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You Have an Event,
What About an App?

PointsMap is the best solution for mapping your festival. PointsMap lets you 
add as many points to your map as you want and your users can use their 
smart phones to navigate exactly where they want to go! Every point can 
have photos, descriptions and links to videos, webpages & PDF’s - putting 
your entire event at their fingertips.

PointsMap now has an App that can be customized specifically for your 
event. Featured categories and featured points display on the Home Page of 
your App. Your App integrates seamlessly with your PointsMap and displays 
your content inside the App. By using your PointsMap Admin Log-In, you 
make changes to your PointsMap and it’s updated instantly in your App! 

PointsMap® is affordable, easy to build and easy to update.  
With PointsMap, now you can have an App!

Call today for your IFEA Special Pricing.
423.894.2677  www.PointsMap.com

It’s affordable, 
customized and can 
be edited and updated 
immediately by you.

Android

Apple IOS
Try out the SLAF 

App on your Phone

© 2015 by Video Ideas Productions, Inc., Chattanooga, TN ALL RIGHTS RESERVED
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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
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LANTISLANTIS
Visit us: WWW.LANTISFIREWORKS.COM

“JAW DROPPING”

CAUTION!

NOT COVERED BY OUR INSURANCE
Lantis Fireworks has been the exclamation mark on special events since 
1945.  Find out why Lantis is the reason behind millions of smiling faces 
for the past 60 years - we bring more bang for your buck!

CALL US TODAY: 800-443-3040
MAKE YOUR NEXT EVENT A LANTIS EVENT!

http://www.lantisfireworks.com/v3/
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PRESIDENT’S LETTER

Steven Wood Schmader, CFEE

MITAKUYE OYASIN… 
ALL MY RELATIONS

NATIVE AMERICAN SPIRITUAL LEADER LARRY REDHOUSE

Continued on page 66

and successes. I thought about the critical 
and positive role that we all have the good 
fortune to play in bringing and holding 
our communities, cities, countries and the 
world together, juxtapositioned against 
often horrific alternatives that are far too 
prevalent all around us. I thought about 
my own mentors and peers (many of you 
among them) and the young students and 
leaders coming up through the ranks today, 
who have chosen their path, hopefully, 
because we have made it a desired one to 
follow and offered our hand to help. 

I thought about the diverse families, 
friends and individuals of all ages and 
backgrounds who attend, enjoy and 
participate in our events; the volun-
teers and entertainers and vendors and 
suppliers and venues and service pro-
viders and staffs and boards, as well as 
our own spouses and children who have 
supported our successes and whose lives 
have (hopefully) been positively impact-
ed by our lives work. I thought about 
the vibrant international networks and 
friendships around the world that may 
not have existed today without the IFEA. 
I thought about the creativity and new 
ideas and passion that have been sparked 
by the foundations that we have collec-
tively laid. I thought about the formaliza-
tion of education in our field (including 
our IFEA Event Management School) that 
many of you and others in our industry 
have pioneered and continue to grow. 
And I have to admit, I had to think about 
the uncanny interconnectivity of events 
to the forces of nature and the elements! 
Most of us have certainly dealt firsthand 
with that relationship! 

After leaving us with our thoughts for a 
short while, our host invited everyone to 
create a sage prayer tie (a small bundled 
cloth, filled with sage and tied at the top), 

As we prepare for our quickly ap-
proaching IFEA 60th Anniversary Con-
vention & Expo, and having just returned 
from a pre-convention visit, I felt it was 
appropriate to reprint (slightly edited) 
my letter from an earlier issue of “ie.” 

A little less than a year ago, during my 
site visit to the JW Marriott Tucson Starr 
Pass Resort & Spa, as we were considering 
the location for our IFEA 60th Anniversary 
Convention & Expo (to be held September 
21st- 23rd, with CFEE classes on Septem-
ber 18th-20th) I was invited by my hosts 
at the property to participate in a centuries 
old, traditional Native American ceremony 
at sunrise of my final day in Tucson. 

The ceremony, called Mitakuye Oyasin 
(Mee-tah-koo-yay Oh-yah-seen) is a Lako-
ta Sioux term literally translated as “All My 
Relations.” The meaning, however, extends 
beyond that of the English translation to 
include not only human family, but all of 
the animal, plant and mineral kingdoms, 
as well as the forces of nature (wind, thun-
der, lightning, et al.) plus the elements, in 
that we are all connected in the intricate 
web of existence, and that each is effected 
by the actions of any other. Everything is 
interrelated and interconnected with all 
creation; nothing exists in isolation. 

As the sun began slowly climbing 
above the horizon, and the morning 
mist weaved its way through the majestic 
saguaro cactus standing guard across the 
Sonoran Desert that spread all around us, 
a handful of other guests and employees 
slowly gathered around a crackling fire pit 
on the Salud Terrace facing the now halo 

lit silhouette of the awakening city. People 
visited quietly with one another, almost 
reverently, in this beautiful setting.

Soon we were joined by our host, 
Native American Spiritual Leader Larry 
Redhouse, whose very nature made us 
all feel welcome among this gathering of 
strangers. He shared photos and stories of 
his parents and grandparents with us and 
tales of the many generations of his own 
family that had led him to this moment 
and place in his life. He invited us to start 
our day with a peaceful moment simply 
reflecting on our own lives and paths 
– our families, friends, careers, travels, 
homes, health and all those things that 
had led us to that moment and place. 
He asked us to take a rare moment to 
think about all those who have touched 
our lives along our journey and all the 
lives that we have touched in some way. 
And as we did so, he accompanied the 
moment – quite naturally - with the soft, 
wistful music of a Native American flute 
in the peacefulness of the morning.

Now, I have to admit here that I am not 
a religious individual by defined faith, but 
the combination of the setting and the mu-
sic and the timbre of our host’s voice as he 
described the importance of the Mitakuye 
Oyasin to so many of his people, created 
in me a new appreciation for our own 
industry and good fortunes. On that early 
morning I thought about all of you and 
the friendships, professional relationships 
and interconnectivity of the IFEA and our 
global industry that has supported so many 
of our careers, organizations, communities 
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DEAR FRIENDS,
I’m gearing up for the IFEA 60th 

Anniversary Convention & Expo in a 
few weeks. How about you?

As I prepare to learn and tap into 
the latest and greatest event strategies, 
I can’t help but reflect on what has 
and hasn’t worked for me in the past. 
I’m constantly asking myself, “What 
are my greatest challenges and my 
greatest rewards?” and “What can I 
do personally and professionally to 
improve my event and support my 
team?” I know I’ll find the answers to 
these questions at the Convention. 

If you attended the IFEA’s 58th  
Annual Convention in Pittsburgh,  
PA in 2013, you most likely heard 
Steve McClatchy’s keynote and his  
invitation to take action personally 
and professionally. Our Convention  
is the perfect place to take that step  
or take the next one by taking  
advantage of this experience. 

As your Board Chair, I would like  
to help you prepare by offering 10  
tips on how to make the most of your 
time in Tucson:

1. Get Up and Get Energized!
Let’s face it, we’ll be staying in a 

gorgeous resort, so staying in bed  
will be a natural tendency, but as I 
always say, “You can sleep when  
you’re dead!” This is your time to  
be the early bird that catches the  
worm and fly into new possibilities. 
So, pour a cup of coffee, take a walk  
to get your blood flowing and prepare 
to be inspired. 

2. Dress for Success
I know, it’s a cliché phrase, but it’s 

been used for a long time because 
it’s as true now as it was decades ago. 
Looking and feeling confident are key 
to taking you to the places you want 
to go yourself and where you want to 
take your event. This doesn’t mean 
you have to wear an expensive design-
er suite, simply dress in appropriate 
business attire that positions you as 
the leader that you are.

3. Come with a Positive Outlook 
and a Quest for Knowledge
Believe that you’re going to discover 

something important at this event 
and open your mind to new ideas and 
familiar strategies with a new twist. To 
avoid being overwhelmed, I usually 
set my sites on just one “takeaway” 
from each session and speaker. When 
I do this, I’m never disappointed, and 
typically enlightened. After all, lots of 
great things can stem from one good 
idea. 

4. Own this Opportunity
Let’s face it, you may have been  

told that you must attend this 
Convention and you may be having 
some reservations. However, if you 
take ownership of the experience and 
determine what’s in it for you, chances 
are you’ll come out with some tried 
and true tips of the trade that could 
not only improve your event, but also 
boost your career. And, you will walk 
away with new contacts, new informa-
tion, and new insight into how your 
role impacts your event.

5. Venture Outside of Your  
Comfort Zone
Don’t hang out with your colleagues 

at every turn. Instead, reach out to 
someone new at a session, shake their 
hand, sit down and strike up  
a conversation. In addition to the 
speakers at the convention, there are 
a lot of people there with good ideas 
too, share ideas. One of the greatest 
tips I once received was to ask a new 
connection out for coffee. If you do, 
you’ll learn something new and most 
likely discover that you’ve shared some 
of the same challenges. 

6. Bring Your Elevator Speech
What would you tell someone about 

your job and your event within the 
time it takes to go from one floor to 
another in an elevator? Don’t be  
tongue tied when you meet new 
connections. Prepare a 30 second 
introduction, rehearse it, and perform 
it for your peers before you head to 
the Convention. If they don’t have a 
clear idea of what you do, change it 
up and try it again until it’s clear and 
concise. Your elevator speech is your 
first impression and a valuable public 
relations tool.

7. Unplug!
Turn off your phone and be present 

in the moments of each day. Make a 
promise to yourself that you will only 
check email at the end of the  
day because breaks are the best time 
to engage with your peers and people 
who can help you get where you want 
to be. And, who knows, you may have 
an opportunity to learn something  
 

THE BOARD

10 Tips for Making 
the Most of  IFEA’s 

60th Anniversary 
Convention & Expo
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about how to better manage your 
emails . . . if you’re on your email, 
you’ll miss it!

8. Admit That You Don’t Know 
Everything!
Attend sessions that make you 

uneasy. Safe sessions will be more 
comfortable, but they won’t challenge 
you or open the door to new opportu-
nities. And, don't sit in the back hoping 
that someone else will ask the pressing 
question that’s on your mind. Ask it! 
Everyone there is coming to learn, not 
to appear to know everything! 

9. Visit the dfest® (Dixie Flag Event 
Services Team) Hospitality Suite 
at Least Once
Big things happen here, like they do 

on the golf course. You will make some 
of your best connections at this “after 

hours” event, so take advantage of it. 
Bring your business cards, meet  
as many people as possible, and set 
a goal to walk away with one major 
connection.

10. Follow Up and Pay It Forward 
You will walk away from the Con-

vention with a pocket full of business 
cards and potentially no memory of 
what face went with each name, so 
when you receive a card, write a note 
on it that will help you remember. For 
example, “Invited me to call her to talk 
about jury selection.” Then, strike while 
the iron is hot by following up with 
your new connections via email and/
or Facebook within one week. And, 
if you learned some valuable things 
at the event, share them with those 
contacts, your co-workers, colleagues, 
and friends. 

Consider these tips as you prepare 
for the IFEA’s 60th Anniversary Con-
vention & Expo coming up in a few 
weeks. Seize this opportunity to learn, 
connect, share, motivate yourself, and 
go to work with new ideas and strate-
gies for 2016. 

See you in Tucson!

CINDY LERICK
2015 IFEA World 

Board Chair
Executive Director 
Cultural Festivals 

St. Louis, MO 
Email: clerick@culturalfestivals.com
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How much time and resources do 
you invest in the education of your 
career? If you could learn new ideas, 
techniques, and seek solutions to your 
challenges from event peer profession-
als all at one location would you take 
advantage of that opportunity? My 
guess is that you would all answer yes! 
Then you need to be at the top net-
working event in our field! The IFEA 
60th Anniversary Convention and 
Expo in Tucson, Arizona on Septem-
ber 21-23. The IFEA Convention will 
be an opportunity to learn valuable 
information that can be taken home 
and put to immediate use in your own 
community. Here, professionals will 
gather together to share ideas, expe-
riences and opportunities that shape 
the successes of our common industry 
and individual events. In the hallways, 
sessions, and events of the Convention 
you will meet many individuals with 
a multitude of experiences, challenges, 
points of view, approaches, leadership 
styles, and networking connections.

During the Convention you will 
experience nearly 100 educational 
sessions: Roundtable and Affinity 
Group sessions, the IFEA/Haas & Wilk-
erson Pinnacle Awards Presentation, 
IFEA Hall of Fame Awards Luncheon, 
Social and networking opportunities, 
the IFEA Expo, the dfest® (Dixie Flag 

Event Services Team) Hospitality 
Suite, Connections International Café 
and networking that will create year 
around resources and partnerships.

On Tuesday September 22, you 
will have an opportunity to change 
the future of other event profession-
als in our Industry. How you ask? By 
bidding on fabulous auction items 
and one of a kind experience packages 
at the IFEA Foundation Night Party & 
Auction – this year at Old Tucson. The 
proceeds of the bidding and purchas-
ing of these items directly impacts the 
scholarships IFEA is able to provide 
future leaders of our industry. At this 
2015 convention alone we were able 
to award 15 candidates scholarships 
for this convention.

And that’s not all, you can start right 
now by donating an item personally 
or from your organization. What can 
you donate to the auction you ask?  
Well, what would you buy? How 
about unique things to give as gifts 
for friends and family of ALL ages--
yes, don’t forget the kids! Experience 
packages, jewelry, art, electronics, 
something unique from your com-
munity or state, collectibles, hobby 
related items, and hard to get tickets 
and/or in demand items. The ideas are 
truly endless!  

So Darlin, here is your 
“Honey Do List.”

1. Register for the IFEA 60th Anni-
versary Convention and Expo (Ad 
Link)

2. Fill out your donation form (Ad 
Link)

3. Pack your western duds, boots, 
chaps and cowboy hats!

4. Saddle up and get to Tucson!
5. Register your credit card for the 

Foundation Night
6. Bid on some exciting packages
7. Bid again 
8. And again! (I have a gun and a 

shovel!)

Can’t wait to say “Howdy” to ya’ll in 
Tucson!

Mary Ann Dilling, CFEE
2015 IFEA Foundation 

Board Chair
Director of Business 

Development 
Experimental Aircraft 

Association (EAA) 
Oshkosh, WI 

Email: mdilling@eaa.org

FOUNDATION

Your IFEA 
60th Anniversary 

Convention & Expo 
to Do List
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THE DIGITAL LIFE
By Kendra Wright

I’ve previously shared apps to improve your life. Because after all, we  
aren’t just event managers. With any luck, we have lives outside of work, 
and if you’re like me, you could use anything to make yours more efficient.

But this might beg the question – do 
we really need more digital tools? Aren’t 
we already glued enough to our phones, 
devices and computers? Certainly there is 
a point of diminishing returns. But before 
you reach that, let’s focus on the point of 
returns – return on your time, return on 
your efficiency and return on your quality 
of life! 

The point isn’t to make you feel over-
whelmed. My hope is that you’ll take a few 
ideas to help make your life better. So use 
what resonates, and leave the rest… and be 
at peace. Now let’s get down to business. 

As a digital marketing service provider, 
my team uses many technical tools in our 
jobs. Today, I’m going to tell you some of 
the ones we find most useful.

Dropbox File Storage & Backup
First up, Dropbox. Many of you have 

used Dropbox at some point to share 
files, but we use it to store and back up 
all of our files. Every person on my team 
has Dropbox, and we store all work files 
there. Documents are on the cloud, as 
well as on our hard drives, synching every 
time we are connected to the web. 

The one downside to Dropbox is 
the dreaded “conflicted version” that 
happens when two people modify a file 
at once. But earlier this year, Dropbox 
acquired Pixelapse, a version control and 
collaboration tool, so I’m sure we will see 
some improvements in this area. 

The major benefit of Dropbox is that you 
can easily get your files from any computer 
or connected device. This can be a life saver 
if you have computer problems, if you’re 
traveling and need a file, or even if you 
work from more than one computer. 

Dropbox is free to get started, but it is 
$99/year to get virtually unlimited storage. 

Skype Chat & Internet Phone
Skype is another app that you may 

have used, but I think it’s fair to say that 
members of the Saffire team are power 
users of Skype. Email is great for non-
time sensitive communication (don’t get 
me started on the inefficiency of con-
stantly checking email – I check 2x/hour, 
and I think that is too often). 

But when we are on the phone with a 
client and don’t know an answer, we of-
ten use Skype to ask others on the team. 
This eliminates a further email string, and 
it allows us to provide amazing, Houdi-
ni-like service to clients. 

Skype is a happy medium between the 
lag of email and the immediacy of yelling 

across the room. There is an app version 
so you can message from your phone 
or tablet, you can use it to video chat or 
you can even use it to replace your land 
line phone. For about $3 a month, you 
can make unlimited calls to the US and 
Canada. Increase efficiency by clicking 
numbers right in your internet browser, 
rather than taking time to dial numbers. 

Trello for Organization
A useful tool you may not have heard 

of is Trello. Trello is like Evernote, help-
ing you get organized and share to-do 
lists and progress with anyone. But I like 
Trello even more than Evernote. 

The interface is simple, allowing you to 
create a “board” for each topic, and add un-
limited Lists with unlimited Cards to each 
one. (It’s a bit like Pinterest, where you have 
various Boards with unlimited Pins.)

My favorite use of Trello? I have a To 
Do List board, with the following lists: On 
Deck, Today, Waiting/Hold, and Complete. 

Getting Down to Business

Continued on page 66 
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Pay it Forward With a Gift to IFEA’s 
‘Fund for the Future.’
Your donation will ensure that our world 

always has something to celebrate!

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.

