playback and look for the little things you 
do without knowing. Are you a blinker? 
This is common among nervous present-
ers. Do you rock back and forth or side 
to side when speaking? This is very tough 

on a camera person trying to keep you 
within frame. Do you fidget? Do you have 
a nervous laugh? Do you say “uh” a lot? 
I am very tough on my local newscast-
ers. I see their quirks and my DVR allows 
me to rewind and show my wife. She 
laughs because she doesn’t notice these 
things at first. When you have a chance, 
present to a group. Most conference or 
convention seminars you attend will have 
a break out group to identify a problem 
and come up with a solution. I guarantee 
that there will be someone in the group 
who says… “I’ll take notes, so I don’t 
have to present.” WRONG…step up and 
present…this gives you another chance to 
overcome your fear and learn.

Learn to Ad Lib
Can you carry on a conversation with 

someone? Then you can ad lib. Can you 
answer their questions without stum-
bling? Then you can ad lib. You have no 
idea what that person might ask you, 
but you answer fine, correct? This is the 
same on camera or on the radio or in 
front of a group. Here are a couple of 
beginning words that you can use if you 
are stumped by a question and trying to 
think of an answer: “Yes…and”; “That’s 
true…but”; “You’re right…and.” 

STOP…Ok, one last joke…why did 
the tomato turn red…because he saw the 
salad dressing…HAHAHAHAHAHAHA

Baby Steps…Larger Steps…
Giant Steps

Try leading a small meeting at first 
and being the speaker of the presenta-
tion. Maybe do a presentation to a larger 
group like a Rotary Club meeting or a 
City Council meeting. Ask a newspaper 
reporter to interview you about your festi-
val. Talk about your event with a radio DJ 

on-air. Talk to a TV reporter with a cam-
era rolling…most of these are not done 
live, but edited and used later during the 
reporter’s story. Then you will be ready to 
talk about your event with a TV reporter 
LIVE ON-AIR. Don’t forget to SMILE!!!

OK…CUT… (this means stop in  
TV terms). 

As a public employee, I must watch 
what I say. It can come back and bite 
me in the backside. I have fun when I 
speak and I always DVR my interviews. I 
am very critical of myself; this helps me 
for my next interview. Don’t just jump 
into public speaking; it can knock you 
down quickly. It is scary, but a challenge 
you can overcome. Remember…practice 
makes perfect. And SMILE!!!

Be at least 15-30 minutes 

early for the interview. Don’t 

make them worry if you will 

be there or not. Be prepared.
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six signs a sponsor is just not that into you
Kim Skildum-Reid tells it the 
way it is.

Okay, so I’m sitting on the couch  
watching the fun chick-flick “He’s Just Not 
That Into You” while my husband is out 
with his buddies. I’m loving it. Too rare.

As usual, I can’t stop thinking about 
sponsorship. So, I think to myself, there  
are a few signs that sponsorship seekers 
consistently miss that could tell them that a 
sponsor just isn’t that into them. So, brace 
yourself for the cold, hard truth about how 
to read the signs so you can let it go, and 
move on to something more fruitful.

They tell you to “just send in a 
proposal.”

This is a sponsor saying “leave me 
alone,” without being rude.

In actual fact, it’s unintentionally cruel, 
because it gets the sponsorship seeker’s 
hopes up, when they have little or no  
realistic chance at a deal. Why do I say 
that? Because if the sponsor was inter-
ested, they would want to keep talking to 
you – ensuring that you know everything 
you need to know in order to create a 
great proposal for them.

In the sponsor’s defense, however, I can 
understand why they use this “throw the 
dog a bone” method to get away from 
sponsorship seekers. It is unfortunate, but 
a lot of seekers, when presented with the 
opportunity to finally speak with a poten-
tial sponsor, lose their minds and switch 
on the hard sell, which is never a good idea 
with sponsorship. Sponsors are classified 

almost as prey, with predatory sponsorship 
seekers on the attack at conferences, cock-
tail parties, and on the phone. When that 
happens, sponsors say anything to get off 
that phone call, away from that conversa-
tion, or out of that corner.

How to avoid this? Don’t sell. Ask ques-
tions. Do your homework. Understand 
them. If they want a proposal, they’ll ask 
for it. If they don’t, try to incorporate 
them into your network and add value to 
that relationship over some time. Then, 
you will be able to run the occasional idea 
past them and ask if they’d like to see a 
proposal, and they’ll give it to you straight.

They never call – or more to 
the point, they never call back.

Yes, sponsors are busy – too busy to 
spend a lot of time on all of the unsolic-
ited proposals, calls, letters of request, 
etc. that come their way. Instead, they’ve 
got that “all our funds are currently 
committed” form letter and they’ve got 
voicemail. Please hear me when I tell you 
this: If they haven’t called back after three 
voicemails, they’re not going to.

Some sponsorship seekers seem to think 
that voicemail is a war of attrition, and that 
they should just keep hammering away at 
it. Sorry to break it to you, but voicemail 
doesn’t care how persistent you are, and if 
you leave more than three messages about 
your proposal, you’ll look desperate.

You can recover from having a proposal 
go nowhere and maybe do business with 
that sponsor at some point in future. But 

if you make a jerk of yourself, that’s  
going to stick.

The brand manager refers you 
to the sponsorship manager.

Here is the deal: Most (not all) sponsor-
ship managers are some combination of 
gatekeepers, relationship managers, and 
internal consultants. They are very valuable 
components of the sponsorship process, but 
are generally not decision makers – particu-
larly on mid- to large-sized sponsorships.

Who does make those decisions? Usually, 
a brand manager or brand team. So, if you 
pitch the brand manager or team (which 
is a great idea for a lot of reasons) and the 
response is, “You really need to talk to the 
sponsorship manager,” they’ve just told you 
no, but don’t want to do it themselves.

You are obviously welcome to continue 
pursuing it, but do it with the under-
standing that it is highly unlikely to go 
anywhere. My advice is to concentrate 
your major efforts on hot prospects, not 
extreme long shots.

Anyone refers you to the agency.
Similar to the sponsorship manager 

situation, some companies use their 
agencies to do the dirty work, flicking 
unpleasant tasks like gatekeeping and 
saying “no” to them.

If you have approached someone on 
the marketing/sponsorship team and they 
refer you to their agency, they really have 
said “no.” In my experience, this isn’t a 
long shot; this is an absolutely not. I am 
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sure that someone will know someone 
where this has worked out, but like in the 
movie, this is the exception. The rule is 
that if the sponsor is shifting your channel 
of communication externally, they don’t 
want to talk to you. End of story.

You get referred to their  
foundation

In some countries and for some  
companies, a foundation is a well-funded 
resource for all manner of wonderful, 
worthy causes. For others, the foundation 
is an under-funded clearing house for 
non-profits that the marketing team and/or 
CEO don’t want to deal with. It’s go-away 
money – you don’t get the $50,000 spon-
sorship and all the extra benefits that come 
from a strong leverage plan; instead, you 
get a $1,500 grant from the foundation.

This is another no-in-disguise situa-
tion. If you are a non-profit and have an 
amazing, strategic marketing opportunity 
for a company, it has nothing to do with 
philanthropy, and the last thing you want 
to do is speak to a foundation.

If it happens, go ahead and apply. A 
little money is better than none.

They use a sponsorship  
submission form.