The IFEA “Fund for the Future” provides critical funding to ensure that the IFEA has reserves in place 
to protect against future economic shifts and realities in a constantly changing world; to allow the 
organization to keep pace with new and changing technologies necessary to communicate with 
and serve our global industry; and to support a continued expansion of our services, resources,  
programming and outreach around the world.

Remember All Those Who Helped You 
Get Where You Are Today?

http://www.ifea.com/p/about/foundation/fundraising/fundforthefuture


Along with managing the legal and risk 
management concerns of the organization, 
I also serve as the Staff Administrator of the 
Kentucky Derby Festival Foundation, the 
501(c)3 charitable arm of KDF. When folks 
ask what the heck the KDF Foundation 
does, my “elevator answer” is that it makes 
grants and provides educational program-
ming on KDF’s schedule of events. The true 
answer, as with most things, goes much 
deeper than that and I’ll try to explain 
those details in the next 700 words!

KDF needed a way for people to make 
contributions to the Festival’s endeavors 
and write it off their taxes. As a 501(c)4, 
KDF doesn’t have to pay taxes, but con-
tributions are NOT deductible. The gold 
standard in the non-profit world is the 
revered 501(c)3 classification because all 
contributions can be deducted. In 1998, 
KDF established the KDF Foundation to, 
“Enhance and advance the Kentucky Der-
by Festival mission through philanthropic 
support of cultural, educational and chari-
table activities, primarily but not exclu-
sively associated with the Kentucky Derby 
Festival.” A separate Board of Directors of 
twenty-five meets quarterly and serves as 
the fiduciaries of the organization.

So what does the Foundation specif-
ically do to further the mission above? 
First, the Foundation supports the edu-
cational programming on the Festival’s 
schedule of events. Through events such 
as the Student Art Contest, Academic 
Challenge (quick recall), and the Spelling 
Bee, the educational outreach of the Fes-
tival stretches to every corner of Kentucky 
and provides students with different in-
terests a chance to compete! The Founda-
tion also makes grants to deserving local 
charities. A committee of Foundation 
Board Members reviews grant applica-
tions and makes recommendations to 
the full Board. Most recently, grants have 
been made to the Leukemia and Lym-

phoma Society, Dare to Care Food Bank, 
and the IFEA Foundation! 

The Foundation’s largest charitable 
outreach is through the Marathon/mini-
Marathon Charity Module Program. In 
2015, 32 charities raised an astounding 
$301,526! They did this by recruiting run-
ners to participate in the race; and those 
runners, in turn, asking their friends and 
family to donate to the charities in sup-
port of their running the race. The Foun-
dation provides a complimentary on-line 
fundraising platform, a training program 
to teach folks how to go from the couch to 
13.1 miles, fundraising materials that can 
be used in e-mail blasts, and motivational 
techniques that help push someone out 
the door on a cold and snowy 30 degree 
Saturday morning in January to log that 
all-important 8 mile training run! The 
PR and goodwill achieved through this 
program is fantastic and truly allows the 
Foundation to touch every type of charity 
in our community. Whether it’s cancer 
research, education, disabled children, 
or drug addiction – the Charity Module 
Program provides support to charities 
dedicated to combating these issues.

In order to support all of this outreach, 
the Foundation needs to raise money. Now, 
this is the point where I need to get a little 
bit “real.” While the work of the Founda-
tion is very important and provides out-
standing support to deserving causes; at the 
end of the day, it’s not a charity dedicated 
to saving the lives of sick babies in incu-
bators or battling breast cancer or Alzhei-
mer’s. The heart strings just are not pulled 
in the same way as they are with charities 
which have a life-saving mission. This 
means that raising money can sometimes 
be difficult. With a budget of approximate-
ly $250,000, the funds are raised through 
a Festival VIP membership program called 
the Thorobreds, proceeds from the Fillies 
Derby Ball, a Pro-Am Golf Tournament, a 

poker tournament at Horseshoe Casino, 
and a dinner at a local restaurant called 
Vincenzo’s. Our donors are largely made 
up of very generous people who support 
the Festival and truly see the benefit of the 
work the Foundation does. 

A business benefit of KDF establishing 
the Foundation is that it opens up con-
tributions from corporate donors which 
are specifically earmarked for 501(c)3 
charities. An example of this is Ford Mo-
tor Company. The Ford Motor Company 
Fund sponsors the Spelling Bee and the 
money donated to KDFF are funds ear-
marked only for charitable and educa-
tional outreach. Those monies are the key 
to producing the event and being able to 
include over 60 counties throughout the 
Commonwealth in the competition.

The bottom line in all of this is that 
by creating the Foundation, KDF estab-
lished a body specifically tasked with 
promoting the charitable outreach of the 
Festival. Through educational program-
ming, grants, and the Charity Module, the 
Foundation raises the profile and goodwill 
of the Festival throughout the community. 
That goodwill only helps to further solid-
ify the Festival’s standing with the people 
who attend our events and the political 
leaders who support what we do.

ENGLISH 101
By Jeff English, CFEE

It’s Not Just about Corn Dogs and  
Concerts…..You’ve Gotta Show ‘em You Care!

Jeff English is the Sr. Vice President 
of Administration/General Counsel 
of the Kentucky Derby Festival. After 
graduating from Washburn University 
School of Law (Topeka, KS) in 2004, 
Jeff worked in politics and practiced 
law before joining the KDF staff. He 
is charged with overseeing all of 
Festival’s legal issues and serving as 
its risk management officer. He also 
manages the Merchandise Depart-
ment and the 501(c)3 not-for-profit 
Kentucky Derby Festival Foundation.

Let’s take a break from the usual legalese that regular readers of my column subject them-
selves to four times a year. Instead of explaining the details of contracts, waivers, or drone 
policy, I’m going to focus on a different part of my work at the Kentucky Derby Festival.
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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://files.ifea.com/pdf/IFEASponsorSummit.pdf
http://files.ifea.com/pdf/IFEASponsorshipAudit.pdf
http://www.pointsmap.com/ifea/
mailto:sylvia@ifea.com


THEY SAID WHAT???
By Scott Fraser

RAGBRAI is the Register’s Annual Great 
Bicycle Ride Across Iowa. Sponsored by 
the Des Moines Register, the event began 
in 1973 when two newspaper columnists 
for the Register were bored and were 
looking for something to write about. 
They decided to get on their bicycles and 
ride across the state, inviting people to 
join them along the way. That first year, 
approximately 120 people joined them on 
the ride that took them from Sioux City to 
Davenport over the course of seven days.

Since then, the event has grown expo-
nentially to the point that official registra-
tion has to be cut off at 10,000 riders. Each 
year the route changes, always traveling 
from west to east. Tradition calls for riders 
to dip their rear tires in the Missouri River 
at the beginning, ride across the state and 
dip their front tires in the Mississippi for 
the official completion of their journey.

“What could possibly go wrong?” I 
hear many of you asking with tongue 
firmly planted in cheek. Of course, abso-
lutely everything, which is just what Race 
Director TJ Juskiewicz has to plan for.

“You prepare for the worst and hope 
for the best,” said Juskiewicz in an inter-
view in mid-July about a week before the 
ride. “Weather is our biggest concern. We 
have to keep our guests safe. If the weath-
er turns severe, we have to have plans in 
place to shelter some 20,000 riders and 
their support crews. This isn’t always easy, 
especially when some of the towns we 
stay in might only have 3,000 residents.”

RAGBRAI and Juskiewicz have been doing 
a good job. Most years there are only mini-
mal problems. What is the key to their suc-
cess? “Planning is crucial,” said Juskiewicz. 
The planning begins in late January just 

after the year’s route is announced. This 
planning includes a close partnership with 
the Iowa State Patrol with whom they have 
worked for more than 40 years.

What about crisis communications? 
“It’s all part of the planning process,” says 
Juskiewicz who makes himself readily 
available for media interviews. He and his 
staff meet regularly with the safety com-
mittees in each of the overnight towns. 
Members of these committees may include 
the mayor, city manager, public safety 
officials and police and fire personnel. The 
key is to continually share information.

One other unique aspect of the plan is 
that RAGBRAI has officials from the over-
night towns in last year’s ride, meet with 
those who are planning for the current 
year. According to Juskiewicz they offer tips 
on contingency planning, why you need to 
be prepared and how to handle the media.

These meetings are especially helpful to 
someone like Jim Clark who co-chaired 
the Public Safety Committee for Sioux 
City, the beginning town for this year’s 
ride. “A lot of personnel has changed 
since 2010,” (the last year Sioux City host-
ed the ride) according to Clark. The meet-
ings coordinated by the Register “help 
keep people up to speed,” he added.

Clark said they have a crisis communica-
tions plan for the town and for RAGBRAI. 
He said they continually review this plan 
and make updates when necessary. “It 
helps to keep people informed,” he said.

Clark agreed that going in to this year’s 
event, as in year’s past, weather is the big-
gest concern. “You can’t do much about 
it until it gets here,” he observed, “so you 
have to have backup plans in place and 
shelters ready to go.”

With social media just about everywhere, 
some might think this would create head-
aches for RAGBRAI. For instance, a rider 
could be tweeting about an accident or 
unsafe conditions before it is even known 
by someone from the event. Juskiewicz sees 
this as something positive. “We actually use 
social media to our advantage. It is a help-
ful way to get information out to riders and 
other interested parties. We can dissemi-
nate information quickly about weather 
and other safety issues, and we can use it to 
keep rumors in check.”

What else keeps people like Juskiewicz 
awake at night leading up to the ride? 
“We stay on top of current events,” he 
said, with a veiled reference to domestic 
terrorism. “Ever since 9/11 and Boston we 
examine different contingency plans and 
have a few extra items on our checklist. 
We make sure that our participants are 
safe and provided for.”

So how did this year’s ride go? “Very 
well,” was the assessment of Juskiewicz a 
few days after the event. “We were pretty 
fortunate. We had real good weather and 
the temperatures were moderate.”

What were his observations from a cri-
sis communications perspective? The race 
director had the same response, “It went 
very well. We had some bad storms in 
Sioux City on Friday, the day before most 
riders arrived. We opened some shelters 
and the plans went well.”

After a few weeks of taking a collective 
deep breath, RAGBRAI officials will begin 
planning for next year’s ride. They will 
start by reviewing this year’s event. “We 
are always trying to pick up on the little 
things—things we could do better next 
year,” said Juskiewicz. “Technology is 

R A G B R A I
Imagine planning for an event that lasts seven days, covers more 
than 450 miles, has close to 20,000 participants and support staff, 
goes through more than 50 communities, and is held entirely out-
side. Sound like something out of one of your worst nightmares? 
Actually, this is a real event and something that TJ Juskiewicz has 
planned and coordinated for each of the last 13 years.

Continued on page 66

Scott Fraser and college roommate, Ed Merker dip 
their tires in the Mississippi at the end of RAGBRAI.
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 CFEE
An Important Step in the 

Career Track of Industry Leaders
Join us September 18-20, 2015, in Tucson, Arizona, U.S.A.

and be three steps closer to the recognition you deserve.

CFEE SEMINAR DAY 1
SPONSORSHIP/SPONSORSHIP SERVICE 
Over the past generation the sponsorship of festivals and 
special events has evolved from the quasi-donation of 
money by a local business to a sophisticated marketing 
relationship involving the exchange of mutual value. The 
development of a comprehensive sponsorship plan and 
successful fulfillment program involves the coordination 
of numerous details and the working knowledge of a  
variety of factors. This area of instruction is designed  
to provide information about the fundamentals of  
sponsorship. (Learn More)

CFEE SEMINAR DAY 2
MARKETING/MEDIA RELATIONS
A strong marketing vision, direction, and ultimately a 
plan is essential in successful promotion of any company’s 

products or services. This area of instruction is designed 
to look at and provide an overview of marketing and  
media relations and specifically how these functions can  
be used to the unique needs of the festival and special  
events industry. (Learn More)

CFEE SEMINAR DAY 3
ADMINISTRATION/MANAGEMENT
Using the development of a model business plan as a 
guide, these sessions will explore and reveal the process 
by which successful administration and management  
programs are developed. Session attendees will explore the 
ins and outs of managing a board of directors, building 
an effective leadership and administration team, identi-
fying budget targets and making them work, establishing 
marketing plans, identifying competition and establishing 
a business paradigm that will give more, “gravitas,” to an 
event-producing organization. (Learn More)

For more information about the IFEA’s professional certification program, and our 2015 CFEE  
FastTrack® Program, contact Cindy Lerick at clerick@culturalfestivals.com or call +1-314-614-7152.

Good Great

The CFEE Professional Certification Program is Sponsored by

mailto:clerick@culturalfestivals.com
http://www.kaliff.com/


THE UN-COMFORT ZONE
With Robert Wilson

After observing big failures, it’s human 
nature to be a little wary of trying new 
things. Fear of failure tends to make us 
less likely to take risks even if we’re not 
putting our lives in jeopardy. No one likes 
to lose money, or even lose face on an 
idea that doesn’t work.

Another anonymous bathroom wall 
writer phrased the same sentiment this 
way: “Eagles may soar, but weasels are 
never sucked into airplane engines.” In 
short, many people are motivated by 
security. And, when I observe the differ-
ences between my two sons, I can see how 
it happens.

My first son, by virtue of birth order, 
had to be a trail blazer. He was first to play 
soccer, baseball and basketball, attend 
Cub Scouts and go to school. Meanwhile, 
my second son, forced to sit on the side-
lines and watch, enjoyed all the benefits 
of seeing his big brother struggle, thus 
learning what to avoid. When his turn 
to try those things finally arrived, he was 
prepped and succeeded quickly and easily.

A second mouse rarely leaves his 
comfort zone. “Uh, go ahead... you try it 
first. I’ll just stay over here in my safe cozy 
world and watch. If you don’t die, and it 
looks like there’s something to gain, then 
maybe I’ll try it.”

I think Mark Twain said it best, “A man 
with a new idea is a crank -- until the idea 
succeeds.”

A desire for security, and its accompa-
nying risk avoidance, keeps us from even 
testing our potential. I remember when I 
started my first advertising business, many 
of the writers and graphic designers I 

knew would say to me, “I wish I could be 
self-employed like you and have the free-
dom to set my own hours. If I could just 
find one client, I could quit my job.”

I always responded by saying, “You’re 
not going to find that client until you quit 
your job. There’s nothing more motivating 
than a mortgage payment at the end of the 
month, to get you out there and find one. 
As long as you’re comfortably receiving a 
steady paycheck, you’re not going to take 
that risk.”

More than any other characteristic, it is 
the willingness to take risks that defines 
the innovator. Today our sluggish econo-
my is screaming for some innovation. Un-
fortunately, at the same time, our society 
is shunning risk like never before.

As we have become wealthier as a 
nation, we have become more comfort-
able, and less risk tolerant. Meanwhile 
our government - always moving with 
the will of the people - has attempted to 
secure that comfort for us in the only way 
it knows how.

In the name of protecting people, our 
government has stepped up regulation on 
business to the point that it has stifled in-
novation. A certain amount of constraint 
stimulates creative thinking - that’s where 
the term “thinking outside of the box” was 
derived. But, the increasing level of regula-
tions and the accompanying penalties for 
violating them has upped the ante on risk.

According to The Economist magazine, 
“There are over 4,000 federal crimes, and 
many times that number of regulations 
that carry criminal penalties... many laws, 
especially federal ones, are so vaguely writ-

ten that people cannot easily tell whether 
they have broken them.”

When it is impossible to know the rules, 
it makes it even scarier to try something 
new that could possibly break them and 
land you in jail. Security is nice to have, 
but it is more about being ever vigilant 
than it is about finding a no-tolerance rule 
that will cover every exigency. Financial 
security, in particular, is tied to your mind, 
not your paycheck. 

Benjamin Franklin warned us more 
than two hundred years ago, “They who 
can give up essential liberty to obtain a 
little temporary safety, deserve neither 
liberty nor safety.”

Innovation requires creative thinking, 
time, and the willingness to take risks. 
None of those matter if the environment 
to try new things is severely limited. Inno-
vation also requires liberty - the freedom 
to fail or succeed. 

For the sake of the economy, we need to 
give those First Mice, the ones willing to 
take risks, the freedom to try.

Robert Evans Wilson, Jr. is an 
author, humorist and innovation 
consultant. He works with companies 
that want to be more competitive and 
with people who want to think like 
innovators. Robert is also the author 
of the humorous children’s book: The 
Annoying Ghost Kid. For more infor-
mation on Robert, please visit www.
jumpstartyourmeeting.com

The Second Mouse Gets 
the Cheese

My title this month is a funny metaphor 
for a common opinion that I found written 
on a bathroom wall. The understood part 
of the graffiti is that the first mouse must 
die springing the trap before the second one gets the prize. 
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Time-Slot Reservation Tickets

Dynamic Reserved Seating Interface

Accurate Real-Time Scanning 

Encrypted Barcode Security

In-Depth Reporting

Immediate Access to Revenue

www.interactiveticketing.com


With Gail Lowney Alofsin

Show Up To Win

This past July, my family and I had 
the privilege of hosting Erik Crepaldi, 
a tennis professional from Italy, during 
the ATP Tournament at the Tennis Hall 
of Fame in Newport, RI. His positive de-
meanor, high energy and refreshing atti-
tude were evident within the first minutes 
we met. By the end of the week, we were 
inspired by his innate wisdom, winning 
mindset and approach to life.

Erik plays in tournaments throughout 
the world. Organizing the logistics – travel, 
accommodations, transport, etc... is akin 
to running an event. We were impressed 
with his organization and people skills in 
addition to his time management prowess. 
During the week that he graced our home, 
Erik shared his insight on life and “Showing 
up to WIN.” A few of the lessons learned 
and reinforced by Erik are as follows.

Motivation
Only YOU can motivate YOU. Yes, you 

may have family, great coworkers, a boss 
or coach who inspires you, but you are 
the only one who can ensure your success. 
Find ways that motivate you, whether it 
is spiritual, physical, or emotional. Pick 
yourself up when you fall and know that 
when you do fall, you are steps closer to 
becoming better. In the words of tennis 
professional, Stan Wawrinka, “As a tennis 
player you have to get used to losing every 
week. Unless you win the tournament, 

you always go home a loser. But you have 
to take the positive out of a defeat and go 
back to work. Improve to fail better.” 

Focused
We live in a world of distractions. When 

you stay focused on the things that you 
want to or must accomplish, you will feel 
the “rush of adrenalin” that accompanies 
success. Practice focus. Put your mobile 
phone away, shut the television off and be 
present. If our daily distractions appeared 
on the tennis court, we would never return 
that serve! Make time for your success.

Eye on the Goal
There is an expression, “When the why 

is strong enough, the how becomes easy.” 
What is YOUR why? Whether your goals 
are personal or professional; stop, breathe 
and write down the steps that will assist 
you in accomplishing the goal in hand. 
Think about this when approaching your 
next project – is your eye on the ball? 

Practice 
 “Champions keep playing until they 

get it right.”  -Billie Jean King 
We all know people who can pick up a 

tennis racquet, golf club, or baseball bat, 
exhibiting “natural” talent. Profession-
als, in sports and in life, make practice 
a priority. The same way that we would 
stay in good shape, eat healthy foods and 

practice our sport, translates to business. 
Prepare for your meetings, practice your 
presentations and keep at it until you  
do it right!

Mindset
You need to envision the win. Tennis 

champion, Novak Djokovic, in reminisc-
ing on his childhood stated the he would 
make trophies out of assorted materials, 
look in the mirror and say, “Nole is the 
Champion.” Your internal mindset sets 
your stage for success. You have prepared 
and practiced. Pull your shoulders back 
and go out there ready to take on your 
project 100%. It’s Game Day!

Humility
Our son, Samuel, had the privilege 

of hitting the ball with Erik a few times 
during the week he stayed with us. During 
their final “game,” Sam joked, “Hit it to 
me as if I were Rafael Nadal.” Erik hit the 
ball extremely hard and to Sam’s surprise, 
he returned it and it flew past Erik. Ace! 

Erik’s advice? When you return the 
“Rafa Ball” with an ace, throw up your 
hands and say “Nice game,” shake hands 
and revel in the accomplishment. Hu-
mility is a gift, and our friend Erik, has 
certainly “aced” that. If you approach 
every day with a “Game’s On” mindset, 
both at work and at home, you will be on 
the path to achievement. Grand Slam!

Gail Lowney Alofsin is an author, 
speaker, adjunct professor and 
business executive. Her new book, 
Your Someday is NOW – What are 
you Waiting For? has raised over 
$25,000 for non-profit organizations 
since it was launched in April 2014.

A lifelong student and humanitarian, 
Gail believes that we all have the ca-
pability to be a leader in our own lives, 
influencing the lives of others  
to positive peak performance and  
success. She can be reached at  
401-640-4418, gail@gailspeaks.com, 
twitter: @gailalofsin and gailspeaks.com.

“What is the single most important quality in a tennis champion? I would have to say 
desire, staying in there and winning matches when you are not playing that well.” 

– John McEnroe

LEADERSHIP AT ALL LEVELS
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panning the globe, Kern Studios creates and produces 

parades in cities in North America, Europe, Asia, and Africa.  

It all began in 1932, when Kern Studios artists created the 

company’s first float atop a mule-drawn wagon for New Orleans 

Mardi Gras. Since then, the company has grown to become the 

world’s leading maker of floats, sculpture and props. 

www.kernstudios.com    |    info@kernstudios.com    |    800.362.8213

THE WORLD’S
GREATEST PARADES 

START WITH KERN STUDIOS

VISIT US AT 
60TH ANNIVERSARY EXPO 

BOOTH 300-302

www.kernstudios.com
mailto:info@kernstudios.com


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

Dear Sponsor Doc: 
My staff is going to kill me. A week after our event is over, we have 
a bunch of award submissions due for IFEA and another industry 
group we belong to. These take a bunch of time to prepare and 
frankly I’m asking myself if it is worth all the effort. What do you 
think? 

- P.W. Tucson, AZ

Dear P.W.: 
It is a good question! We too have 

been burning the candle at both ends to 
complete our spring and summer events 
and frankly going through the grind to 
complete submissions is the last thing I 
want to spend my (or my team’s) time 
on. However, I have made these submis-
sions a priority and there are a number of 
reasons why I think it is worth it!

1. The process of reviewing the catego-
ries for the awards requires us to reflect 
on the past year and ask the question, 
“What work are we especially proud 
of this year?” It is very revealing and 
rewarding to discuss as a group some of 
our recent “hits” and evaluate if they are 
worthy of submitting for evaluation by 
our industry peers.

2. Completing the submissions and 
having to go through the process of 
responding to the questions, (e.g. what 
were some of your obstacles and how did 
you respond to them?) is a healthy intel-
lectual exercise. As event producers, we 
are so busy getting stuff completed during 
our events, rarely do we have the disci-
pline to reflect on our work and challenge 
our self-improvement.

3. As an agency, these submissions 
strengthen our relationship with our 
clients and sponsors and I suspect it 
would do the same between you and your 
senior managers or board members. Our 
clients get excited to know we believe a 
recent project we have done with them is 
“award-worthy” and become great cheer-
leaders in the process.

4. No regrets! The years we have not 
submitted, I often disengage from the 
awards ceremony and usually grouse 
that we did better stuff and would have 
won if we had submitted. It’s kind of like 
playing the lottery. You can’t win if you 
don’t play!

5. There is no doubt to the excitement 
of the actual competition. We want to 
win. We are proud of our work and enjoy 
the recognition we receive from our peers. 
Further, those back at the office are excit-
ed to receive text updates on the judges’ 
decisions.

6. Awards are a great relation-
ship-builder with our sponsors. There 
is really nothing like calling a sponsor 
to tell them that an activation program 
we worked on with them has won an 
industry award. You can be sure they tell 
their bosses about this recognition. It 
helps everyone’s stock rise and improves 
renewal rates!

7. Awards sell! We use our industry 
awards to demonstrate our abilities and 
herald our successes. When your event 
wins awards, whether it is for a flier, 
website or a Grand Pinnacle, you can 
still call yourselves “an award-winning 
event.” This provides you with third-party 
credibility and separates you from the 
competition in your local market.

So yes, PW, I think it is worth the time 
and energy to submit for industry awards. 
If you do, I’ll be in the crowd rooting for 
you!

Are Awards Worth It?

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 
International Festivals and Events 
Association, Erley is a highly-regard-
ed 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 
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The Power of Bringing Great People 
Together with Great Careers

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

Looking for an experienced employee to fill that vital job posi-
tion? Interested in a career or wanting to advance yourself in 
the festivals and events field? Want to be sure that you target the 
top people in the festivals and events industry and ensure that 
your organization doesn't miss the most qualified candidate 
available? IFEA's Career Network can help.

Now with a new partnership through online job board and ap-
plicant tracking system, TeamWork Online, your search base for 
positions and your reach to find qualified candidates has grown 
exponentially within the live festivals & events industry. With a 
reach of over 1.25 million potential candidates and educators 
interested in sports and live event positions, this new partner-
ship between IFEA and TeamWork Online not only brings 
increased qualified candidates to your employment position, 

but also increased employment positions to those candidates 
looking for employment!

Positions range from top management positions such as CEO, 
Presidents and Executive Director to Special Events Coordinator, 
Volunteer Coordinator, Sponsorship Sales and more. Even intern-
ship and volunteer positions can be posted!  Even better, if there’s 
not a position posted in an area or company you’re interested in, 
the TeamWork Online system can notify you when something 
becomes available!  It’s an ever expansive employment network 
that is constantly talking and working on your behalf!

If you are currently in search of a candidate, or are someone in 
search of employment, get started in your search today through 
IFEA Partner, TeamWork Online.

Got www.ifea.com and look under Resources

http://www.ifea.com/p/resources/careernetwork


Turnstiles: Marketing for Event Managers

TOP SECRET TIPS TO 
NAMING YOUR NEW EVENT, 

FESTIVAL OR PROGRAM

By Sean King

In the last Turnstiles article we explored BRAND and the impact it has on your 
event or festival. We included a few action steps for you to wrap your arms in 
the effort of building your brand.

In retrospect, we may have frightened a few folks away as they realize that their 
job responsibilities are to simply execute the events, and only oversee such 
items as marketing, promotion and advertising. BRAND is simply a concept 
they don’t have time or the training to explore.

EXPLORING 
BRAND 
WHAT’S IN A NAME?  
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It’s exactly those individuals we hope 
to provide easy steps and simple informa-
tion to ask questions of fellow staff mem-
bers, consultants or volunteers to ensure 
all are working towards the same goal.

In this edition, we’d like to take you 
through the first steps of building a 
brand, which typically involves the 
process of naming an event or festival, 
or at the very least, a new programming 
initiative. Recently, our team has been a 
part of planning to bring a new commu-
nity festival to life, and what follows are 
a few tips and hints we have used during 
the naming process.

In order to keep the content of this article 
relatively manageable, we will not venture 
into the politics behind the decision-making 
process within organizations or bureaucracy. 
This pathway can be a prolonged series of 
meetings and conversations that make even 
the strongest of us question our commit-
ment.  What we hope to empower readers 
with is a few tools to use when creating a 
new undertaking. Whether it’s meant to 
inspire attendance of dozens or thousands, 
the same basic principles should apply.

Before You Begin
When staring at a blank sheet of paper, 

there are always some basic parameters to 
at least start the process. Ask yourself the 
following few questions and then take 
the next step.
1. Who is the audience?
2. What are the facts of the event  

(date, time, place)?
3. What is the theme of the event  

(holiday, seasonal, art, genre)?
4. Who has to approve the final decision?
5. Who are the stakeholders?

With these five basic questions an-
swered, you can creatively begin brain-
storming and exploring pathways for 
naming options and ideas.  Here are a 
few directions you may want to use to get 
the conversation started.

Simple and Conservative – The majori-
ty of naming opportunities are executed 
with a simple principle: “Do no harm.” 
A basic concept of marketing is to keep it 
simple. With a simple, basic approach City 
– Noun – Festival, you have all you need 
to get started. Add an adjective and your 
on your way. You won’t ruffle any feathers, 
but you certainly won’t light any fires.

Don’t Be Too Cute – There’s a fine line 
between quirky and confusing; fun and 
forgettable.  While I am a huge advo-
cate for being witty, thoughtful and not 
boring, you can find yourself at some 
point being too cute.  These options tend 
to weed themselves out during the initial 
ideation sessions, so don’t become too 
invested, especially if it’s your own idea. 

There are no rules to brainstorming, 
but one rule of managing the art of brain-

storming is to never have all the answers. 
The best part of thinking outside the 
box is pushing the boundaries of what is 
possible and being able to set an example 
for the rest of your team.

Create a Word or Phrase – This exer-
cise is not for the faint of heart, rather 
it is the example of having maximum 
creativity and a significant amount of 
latitude and political clout. 

Usually a mash-up of two words of 
phrases that people can identify with and 
when creatively combined, can create 
impact on your audience. Where would 
we be without the many “Paloozas” born 
in the ‘90s and ‘00s?

If you want exciting and memorable, this 
is definitely the path to travel. However, as 
in building any brand, you need to have a 
real winner to make this strategy work. 

How do you pick a winner?  A few 
quick indicators will let you know: 
• Does everyone smile when they say it? 
• Does it translate well into a graphic icon 

or symbol? 
• Can you not wait to get out there and 

promote it?  

There’s something intangible about 
creating a name or brand that you know 
will work. As they say, “you’ll know when 
you see it.”

Keep Your Target Audience in Mind 
– The intended audience of your event 
is usually one of the best places to start. 
Are you creating a family event or one for 
millennials? Is it a music festival or 5K?  
What does your audience do when they’re 
not at your event? Those are the types of 
questions you will need to answer but 
may just provide you with some insight 
to spark a new line of thinking.

Another tip is that it’s always good to 
take leads from other cities and organiza-
tions to gain inspiration for just the right 
solution to your event-naming project.

Work With your Sponsors – Sponsors 
are the lifeblood of most events and as 
event promoters, we want to show the 
most amount of love we can to our trust-
ed partners. 

While some sponsors have rules or 
brand strategies that do not allow for 
naming rights, many others jump at the 
opportunity to gain maximum impact 
from their investment. Of course, the 
amount of exposure should be commen-
surate with the total on the check, but if 
you’re creative and have a willing dance 
partner, you can tap into the resources of 
their brand and marketing team to make 
your event even larger. 

Be forewarned, one of the reasons we 
do not see this type of arrangement more 
often, is that having a naming-rights part-
ner is a double-edged sword. While the 
money is usually great, it does come with 
strings attached. Furthermore, if there is a 

change in strategy, you may be right back 
to the drawing board if the sponsorship 
disappears.

Don’t Forget All Uses – From hashtags 
to website addresses, you need to keep 
in mind how the festival or event will 
be marketed. By throwing these ideas 
into the mix, you may be able to access a 
different gateway to new ideas.

Many a great idea on paper never 
worked when it was sent to the graphic 
designers to develop a logo or collateral 
materials. 

Say it. Write it. Draw it. Whatever 
the name you come up with needs to 
communicate the vision for the event, but 
also needs to be functional in all commu-
nication formats.

What is Your Organization or City 
Known For? Capitalizing on physical 
traits or brand identifiers of your city or 
organization is where a great solution 
for naming an event or festival can be 
generated. Exploring the history, tradition 
and special idiosyncrasies throughout 
your city, community or region gives an 
untapped reservoir from which to draw 
creative inspiration. 

Promoting an overlooked asset in your 
community could be just the impetus you 
need to create excitement but also bring 
the residents and guests together for a 
truly remarkable event.

SUMMARY
The process of building a brand has 

many, many layers that most festival orga-
nizers do not have the time and in some 
cases, the resources to explore. Brand 
building obviously begins with the initial 
step of naming your event and there may 
not be a more important step toward a 
wildly successful event.

We encourage you to take the extra 
steps at the very earliest stages to push the 
boundaries of the expected. Your commu-
nity has resources deeper and wider than 
you can ever imagine to inspire and excite 
your team and beyond. Tap into that 
energy and let the magic happen.

One final tip: Keep it simple, but make it 
memorable.

Sean King has been consulting with 
small businesses and non-profits orga-
nizations for over 20 years. Cur rently, 
Sean is the Director of Market ing & 
Communications for Youth Edu cation 
in the Arts (YEA!), a non-profit organi-
zation based in Allentown, PA which 
teaches life lessons through music. He 
also blogs regularly at www.artsmar-
ketingblog.org. You can follow Sean on 
Twitter @skingaspire or contact him at: 
sking@yea.org
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SAFELY DOES IT
By Mark Breen

HOW CAN WE MAKE EVENTS SAFER?

The reality the world over is that a lot of events are run 
by voluntary committees who do not have the budget to 
hire professional event safety people. A further reality of 
the industry is that some people don’t understand the 
need to have professional event safety people involved, 
irrespective of budget. This can see large events with 
big money spent on them also not having proper event 
safety expertise informing their planning.

These are realities and I prefer to operate 
in the real world rather than bemoan peo-
ple not paying me and others who do what 
I do to work on their events for them.

With these realities and more in mind, 
I have been producing content for years 
with a view to helping event organisers 
make their events safer. I will now be 
extending those efforts to include this 
column and the infographics that will ac-
company the column in each issue in an 
effort to help some of us run safer events.

In future issues I’ll be focusing on spe-
cific areas or types of events, but for this 
first issue we’re going to look at events in 
general and how we can make them safer.

Duty of Care
Regulations, guidelines and even best 

practice are different all around the 
world. What is typical to see at an event 
here in Ireland may not be typical at an 
event in New York or in London.

What is the same the world over, however, 
is that, as festival and event organisers, we 
have a duty of care to those at our events.

It is this duty of care and the acknowl-
edgement that it underpins our approach 
to planning events that form the foun-
dation for this column and the topics we 
will discover in the upcoming issues.

Making Happy Happen
In ensuring that events are safe for 

everyone attending, the last thing we’re 
looking to do is to take the joy out of the 
event. Too often the ‘safety people’ are 
seen as doing just that. While that may 
have had some truth to it in the past, in 
my experience event safety people love 
events and want them to happen. We’d 
be out of work if they didn’t, in fairness.

Our goal when planning events is to 
make our audience happy. Keeping them 
happy naturally includes keeping them 
safe at the event. We have a Happiness 
Wheel that illustrates our approach to 
planning and running events. The Wheel 
has 3 distinct segments entitled:
• Happy Audience
• Happy Client
• Happy Cuckoo

A happy audience and successful event 
are inextricably linked to the audience 
being safe while at the event.

Different But the Same
Last year we worked on a show here 

in Ireland as part of a European ‘City of 
Culture’ programme of events. The initial 
email approach to us described the show 
as ‘an audience-interaction aerial show’.

It’s fair to say that an event described 
in those terms involved more time spent 
on event safety than a children’s dance 
competition held in a hotel conference 
centre, for example.

That said, there are certain considerations, 
from an event safety perspective, that apply 
to both and, indeed, to all events.

We have outlined 13 of those consider-
ations in the infographic accompanying 

Continued on page 71

FOR EVENTS OF ALL SIZES
13 SAFETY CONSIDERATIONS 

 How do you KNOW if  it's suitable?