I am sooo not a fan of online sponsor-
ship submission forms! Some companies 
use sponsorship submission forms as the 
entry point for sponsorship seekers. The 
problem is that the best way for you to  
get your offer considered is if it is highly 

customised, strategically-driven, and 
includes creative ideas for leverage. Spon-
sorship submission forms simply don’t 
have the scope for you to include the kind 
of detail and creativity that you need to 
include to make a compelling offer.

If a sponsor has one of these sponsor-
ship submission forms, they either…

Are operating with a mindset that is a 
decade or more out of date (but which 
fits in a form)... or
Don’t really want to hear what any unso-
licited sponsorship seekers have to say.
Whatever the case, don’t fill out one 

of those forms. It’s a total waste of effort. 
Instead, do your homework and then 
contact the brand team to get more back-
ground and ask if they would like to see a 
proposal. If you are referred to the online 
form, the answer is, “No, we don’t want 
to see a proposal.”

The upshot
If you have read this article and are 

thinking to yourself that it seems all too 
familiar, the issue is less likely to do with 
sponsor disinterest and more to do with 
your approach. In other words, it’s not 
them… it’s you.

If that’s the case, it’s time to rethink. 
You should look at:

Approaching fewer, highly targeted 
sponsors
Doing a lot of homework on their 
target markets, brand attributes, and 
objectives before creating an offer
Developing offers that are based on big 

•

•

•

•

•

and highly customised leverage ideas, 
not set packages
Approaching the brand manager or 
team first
Re-categorizing sponsorship-seeking 
as the process of developing a strategic 
marketing alliance, and losing any hint 
of it being a numbers game, about “who 
you know,” or about aggressiveness.

If you are looking for a step-by-step 
process for all of this, you may want to 
check out The Sponsorship Seeker’s Toolkit 
3rd Edition.

•

•

Kim Skildum-Reid is an Australian 
consultant and co-author of The Spon-
sor’s Toolkit , The Sponsorship Seeker’s 
Toolkit, The Ambush Marketing Toolkit, 
and soon on the shelves, The Corpo-
rate Sponsorship Toolkit (available late 
2010). She provides media commentary 
to some of the top international business 
and marketing media, including Harvard 
Business Review, Marketing News, 
CNN, CNBC, BBC, Brand Republic, 
Sports Business Journal, Australian 
Financial Review, the ABC, and many 
others. This article first appeared on her 
blog. It is reprinted by permission.

Contact Information: 
Kim Skildum-Reid, Power Sponsorship 
admin@powersponsorship.com
AU: +61 2 9559 6444 
USA: +1 612 326 5265
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Customer Service Insights 
for Sponsorship Success

People tend to think that customer ser-
vice is simply common sense. That said, 
if “common sense” was more “common,” 
we would have a plethora of happy 
customers – internally and externally. 
Why do many companies, properties and 
events ignore glaring emails, aggravated 
customers and settle for mediocre? 

The encouraging news is that most 
companies understand that customer ser-
vice is pivotal to their success – especially 
in the event and hospitality industries.

No matter what your job title is, you 
are a customer service professional. You 
are always “selling,” your event, venue, 

services, ideas, YOU! Giving custom-
ers what they want and over delivering 
on their expectations is essential to 
achieving extraordinary success. Today’s 
customers are educated, opinionated 
and experienced. They are comparing 
you and your organization to blue chip 
corporations like FedEx and Disney. They 
have experienced outstanding customer 
service and they not only expect it, they 
insist on it!

So let’s begin with seven customer 
service “insights” that you can review 
with your team, offering your customers a 
refreshed and increased level of service. 

What your customers do not tell you is just as  
important as what they do. In fact, in many cases, 
it is more important. Think about the restaurant, 
store or event you left proclaiming, “I will never 
go back.” Let’s go one step further – how many 
people did you share your story with?
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4. Survey Says? 
When you take the time to create and 

execute a survey, whether internally or with 
the assistance of a third party research com-
pany, the results are important to read and 
heed. Yet so many event professionals will 
debate the survey (without the attendee 
who completed the survey present!) and 
come up with excuses for the lack of seat-
ing, long lines, uninteresting vendors, and 
loud music rather than seek a solution.

If you ask for an opinion – honor that 
opinion.

5. Under Promise/Over Deliver
Open a newspaper, magazine, or email 

advertisement and there are “prom-
ises” of grandeur when you purchase a 
product, attend an event, and dine at 
that award winning restaurant. We expect 
water view or mountainside hotel rooms 
based on the brochure photos, front row 
seats at concert venues, and close park-
ing at the mall. When we raise expecta-
tions that we cannot meet through our 
advertising message, our customers are 
rightfully disappointed.

Think about what you can deliver and 
the additional services that you can add 
(without an additional charge!) to the 
product or the experience. In New Or-
leans, this “unexpected extra” is referred 
to as “lagniappe.”

For example, if you have sold advance 
tickets to your event, you may want to of-
fer a special entrance and perhaps a spe-
cial gift for that customer. If you attract 
a great deal of children to your event, 
create “reprieve areas” (restrooms, diaper 
change tents, seating and activities) in 
one or more areas of your site depending 
on how large a venue you have. Create a 
hospitality tent for your sponsors where 
they can relax with other partners and be 
treated special.

Think about things that you can do 
to add that unexpected “wow” to the 
attendee, sponsor and vendor experience. 
Remember, customers “expect” what they 
have purchased; offer “more” to exceed 
their expectations and cultivate RAVING 
FANS!

6. Mindset – Improvement
In the quest for providing outstanding 

service, we do not “arrive,” there is always 
a new way to “fluff the pillow,” or in the 
case of many hotels, a new kind of pillow 
to add to the pillow library!

At the conclusion of an event, presenta-
tion, or meeting, stop and analyze, what 
went well, what could use improvement 

and next steps. If we simply slap ourselves 
on the back and state “great job”, we will 
not reach the next plateau.

In your analysis meetings – list “the 
good, the bad and potentials for improve-
ment.” You do not have to find the solu-
tions at that meeting, but you can ensure 
that the team you lead (or are part of) are 
all on the same page in regard to things 
that you did well and things that can be 
enhanced. Never stop learning!

7. Gratitude
My Aunt Joan always told us to “write a 

thank you note for a thank you note!”
Thank attendees for coming to your 

event, vendors for participating and spon-
sors for supporting the event. This can be 
done in several ways. 

When attendees depart, say thank you 
and offer them a brochure and a discount 
for your next event or to a restaurant in 
town. Perhaps you have sponsor samples 
you can offer as guests depart – a hot or 
cold beverage, light snack or “goody bag” 
with items they will find useful in the 
future (lip balm, sunscreen, lotion).

Thank you your sponsors for participat-
ing in the event with thank you note after 
the event and again at Thanksgiving or 
the start of the New Year. If you host an 
Irish fest, send a St, Patrick’s Day card. If 
you produce more than one event, invite 
your sponsors to the other event with 
your compliments. Develop a minimum 
of quarterly touch points. 

In the end, what are you really selling? 
You are selling your event, your venue, 
your reputation. Put your best smile on, 
shoulders back and walk on that stage! 
Game’s on!

1. First Things First – How 
Good Do You Want To Be?

The first question to ponder is – How 
good do you want to be? What is your 
mindset? 

Sales is theater! Whether you are on 
the phone or in the presence of the client, 
you are “on stage.” This is your ROCK 
STAR moment! Think of the Disney expe-
rience – smiles, eye contact, engagement, 
warmth and cleanliness. 