1. Your Audience

Who is coming? How are they 
likely to behave? 

What will their arrival
prole be like?

Do you know HOW 
to know if  it's 
big enough?

Is it suitable for your event?

2. The 
Venue

3. The Entrance

Is it big enough to cope 
with your audience size 
and arrival prole? 

How do you KNOW if  you 
have enough of  them?

Have you enough 
of  them? 

4. The Exit
EXIT

EXITEXIT

5. Security 
staff

 How many SHOULD you have?
Have you the right 
amount of  security staff?

Have you a plan for the safety 
& welfare of  your staff? 

6. Staff Welfare

 What do you NEED to do?

7. Money8. Signage

How do you plan to mind and 
move cash at the event? 

Are there insurance 
implications?

EVENT

Have you enough effective, 
clear signage? 

Are they positioned in the 
right places?

BEST
EVENT

11. Radios
Who needs to be 
on a radio?

Have you radios for 
your team running 
the event?

Have you enough
radios?

12. Police
Have you made use of  any 
experience the Police may 
have and any advice they 
may be able to offer?

Have you spoken to the 
Police about your event?

Do you have to?

?

9. Hazards

Have you identied them 
& addressed them? 

Do you know HOW to 
address them?

10. Emergencies

Do you know the best 
way to do this?

Do you have a plan to 
communicate to your audience
in an emergency situation?

13. Medical
Do you have 
medical cover?

 Do you NEED 
medical cover?

 Do you know how much 
medical cover you 
should have?

If  you need a hand answering any of the questions above just give us a shout. 
We do this stuff  for a living and we know what we're doing. 

We're nice too.
cuckoo.ie  hello@cuckoo.ie  00 353 (0) 1 640 1575  @CuckooEvents

brought to you by the nice people at Cuckoo Events

?

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

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

Commission Your IFEA Economic Impact Study Today

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

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

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

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

SHOW IT!
Your Event Has IMPACT…

 

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


Known as the association’s most prestigious honor, the IFEA Hall 
of Fame recognizes those outstanding individuals who, through 
their exceptional work and achievements, have made a significant 
contribution to the Festivals and Events Industry and a profound 
difference in the communities they serve. Induction into the Hall of 
Fame is considered the highest of industry honors. Selected from a 
group of his industry-peers, Nick joins the prestigious ranks of 55 
others inducted into the hall over the past 24 years. 

Nick will honored at the IFEA’s 60th Anniversary Convention 
& Expo, in Tucson, Arizona, U.S.A., where he will be presented 
with his award during the IFEA Awards Luncheon on Monday, 
September 21, 2015. 

Nick Dodds, a past-Chair of both IFEA Europe and the British Arts 
Festivals Association, has spent over 30 years supporting the festivals 
and events industry, initially as a concert promoter and in event pro-
duction, then as a leader in cultural festivals such as Edinburgh and 
Brighton, the London Olympic Games, and now, as an advisor to 
festivals and events worldwide. Throughout his career he has sought 
to bring together a network of festival and event producers to share 
knowledge and inspiration from each other.

Nick’s love of organising events dates back to his teenage years 
when he set up as a DJ playing music for parties and events in 
village halls around his home town of Berkhamsted in Hert-
fordshire, England. At college in the 1970s, he became the social 
secretary putting on bands for student’s events, he then went on 
to become a concert promoter in his own right in his early 20s, 
putting on early career bands like Chicago and Dire Straits.

In the 1980s, Nick helped set up a stage lighting and pro-
duction company called Meteorlites who provided lighting and 
production for the long-running British music TV show, Top of the 
Pops and many touring bands, particularly the heavy metal genre 
popular at the time. British bands such as Iron Maiden and AC/
DC touring to the states and US acts such as Bon Jovi touring to 

The International Festivals & Events Associ-
ation is pleased to announce the induction  
of one of the festival and event industry’s 
finest professionals into its prestigious IFEA 
Hall of Fame – Nick Dodds, Managing  
Director of Festivals & Events International 
in London, England.

Nick Dodds 
Festivals & Events International 

London, England

the honor of a lifetime

2015I F E A
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Europe. Nick also spent time touring in 
Canada where he discovered Country mu-
sic – something his UK friends have never 
forgiven him for!

When the 80s gave way to the 90s, 
Rock’n’Roll gave way to the Arts and to his 
surprise, Nick was hired as General Man-
ager of the prestigious Edinburgh Festival.

During the 1990s, Nick was one of the 
early European pioneers of festivals as 
cultural tourism destinations, helping to 
build the capacity and worldwide reach 
of the Edinburgh Festival, the world's 
greatest cultural event attracting over one 
million visitors every year. He was recruit-
ed by Impresario and Festival Director, 
Frank Dunlop as Administrative Direc-
tor of Edinburgh International Festival, 
where he spent ten years latterly as Man-
aging Director for Festival Director, Sir 
Brian McMaster. The Edinburgh Interna-
tional Festival was the heart of a group of 
12 festivals that included the Edinburgh 
Military Tattoo and the Edinburgh Fringe, 
which have made it the place to be in 
August for the last 70 years.

It was here that he conceived, designed 
and then built The Hub, Edinburgh's 
Festival Centre, as the physical presence 
of its festivals in the capital of Scotland, 
significantly raising the profile of the Festi-
val City, and providing a home worthy of 
the Edinburgh International Festival. The 
Hub was a major restoration of a historic 
assembly hall and church at the heart of 
the World Heritage site and yet which had 
lain derelict for 20 years. It was officially 
opened by Her Majesty the Queen in 
1999, the first of two royal openings that 
Nick has stage managed during his career.

In 2000 Nick left Scotland and became 
Chief Executive of the Brighton Festi-
val, where he re-launched the event as 
England's largest arts festival, boosted the 
independent fringe festival, and turned 
the organization into a significant year-
round player by taking over and regener-
ating the Brighton Dome, a historic, 200 
year-old venue. Brighton Festival is an 
annual multi-arts event taking place over 
three weeks every spring. Nick was able to 
take the festival to a completely new scale 
and build a national profile for the event, 
which next year celebrates 50 years.

Brighton Dome is in fact three venues: 
a 1,800 seat concert hall, a 1,000 capacity 
exhibition space and a 200 seat studio the-
atre. It has become the South Coast’s most 
successful arts, entertainment and confer-
ence centre presenting over 500 events a 
year. Again the restoration was officially re-
opened by Her Majesty the Queen in 2002. 

Nick was seconded to the London 2012 
Olympics to act as chief operating officer 
of the Cultural Olympiad and London 
2012 Festival, the largest ever UK-wide 
cultural festival, to celebrate the Olympic 
and Paralympic Games. He helped deliver 

major events like New Yorker Elizabeth 
Streb’s ‘walk’ over London’s landmarks 
and Piccadilly Circus Circus that closed 
all of central London for a mammoth arts 
event. He delivered 13,500 performances 
and events in 1200 venues with 25,000 
artists from 205 countries to an audience 
of 19.5 million. The London Olympics is 
widely recognized as successfully integrat-
ing sports and arts and as a result, cultural 
programs are now considered an essential 
part of any successful Olympic Games. 

Since founding Festivals and Events 
International, Ltd. in 2008, Nick has been 
helping festivals and events around the 
world as a consultant advisor and project 
manager. He has supported new festival 
producers in Vietnam, helped develop a 
new children's festival in Iceland, advised 
on festivals in China, Singapore, Indone-
sia and Hungary. Recently Nick consulted 
with the Barnum Festival in Connecticut 
(USA) advising them on developing the 
event and most recently co-authored 
Thundering Hooves 2.0, a new 10-year 
strategy for the future success of the 
twelve core Edinburgh Festivals.

Through FEI, Nick has also made signifi-
cant contributions to theatres, concert halls 
and other entertainment venues and organ-
isations across the UK. As well as restoring 
and reopening the Hub in Edinburgh 
and the Brighton Dome and Museum, he 
has advised on the development of the 
Cambridge Corn Exchange; Leeds Grand 
Theatre and Opera House; Royal Lyceum 
Theatre, Edinburgh; Margate’s Dreamland 
Cinema; Northern Ballet Theatre; Perth 
Concert Hall and many others.

Nick has supported the European in-
dustry as Chair of the British Arts Festivals 
Association, where he devised and com-
missioned the largest survey of UK arts 
festivals called Festivals Mean Business, 
(now with its fourth edition in planning), 
and as Chair of the International Festivals 
and Events Association – Europe, where 
he promoted the development of IFEA's 
international network. Nick is a Board 
member of UK Theatre, the Association 
representing theatres across the UK. He 
has served on the UK Home Office Arts 
and Entertainment Task Force looking at 
visas for visiting artists and on the Boards 
of the European Festivals Association and 
the British Association of Concert Halls. 
In all these roles he has sought to bring 
together a network of festival and event 
producers to share knowledge and inspi-
ration from each other. 

In 2008 Nick was recognised by his 
peers with the BAFA Award for Outstand-
ing Contribution to British Arts Festivals, 
a national honour he shares with indus-
try leaders that include Michael Eavis, 
founder of the Glastonbury Festival.

Please help us congratulate our 2015 
IFEA Hall of Fame inductee, Nick Dodds.
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The International Festivals & Events Association 
is pleased to announce the induction of one of 
the festival and event industry’s finest profes-
sionals into its pres tigious IFEA Hall of Fame – 
Bruce L. Erley, CFEE, President/CEO at Creative 
Strategies Group in Denver, CO.

Known as the association’s most prestigious 
honor, the IFEA Hall of Fame recognizes 
those outstanding individ uals who, through 
their exceptional work and achieve ments, 
have made a significant contribution to the 
Festivals and Events Industry and a profound 
difference in the communities they serve.  
Induction into the Hall of Fame is considered 
the highest of industry honors. Selected from 
a group of his industry-peers, Bruce joins the 
prestigious ranks of 55 others inducted into 
the hall over the past 24 years. 

Bruce will honored at the IFEA’s 60th  
Anniversary Conven tion & Expo, in  
Tucson, Arizona, U.S.A., where he will be  
presented with his award dur ing the 
IFEA Awards Luncheon on Monday,  
September 21, 2015.

Bruce L. Erley, CFEE
Creative Strategies Group 

Denver, CO

the honor of a lifetime

2015I F E A
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If you were to run into Bruce Erley in 
the early 1970’s at Glastonbury High 
School in Connecticut, you would not be 
surprised by the direction of his career. 
At the age of 16, as decoration chairman 
for his Junior Prom, Bruce lamented in 
a journal entry, “The biggest problem 
for me is not thinking of ideas or being 
able to make the decorations, but really 
is being able to keep the expenses down. 
If the class wants a half rate decorations 
job for the Prom I can give it to them. 
But nobody told me to do a half rate job 
so I’m going to go all-out on the decora-
tions. I realize that may be a big problem, 
but that’s the way I work!”

And indeed 45 years later, that contin-
ues to be the way he works…

After this freshman year in college, 
Bruce took a year away from his formal 
studies to travel with an international cast 
of Up with People, an experience he still 
today considers transformative in his life. 
“Not only did I learn about the role of 
entertainment in communicating messag-
es and ideas, but I developed an attitude 
for community service and engagement 
as well as the importance of personal 
initiative to effect change in the world 
around you,” Bruce reflected.

During that student year with Up 
with People, Bruce also was assigned to 
advance the tour, going into cities several 
weeks ahead of the cast to generate media 
interest, secure sponsors and sell tickets. 
It became clear to him that THIS was 
what he wanted to do as a career.

Bruce returned to school with a re-
newed excitement and vigor to complete 
a degree in Journalism with a minor in 
Public Relations from Colorado State 
University. During his time at CSU, he 
created the first “Marching Kazoo Band,” 
helped found the student chapter of the 
Public Relations Society of America and 
served as president to the student chapter 
of the Society of Professional Journalists, 
receiving the honor of being selected as 
the Outstanding Graduate in Journalism 
in 1976. 

Upon graduation, Bruce returned to Up 
with People’s staff as an advance promo-
tions representative working on the road 
about three to four weeks ahead of a cast 
heading up teams of staff and students 
who handled every operational and mar-
keting detail of the cast’s visit. During his 
time on the road with Up with People, 
Bruce got a taste for working with major 
festivals including the Indianapolis 500 
Festival, the nation’s bicentennial celebra-
tion performing with the Boston Pops, 
and dozens of special events in smaller 
markets.

In 1978, Bruce took an office position 
as the Promotions Manager. Over the 
next 17 years he moved through the ranks 

in such positions as Director of Pro-
motion, Director of Marketing Services, 
Sponsorship Sales Director, Vice Presi-
dent of Corporate Communications and 
eventually Vice President of Marketing & 
Sales. Among his favorite experiences was 
helping to coordinate Up with People’s 
PR for two Super Bowl halftime shows, 
instigating and supervising the organiza-
tion’s complete logo redesign and brand 
transformation and managing a staff of 
more than 50, including for several years, 
Steve Schmader.

Bruce continues to actively consult 
with Up with People booking special cast 
tours to Bermuda as well as selling and 
producing cast performances for opening 
of the Pasadena Rose Parade in 2008 and 
2011. 

After leaving Up with People, at the age 
of 40, Bruce branched out on his own. 
He founded Creative Strategies Group 
(CSG) exactly 20 years ago this month 
in September of 1995. From its humble 
beginnings in the study of his home, CSG 
quickly grew into the Rocky Mountain 
Region’s leading event marketing and 
sponsorship agency. 

CSG quickly developed a reputation 
first locally and then nationally for their 
unique understanding of the sponsorship 
opportunities associated with festivals 
and special events. Bruce has been often 
asked why CSG didn’t go into more 
lucrative properties such as sports teams, 
to which Bruce explains that he has a 
heart for the impact festivals and events. 
“Festivals knit together the people of a 
community in a demonstration of shared 
interests and local pride like nothing 
else,” Bruce mused. “I love seeing neigh-
bors, friends and visitors come together 
in a spirit of celebration.”

And what Bruce really excelled at was 
identifying and selling the marketing and 
communications value businesses receive 
when they sponsor festivals and special 
events. From wine tasting to football 
games, bike rides to parades, comic cons 
and the ballet, Bruce can sell sponsors to 
anything! Through his sales and market-
ing efforts, Bruce has generated millions 
of revenue dollars for events of all kinds 
and sizes, including the Cherry Creek 
Arts Festival, Denver Cow Parade and the 
9NEWS Parade of Lights. He has consult-
ed with more than 75 properties such as 
the Pasadena Tournament of Roses, the 
Philadelphia Flower Show, Kentucky State 
Fair and National Western Stock Show. 

Bruce continues to be a leading 
thought leader in the event marketing 
and sponsorship arena. His inspired ideas 
as well as effective selling and market-
ing techniques are far reaching and 
literally have had a world-wide impact. 
The Chinese Government, through a 

connection with IFEA, brought Bruce in 
to teach them how to sell event sponsor-
ship. Event producers in Dubai, Austria, 
Canada, Singapore and South Korea have 
engaged Bruce on various consulting 
projects. 

Additionally, Bruce has always been 
willing to openly share his ideas to ele-
vate the overall industry knowledge and 
relevance. He is a prolific and top-rated 
speaker and presenter, teaching at hun-
dreds of regional, national and interna-
tional conferences and webinars. His col-
lective body of work has set the standard 
and defined how to sell sponsorship to 
festivals and events. 

Bruce earned his CFEE in 2010 and is 
also Accredited in Public Relations by the 
Public Relations Society of America. He 
is the author of the CFEE sponsorship 
curriculum and a regular contributor to 
publications issued from IFEA, ICAS, 
Public Broadcasting and IEG among 
others. Bruce is a dedicated advocate of 
IFEA and the profession and looks for 
every opportunity to be actively involved 
and engaged with the world’s festival and 
event’s industry.

Volunteerism is important to Bruce and 
he has served on a multitude of commu-
nity and professional boards, including 
the IFEA Foundation from 2000-2006 
and the IFEA Board of Directors from 
2004 to 2013. While he presided as IFEA 
Chairman in 2013 he played in integral 
role in bringing that year’s IFEA Annual 
Convention to Denver, CO.

For the many who know Bruce, they 
can attest that the events industry would 
not be as much fun if Bruce were not in 
it. In every situation, Bruce’s quick wit 
and sense of humor light up a room. He 
can make people laugh during a dry, bor-
ing meeting. He can bring a lightness to 
the most awkward, stressful of situations 
and find humor in almost any moment. 
Bruce works with a smile and positive 
can-do attitude that is contagious to all 
who meet him.

He is also a dedicated husband to Lin-
da for 32 years and father of three sons, 
Christopher (and his wife Katie), a med-
ical student at the University of Wash-
ington; Matthew, the regional manager 
of a mobile start-up based in Denver and 
Patrick, (and his wife Katherine) a Physi-
cian’s Assistant in Red Lodge, Montana.

Simply put…Bruce Erley is an industry 
visionary. Bruce has shared his insight 
and natural passion to build an extraordi-
nary career spanning more than 40 years 
that has changed the course of the event 
marketing and sponsorship for the festi-
vals and events industry for the better. 

Please help us congratulate our 2015 
IFEA Hall of Fame Inductee, Bruce L. 
Erley, CFEE.
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The IFEA and Zambelli Fireworks are pleased to announce 
Marinus Rouw from the Skagit Valley Tulip Festival in Mount 
Vernon, WA as the recipient of the 2015 IFEA/Zambelli Fireworks 
Volunteer of the Year Award.

As this year’s winner, Marinus will be the guest of the IFEA and 
Zambelli Fireworks at the IFEA’s 60th Anniversary Convention & 
Expo, September 21 – 23, 2015 in Tucson, Arizona. He will be 
recognized and presented with his award during the IFEA Awards 
Luncheon on Monday, September 21, 2015.