Peak performance starts with YOU! The 
customer service traits that you personally 
develop will stay with you as you grow in 
your career and move to other depart-
ments or companies. Customer service is 
a skill you can improve every day – with 
your family, friends, colleagues, event or 
venue attendees, vendors, and sponsors. 
Practice courtesy in the grocery line or 
when you purchase your morning coffee- 
put the cell phone away and engage with 
the person providing a service to you. 
Change their day with your positivity and 
you will change yours!

2. Oh…But The Web We Weave!
Who is more important, the customer 

or your employee? The answer is both! 
The front line is serving the customer. 
How are you serving the front line that is 
serving the customer? 

It is your job to serve the employee 
(the “internal customer”) who is serving 
the client (the “external customer”). We 
cannot have two polar opposite person-
alities; this is no time for Jekyll and Hyde. 
If we are negative back stage and posi-
tive on stage, it will not be long until the 
word is out about you – and it won’t be a 
stellar review!

3. A Line For a Line
As event professional, Chuck 

O’Connor, of the National Cherry  
Fest is famous for stating, “When I see 
a line, I see a missed opportunity.” 
Customer service goes beyond the lines. 
When there are lines to park your car, 
to get into the event, procure an ID 
bracelet, purchase a beverage, enjoy a 
snack, seek relief at the restroom and 
you couple these experiences with no 
where to sit – you have a “customer 
unfriendly” event. 

While there may be profit for a year or 
two, your attendees comprise the largest 
part of your audience and the reputation 
of your event will be that of unorganized, 
greedy, impossible or just not fun. 

Look for the “lines” and other areas of 
improvement at your event and venue!

As the Director of Corporate Partner-
ships for Newport Harbor Corpora-
tion in Newport, RI, Communications 
Professor at the University of Rhode 
Island, Active Board member, busy 
mother and wife, Gail implements 
“best practices” in customer service 
– signed, sealed and delivered – as 
best possible – every day! 
Drawing on over two decades in the 
Hospitality Industry, a leader in the 
Customer Service arena, Gail Lowney 
Alofsin shares her passion and best 
practices for sales, marketing and 
leadership through her educational 
and inspirational seminars. Visit www.
gailspeaks.com, email gailalofsin@
yahoo.com or call 401-640-4418 for 
more information.
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TEMPORARY 
STAGE 

STRUCTURES 
By SCOSS – Standing Committee on Structural Safety
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There have been recent collapses of tem-
porary stage structures in the USA and in 
Europe during entertainment events. These 
have resulted in fatalities and numerous 
injuries. Reasons why the failures have 
taken place have not yet been published, 
although initially wind has been reported 
as a contributory cause. The temporary 
structures which have been involved in 
these collapses appear to be similar to 
those which may be used in the UK. In 
2012 there will be many temporary struc-
tures erected in the UK to coincide with 
the Olympic Games, the Queen’s Jubilee, 
and other major events, and engineers 
associated with these must be vigilant in 
ensuring that there are no unacceptable 
risks to workers, performers, or the public.

Who should read this article?
This article is aimed at those who may 

commission or procure or licence tempo-
rary stages and other temporary structures, 
for example large outdoor TV screens, 
which offer potential risks to the public. 
These may include owners of sites and 
venues, promoters, contractors and their 
designers, local authority licensing officers 
and building control officers, and insurers. 
SCOSS has previously issued Alerts on 
failures of temporary structures [1], [2]. 

Development of Temporary 
Demountable Stage Structures

The first truss suspension systems were 
introduced as simple bridges between 
two telescopic towers designed to carry 
vertical loads only. The bases to these 
towers were ground bearing with no fix-
ity. In the 1980s there was a significant 
development, which enabled trussed 
frames to ‘self-climb’ a number of vertical 
masts. By linking a minimum of four such 
mechanisms it then became possible to 
suspend sound and lighting equipment 
in venues that had no ability to hang this 

equipment at high level. Trusses and their 
associated components to make ground 
support structures (such as that shown 
in Figure 1) were then developed. The 
structural arrangements were designed to 
carry vertical loads but, unless specifically 
intended for outdoor use, may not have 
been designed for lateral loads. In the 
1990s a number of purpose built arena 
venues opened where there was a need 
to suspend sound and lighting equip-
ment at height. Many sound systems and 
video screens are now made purely for 
suspended use (i.e. they cannot be stacked 
on a surface). This may mean that ground 
support systems carry heavier loads than 
allowed for originally and emphasises 
the need for proper design by a chartered 
structural engineer.

With the increased popularity of 
outdoor rock concerts and other events 
requiring the use of heavy overhead 
equipment, many more ground support 
systems are used in the open. These  
temporary structures are exposed to  
vertical imposed loadings from attached 
lighting and sound equipment and also 
to lateral loadings resulting from wind. 
They may have modestly sized bases, 
slender towers, and heavily loaded hori-
zontal trusses at roof level. Furthermore 
they may be fully or partially sheeted 
with, for example roofing material  
or advertising banners, which can  
significantly increase the lateral loadings. 
The stability of these structures may be 
dependent upon the efficiency of guying 
arrangements using ground anchors, 
kentledge blocks or ballast to resist uplift. 
The risk is that when subject to the com-
bined vertical equipment loads, horizon-
tal wind loads and eccentric vertical loads 
the resulting forces can cause catastrophic 
failures which may result in collapse if 
the structure is not competently designed, 
constructed, and managed in use.

Good Practice for Temporary 
Demountable Structures

“Temporary stages should be assembled in 
accordance with engineering documentation 
that comprises drawings, calculations and 
specifications all prepared by a competent 
person. Engineering documentation should  
be independently checked by a chartered  
engineer.” This is an extract from Tempo-
rary demountable structures, Guidance on 
procurement, design and use, third edition, 
published by the Institution of Structural 
Engineers[3] (TDS3). 

It goes on to say: “Design of any temporary 
staging system is essentially a consideration of 
balance between weight, strength, fabrication 
cost and deployment cost of the individual 
components. In such circumstances safety 
must not be compromised.” “Roofs should be 
designed to support the imposed loads as well 
as the self-weight of the structure. Imposed 
loads may include working personnel, loads 
created by wind and snow, suspended sound, 
lighting and video equipment and anchorages 
for moving equipment.”

Current Status on Statutory 
Control

The situation is complex and has  
sometimes been found to be less than 
satisfactory from a public safety point of 
view. It is the clients, who may include 
venue owners and event organisers, who 
are usually principally responsible in law 
for complying with public safety legislation 
while the structure is in use. Penalties for 
non-compliance can be severe. 

A temporary structure is usually  
erected as part of an event that requires 
a licence or safety certificate from a local 
authority. In response to recent failures 
local authorities are advised to ensure that 
their Safety Advisory Group considers the 
structural safety of temporary structures 
and are advised to ensure that the Group 
considers the following.
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Prior to Build
• Design Documentation: should be pro-

vided by the designer to enable the basis 
of the design to be clearly understood 
and the design criteria to be verified, 
and should include structural drawings, 
calculations, certificates, statements of 
loading and specifications including the 
maximum wind speed that the temporary 
structure is designed to withstand.

• Evidence of Competence of the Designer; 
the designer should be able to offer  
evidence of competence by way of qualifi-
cation and experience. Evidence of public 
liability and professional indemnity 
insurance should also be provided.

• Evidence of an Independent Design 
Check: evidence that a check has  
been carried out of the design of any 
special or non-standard system by a 
chartered engineer having appropriate 
skill and experience.

Prior to Event
• Evidence of an Independent Erection 

Check: evidence that an inspection of 
the temporary structure has been carried 
out by a competent person should be 
provided. Evidence of the competence 
of the person nominated to carry out 
the inspection should also be provided.
• Completion Certificate: a certificate or 

written record prepared by the event 
organiser to confirm that the indepen-
dent erection checks have been carried 
out and that a temporary structure has 
been erected in accordance with the 
design drawings and documentation. 

At the Event
• Monitoring of wind speed must be carried 

out with contingency planning evidenced 
to safely respond to the eventuality of 
wind speeds approaching design limits.

However there is a lack of consistency 
amongst local authorities and some will 
not comment on temporary structures as 
they believe that the assessment of risk is 
the responsibility of the event organiser. 

The Health and Safety Executive (HSE) 
has become more involved in recent years. 
The erection and dismantling of these 
structures is considered to be construction 
work and as such the enforcing authority 
for the regulation of health and safety dur-
ing building and deconstruction of these 
structures falls to the HSE. Enforcement 
of the Health and Safety at Work Etc. Act 
1974 during the event falls to the relevant 
Local Authority except when they are  
running the event where it reverts to HSE.

HSE has published its own guidance 
such as The Event Safety Guide: a guide to 
health, safety and welfare at music and similar 
events HSG 195[4]. Issues which have 
arisen from the findings of investigations 

into collapses in the UK include con-
cerns that structures are becoming more 
sophisticated without having adequate 
design controls in place and that there are 
demanding time constraints on designers, 
contractors, and local authorities. 

Procurement and Use of 
Temporary Structures 

Whilst this Alert is primarily concerned 
with structures for temporary stage 
structures the principles apply equally to 
all temporary demountable structures. 
A prime responsibility of the client is 
to make sure that competent persons 
are employed to design, independently 
check, erect, inspect, monitor on site and 
dismantle the structure. 

It may be difficult for a client to ensure 
that truly competent persons are engaged. 
Companies will be expected to reach the 
standards set out in the core criteria in 
CDM 2007 ACoP Appendix 4[5]. Past  
performance may be a useful guide as  
may the experience of the contractor  
and the quality of their documentation  
and knowledge about design issues.  

Engineering documentation should include 
a clear summary of the design parameters 
and the operating limits of the structure.

Contractors should be able to  
demonstrate to the complete satisfaction 
of the client, or the client’s engineers,  
that the proposed structure has been  
specifically designed to accommodate  
all vertical loads, including self weight, 
lights, and sound equipment and snow  
(if applicable). It should also be capable 
of withstanding agreed wind loads  
applied to the structure and equip-
ment and any roofing and side cladding 
(advertising banners), and, if relevant, 
vehicle impacts. The design should be for 
the structure as a whole taking account of 
overall robustness, strength and stability 
as well as the capability of the individual 
components. Elements such as trusses 
which are connected together should be 
able to withstand local member loads. To 
carry lateral loads there must be appro-
priate connections between vertical and 
horizontal elements and all loads must  
be taken safely to the ground through 
suitable foundations. Frames must be 

Figure 1: Typical ground support temporary structure
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braced in each axis to avoid undue  
distortion and lack of stability. 

Regardless of the competence of  
any engineers involved in the design  
process, systems sold to end users  
frequently rely on that end user  
making site specific judgements about 
the anchorage of temporary structures to 
the ground. Positions of ground anchors 
or kentledge shown on drawings may be 
changed for operational reasons. This 
should only be done in consultation 
with the designers or another competent 
structural engineer otherwise structures that 
are satisfactory on plan may well not be 
safe. Anchorage problems led to the failure 
of the Saddlespan structure that was the 
subject of the SCOSS Alert in 2010[1]. End 
users may not appreciate that by taking 
decisions on anchorages they are attracting 
design responsibilities.

Almost all temporary stage structures 
are designed for an upper limit wind 
speed and guidance is given in Section 8 
of TDS3 on how to consider wind loads 
including advice on operational site man-
agement. Documentation should state 
which of the two wind codes BS 6399 
or Eurocode 1 is being used. Structures 
in place for 28 days or more should be 
designed as if they were permanent struc-
tures with regard to wind loading. For 
temporary structures there should  
be a wind management plan. Wind  
speed monitoring equipment must be 

The Standing Committee on 
Structural Safety is the indepen-
dent body established in 1976 to 
maintain a continuing review of 
building and civil engineering matters 
affecting the safety of structures. 
SCOSS aims to identify in advance 
those trends and developments 
which might contribute to an increas-
ing risk to structural safety. For more 
information go to: www.structural-
safety.org or email: structures@
structural-safety.org. The structural-
safety web site combining CROSS 
(Confidential reporting on structural 
safety) and SCOSS (Standing com-
mittee on structural safety) has 
newsletters, a data base of reports, 
information on how to report, Alerts 
and other publications.

provided on site when wind is critical 
to the safety of the structure and con-
tinuously monitored during operational 
periods. Should the designed operational 
wind speeds appear likely to be exceeded 
then appropriate steps should be taken in 
accordance with the wind management 
plan, as recommended in TDS 3, and these 
could include evacuation of the area. It is 
essential that the operational management 
is undertaken by a competent person with 
the authority to implement the operation’s 
wind management plan. Wind speeds at 
which the recent overseas collapses have 
occurred have not yet been published, but 
there have been cases in the UK of wind 
induced failures of temporary structures 
where recorded wind speeds have been 
within foreseeable limits. The number of 
persons and organisations engaged in a 
large event may be considerable and every 
effort should be made to have clear lines 
of communication and clear demarcations 
of responsibility to safeguard operators, 
officials, performers and the public.

Key Points To Look For Are:
• Design documentation has to include the 

basis of design, loadings, calculations, 
drawings and specifications and a clear 
definition of the operating limits of the 
structure including the effects of all loads.

• Evidence of competence of the designer 
by way of qualification and experience 
and insurances carried
• Evidence of independent design check 

by a chartered structural engineer
• Evidence of independent erection 

check by a competent person
• Completion certificate from the event 

organiser to confirm all of the above
• Monitoring of wind speed and a plan 

of action to be in place if there are 
restrictions on safe wind loads.
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Whilst SCOSS has taken every care in 
compiling this Alert, it does not constitute 
commercial or professional advice. Readers 
should seek appropriate professional advice 
before acting (or not acting) in reliance on 
any information contained in or accessed 
through this Alert. So far as permissible by 
law, SCOSS does not accept any liability to 
any person relating to the use of any such 
information.

Figure 2: A braced structure
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TWO PROGRAMS GUARANTEED 
TO INCREASE YOUR  

SPONSORSHIP REVENUE!

International Festivals & Events Association

SPONSOR SUMMIT
Sponsorship is the fuel for the festival and 
events industry engine. Strengthen the part-
nerships you have built with your festival’s 
sponsors by hosting an IFEA Sponsor Summit. 
When sponsors have to make difficult resource 
allocation decisions, they will remember the 
sponsor properties that gave them the tools 
and ideas they need to gain even greater value 
from their sponsorship investment.