Please help us congratulate our 2015 IFEA/Zambelli Fireworks 
Volunteer of the Year Award Winner, Marinus Rouw.

Marinus Rouw
Nominated by the 

Skagit Valley Tulip Festival
Mount Vernon, WA

Marinus’ joined the Skagit Valley 
Tulip Festival in 1983, before there was 
even a festival! He was part of the initial 
group of local leaders who thought 
there needed to be a festival to celebrate 
spring. Initially organizing a brief three-
day event, after two years the founding 
members decided that wasn’t big enough 
and moved the festival to a 10-day event. 
Looking for ways to improve the festival, 
Marinus was instrumental in organizing 
a parade, gathering local Farmers Insur-
ance agents to help sponsor. He contin-
ues to Chair the Parade Committee (now 
nearing its 20-year anniversary), having 
moved it from the small bulb grower 
venue in its early days to its current loca-
tion in downtown La Conner, WA.

Marinus retired from Farmers Insur-
ance in 2001, but he didn’t retire from 
the festival. In fact, he became more 
active. He not only developed a distri-
bution system for our festival brochures 
in the valley (about 125,000), ensuring 
that each sponsor and each event (225 

sponsors, 40+ events and activities) 
would have their brochures delivered to 
them, but he also decided that volunteers 
needed more of a voice on our festival 
Board of Directors, so he became a Board 
Member, going on to be President in 
2010. 

During his Presidency, Marinus recruit-
ed his wife to help Chair and organize 
the World Tulip Summit in Skagit Valley, 
bringing in Tulip Festival people and 
growers from around the world. Of 
course Marinus wasn’t content to be a 
dignitary during the event, he could be 
found on the bus transporting the dele-
gates as their tour guide for all three days 
of the summit. 

After his term as President ended, Mari-
nus volunteered for a new position on 
the board, Advisor, and remains in that 
position today. 

When Marinus takes on volunteering 
at one of our events, he is an over-achiev-
er. He goes all out helping people who 
are seeking information. Marinus starts 
talking to a group and pretty soon he is 
selling them a commemorative poster, 
designing a tour for a two-day stay and 
talking about the best field to visit for a 
particular photo shoot.

Marinus is passionate about the festi-
val, tulips, and gardening. The hundreds 
of acres of tulips that bloom in our valley 

are here for only a short period of time. 
Every evening Marinus takes it upon him-
self to drive around the tulip fields so we 
know the status of the fields and gardens 
for the next day. He takes the time to talk 
with the owners of the gardens about 
how things are going and how the crowds 
have been for the day. He then reports in 
to us, alleviating the need to send staff 
members out to do the same.

As a downtown office, we do not have 
flowerbeds in front of our headquarters 
so we make do with potted flowers (after 
all, a flower festival should have flowers, 
especially tulips when they are bloom-
ing). Marinus coordinates with the tulip 
growers to get bulbs donated, potted and 
ready to be displayed, rotating the pots to 
keep the front of the office looking good 
the entire month of April. 

Marinus giggles – life is a fun adventure 
and the festival is something he gets to 
be involved with each year. He enjoys the 
comedy of helping the public and works 
to help others find the fun in working 
with the public and for the festival. 

He insists on participating in the 
annual volunteer training, acting as tour 
director for our volunteers, showing 
them directions and locations of various 
festival events and activities and gladly 
showing them his famous “right-hand 
turn only” tour of the tulip field area. 

2015

Continued on page 71
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How many employees does 
your company have?

Our Company has 20 to 25 seasonal 
employees.

How has your company 
grown over the years? 

Over the years we have added inte-
rior décor and concessions equipment 
in order to provide a complete show 
experience. At the conclusion of the light 
show, our guests are treated to a Christ-
mas Village. This gives them an opportu-
nity to park, get out of the car, and enjoy 
local entertainment, food, pictures with 
Santa and even at times we bring in a few 
kiddie carnival rides.

What areas do you serve with 
your product/service? 

Our Company provides services from the 
entire East Coast through the Mid – West. 
Over the next 5 years, it is in our plans to 
provide services on a national basis.

Give us your ‘Elevator Pitch’ 
about your product/service.

North Pole Productions, Producers 
of Memorable Experiences, is in the 
business of providing products and 
services that will entertain the entire 
family. Whether we are producing a 
LIGHT SHOW for your organization or 
you have need for a family friendly show 
that entertains” the young and the young 
–at- heart” with our BARNYARD CACKLE 
REVIEW, NPP has just the right entertain-
ment for you. 

Custom designed décor packages are 
our specialty. We will create a look unique 
to your property from top to bottom – or 
modify/enhance an existing set.

When you’re ready to take the plunge 
into a memorable experience, call 
800.377.4625 or email us at nppshows@
gmail.com. This will begin your journey 
into developing the most incredible holi-
day event for your community.

What is your newest product/
service that you have to offer 
that attendees need to know 
about? 

NPP will sell or lease displays and/or 
décor for your special event. Many of our 
clients love the leasing option so they can 
keep their show/event décor new each 
year. NPP takes the work out of the main-
tenance, storage and set up too. 

Don’t just think about us as your holiday 
décor company, North Pole Productions has 
interior designers that can work with you 
on any type of event. We also have a wide 
variety of entertainers and set designers that 
work with us on year round projects.

Specialty lighting has become very 
popular. NPP works with RGB lighting 
and light controllers that will make any 
light show stand out from all of the rest. 
Complex lighting and synchronized mu-
sic projects create an awesome experience 
for your guests.

What is different about your 
product/service vs. your  
competitors? 

North Pole Productions is different 
from the rest. We provide a wide variety 
of displays; décor; entertainment and 
entertainers. We spend a lot of time with 
our clients and time in their communi-
ties to make sure we get a good flavor for 
the area. We want to ensure that whatever 
the needs of our clients are, we can meet 
and yes, far exceed their expectations.

How many years have you 
exhibited at the IFEA’s expo?

This is our 3rd year exhibiting. We 
were in Pittsburgh, PA and Kansas City, 
MO. We look forward to seeing all of you 
in Tucson, AZ.

Why did you decide to exhibit 
at the IFEA’s 60th Anniversary  
Convention & Expo? 

Anniversary events are always a special 
occasion and should be treated with 

grandeur. We are very excited to be 
showing over on the west Coast. This fits 
nicely with our Business Plan to develop 
a client base west of Missouri.

What do you hope to get out of 
exhibiting at this year’s expo? 

We trust now that we have been with 
you for 3 years; many potential clients 
will feel comfortable with us. We hope 
that you will come by, say hello and 
perhaps even arrange for a no obligation 
consultation while we are there. And if 
the need arises, one of our consultants 
will plan to schedule a site visit to your 
location. Take the plunge, schedule your 
appointment prior to your visit by calling 
800.377.4625. This way, you are sure to 
get the preferred time that you need.

What is the best sales  
advice you’ve ever received? 

“Every no, brings you closer to a yes.” 
Never be afraid to offer something new 
to an existing customer or promote new 
products or services out of fear that they 
may say no. Explain the benefits and help 
educate the customer. 

What is your customer  
service philosophy? 

Our customer service philosophy is 
very simple. Provide your client with the 
product and services they expect and then 
provide even more. We aim to give 110 
percent to our clients. 

CONTACT INFORMATION

Tammy Peters
President
North Pole Productions
PO Box 74, North Adams
MA 01247 USA
800.377.4625 
nppshows@gmail.com 
www.nppshows.com

EXHIBITOR SPOTLIGHT

North Pole Productions (NPP) became a reality when we first started our 
business doing commercial holiday lighting and decorating in 1998. While 

attending a trade show in 2000, we saw an opportunity to expand our lighting business in developing the Holiday 
Light Shows that could be used as a fundraising tool. As the years have progressed, NPP has become a leader in 
the holiday lights industry. 

“Our mission is to produce a show that is a memorable experience for all that visit,” said Tammy Peters, President of 
NPP. “Any company can and will sell you lights. North Pole Productions will develop a plan that will produce a show 
for your guests to enjoy and begin a NEW holiday family tradition,” added Peters.
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How many employees does 
your company have?

 Our company (Mobilize Solutions) 
is a tech start up with hard- working and 
innovative team members (10- 12). You 
can learn more about us and see our pret-
ty faces at www.mobilize.solutions 

 
How has your company 
grown over the years?

 Two years ago we were a start up with 
a founder, an idea and a garage. Now we 
have a small but mighty team with a cool 
office in Irvine, California. 

 
What areas do you serve with 
your product/service? 

We work with both small and large 
events on a local and national level. We 
are confident that our solution works for 
any event at any location. 

 
Give us your ‘Elevator Pitch’ 
about your product/service.

 The GoldCamera app engages your 
event attendees to create and share brand-
ed photos and content from your event. 
You will not find a more cost effective and 
impactful way to market your event than 
through your attendees. Period. 

What is your newest product/
service that you have to offer 
that attendees need to know 
about? 

GoldCamera offers a Co- Branded 
Package that allows your event to secure 
new revenue from sponsors who desire 
to be recognized on the event photo and 
to drive traffic to their exhibits. “Brand-
ed Photos” and “Instant Rewards” are a 
unique way for sponsors to engage event 
attendees. 

What is different about your 
product/service vs. your  
competitors? 

There is no other mobile app that 
allows your event attendees to get mem-
orable photos and instant rewards right 
on their smart phone. Branded photos 
from your event will stream live across 
social media. We have a patent- pending 
platform with an exclusive feature set.

How many years have you 
exhibited at the IFEA’s Expo?

 This is our freshman year at the IFEA 
Convention. We are very excited to meet 
new friends. Please don’t haze us! ; )

Why did you decide to exhibit 
at the IFEA’s 60th Anniversary  
Convention & Expo? 

Our solution (GoldCamera) gets 
amazing results at large events/venues 
with loyal fans. We are excited for IFEA 
members to sample our product at the 
Convention & Expo.

What do you hope to get out 
of exhibiting at this year’s 
expo? 

We hope to meet some new friends, 
showcase our solution and have fun be-
ing part of the IFEA’S 60th Anniversary!

What is the best sales  
advice you’ve ever received?

Be yourself, listen closely and then 
explain how you can make a difference.

What is your customer  
service philosophy? 

Be attentive. Practice kindness. Have 
fun. People want to do business with 
people they like.

CONTACT INFORMATION

Michele Leach      
Director, Marketing and  
Communications 
Mobilize Solutions 
2192 Dupont Drive 
Irvine, CA 92612 
310- ‐893- ‐1970 
Michele@mobilize.solutions 
www.mobilize.solutions

EXHIBITOR SPOTLIGHT

We are a tech start up founded in 2013 
by two Fortune 500 executives. Our mis-
sion is to help our partners engage their 
customers to promote and grow their 

business. Our GoldCamera solution allows event attendees to create and share 
branded photos for instant rewards. 
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How many employees does 
your company have?

Three super-agents, one super hypno-
tist.

How has your company 
grown over the years? 

By evolving into different markets 
(one-on-one; college entertainment; 
corporate & association entertainment; 
workshops), while keeping the core 
professionalism of this brand of hypno-
sis performance; for audiences of 100 or 
10,000.

What areas do you serve with 
your product/service? 

North America, Bahamas, Caribbean.

Give us your ‘Elevator Pitch’ 
about your product/service.

Festival and Fair goers – Do you 
want an experience that’s safe, fun, and 
unique? We deliver that! Participants 
have a chance to be creative and shine 
while the audience travels with them on 
a journey through the imagination. Tom 
DeLuca will amaze the youth and the 
parents in your audience!

What is different about your prod-
uct/service vs. your competitors? 

Adaptability, universal appeal and 
amazing accolades. This is a family 

friendly show that’s cutting edge without 
being crude. Demand for Tom’s show 
reaches across the spectrum of special 
events markets – campuses, corporate 
family outings, business conventions – 
and this demonstrates his unique appeal 
to a broad based demographic. Tom is 
the 4-Time National Campus Entertainer 
of The Year, featured on Dateline NBC, 
Good Morning America, and dozens of 
other national media. There’s a warmth 
to this show --Sure, the volunteers are the 
stars of the show but Tom crafts the ex-
perience in such a way that the audience 
truly connects with the personalities on 
stage. “His approach is to forgo the gim-
mickry to reveal the fun and wonder hid-
den in the attics of his volunteers’ minds. 
There are moments of joy and happiness 
on stage.” Rolling Stone Magazine

How many years have you 
exhibited at the IFEA’s expo?

1st Time Vendor! Really excited!!

Why did you decide to exhibit 
at the IFEA’s 60th Anniversary 
Convention & Expo? 

 When I saw the opportunity to intro-
duce myself to the IFEA professionals I 
had to say, Yes.

What do you hope to get out of 
exhibiting at this year’s expo? 

Get to meet leaders in the industry; 
discuss how, what we do can fulfill their 
programming niche.

What is the best sales  
advice you’ve ever received? 

Be quiet . . . LISTEN. Respond after 
you’ve really listened. 

What is your customer  
service philosophy? 

Deliver the best performance and sup-
port. Listen to what the client wants then 
get the DeLuca Team together with the 
client’s team to make it happen.

CONTACT INFORMATION

Tom DeLuca or Sara Schlossman 
President of Fun / Director of Ops
DeLuca Enterprises, Inc.
1464 Windsong Road
Orlando, FL, 32809, U.S.A.  
407 240 7909   
TD@TomDeLuca.com   
http://TomDeLuca.com

I started doing hypnosis shows in clubs 
while in college then graduated to perform-
ing on the college entertainment market. 
Word got out through national exposure 
(T.V., print media), and my hypnosis show 
became popular in many different markets. 
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How many employees does 
your company have?

Currently MedTech has 90 employ-
ees in various capacities from sales to 
production. 

How has your company 
grown over the years? 

Over the past few years MedTech has 
advanced in many ways, from offering 
more high tech, superior products like 
RFID wristbands and enhanced printing 
capabilities such as full color artwork, 
and variable data such as QR codes and 
Cashless technology. 

What areas do you serve with 
your product/service? 

MedTech Wristbands can be found in 
over 140 countries worldwide. 

Give us your ‘Elevator Pitch’ 
about your product/service.

At Medtech wristbands our focus is the 
customer, we make sure that our clients 
are provided with innovation solutions 
that promote their brands, sponsors, 
events and venues. We want our clients 
to not only order wristbands from us but 
feel comfortable in knowing that they 
are getting the assistance they need in 
everything from: Trends and tips from 
what is popular in their industry, how QR 
codes/variable data can benefit them and 
also increase long term revenue, as well as, 
how using a MedTech wristband can assist 
in brand awareness and create a better 
customer experience. At MedTech we also 
offer a full team of graphic designers to 
help you get the band you want. For us, 
its important that our customers know 
that we are not a wristband reseller, we’re 
the manufacturer so you can be sure that 
you’re going to get a wristband that is 
exactly what you’re wanting. We say it all 
the time, “stop being told what you need, 
and start getting what you want!”

What is your newest product/
service that you have to offer 
that attendees need to know 
about? 

MedTech now offers fabric wristbands 
and RFID technology. We also promote 
full color printing with Variable data 
meaning that every band you order can 
be customized with different informa-
tion like your patrons name, birthday, 
seat number or photo. There is no other 
wristband company that can offer the 
same! One of the best benefits of dealing 
with MedTech is that we also specialize 
in making sure that our customers get 
their bands quickly by offering same day 
printing and shipping options. 

What is different about your 
product/service vs. your  
competitors? 

At MedTech we manufacture our bands 
in-house. This means you get the bands 
you want in time for your event. We 
stand out from the competition in many 
ways including our ability to offer same 
day printing and shipping for any last 
minute events. Our full color printing ca-
pabilities and variable data options give 
customers the ability to create a truly cus-
tom wristband. With representatives that 
are truly focused on customer service and 
ensuring that you’re taken care of from 
you’re inquiry all the way to your product 
being in your hands, you can be sure that 
MedTech is there to support you. 

How many years have you 
exhibited at the IFEA’s expo?

8 years

Why did you decide to exhibit 
at the IFEA’s 60th Anniversary  
Convention & Expo? 

IFEA is a great opportunity to pro-
mote new products and services as well 
as network with like-minded industry 
professionals. 

What do you hope to get out of 
exhibiting at this year’s expo? 

This year we would love to see more 
individuals try MedTech products and ser-
vices. We hope that by individuals learning 
who we are and the services we offer will 
encourage them to take more chances with 
their wristbands and more importantly to 
see that the options and possibilities out 
there for them are really endless!

What is the best sales  
advice you’ve ever received? 

“Every no, brings you closer to a yes.” 
Never be afraid to offer something new 
to an existing customer or promote new 
products or services out of fear that they 
may say no. Explain the benefits and help 
educate the customer. 

What is your customer  
service philosophy? 

At MedTech we feel that the custom-
er service a customer receives should 
always be that of helpful, positive, and 
encouraging. Because we offer so many 
amazing options for our bands we don’t 
always believe the customer is right, we 
do believe that the customer has a right. 
They have a right to be informed, they 
have a right to top quality products, and 
they have a right to choose. The ability to 
choose the product and design you want 
can push your event to memorable status.

CONTACT INFORMATION

Shiree Shafer 
Sales Operations 
Ticketfly
111 Townsend Street
San Francisco, CA 94107, USA
415.798.2325 
www.ticketfly.com
shiree@ticketfly.com

EXHIBITOR SPOTLIGHT

MedTech was created in 1993 with 
a strong focus on supplying medical 
wristbands /services /products to var-
ious companies within the medical 

field. As time evolved and more industries became aware of the high quality and impeccable 
service that MedTech offered, we branched out to be able to provide innovative solutions to fairs, 
festivals, sporting industries and amusement parks worldwide. 
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How has your company 
grown over the years? 