SPONSOR AUDIT
Are you getting the most out of your sponsor-
ship program? Is your sponsorship program 
performing at its peak or could it be strength-
ened?  Have you identified and valued all of 
your sponsorable benefits and assets; or is 
their valuable ‘real estate’ going untapped?  
Have you been so busy recruiting, servicing 
and retaining the sponsors you have that you 
haven’t had time to step back and evaluate your 
overall sponsorship program to see if there is 
room for improvement?  If all of these questions 
have left you with even more questions, it may 
be time for an IFEA Sponsorship Audit!

To set up a Sponsor Summit or Sponsor Audit 
or for more information about these valuable  

IFEA programs, please contact:

SYLVIA ALLEN, CFEE
+1-732-241-1144  •  sylvia@ifea.com

International Festivals & Events Association
2603 W. Eastover Terrace • Boise, ID 83706 • USA
Phone: +1-208-433-0950 • Fax: +1-208-433-9812

www.ifea.com

http://www.ifea.com
http://www.ifea.com
mailto:sylvia@ifea.com
http://www.ifea.com/pdf/IFEASponsorForum.pdf
http://www.ifea.com/pdf/IFEASponsorshipAudit.pdf


AND POOP!

A FESTIVAL,

A FORKLIFT...

By Matthew Gibson 
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AND POOP!
A FORKLIFT...

As some know, I produce events for a 
living, pretty big ones at that. The Kentucky 
Derby Festival’s Opening Ceremonies 
Thunder Over Louisville, is the kick-off to 
the 70-events-in-two-weeks Kentucky Derby 
Festival that I work for that celebrates the 
Kentucky Derby. Thunder Over Louisville 
alone attracts almost 800,000 people for 
the nation’s largest one-day fireworks show 
and all day air show. 

As there isn’t a venue in Kentucky (or 
anywhere for that matter) that can ac-
commodate that type of crowd, we have 
to build it and build it fast. That includes 
everything from generated power to run the 
couple hundred merchandise booths and 
concession stands, install gargantuan sound 
systems, implement safety infrastructure to 
providing ample places for everyone to go 
to the bathroom and everything in between. 

As you can imagine, it takes A LOT 
of port-a-johns to support that many 
people. So many in fact we have to bring 
them in from 3 states! The worst thing 
about this being a one day event is that 
on a “good weather year” where the 
crowd gets there very early, these bad boys 
reach “capacity” by early evening (you 
can use your imagination to figure it out). 

Well, we had spectacular weather this 
particular year and after the event when 
we’d completely put downtown back to-
gether as if the event never happened (in 
record time I might add), the waste man-
agement company kept telling us that we 
were missing a single Port-a-John unit. 
How the heck were we missing a PJ unit I 
ask myself? We’ve lost a lot of equipment, 
had things stolen, destroyed things on 
a regular basis, etc., but never a PJ. Who 
would want one of those things? 

We knew their numbers weren’t off 
because we audit all the various services 
and equipment that show on the venue 
and our numbers matched prior to the 
show. We all wrote it off to bad removal 
accounting and moved on to implement 
the rest of the festival’s 70 events. 

Fast forward 8 or so *hot* days. Using a 
portion of the same venue as the fire-
works/air show, we build a 9 day Chow 
Wagon, a big rockin’ stage plus beer gar-
den that sees roughly 10,000 people a day. 

Towards the end of the Festival, I was 
sitting on my mobile people watcher 
(aka: golf cart), when a lovely young 
mother came rushing up to me carry-
ing her daughter in a frantic state. This 
woman had a mixture of concern/disgust/
revolt etc., on her face and I immediately 
popped into my whatever-this-lady-tells-
me-I-need-to-get-it-fixed-immediately 
mode. Little did I know! 

She proceeds to explain to me that she 
brought her family down to play in the 
funpark inflatables/jumpies/rockwall 
section of our venue and when they were 
eating earlier they saw what looked to be 
a “well-kept secret port-a-john” tucked 
way behind a HUGE outdoor sculpture in 
the park, no lines or anything! 

Well you guessed it, she found the 
missing PJ. Upon hearing this, I ran to 
get my trusty forklift that we use for 
everything on our venues. In the mean-
time, some of my on-site team worked 
their way over to the area to keep anyone 
else from using the PJ because we were 
swamped at the time. 

In my almost 13 years with the organi-
zation I’ve moved hundreds of PJ’s so this 
wasn’t going to take but a few minutes. 
Heck, the longest element should be just 
getting the forklift over to that end of  
the venue... 

I pull up and the look on my co-work-
ers face seemed to match that of the 
woman when she originally approached 
me. At that point I wasn’t sure why, but I 
chalked it up to “sympathy” on their part 
for the young woman. 

Instead of getting down and assessing 
the situation, I went ahead and lowered 
the forks, pulled up to the PJ’s door and 
proceeded to slowly lift and tilt the unit 
(only so slightly as I knew this thing 
could be full) so it wouldn’t slip off, 
again. Little did I know! 

As I put the forklift in reverse I must 
have disturbed and awakened Beelzebub, 
Lucifer - Satan himself. As you can imag-
ine after not only “supporting” its portion 
of an 800,000 person event, then sitting 
quietly for 9 days in the hot sun before be-
ing disturbed by my forklift, it had taken 
on what I would call a life of its own. 

I honestly believe this thing had 
formed a “skin” if you will and when 
I moved it all hell broke loose and the 
most unimaginable, horrid odor with legs 
violently came forth. The multitude of cu-
rious people around at the time scattered 
like Godzilla was coming up behind me 
and they were in fear for their lives. 

I thought “Ok, I gotta get this thing out 
of here, I can take it.” That lasted for all 
of 1.4 seconds. 

Unable to take it I bolted off of the 
forklift, weak kneed, gagging and sputter-
ing, which caused the safety seat to kill 
the ignition. Anyone who has driven a 
forklift knows that when you break the 
connection on the safety seat, it doesn’t 
come to a “smooth” stop, it jerks, pretty 
violently I might add. “Spillage” was now 
the key word and when I say this indus-
trial waste smell had legs, I mean it. The 
odor was running yards away from this 
PJ and affecting 10’s of people at a time. 
People I might add that had settled in for 
corndogs, elephant ears, huge ice cream 
sundae’s etc. On this gorgeous music filled 
night, they were all abandoning their 
goods, running, scooping up children and 
the infirm, trying to get clean air, any air. 

The worst part? No not quite yet. I had 
to get *back* on the forklift and finish 
what I started, taking this thing on a long 
meandering ride throughout the venue 
that was continuing to fill up by the 
minute! I’m telling you, I’ve got a pretty 
strong stomach and have smelled some 
bad things in my life but this kept bring-
ing me to tears, gagging, wrenching, red-
eyed tears. I couldn’t go 8-10 feet without 
retching and jumping off the moving 
forklift, at which time, as you guessed, it 
would jerk around and shake that thing 
up like a whipped poopie smoothie. 

AT LEAST 45 minutes later, once my 
crew had completely abandoned me, I 
finally got this thing back into the service 
compound on the venue. I left the forklift 
where it sat, attached to the PJ and ran as 
far as I could to get clean air. 

When I called the waste management 
company they informed me they’d come 
out ASAP to get this thing. When they 
showed up, this is no embellishment, the 
“techs” SUITED UP in hazmat like outfits 
and hoods so that they could address it 
properly! They said, if I remember correct-
ly, that as a result of the hazardous type 
material, this unit would now be taken 
out of service! How bad does a poopie 
receptacle have to be to be taken out of 
service? I think I have a pretty good idea....