President Barry Kern has taken Kern 
Studios from a float building compa-
ny specializing in New Orleans Mardi 
Gras to be the world’s leading maker of 
floats, props, and sculpture. Kern artists 
have been behind major projects for 
theme parks including Disney, Universal 
Studios, Paramount Parks, Six Flags and 
casinos including Harrah’s, MGM Grand, 
Circus Casino, and countless other 
projects internationally. Kern Studios 
produces floats and props for over forty 
New Orleans parades as well as pageants 
around the world—from Shanghai to 
Montreal.

Give us your ‘Elevator Pitch’ 
about your product/service.

We make the magic of Mardi Gras and 
the world’s great parades. Our props and 
sculptures dazzle millions and define 
brands. Since 1932, Kern Studios has 
been as much a part of Carnival as the 
parades New Orleans loves. Kern Studios 
designs, builds, and produces parades, 
creates unique objects of art, and builds 
themed environments for museums, 
theme parks, restaurants, and attractions 
worldwide. We'll design and construct 

one incomparable float or plan and 
produce an entire pageant of epic propor-
tions. You can expect brilliant concepts, 
flawless execution, and a truly memora-
ble expression unique to your setting and 
occasion. You can always tell a Kern float. 
The difference is measured in smiles. 
Start the magic rolling.

What is different about your 
product/service vs. your  
competitors? 

Kern Studios guides projects from 
concept to completion. The company’s 
global creative team helps clients identify 
themes, define the style, and bring ideas 
to life. Kern Studios artists blend Old 
World float-building methods that every-
one treasures with new technologies that 
wow spectators. We also know how im-
portant brand standards are, having been 
entrusted to work on projects for Disney, 
Universal Studios, the NFL, Samsung, 
M&M’s, and DIRECTV.

How many years have you 
exhibited at the IFEA’s expo?

We have exhibited at IFEA’s expo 
through the years. Our new development 
plan focuses on new business in the festi-
vals and event industry.

Why did you decide to exhibit 
at the IFEA’s 60th Anniversary  
Convention & Expo? 

We love what we do, and want to share 
our creative production services and spec-
tacular float, prop, and sculpture inventory 
with more event planners, companies, ven-
ues, theme parks, and brands. Who doesn’t 
love making millions of people happy?

 
What is your customer  
service philosophy? 

If it can be imagined, we can make it. 
Let’s make something magical together!

CONTACT INFORMATION

Barry Kern 
President
Robin McDowell 
Development Manager
Kern Studios at Mardi Gras World
1380 Port of New Orleans Place
New Orleans, Louisiana 70130 USA
504-527-0393
504-321-6011   
barry@kernstudios.com
robin@kernstudios.com 
www.kernstudios.com

Blaine’s father, Roy Kern, was an artist turned sign painter 
who worked his way through the Depression painting names 
on the bows of freighters and barges. As a young boy, Blaine 
learned and watched as his father build his first Mardi Gras 
float on the back on a mule-drawn wagon in 1932, and wait-
ed for his chance. That chance came in 1947 when Blaine’s 
mother was hospitalized. The young man painted a mural in 

the hospital to help pay her medical bills. The painting 
caught the eye of a surgeon who was captain of the 
Mardi Gras Krewe of Alla. One float led to another and 
Blaine was hired to design a complete parade. Over 
time, he became the city’s leading parade designer 

and builder, working with Rex, Zulu and other legendary krewes. Blaine was instrumental in the 
founding and formative years of some of New Orleans biggest parades and “Super Krewes.” 
During numerous trips to Italy, France, and Spain, Blaine was impressed by the extravagant prop 
concepts and animation that marked the European style of float building. He brought them home 
to New Orleans and developed the monumental scale and lavish ornamentation of today’s Mardi 
Gras spectaculars. The Kerns are universally recognized as the makers of Mardi Gras magic. The 
tradition continues under the third generation of Kern leadership. Blaine’s son, Barry Kern, is the 
president and CEO of Kern Studios and Mardi Gras World.
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How many employees does 
your company have?

National Event Services employs 
just under 1,000 employees across the 
country.

How has your company 
grown over the years? 

National Event Services is a barometer 
of the times.  When times are good, we 
grow.  When times are tough, we slow, 
but events exist rain or shine.  2015 has 
been a great year for us.

What areas do you serve with 
your product/service? 

National Event Services covers 41 
states.

Give us your ‘Elevator Pitch’ 
about your product/service.

National Event Services has been 
partnering with concerts, festivals, air 
shows, sporting events, marathons, golf 
tournaments, the Olympics, Presiden-
tial inaugurations and more for over 50 
years.  Our rental fencing, crowd control 
barricades, portable toilets, comfort 
stations and mobile storage containers 
will take your next event to a higher level.  
Call us today.

What is your newest product/
service that you have to offer 
that attendees need to know 
about? 

We have brand new luxury comfort sta-
tions that are so nice, you’ll forget you’re 
in a restroom trailer!

What is different about your 
product/service vs. your  
competitors? 

Our service is second to none and we 
offer fencing and barricades to more 
areas of the country than any of our 
competitors.

How many years have you 
exhibited at the IFEA’s expo?

National Event Services has exhibited 
at the IFEA Expo for many years and 
are happy to be a part of this 60th year 
celebration.

Why did you decide to 
exhibit at the IFEA’s 60th 
Anniversary  
Convention & Expo? 

We’ve been exhibiting at IFEA for years 
and wouldn’t miss this happy occasion to 
celebrate this milestone with our friends.

What do you hope to get out 
of exhibiting at this year’s 
expo? 

As with every show we attend, we are 
looking to strengthen current relation-
ships and create new business opportuni-
ties for years to come.

What is the best sales  
advice you’ve ever received? 

Don’t ever “sell” anyone.  Inspire and 
help others along the way and the rest 
will follow.

What is your customer  
service philosophy? 

Treat people the way you want to be 
treated.

CONTACT INFORMATION

Scott Barley   
Sales & Marketing Director
National Construction Rentals
15319 Chatsworth Street
Mission Hills, CA, 91345, USA 
800-352-5675 
info@rentnational.com  
www.rentnational.com

EXHIBITOR SPOTLIGHT

National Construction Rentals 
started as a small company in 
1962 selling chain link fenc-
es.  When customers started 
to inquire about renting fenc-
es, our business model soon 
changed.  Today, National 
Construction Rentals and Na-

tional Event Services are the largest suppliers of rental fence, barricades, portable restrooms, 
storage containers and temporary power in the country.  Good thing we listen to our customers!

Good People. Great Service.®
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How many employees  
does your company have?

Ticketfly has 160 rock stars working 
across North America. Flyers are the 
biggest fans of the events they promote—
we’ve got DJs, musicians, vocalists, and 
mad talented karaoke singers.

How has your company  
grown over the years? 

We’ve processed more than $1B of 
ticket transactions for events throughout 
North America. We work with 1,100 
partners including Merriweather Post 
Pavilion, Central Park Summerstage, 
and Burning Man. We’ve continually 
launched disruptive products, like the 
first fan CRM suite (Fanbase). In 2015, 
we were named one of Fast Company's 
"Most Innovative Companies in Music." 

 
What areas do you serve with 
your product/service? 

We serve venues and promoters of 
all sizes across the United States and 
Canada.

Give us your ‘Elevator Pitch’ 
about your product/service. 

Ticketfly is a technology company that's 
using software to reimagine live events 
for promoters and fans. For promoters, 
Ticketfly's integrated platform powers the 
entire event lifecycle, from booking the 
right talent to maximizing ticket sales to 
selling concessions. For fans, Ticketfly 
offers curated picks from trendsetting ven-
ues and a quick and easy mobile purchase 
flow that gets you where you want to be 
in just a few taps. Over 1,100 leading 
venues and promoters have partnered 
with Ticketfly to power their events, in-
cluding Merriweather Post Pavilion, Riot 
Fest, Central Park Summerstage, Pitchfork 
Music Festival, Pemberton Music Festival, 
Tortuga Music Festival. Since its founding, 
Ticketfly has processed more than $1B of 
ticket transactions for events throughout 
North America. In 2015, Ticketfly was 
named one of Fast Company's "Most 
Innovative Companies in Music."

What is your newest product/ 
service that you have to offer 
that attendees need to know 
about? 

Ticketfly Pulse, which gives promot-
ers real-time event stats right on their 
phones. Being an event promoter is a 
tough, 24/7 job, and work doesn’t stop 
outside the office. You need your most 
important event stats at your fingertips 
when you’re on-the-go. That’s why we 
created Ticketfly Pulse, the first product 
of its kind to give you real-time event 
information like ticket counts, gross, 
and scan counts, all on your phone. 
We’re talking up-to-the-second stats that 
update right before your eyes without 
you having to refresh, which can make 
a big difference in the fast-paced world 
of a promoter. Now you can spend more 
time producing great events and less time 
tracking down data.

What is different about your  
product/service vs. Your  
competitors? 

We have a track record of innovation—
we set out to topple the ticketing status 
quo and have done so at every step. Our 
cloud-based platform goes far beyond 
just ticketing: it powers the entire event 
lifecycle, from booking the right talent 
to maximizing ticket sales to selling 
concessions. Our executive team has deep 
industry roots (our co-founder and CEO, 
Andrew Dreskin, co-founded TicketWeb, 
the first company to ever sell tickets 
online) as well as top talent from some 
of the world’s best technology companies 
(our COO came from Amazon). We put 
your brand first and work hard to earn 
your trust. Our client support team is the 
best in the business, made up of passion-
ate people who are your biggest fans. 
With us, you’re never just a number. Let 
us take care of the tech, so you can take 
care of the fans.

How many years have you 
exhibited at the IFEA’s expo?  

2015 will be Ticketfly’s Fifth year exhib-
iting at IFEA.

Why did you decide to exhibit 
at the IFEA’s 60th Anniversary 
Convention & Expo?

We are at the forefront of festival tech-
nology and want the industry as a whole 
to learn more about our software and 
experienced operations team.

What do you hope to get out of 
exhibiting at this year’s expo? 

We are looking forward to meeting event 
producers with interest in improving their 
fan and staff experiences. Ticketfly’s technol-
ogy is not just limited to ticketing software - 
we have concessions and merchandise point 
of sale system coming out later this year 
along with other tools designed to boost 
performance and efficiency. 

What is the best sales advice 
you’ve ever received? 

Listen don’t pitch.  Prioritize the other 
parties needs vs fulfill your agenda.

What is your customer service 
philosophy? 

Our customer service is the best in 
the business. Our support team is made 
up of dedicated, passionate people with 
deep industry knowledge—oftentimes 
they come from the promoter world. 
No customer is simply a number to our 
team; they’re dedicated to finding solu-
tions that fit your business.

CONTACT INFORMATION

Shiree Shafer
Sales Operations 
Ticketfly
111 Townsend Street
San Francisco, CA 94107, USA
415.798.2325 
www.ticketfly.com
shiree@ticketfly.com 

EXHIBITOR SPOTLIGHT

Ticketfly was co-founded in 2008 by Andrew Dreskin, formerly the co-founder 
of TicketWeb, the first company to sell tickets online (that was back in the 90s). 
After selling Ticketweb in 2000, Andrew went back to his roots as a concert 

promoter. But as the aughts wore on, Andrew became increasingly intrigued by emerging technology that he thought 
could transform the concert ticketing business (social, mobile, etc.). He decided to get the band back together and 
form Ticketfly, a live event technology company that would reimagine live events with software that would do far more 
than just sell tickets—it would power the entire event lifecycle for promoters and fans.
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How many employees does 
your company have?

We have 5 employees. 

How has your company 
grown over the years? 

CloudFair is a new company. After 3 
years of intensive research and develop-
ment, CloudFair is launching our prod-
uct to vendors and event organizations. 

What areas do you serve with 
your product/service? 

CloudFair is a cloud-based business 
that can be used internationally. We cur-
rently have an English version. All it takes 
is an internet connection. 

Give us your ‘Elevator Pitch’ 
about your product/service.

Imagine a world where your organi-
zation can advertise all your events to a 
professional vendor’s database and being 
able to search for vendors by a category. 
Imagine being able to allow a vendor 
to click a mouse and send your event a 
typed application including vendor name, 
contact, address, telephone, email, history 
of their business, pictures of their booth/
trailer, products sold, insurance certificates 
and references. Now imagine your event 
management logging in from anywhere 
and be able to view the typed completed 
application and accept the vendor’s appli-
cation. And then later, be able to export 
this information to print contracts, labels, 
lists by location, type of vendor, etc. 
Doing this without having to re-enter any 
of the vendor information. Cloudfair also 
includes an Audit System to keep track of 
concession sales. Imagine the possibilities 
by having all of this data at your finger-
tips. CloudFair is the answer. Oh, by the 

way, its FREE to you because the vendors 
are picking up the tab. 97% of the profes-
sional vendors want this to happen.

What is your newest product/ser-
vice that you have to offer that 
attendees need to know about? 

We are always adding features based on 
input from our members. The newest fea-
ture is for event organizations to be able 
to search the vendor database to find a 
specific type of vendor. An example, if you 
need a pizza vendor and you are in Colo-
rado, it will list local pizza vendors. How 
cool is that? We are also in the process of 
finalizing our audit input system for events 
that use a daily audit for their concessions.

What is different about your 
product/service vs. your  
competitors? 

We were created by our industry with 
the help of fairs, festivals and vendors. We 
were able to start from scratch and design 
it using terminology used by our industry. 
The goals: To end the duplication and 
redundancy of the efforts of professional 
vendors and professional organizations. 
To standardize the application process. To 
be able to search for fairs and apply. To 
be searched by professional organizations 
and allow them to invite you. 

How many years have you 
exhibited at the IFEA’s expo?

We are a first time vendor.

Why did you decide to exhibit 
at the IFEA’s 60th Anniversary  
Convention & Expo? 

We wanted to be part of an organiza-
tion that is interested in innovation and 
education.

What do you hope to get out of 
exhibiting at this year’s expo? 

Our goal is to introduce people to 
CloudFair and all of the benefits it has 
to offer. CloudFair can be for everyone, 
from events with only 20 vendors to large 
events with thousands. It allows your 
organization to reduce the duplication of 
efforts and make you more efficient.

What is the best sales  
advice you’ve ever received? 

Be there to solve the problem, not cre-
ate the problem, based on the customer’s 
real needs. 

What is your customer  
service philosophy? 

Obviously, to create a responsive team. 
But more than that, we are an evolving 
business. Our Members, both the ven-
dors and the event organizations, are our 
partners. Their ideas and suggestions for 
enhancements are huge to us. Because of 
this partnership, you will be getting new 
features in real time.

CONTACT INFORMATION

Robert Riggs
CEO
CloudFair
PO BOX 27740
Las Vegas, NV 89126 USA 
800-433-9650 
bob@cloudfair.net 
Cloudfair.net

EXHIBITOR SPOTLIGHT

CloudFair was created to simplify the application 
and audit process for fairs, festivals, events and ven-

dors. Applying to events has long been a tedious and repetitive process for everyone involved. 
A standardized application process has not been available. Traditionally, applications are filled 
out by hand and are often difficult to read. These important documents are mailed, in hopes they 
will reach their destination on time and in order. CloudFair developed the solution to these prob-
lems. Vendors create and save their detailed online application. Vendors will search for upcoming 
events that are posted on CloudFair. Then with the click of a button, they are able to submit their 
application to the chosen event. Events are notified on their CloudFair home page of pending 
applications. Event staff no longer need to decipher and retype information into their computer. 
It’s all there on your computer ready to export. And it’s FREE for events to use!
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From our earliest years, negotiation is 
an integral part of our DNA. When we are 
younger, we negotiate with our parents 
for extra dessert, playdates with friends 
and the keys to the car. We negotiate 
with our professors for more time on our 
homework, extensions on our projects 
and our grades. When we enter the work-
force, we negotiate our salary, responsibil-
ities, job title and vacation time. We live 
our whole lives negotiating. 

Whether we are negotiating with our 
families, teachers, supervisors or friends, 
the question, for both parties is “What’s in 
it for me?” Our most profitable, rewarding 
and lasting business relationships are a 
result of negotiating a successful outcome 
for all involved. So how do we start?

Successful negotiations are a result of 
preparation, evaluation, understanding 
and compromise. Look back to one of 
your most successful negotiations with 
an internal or external client. Retrace the 
steps that led to this achievement. Chances 
are, you entered the negotiation prepared. 
Your communication skills were focused 
on listening and your goal was a successful 
outcome for both you and your client.

Your personal brand, the opinion oth-
ers have of you, is enhanced by successful 
negotiation skills. So let’s review a few 
components of a successful negotiation.

1. Keep Your Eye on the Goal 
In order to accomplish your goal in the 

negotiation, you must be clear on what you 

want to achieve from the negotiation. Most 
negotiators have a price target or specific 
goal in mind. Where can you compromise? 
Where are you flexible? What is the net 
outcome that you must walk away with? 
How will these factors impact the party you 
are negotiating with? Do your best to deter-
mine your client’s goal if they do not share 
it. Is there a way to meet in the middle? 
You will need to understand the priority of 
the other side as much as your own. 

2. Preparation
With your eye on the goal, prepare a 

strategy. Learn all you can about the client 
and their situation. Talk to business associ-
ates who are familiar with your client and 
their industry. What are their strengths, 
weaknesses, challenges, initiatives? If you 
are the “buyer” – be familiar with the in-
dustry. One negotiation strategy frequently 
used is “padding” the proposal with items 
that may not be important to either party. 
You may also witness negotiation to an 
extreme position – the client is requesting 
far more than they should. Be patient. 
Will meeting in the middle work for both 
of you? If you were the client, would you 
feel the offer you extended is of fair or 
exceptional value?