Matthew Gibson is the Vice Presi-
dent of Events at the Kentucky Derby 
Festival, Inc. based in Louisville, KY.

Don’t know if this is what you would 
consider “casual reading,” but I do 
feel it necessary to issue a warning 
that it does involve a Festival, a fork-
lift.....and poop. Yep, poop!
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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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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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of your organization must be clear 
and preferably spelled out in writing. 
Probably the biggest red flag is mak-
ing sure that interns and volunteers 
are not brought on to perform work 
that would normally be done by a 
paid employee. For example, if a paid 
staff member resigns, don’t replace 
him/her with an unpaid intern or vol-
unteer and expect them to carry the 
same workload as the paid employee. 

When this issue was brought to my 
attention a few months ago, it was 
honestly the first I had ever heard of 
it. The more I read and researched, 
the more I was able to take a deep 
breath and chill out. My feeling is 
that these lawsuits are strictly target-
ing for-profit companies who use 
free volunteer labor in lieu of paying 
employees, and that unpaid intern-
ships are still safe, just so long as the 
rules and regulations are followed.

1.   Susanna Kim (2013) Major 
League Baseball Sued by All-Star 
Volunteer for Unpaid Work,  
Retrieved from www.abcnews.com

2.   Shannon Dauphin Lee (2013) 
The Legal Issues with Unpaid 
Internships, Retrieved from  
www.OnlineDegrees.com

Jeff English, CFEE 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.  
He is charged with overseeing 
all of Festival’s legal issues and 
serving as its risk management 
officer.  He also manages the 
Merchandise Department and the 
501(c)3 not-for-profit Kentucky 
Derby Festival Foundation.

Continued from Page 10
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it and collect data during your 
event. If you invest the time and 
energy you will cre-ate the usable 
data necessary for an accurate esti-
mate of your attendance.
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help cover expenses for their  
cancellation.

This is actually not a bad idea at all, 
especially for those events involving 
sea life such as fishing festivals and 
tournaments. Now, to be sure, BP and 
other corporations would certainly 
not admit any responsibility at this 
stage for a festival cancellation or 
postponement. 

However, with their corporate 
images taking a huge beating in the 
press, it would not be a surprise if the 
companies considered some type of 
contribution under the guise of “com-
munity support” or other P.R. angle.

This tactic could be particularly 
compelling if revenue from your event 
is used for charitable purposes such 
as scholarships or other Gulf Coast 
causes. Granted, this strategy is by no 
means a guaranteed winner. Yet, the 
old adage of “it never hurts to ask” 
holds incredibly true in this instance. 

One suggestion though: if you de-
cide to approach one  of these corpo-
rations, don’t position it in any way as 
a  legal threat in the initial stage. While 
the time may come  when your event 
could seek legal relief from BP and 
others, at this point, treat your request 
as you would another solicita-tion 
of support. Reach out to the same 
corporate department as you would 
if you were simply asking them for a 
sponsorship or other contribution.

This approach could keep the legal 
types out of the decision-making and 
leave it in the hands of the public rela-
tions people. In a situation such as this 
one where these companies could face 
millions, if not billions, of dollars in 
lawsuit costs, the last thing you want 
to do early on is find your request 
stuck in the purgatory  of legal review.

be the best defense. 
“Through training and operations, 

security and guest services staff 
should do their jobs effectively and 
visibly,” Hansen said. “Being on duty 
and paying attention to their environ-
ment 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.

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.

Vern Biaett, Jr., CFEE, has 
worked in leisure services for forty 
years and is currently a Faculty 
Associate at Arizona State Univer-
sity where he teach-es classes in 
special events management, part 
of a new certifi cate program he 
helped to establish. From 1988 to 
2007 he produced and marketed 
major festivals for the cities of 
Phoenix and Glendale, Arizona.

Recently retired as the CEO 
of the Pasadena Tournament 
of Roses, Mitch Dorger brings 
to his new consulting practice 
more than 40 years of work 
experience including 20 years 
as a chief executive officer. 
His experience as a CEO was 
consistently characterized 
by successful performance 
improvement programs and high 
employee morale and achieve-
ment. He believes the funda-
mental goal of leadership is to 
inspire teamwork and the spirit 
of continuous improvement. He 
has recent expertise 
in the world of non-profit organi-
zations and is well versed in 
corporate governance, volunteer 
management, financial planning 
and management, government 
relations, and large event 
management. As a public speak-
er he has lectured on non-profit 
organizational management, 
strategic planning, change man-
agement and leadership. He has 
also served as a keynotespeaker 
for four different festival and 
event association conventions. 

Mitch Dorger, Principal 
Dorger Executive Consulting 
Pasadena,California
mitch@dorger.com

Continued from Page 53 Continued from Page 74

Continued from Page 97

Continued from Page 14

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

    Smartphones, 

 Tablets and Apps

        
      By Ellesor Holder
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Devices: Your Love Connection
For many of us, it is love at first sight. For others, it takes time and nur-

turing. But regardless of how you get involved, Festival and Event planners 
around the world are fully committed to their smartphones, tablets and 
apps.

A Lasting Relationship
In the last 5 years, the way we communicate with virtually everyone in our 

lives, personally and professionally, is through the devices we hold in our 
hands.

In fact, according to the ICT Data and Statistics Division of the Telecom-
munication Development Bureau, there are 6.8 billion mobile-cellular 
subscriptions in the world today which is about how many people there are 
on earth.

Smartphones make up a billion of those subscriptions and the market is 
expected to just keep growing with a 27% increase to over 900 million units 
sold this year.

Our love goes beyond our mobile phones, we also can’t live without our 
tablets either. Sales of tablets are expected to increase by almost 50%, to 
over 190 million units sold, according to research by the International Data 
Corporation (IDC).

The designs may change. The shapes may morph. The colors may get 
brighter. But we love our hand-held, mobile devices. 

Attached at the Hip
Look around and you’ll be hard pressed to see anyone without their 

smartphone or tablet in their hand, on their hip or in their purse or brief-
case. We are chatting, texting and sharing at lightning speed. How many 
times a day do you think you check your mobile phone? Twenty times a 
day? Fifty times a day? More?

In a study by Kleiner Perkins Caufield and Byers, researchers found the 
average user actually checks their phone close to 150 times per day. In their 
annual Internet Trends report carried out in May this year, the research-
ers discovered people check their phones, on average, 23 times a day for 
messaging, 22 times for voice calls and 18 times to get the time. Leading up 
to and during a festival or event, those of us in the industry probably blow 
those numbers into the triple digit 4G-sphere. So with these devices such a 
part of our lives, what are the ways Festival Directors and Event Planners are 
utilizing today’s mobile technology?

The Heart of Building a Relationship
No surprise here. Texting is at the heart of it all when it comes to commu-

nication. However, the reasons vary. Kimberly Starnes, Festival Director of 
the South Carolina Strawberry Festival in Fort Mill, SC stated, “Texting is key 
for us especially when we are on site and there is so much noise surround-
ing us. We can quickly and easily communicate an important message with 
each other and keep moving. We also can share pictures through texting 
which is more private and can help us be prepared for a situation whether 
with a sponsor, volunteer or festival attendee.”

Charlie Barrineau, City Manager of Uptown Greenwood, South Carolina 
reports that texting is how he, his staff and City Council members stay on 
top of breaking news and important information during an event. It allows 
them to respond quickly and have just the facts at hand. Most importantly, 
Barrineau can send a group text and reach everyone in one swoop so every-
one involved no matter where they are at the time have the information.