3. Attitude
Be optimistic! Aim high and maintain 

a positive mindset. When you expect 
more and create a case for more, you are 
in a favorable position to gain more. Ne-

gotiation may take longer than we expect 
due to many factors: time, decisions from 
others, culture, or perceived importance. 
Be willing to politely walk away from a 
negotiation that is floundering or is com-
pletely one-sided. Do your best to foster 
a professional attitude and atmosphere. 
Negative personalities, bullying, and 
irrational behaviors have no place in the 
process or the workplace in general.

4. Outcome
If you are selling a product, you must 

protect the “meat” of your proposal. 
You cannot offer an inferior product for 
a lower fee. You want to cultivate and 
maintain the reputation of offering a 
superior product and exemplary service. 
Once the negotiation is completed, your 
performance, fulfillment and activation 
is crucial. On the other hand, as a buyer, 
you must protect your budget. If possible, 
review a menu of options first and be 
cautious about disclosing your budget 
right away. Listen carefully to the options 
to determine what you truly need. 

The secret of your success is ensuring 
that the final product of the negotiation is a 
positive outcome for both sides. There will 
always be times that you “win” a bit more 
or you “lose” a bit. Make sure you stay re-
spectful of the other party and steer clear of 
grudges. The sale begins after the sale and 
the way you conduct yourself following 
the negotiation speaks volume about you 
and your company. Follow up on decisions 
agreed to, promises made and whenever 
possible, over deliver in a way that will not 
compromise your bottom line. When both 
parties feel good about the negotiation, the 
result is retention of positive and engaged 
clients with a focus on success and growth 
for all. Good luck! 

As a sales & marketing executive, 
Adjunct Professor at the Harrington 
School of Communications & Digital 
Literacy at the University of Rhode 
Island, active volunteer and board 
member, and international keynote 
speaker (gailspeaks.com), Gail Lowney 
Alofsin does her best to negotiate 
successful outcomes for all involved. 
Her book, Your “Someday” is NOW! 
What are YOU Waiting for?, focuses 
on living YOUR best life, to the fullest. 
Gail can be reached at 401-640-4418 
or gail@gailspeaks.com. Follow Gail on 
Twitter - @gailalofsin.

WHAT’S IN IT FOR THEM?  Negotiating Successful Outcomes 
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The notion of processing transactions 
digitally without the need for physical 
cash started in the 1990s when smart 
card systems were introduced into the 
European market. A smart card served as 
an “electronic purse” that stored pre-load-
ed funds on the card so that card readers 
would not require network connectivity 
to process transactions. To this day, smart 
card systems are still in use where event 
promoters have utilized closed-loop 
currencies that are used only within the 
carnival environment, as patrons swipe 
their cards to pay for each attraction. 

In an article from the March 2000 issue 
of Card Technology Magazine, an author 
first cited that “the smart card has come 
a long way over the past 10 years, but has 
a long way to go.”   The article predicated 
that the smart card would evolve into 
using “a high speed interface such as 

USB or those commonly used on mobile 
phones.”  Fast forward 15 years later and 
the world has shifted from emphasizing 
the use of smart card technology to more 
efficient contactless systems leveraging 
Radio Frequency Identification (RFID) 
and Near Field Communications (NFC) 
technologies. 

It seemed ahead of its time when a 
small festival in Corvallis, Oregon called 
Da Vinci Days piloted the first closed-
loop cashless payment system back in 
1996 working with Evention Technolo-
gies. This system utilized a chip card that 
was pre-loaded with cash and could be 
swiped by a reader at each vendor’s stand.  
Now, festivals worldwide have moved to a 
new world of wristbands embedded with 
a tiny RFID chip, tap and go pay stations 
and what some would call a mobile 
wallet on your wrist.  The world’s largest 

festivals have embraced cashless payment 
technology including TomorrowWorld, 
Rock in Rio USA, Electric Daisy Carnival, 
Carolina Country Music Fest, Wine Am-
plified and Taste Food Festivals. 

In a short timespan, the recent 
evolution of digital payments using 
RFID-enabled wristbands has empowered 
organizers to take great strides in elevat-
ing their event experience by going fully 
cashless for all on-site purchases as the 
sole method of payment.  By pre-loading 
or “topping-up” their wristbands with 
digital event currency in advance, patrons 
benefit from speedy transactions and 
significantly reduced queues to make 
purchases for food, drink, merchandise 
and more with a simple tap of their 
wristband.  No more fumbling for cash, 
hitting the ATM, carrying large amounts 
of cash or risk losing their wallets.  Mak-

THE EMERGENCE 
OF A CASHLESS 

FESTIVAL 
LANDSCAPE

Greg Flakus and Eric Janssen

Intellitix’s Cashless Payment Solution at Rock in Rio USA in Las Vegas, NV.

Cashless payment technology 
has never been more relevant 
in the live event space than it is  
today, as event organizers, vendors 
and patrons are widely adopting  
cashless payment solutions for the 
value-added benefits. 
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ing purchases has never been easier or 
more convenient. Festivalgoers also have 
full control and transparency of their 
on-site spending, as all transactions are 
digitally recorded and accessible online 
to registered users. 

As a result of faster transaction times 
and pre-loading of event credit, it has 
been proven that vendors and organizers 
can gain an increase of 15-30% in on-site 
revenue from cashless systems compared 
to traditional forms of payment at an 
event.  Through real-time sales reporting 
and a wealth of audience demographic 
and purchasing data, vendors and orga-
nizers are able to optimize sales opportu-
nities and enrich future event content by 
identifying bestsellers and understanding 
what their audience really desires.  Cash-
less systems also take the major expense 
of money handling, counting cash or 
weighing physical paper or plastic tokens 
out of the picture. Vendor reconciliation 
is made simple and processed digitally 
with absolute accuracy and transparency. 

When considering going cashless, the 
most effective platform for festivals and 
live events uses a “closed-loop system,” 
which works off a secure, private VLAN 
network with a contained event data-
base to process transactions in patron 
accounts. Closed-loop systems have the 
ability to operate both online and offline 
(when network connectivity is not avail-
able), ensuring cashless payments will 
always be processed with 100% uptime 
across an event.  This is particularly 
relevant for open-air festivals, remote 
locations and busy signal areas where 

network connectivity may not always be 
reliable.  The guest’s spending experience 
will never be interrupted.

In contrast, a cashless “open-loop 
system” accesses the patron’s payment 
device to process transactions directly on 
their credit or debit card network at the 
time of purchase, requiring network con-
nectivity to receive authorization from 
the credit card company or issuing bank.  
The system cannot operate in complete 
offline mode, which may result in down-
time processing cashless payments when 
the network is not available or charge-

backs.  Transactions require more time 
waiting for credit or debit authorizations 
and if a network connection cannot be 
established, cashless payments cannot be 
processed, resulting in lost sales. 

RFID technology is at the forefront of 
this cashless revolution, despite devel-
opments in NFC mobile payments such 
as Apple Pay that runs on an open-loop 
system requiring network connectivity to 
process transactions. There are limitations 
to using smartphones in current-day 
festival environments such as battery 
drainage and lack of charging stations, 
lack of signal, lost or stolen phones, and 
compatibility issues with different phone 
platforms; NFC is still fairly nascent. 
Whereas RFID technology has been 
used in various industries for almost 50 
years and RFID-enabled devices such as 
wristbands are accessible to all festival-
goers and can also be integrated with 
access control systems and social media 
rich brand amplification opportunities. 
Nevertheless, Apple Pay with NFC is a 
great reason to be excited about the fu-
ture of cashless payments. This confirms 
that the future is in paying with the tap of 
your wrist! There is no doubt that mobile 
phone based systems like Apple Pay will 
eventually become the norm, but it will 
take a long time until we see the impact 
at events.

The rise of cashless payment tech-
nology continues and shows no signs 
of slowing down, as people have now 
experienced cashless in action at some 
of the biggest events in the world and 
have grown to trust and understand the 
technology. The myriad of benefits to 
organizers, vendors and consumers are 

Intellitix’s Cashless Payment Solution at Wine Amplified in Las Vegas, NV

Intellitix’s Cashless Payment Solution at Electric Daisy Carnival in Orlando, FL.

Continued on page 71
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REDUCING 
THREATS 
BY CREATING 
A POSITIVE 
CULTURE

Now more than ever our orga-
nizations need to be safe and 
secure. Everyday there are in-
cidents and reported stories 
detailing tragic events that are 
the end result of an individual's 
despair.  Protecting our orga-
nizations is a priority.  The vast 
number of tools, products and  
resources are so numerous and 
overwhelming, often we are left 
making costly decisions with 
little confidence the security 
upgrades will really solve the 
problem. Understanding simple 
methods of improving internal 
culture can improve safety and 
security for an organization while 
increasing productivity.

BY COLE SMITH



While serving as a Special Agent in the 
Regional Security Office at the U.S Consul-
ate in Jeddah, Saudi Arabia, I faced numer-
ous safety and security concerns for the 
diplomats and their families.  An ongoing 
issue was the concern of our third-coun-
try-national employees being recruited by 
foreign intelligence services.  Being in a 
foreign country, our security team was ex-
tremely limited on effective legal options.  
In consultation with leadership within 
the Consulate, we came up with a basic 
plan that would reduce the frequency of 
this threat while increasing the likelihood 
of reporting regarding this matter.  The 
end state of our endeavors encompassed a 
targeted focus of three specific areas in the 
Consulate, which in turn created a better 
environment to work in, happier employ-
ees and increased productivity. 

The first area we addressed was what 
employees were seeing and perceiving as 
they entered their place of work.  Our goal 
was to create an environment inviting to 
diversity, creativity and optimism, while 
at the same time was clean and orga-
nized.  Since a large number of employees 
were Muslim we provided a prayer room 
for them allowing for them to practice 
their core beliefs.  In addition to this we 
adjusted the method in which employees 
entered our secure facility.  Clear paths 
were painted and signs made to direct and 
expedite employees coming in for work.  
This replaced the need for a security guard 
verbally directing employees, and allowing 
employees to feel trusted and enabled 
while not compromising security.  Artwork 
through the building was replaced with 
pieces that reflected not only American 
culture, but also the culture of those 
working there.  In part a sense of belong-
ing resonated through the organization.  
Employees saw and perceived on a daily 
basis a place they wanted to be a part of 
and take care of; which resulted with them 
having the desire to uniquely contribute to 
build the organization.

Next we addressed what employees 
were hearing and how they understood 
the dynamics of the culture in the Consul-
ate.  A unified effort amongst supervisors 
was vital for this step.  Active "critical 
communication" became a standard for 
communication between supervisors and 
their subordinates.  When this is truly put 
to action, employees begin to understand 
and internalize mission goals.  At the same 
time they feel they are being heard and 
something is going to be done about it. 
This is core communication that focuses on 
issues and matters that change and grow an 
organization.  It is beyond the day-to-day 
fluff that is shared out of repetitiveness and 
convenience.  For this to be most effective, 
it must be a top down approach.  People 
follow those of us who lead.  I noticed the 

impact this had significantly when con-
ducting internal investigations.  Each time 
the interviewee and I reached the “critical 
communication” level, we both benefited 
and I received information that would 
not have otherwise been shared, while the 
interviewee felt confident they were being 
listened to.  Within 60 days of implement-
ing this approach two cases came to surface 
with issues tying back 10 years previous.  
It is clear that people respond positively 
when they feel they are being heard and 
when they understand what is being asked 
of them.  Our security team saw the bene-
fits from this as incident reporting went up 
ten-fold.  Again, a safer environment was 
created while better methods of commu-
nication improved the organization as a 
whole.  The ripple effect was the standard 
of communication changed not only be-
tween the supervisor and subordinate, but 
also between peers.

Finally we realized most importantly ac-
tions speak the loudest.  The organization 
as a whole had to embrace best practices in 
how people should be treated, rewarded, 
and developed professionally to complete 
the foundation of a great internal culture.  
How often do we as people automatically 
entitle ourselves based on pay, position and 
socio-economic factors.  More often than 
not people thrive on feeling superior and 
in charge.  This is a common practice in 
Saudi Arabia.  Third country nationals are 
the labor force that keeps the infrastructure 
intact.  Saudi Arabians have a very distinct 
class difference between themselves and 
those manual laborers.  

Undoubtedly this attitude poured into 
our organization. The sense of superiority 
and entitlement was addicting and poison-
ing amongst the American diplomats.  It 
affected growth opportunity for locals and 
diminished their role at the Consulate.  To 
counter this, events were organized that 
included all personnel and facilities at the 
Consulate were made available to accom-
modate all employees.  An example of 
this was making the use of the swimming 
pool after hours available to all.  Local staff 
could not go to public locations and swim 
because of Sharia law.  It was common for 
the local staff and their families to grow up 
and never have the opportunity to swim 
together as a family.  The Consulate created 
a new access policy allowing for the pool to 
be benefited by all, giving individuals the 
ability to swim with their families, in some 
occasions for the first time.  Additionally, 
emphasis was made on showing recog-
nition for employees.  Certificates were 
given and in most occasions became the 
wall art in offices throughout the building.  
When new positions became available, in 
everyway possible, interested employees 
were offered specific training to be com-
petitive for promotion and advancement.  

Simple changes in our actions as leaders 
had tremendous impact in the happiness 
of employees and their safety and security.  
Let me illustrate this with one other exam-
ple.  A close friend of mine was assigned as 
a regional security manager with a private 
organization to manage multiple U.S. gov-
ernment facilities in a country in Africa.  At 
the time this project received some of the 
lowest ratings possible.  Within 2 years this 
project was reviewed again and was rated 
the top in Africa.  I asked my friend what 
did he do.  Expecting a long list of things, 
he responded, “a weekly mile.”  A “weekly 
mile” consisted of him getting on his bike 
and riding around to each guard station 
and greeting the guards once a week.  By 
doing this, the internal culture changed 
immediately and he could then implement 
specific improvement plans.  

Resulting from a focus on improving our 
internal culture individuals became em-
powered.  They are now taking ownership 
in their future by improving the environ-
ment, protecting it by promptly reporting 
concerns and handling issues in their earli-
er stages before it becomes a more serious 
incident.  Similarly these same practices 
have been done throughout the business 
world.  Simply put, a happy employee 
works harder, harder work produces better 
results and better results increases revenue.  
The bi-product of all of this is a safer and 
more secure environment. 

In summary there are multiple avenues 
of approach to protecting our organi-
zations.  By making small adjustments 
within the culture an organization can 
make sound, long lasting changes that 
cost a fraction of other options by paying 
attention to the following three items:

1. What employees see and perceive.
2. What employees hear and understand.
3. What the organization’s actions  

are saying. 

A unified effort in guarding against 
unpredictable threats will always be more 
successful than a single individual or 
department trying to do it alone.

Cole Smith is a former Special 
Agent for the Bureau of Diplomatic 
Security Service under the Depart-
ment of State.  He served in the 
Regional Security Office in Saudi Ara-
bia and also was a member of their 
Special Response Unit, deploying to 
Jordan, Lebanon, Tunisia, Egypt, Ivory 
Coast, Kenya and Somalia.  Cole is 
an Intelligence Officer for the U.S 
Army Reserves.  He has an MBA from 
Utah State University, speaks Arabic 
and Cambodian and owner of Tresit 
Group, a security consulting firm.
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BY KAT PHILIPS

A storm is coming,  
an unattended bag 
was found and evac-
uation are words that  
filter through our brains 
every day as event orga-
nizers. The actions we 
take as event planners 
could prevent future 
damage to equipment 
and provide safety to 
our guests.



The key to creating a safe environment 
for our guests and our own sanity is to 
have an effective Emergency Plan. There 
are two types of Emergency Plans, a 
condensed version and a comprehensive 
version; more notably called an IAP (In-
cident Action Plan) by law enforcement 
and Emergency Personnel. The smaller 
more condensed version should be no 
longer than a few pages and include the 
important facts in as much detail as can 
be given without confusion. The con-
densed version is called an Emergency 
Action Plan or EAP. The EAP gives a brief 
description of what needs to happen 
when a situation arises. The items that are 
listed in an Emergency Action Plan are 
specific to an individual event; there is no 
right or wrong way to write one. In this 
article there are examples of what could 
be used and some tips to help guide the 
way through the process. This is what I 
have learned as an event organizer over 
the years from utilizing an EAP. 

The areas to cover in an Emergency 
Action Plan are the Purpose, Basic Infor-
mation (who, what and where), Severe 
weather, Communications, Lost Person 
Procedure and Emergency Evacuation.

This example shows a simplistic way 
to explain what the expectations are in a 
Communications plan, lost child proce-
dure, inclement weather and who to call 
if any of those things happen. The EAP 
should also have a broad yet detailed ver-
sion of the event’s evacuation plan stating 
what is expected of the person whether 
they are a volunteer or paid staff. 

THE COMPONENTS OF AN 
EMERGENCY PLAN ARE: 
Purpose: What are you trying to accom-
plish with your Action Plan? Who is 
going to receive it? 

Example of the National Cherry 
Festival’s Emergency Action Plan 
Purpose Statement

A. This emergency action plan pre-
determines actions to take before 
and during the “National Cherry 
Festival” (hereinafter referred to 
as the Festival) in response to an 
emergency or otherwise hazardous 
condition. These actions will be 
taken by organizers, management, 
operations, volunteer personnel, 
and attendees. These actions repre-
sent those required prior to the Fes-
tival in preparation for and those 
required during an emergency.