An App Affair
“We love the scheduling app Doodle.com,” reported Starnes. “With our 

Team Leaders and volunteers so busy with their own jobs and lives, Doodle 
helps us coordinate times and dates for meetings easily in the months and 
weeks leading up to the South Carolina Strawberry Festival.” This app even 
incorporates a calendar. 

For me, I couldn’t live without iThought for managing all 36 events of the 
South Carolina Festival of Flowers in Greenwood, SC. I find this app essen-
tial for keeping up with all the different aspects of each event. This app pro-
motes itself as a mind-mapping tool that “enables you to visually, organize 
your thoughts, ideas and information.” I say it is a mind-memory tool and 
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it keeps me on task and organized down 
to the smallest details of every event and 
activity. Plus I can share the iThought 
mind-mapping charts with Event Chairs 
and committees even if they don’t have 
the app. I just share it as a PDF. You can 
also be as creative and fun as you want 
using the functions of iThought.

Scott Huntley, Festival Director of the 
Columbus Arts Festival feels, “The most 
important app and program I use for 
working and exchanging information is 
Dropbox. I can work on a document on 
my computer in the office put it in Drop-
box, then continue to work on it on my 
iPad while at the airport and then finish 
working on it at the hotel that night.” He 
added, “I can have files, images and docu-
ments shared and edited or revised quick-
ly and then easily accessible. Dropbox is 
by far one of the best tools available on 
the internet today.”

On average, those of us with a smart-
phone have 26 apps lighting up our 
screens according to Google’s Our Mobile 
Planet data. But we have access to over 
1.5 million apps in the Apple App Store 
and Google Play. However, the statistics 
show that 1 in 4 apps downloaded are 
abandoned after the first use. The ones 
that stick are the ones that make us more 
organized and more in control.

Take for example, CloudOn. I can 
open, edit, and save existing documents 
via my iPhone or iPad using CloudOn. 
Best of all, it works with Dropbox and 
also Google Drive allowing me to access 
my Microsoft Word, Excel, and Power-
Point files which I use on my desktop in 
my office. I can open them, and then eas-
ily make edits and changes. Like a lot of 
people today, I am using both Microsoft 
and Apple operating systems so an app 
like CloudOn is essential to my work.

In Sync With Your New Love
Keynote and PowerPoint are two of the 

most classic presentation tools that turn 
graphs, words and pictures into impres-
sive presentations. Darrell Manis, an 
Events Director with the Gatlinburg, Ten-
nessee Convention and Visitors Bureau 
says iPads are an integral part of their 
staff’s daily work now. “It is just perfect 
for making presentations to businesses 
and sponsors. Depending on the size of 
the audience, we will either project the 
presentation onto a screen or just use the 
iPad itself.” 

Whether you are meeting a sponsor for 
lunch, sharing details with your Event 
volunteers or making a formal presen-
tation to a packed auditorium, you can 
show them dazzling images and import-
ant data using your tablet. On Mashable.
com, writer Sarah Ang listed these shining 
star programs for making a “killer” pre-

sentation: Preze, Google Presentations, 
Haiku Deck and Projeqt.

In keeping up with the latest news 
about the Columbus Arts Festival, Scott 
Huntley reports, “We also love tools like 
Google alerts. It feeds our collective ego” 
he said with a chuckle, “and allows us to 
see immediately what press we are getting 
through blogs, articles or web pages 
which lets us see how we are showing up 
on the internet.”

Keeping the Flame Alive 
Socially

We all know the power of Facebook 
for spreading the word of our events and 
interacting with our followers. But many 
of the Festival Execs and Planners I spoke 
with also reported using the “Groups” 
Feature to communicate with staff and 
volunteers. You can still share updates, 
photos, documents and messages but it 
is just with the people you include in the 
Facebook group. Best of all it is totally 
private among the members.

Manis stated that is one of the ways the 
staff at the Gatlinburg, Tennessee CVB 
communicates with each other. “We may 
post a picture in our private Group page 
on Facebook and that way we can see it 
collectively, make comments and then 
decide to post it to the public page or 
not,” he said.

Another benefit of Facebook Groups is 
you can share your Dropbox files within 
the group. So no matter where you are 
in the world and what device you are 
working from, if you use Dropbox, you 
have access to all your images, files and 
documents and can share on Facebook 
with the people helping you coordinate 
and organize your Festival or event.

Remembering...Everything
How in the world do you keep up with 

it all? Sharing information is one critical 
aspect of a Festival Director or Event 
planner’s job. But remembering all the 
details is another feat to master. Sure you 
can place a Post-it-Note on virtually every 
surface of your office, car and bathroom 
to remind you of your tasks. Or you can 
look to an app like Evernote. It too works 
across all devices (and computers) and 
allows you to save, clip, research, share, 
collaborate, link, and plan and, best of 
all, keep everything that is important to 
you all in one place. 

There are plenty of useful apps to 
choose from for helping you stay or-
ganized and on task. Portio Research 
is forecasting 82 billion apps will be 
downloaded worldwide this year. All you 
have to do is take the time, ok, find the 
time, to experiment with a few and then 
choose the ones that fit with the way you 
and your mind works. Then stick with 

Ellesor G. Holder has an extensive 
background in advertising, marketing 
and PR. Three years ago, she went 
from a volunteer Event Chair to the 
Executive Director of the South Caro-
lina Festival of Flowers in Greenwood, 
SC. This year, the Festival celebrated 
46 years and hosted 36 events in 
the month of June with their Uptown 
“Safari” themed Topiary Display as 
the main attraction. The Festival also 
achieved record numbers in atten-
dance and economic impact. In 2012, 
Holder received the IFEA’s Daniel A. 
Mangeot Memorial Scholarship for 
acquiring the CFEE Certification. She 
plans to receive her designation at the 
Annual IFEA Conference in 2014.

those apps. The last thing you need or 
want is for all this technology to over-
whelm you and keep you at the bottom 
of the learning curve. 

A Marriage Made in  
Cyber-Heaven

Do your own research by surfing the 
web for popular or highly rated produc-
tivity apps and programs. Ask your col-
leagues for advice. Read reviews. Consider 
the apps listed in this article. Get to know 
the features. Then go ahead and commit. 
If you’re a little tentative, download the 
free ones first. When you’re ready to take 
the app leap of faith, download the ones 
with a fee. You won’t regret it. And you’ll 
live and work happily ever after.

Apps Worth Flirting With
1 Evernote
2 Eventbrite
3 Doodle
4 Plancast
5 Dropbox
6 iThought
7 Cloudon
8 SoundGecko
9 Skype
10 efax

Social Networking Apps You’ll 
Just Love

Tried and True:
11 Instagram
12 Twitter
13 Facebook
14 Pinterest
15 Google+
16 Foursquare
17 Hootsuite
18 Evite
Making More of a Scene:
19 Vine
20 Quora
21 Snaphat
22 Pic Stitch
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I’m creating a place for people’s
enjoyment, and some people are
seemingly trying to destroy my 
creation—much like the sensation
of a bully who purposely steps on
your new sandcastle. Unfortunately
these people don’t realize what
they’re doing…be the bigger person,
put yourself in their shoes, and 
try to understand their position.
Always make a decision that 
creates, not destroys.

• Remember your drive when oth-
ers drive you crazy. Take the time
to pause, take a deep breath, and
take a time out. Keep the big picture
in mind. Don’t forget you’re the one
making your event happen, you’re
the one helping bring joy to peo-
ple’s lives, and you can choose to be
sane or to allow yourself to go crazy. 

It’s LIFE time
I mentioned earlier that it can be

nerve racking when people comment

on your full-time event job with
“Wow, that’s a full-time job?” Well,
take that comment as an opportunity
to make an affirmation of your life
choice to both yourself and to the per-
son, “Yes, I throw parties for thou-
sands of people for a living. What kind
of work do you do?” Suddenly you’re
feeling better about your life choice
and asking the other person to recon-
sider his or her own inventory.

Non-profit or for-profit event pro-
duction? Take your past experience
inventory and make that decision.
Only you know the different facets you
prefer in event production, and non-
profits and for-profits have very differ-
ent reasons for being. With all you
know about the different avenues
available, write your future experience
inventory and order life a la carte! 

“Passion is the love of turning being
into action. It fuels the engine of cre-
ation. It changes concepts to experi-
ence. Passion is the fire that drives us
to express who we really are. Never

deny passion, for that is to deny who
you are and who you truly want to
be.” –Neale Donald Walsh

May everyday be a special event.

R. Tony Smith composed this arti-
cle as an adaptation of his presenta-
tion at the 47th Annual IFEA Con-
vention & Expo and for the Colorado
Festivals and Events Association in
2003. Tony began working for the
Cherry Creek Arts Festival as their
Finance and Operations Director in
2000. He has extensive event expe-
rience including Argonne Parades,
the Atlanta Summer Olympic
Games Opening and Closing
Ceremonies, the Office of Special
Events for the City of Gatlinburg,
Tenn., and the Xcel Energy Parade
of Lights in Denver. He serves on
the Boards for the Colorado
Dragonboat Festival and the
Colorado Festivals and Events
Association.
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NEW LEGACY SCHOLARSHIPS
Supporting and Educating the Festivals & Events Industry Since 1993.

For more information about how you can sponsor an 
IFEA Foundation Legacy Scholarship, 

call +1-208-433-0950 or email Schmader@ifea.com. 

The Carolyn and Lee Crayton  
Legacy Scholarship 

Providing support to a deserving individual/ 
organization from a smaller market, with grand 
visions for helping their community through 
events, but not yet a budget to match those  
visions. (More Details)

IFEA FOUNDATION ANNOUNCES

The Jean McFaddin  
Legacy Scholarship 

Providing support to a deserving individual/ 
organization  who has had at least 2 years active  
involvement, either as staff or volunteer, in  
producing  a multi-dimensional event and whose 
career/lives have been inspired or touched by the 
Macy*s Thanksgiving Day Parade. (More Details)

NEW SCHOLARSHIP NEW SCHOLARSHIP

http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/carolyn-and-lee-crayton-legacy-scholarship
http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/jean-mcfaddin-legacy-scholarship
mailto:Schmader@ifea.com


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 indi-
viduals 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)

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

http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/the-nick-corda-memorial-scholarship
http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/the-george-zambelli-sr-memorial-scholarship
http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/the-judy-flanagan-scholarship
http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/the-georgia-festivals-and-events-association-scholarship
http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/the-bill-and-gretchen-lofthouse-memorial-scholarship
http://www.ifea.com/joomla2_5/index.php/mampre-media-international-scholarship
http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/the-danielamangeot-memorial-scholarship
http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/the-midatlantic-festival-and-event-professionals-scholarship
http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/the-richard-nicholls-memorial-scholarship
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http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/the-john-stewart-memorial-scholarship
http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/the-tennessee-festival-and-event-professionals-scholarship
http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/the-petevandeputte-scholarship
http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/the-joe-and-gloria-vera-memorial-scholarship
http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/the-don-e-whiteley-memorial-scholarship
http://www.ifea.com/joomla2_5/index.php/foundation-48/ifea-foundation-legacy-scholarships/the-kay-wolf-scholarship
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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.

FINANCIAL

VISA / FESTIVALS.COM - Festival Transaction Services, a Festival Media Corpo-

ration company, brings true cashless transactions to festivals, fairs and communi-

ty 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, 

property, and other specialty insurance coverages including parade, fireworks, 

umbrella, volunteer accident, and Directors and Officers liability.  

Address: PO Box 2338, Fort Wayne, IN 46801-2338; Call: 1-866-554-4636;  

Website: KandKinsurance.com.

INTERNET

POINTSMAP® - PointsMap® is a program that allows you to create a 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 

successful websites by integrating customized online strategies including search 

engine optimization, affiliate marketing, email marketing, and more. If this kind of 

experience and approach is what you’re looking for, we’d love to hear from you. 

Address: 26361 Crown Valley Parkway, Suite 203, Mission Viejo CA 92691;  

Phone: 866-888-7313 x701; Email: info@edgeworksgroup.com;  

Website: www.edgeworksgroup.com.

SAFFIRE EVENTS - Our team started building websites in 1998, and we've 

worked with global companies, including KEEN Footwear, Jeep, Panasonic, Intel, 

Nike, Chrysler and Frito Lay. We've built many successful websites and marketing 

strategies, and have been fortunate to win numerous awards, generate lots of 

revenue and change the lives of many clients. When we were contacted by a 

prestigious event a few years ago, we immediately fell in love with the industry. 

We quickly learned that just a website wasn't enough. To be the best, events 

needed more. clude festivals, fairs, parades, carnivals, and more. Contact: Cassie 

Roberts, Manager of Sales & Patnerships; Address: 248 Addie Roy Rd, Ste B106, 

Austin TX 78746-4133; Phone: 512-430-1123; Email: cassie@saffireevents.com; 

Website: www.saffireevents.com.
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The One Source for
Fairs, Festivals, and Special Events

The One Source for
Fairs, Festivals, and Special Events

ENTRANCES & ENTRYWAYS

CUSTOM
TOWERS

Specializing in Creative Design, Custom Decorations,
Flags, Street Banners, Mascots, and Installation. 

Specializing in Creative Design, Custom Decorations,
Flags, Street Banners, Mascots, and Installation. 

OUTDOOR NET BANNERS

*Recognize Sponsors

*Display Information
  in clear pockets

*Guide your
  attendees with
  directional towers

*Update Sponsors & Logos
  Year After Year

*Update & Reuse
*Made with Polyester Net & All Weather Nylon 

*Lightweight & Easy to Display

Standard Size: 4’ x 36’

LOVEABLE
MASCOT CHARACTERS

LIGHTPOLE BANNERS
and HARDWARE

CUSTOM DECOR
and SIGNAGE

DECORATIVE FENCING

DIXIE FLAG EVENT SERVICES TEAM
1930 N. Pan Am Expressway

P.O. Box 8616
San Antonio, TX  78208

Toll Free: (800) 356-4085
sales@dixieflag.com
www.dixieflag.com

starting at

$565

PLEASE CONTACT US FOR A CUSTOM QUOTEPLEASE CONTACT US FOR A CUSTOM QUOTE

starting at

$565

www.dixieflag.com


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 Card-as-Ticket. 

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

folio, including online automated vendor booth sales and sales commission  
administration—sales and commissions directly into your bank account from 
your FTS secure account at www.festbiz.com. No faxes, no settlement meet-
ings to copy and exchange; time 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.
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