B. Flexibility must be exercised when 
implementing this plan because 
of the wide variety of potential 
hazards that exist for the Festival. 
These hazards include, but are not 

limited to, Fire, Medical Emergen-
cies, Severe Weather, Lost Person, or 
situations where Law Enforcement 
is required.

Communications Plan: What is the chain 
of command for your organization? Who 
is in charge and when? 

The communication plan should 
encompass how and when communica-
tions happen within the organization not 
only during an Emergency but also day to 
day. It is suggested that you have redun-
dancy in your communication abilities. 
I recommend a combination of digital 
or analog CB Radios, wireless Internet 
(Wi-Fi) and Mifi’s (mobile internet that 
can be on the move and utilized around 
the property). The use of cell phones with 
email and text message can be helpful 
when you have a sensitive conversation 
that you don’t want broadcasted over 
Radio that usually has an open mic to the 
public. Something to think about with 
Radios is “who has them and where are 
they?” The answer is commonly “I don’t 
know,” which means that we need to be 
more thoughtful about how and when in-
formation is broadcasted across channels. 
Day to day communications on the Radio 
Channels should be kept to about 4 
channels if possible even with the largest 
events to keep the structure streamlined. 
Those channels would be Operations, 
Daily Events, Extended Multi Day Events 
like Parades and Airshows and one chan-
nel for extended conversation that begins 
off the first three channels. An example 
would be the Cherry Festival uses channel 
2 for Airshow & Parades since they are at 
different times during the week. When we 
start using event channels on our radio 
circuit the police now know which to 
follow based on the information shared 
in our emergency plan.

An Example of the National Cherry 
Festival’s Communication Plan

Radio Channel Use
Channel 1 Regular National Cherry  

 Festival Communications  
 (All Emergencies)

Channel 2 Air Show and Parades
Channel 3 Event 
Channel 4  Extended Conversation

Please never use radio codes when 
talking on radios. In one legal jurisdic-
tion someone may say 10-50, he or she 
is talking about a car accident. Across the 
line, 10-50 means an officer needs help. 
That is the way it is across much of the 
country, 10-codes used in one jurisdiction 
are not the same as those used in another. 
That is why it is important that respond-

ers and incident managers use common 
terminology. There simply is no room 
for misunderstanding in an emergency 
situation.

Normal Radio Traffic
During normal radio traffic you will 

identify yourself by event or location 
and your name. For example, hold down 
the transmit button, count to one, then 
speak “Festival Dispatch from Open 
Space.” Festival Dispatch will say, “This is 
Festival Dispatch identify and go ahead 
Open Space.” Then you will speak, “This 
is YOUR NAME” and then your informa-
tion. Remember that if you are talking 
on the radio no one else can. Keep your 
messages short; think about what you are 
going to say before you say it.

Emergency Radio Traffic
If there is an emergency, you will turn 

to channel 1 and announce “Emergen-
cy Traffic Clear Channel” on radios for 
this and all emergencies. Only Festival 
dispatch will clear the channel for normal 
traffic after cleared for an Emergency.

There is one point of contact for 
Emergencies for the Cherry Festival. All 
emergencies will be reported to Festival 
Dispatch. Festival Dispatch will report to 
911. The only exception is for a life-threat-
ening situation for which you should call 
911 directly.

A Lost Person Procedure is one of the 
main emergencies that will arise, pan-
icked parents and scared children are not 
what you want at your event. A simple 
Lost Person Procedure like the example 
below will assist your event volunteers 
in finding lost individuals quickly and 
allows law enforcement to work with you 
on a common plan and meeting location 
in this example we are going to use a 
Welcome Center.

Lost Child/Parent/Person Procedure 
Example

Bring the reporting person immediately 
to the Welcome Center. 

Take a full description of the missing 
individual (name, age, height, hair color, 
eye color, what he or she was wearing, 
where last seen, how long ago). All infor-
mation is to be obtained BEFORE placing 
a lost child call over the radio.

The Welcome Center Director or As-
sistant will state “Clear the Channel” on 
Channel- 1 to all Festival personnel with 
a thorough description of the missing in-
dividual and last seen location – staff will 
then start looking for the lost individual.

 If the lost person (especially a child) is 
not found within 7 minutes, call 911.

 When the lost individual is found, he 
or she should be escorted to the Welcome 
Center immediately. 

Continued on page 68

      Fall 2015           IFEA’s ie: the business of international events    53



Does your organization have a strategic 
plan? For most of you, the answer is 
probably no. For those who say yes, I’ll 
bet you wound be challenged to explain 
it to me. Strategic plans, like mission 
statements, vision statements and orga-
nizational values, are often tucked on the 
shelf collecting dust.

For business strategy purists like my 
graduate class professors, a strategic plan 
has a very specific framework. Frankly, 
in my experience, an overly structured, 
overly analytic approach to strategic plan-
ning can inhibit creativity and ultimately 
produce an end product that is emotion-
less and forgettable – no offense to my 
fellow MBA graduates. Objectives, action 
items, strategies, tactics, and many other 
strategic planning terms can make the 
document confusing, impersonal, and 
ultimately unbearable. Chances are, if 
you actually do have a strategic plan right 
now, I just described it.

What you need is something memora-
ble. What you need is something amaz-
ing. A plan that is exciting and meaning-
ful. A plan that motivates, empowers, and 
inspires. It’s not easy to make a strategic 
plan that can do this, but the National 
Cherry Festival did. Festival organizers 
cracked the strategic plan code and I’m 
optimistic I can help you do the same.

I wish I could say it was an easy pro-
cess, but for the National Cherry Festival 
it took many years to get to the strate-
gic plan we have today. Early attempts 
produced the sterile results described 
above. The plan was thoughtful, but it 
was forgettable. 

When I became interim Executive 
Director of the National Cherry Festival 
five years ago at the age thirty-five, the 
organization did not have a strategic 

plan. Before I could officially designate as 
Executive Director, the Board of Directors 
required that the organization develop a 
strategic plan. The responsibility seemed 
ominous in light of the fact that I had 
no executive experience at the time and 
we were starting the strategic planning 
process from scratch. I brought in a fa-
cilitator, tapped into my MBA education, 
and rallied with the board to produce 
a comprehensive document that would 
serve as a compass of sorts for the next 
three years. I ultimately became Executive 
Director and carried the strategic plan like 
scripture into the future.

Unfortunately, it was long and com-
plicated. Over a three-year period a plan 
with seven goals and thirty action items 
grew into twenty-five pages of content. 
Everything in the document was import-
ant, but it wasn’t a strategic plan. It had 
morphed into an operational plan, a 
finance plan, a marketing plan, a public 
relations plan, a sales plan, an education 
plan and more. The strategic plan had 
turned into a catch-all for everything the 
organization was doing. It was not doing 
the job it was intended to do.

After the 2014 Festival, we were coming 
to the end of most of the items outlined 
in the strategic plan - a virtual culmina-
tion of three years of work. At that time 
the Festival was under extreme criticism 
for being too big, too commercial, and 
out of touch with the community. Elected 
officials were regularly attacking the Fes-
tival in the media and in the commission 
chambers. Additionally, many outspoken 
individuals from the neighborhoods of 
Traverse City, Michigan were sharing their 
dissatisfaction with the Festival. How 
could the Festival be in this situation? 
Shouldn’t the strategic plan, our compass, 

have led us to a more positive end?
To be fair to the strategic plan, it did 

lead us to what we were aiming for. 
Unfortunately, what we were aiming for 
wasn’t appealing to everyone in the com-
munity of Traverse City. The 2014 Festival 
was a huge success by all of our tradi-
tional measures, but we were in damage 
control with the community because we 
had not listened to all of the voices when 
creating the plan. We had been listening 
very closely to our intimate stakeholders: 
customers, volunteers, and sponsors. And 
we had not spent enough time listening 
to our arms-length stakeholders: commu-
nity members, local businesses, and city 
officials.

I’m sure Festival organizers could have 
dug in their heels at this point in time 
and gone to war with the community 
over what the Festival should look like, 
what it should be. But to what end? The 
mission of the National Cherry Festival 
is to celebrate and promote cherries, 
community involvement and the Grand 
Traverse region. The people criticizing the 
Festival represented at least two of the 
three things our mission called for used 
to honor. This criticism needed to be 
heard, respectfully and fully.

At the time, it was very difficulty to 
listen to the criticism. But in hindsight, 
it couldn’t have come at a more perfect 
time. Festival organizers were on the 
cusp of developing a new strategic plan. 
Feedback would be essential in crafting 
the new document. The outpouring of 
both positive and negative feedback was 
extensive and extremely public. This gave 
the Festival staff and directors a great deal 
to ponder and it held us accountable to a 
certain extent.

In addition to the tremendous volumes 

Is Your Strategic Plan 
Working for You?

By Trevor Tkach
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of community feedback, Festival orga-
nizers had enlisted Grand Valley State 
University to do a comprehensive survey 
of festivalgoers and volunteers. The find-
ings were extraordinarily insightful and 
uplifting. Satisfaction with the Festival 
was extremely high taking some of the 
sting out of the criticism that was being 
delivered simultaneously. The Grand 
Valley survey also gave us insights into 
what festivalgoers and volunteers valued 
most from the Festival. It informed us 
of both level of satisfaction and level of 
importance regarding specific facets of the 
Festival, providing deeper understanding 
of the participants’ desires.

When the Festival staff and Board of 
Directors finally sat to develop the new 
strategic plan, we were equipped with a 
comprehensive package of information to 
reference. In addition to the community 
feedback and the survey information, we 
had debrief information regarding the 
operation of the 2014 Festival, financial 
reports, and of course the mission, vision, 
values and expiring strategic plan.

As apposed to the previous strategic 
planning process three year’s prior, I 
did not bring in an outside facilitator. I 
facilitated the process myself. This was a 
risky move because my personal opin-
ion could potential influence the overall 
process. On the other hand, my intimacy 
with the Festival made the process much 
more efficient and effective. Additionally, 
I made it a point to have all staff and 
board members participate in the process 
so that everyone would feel a sense of 
ownership in the outcome.

To ensure the planning was fluid and 
understandable, I used the most basic 
strategic tool I could to get the conver-
sation going: the SWOT analysis. I had 
the board list the Strengths, Weaknesses, 
Opportunities and Threats they believed 
affected the National Cherry Festival. 
Nearly one hundred items were listed. 
Next, I gave each board member five votes 
to show what items they felt were most 
important. Twenty-eight items received at 
least one vote. 

I took these twenty-eight items back to 
the Festival staff and we discussed what 
to do next. The staff concurred with the 
results of the SWOT. We also saw simi-
larities between the items. They could be 
organized in different categories beyond 
just strengths, weaknesses, opportunities 
and threats. Some had to do with volun-
teers. Some had to do with financial sus-
tainability. And some had to do with the 
overall operation of the Festival. Many 
of the items fit into multiple categories. 
Eventually, each of the twenty-eight items 
was assigned to one of three categories.

After some deliberation with the 
executive committee of the board and 

the Festival staff, it was decided that the 
three categories would be three overriding 
goals of the strategic plan. They would 
be simple statements, easy to understand 
and communicate. These goals would 
be the memorable, meaningful pillars 
that would inspire and guide us into the 
future. The goals were as follows:

The National Cherry Festival will en-
deavor to be:
• A national festival that is local and 

personal
• Prepared for a rainy day
• Volunteer City, USA 

A national festival that is local and 
personal was a goal that directly ad-
dressed the Festival’s disconnect with 
the community. We didn’t want to give 
up our national status and reputation, 
but we agreed that we could do a better 
job of focusing on the local talent and 
resources that make the Traverse City area 
so charming.

Prepared for a rain day is an idiom 
used by many to describe preparation 
for the unknown, but in the outdoor 
event business the statement is literal. 
The Festival has to develop new revenue 
streams, tighten financial controls, build 
cash reserves; do whatever it takes to stay 
in business for another nighty years.

Most importantly, Traverse City truly is 
Volunteer City, USA. In a city with a pop-
ulation of just 15,000 in a county with 
a population of less than 100,000, the 
Festival has more than 2,000 volunteers. 
Some of these volunteers literally take 
two weeks off work to share their time 
and talents with us. They are the lifeblood 
of the Festival and the ultimate ambassa-
dors of Traverse City. We could not have a 
Festival without the volunteers.

Three simple goals – easy to remember. 
Sticky, vivid, understandable sentenc-
es with profound depth. The Board of 
Directors quickly embraced the goals, as 
did the staff. Fifteen action items were de-
veloped by the staff to pursue these three 
goals and organizers embraced execution 
of the plan immediately.

The creation of this strategic plan was 
unconventional, but it worked. The Na-
tional Cherry Festival is a ninety-year-old, 
mission driven, non-profit organization 
in a small town in Northern Michigan 
and this strategic plan works. And the 
strategic process will continue to work if 
we recognize these four things:
1. Listen to every voice – often we focus 

on only our customer’s feedback. To 
be successful you need to hear from 
everyone: neighbors, volunteers, kids, 
employees, community leaders – 
everyone. You won’t be able to make 
everyone happy, but they will be happy 
that you listened and you just might 

learn something from the exchange.
2. Make it memorable – Create goals that 

everyone can understand and remem-
ber. Make sure they have emotion 
and meaning that links back to your 
mission. 

3. Pride in ownership – The people who 
are carrying out the plan need to feel 
like they own it. Make sure they are a 
part of the process. Create goals and 
action items that can be attained. Make 
sure everyone feels ownership and 
autonomy within the plan.

4. Work in progress – A strategic plan 
is not carved in stone. It should be 
updated regularly. If something needs 
to change, change it. If new feedback 
points you in a different direction, fol-
low it. Don’t follow an antiquated plan 
over the cliff.

Strategy exists in your organization 
regardless of whether or not you write it 
on paper. Everyone in your organization 
is making strategic decisions on behalf 
of the organization throughout the year. 
Do yourself and your organization a favor 
and develop a singular strategic plan that 
everyone can buy into and work from. It 
will improve efficiency and consistency 
in your organization and create a team 
environment with greater potential for 
success.

Trevor Tkach is the Executive Direc-
tor of the National Cherry Festival and 
the Cherry Festival Foundation. He 
joined the National Cherry Festival in 
2007 as the Business Development 
Manager and was named Executive 
Director in 2012. Tkach grew up in 
Traverse City, MI, attended North-
western Michigan College, earned his 
bachelor’s degree at Eastern Michigan 
University and received his MBA from 
the University of Michigan at Flint. 
Before The National Cherry Festival, 
Trevor served as Senior Account Exec-
utive for the West Michigan Whitecaps 
Baseball Team in Grand Rapids, MI. 
Tkach is a board member of the NMC 
BBQ, the Central Michigan University 
Parks and Recreation Advisory Board 
and committee member of the Michi-
gan Tourism Strategic Plan Service Ex-
cellence Committee. An active member 
of Rotary, he is the chair of the Rotary 
Show ad sales and has been named 
to “40 Under 40” by the Traverse City 
Business News seven years in a row. 
Tkach lives in Traverse City with his 
wife Trisha and their three children, 
Lauren, Camden and Carson.
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Counting the Cost  
of a Bad Volunteer
Why volunteer screening is the most 
critical step of the onboarding process.
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Paying the Price
Whether your prospective volunteer 

tells a downright lie about their past or 
current situation, or your organization 
fails to collect or investigate some key 
information before bringing a volunteer 
onboard, the net effect can be the same – 
a volunteer that causes:
• Endangerment of employees, volun-

teers and other constituents
• Theft or embezzlement
• Litigation
• Public scandals and negative publicity
• Downturn in short- or long-term  

donation dollars
• Wasted onboarding budgets
• Damaged volunteer relations and  

morale

To prevent a new volunteer from harm-
ing your organization, identify potential 
red flags before you bring them onboard. 
The number one red flag to look out for 
during the onboarding process is a criminal 
record or history of behavioral problems 
– a reliable predictor of future actions. The 
best way to make sure you are informed 
about past criminal history is to conduct 
thorough volunteer background screens on 
each of your prospective volunteers. If you 
don’t, you can wind up paying — with your 
bottom line and your reputation.

Legal Woes
Many of the laws that exist around 

employers and employees – and who is 
responsible in the event of any issues that 
occur – cover volunteers too. The legal 
doctrine “Respondeat Superior” holds an 
organization responsible for the negli-
gent “hiring” of a person who goes on 
to commit an offense while working or 
acting on behalf of that body.1 Examples 
of such cases run the gamut, from youth 
organizations that have been held ac-
countable for volunteers sexually abusing 
members to other childcare organizations 
that have been held accountable for their 
volunteers striking or committing violent 
acts against children. These volunteer 
organizations had to pay the price for the 
actions of their volunteers to the tune of 
anywhere from several thousand dollars 
to several million dollars. Keep in mind 
that organizations are more likely to be 

held liable for volunteer actions if volun-
teers have committed prior offenses that 
should have reasonably been uncovered 
by a back- ground check.

Exposure to liability is a real and ev-
er-in- creasing threat in the charitable and 
nonprofit sector, making it vital to cover 
all bases when bringing volunteers into 
your organization. The more vulnerable 
and fragile those served by the organiza-

tion are, the larger and more damaging 
the settlement can be.

A Crisis of Confidence
A scandal may cost far more than legal 

action and stiff penalties. The lifeblood 
of many nonprofit organizations is the 
participation and involvement of their 
volunteers and the donations of their 
benefactors, large and small.

Honesty. As volunteer managers, it’s a quality we look for when bringing new volunteers 
into our organization. We’d all like to believe that volunteers embody the very best of 
character, and that these individuals will be truthful and candid when it comes to the 
questions we ask them during the onboarding process. The reality is that some aren’t 
and unless we take steps to guard the good names and integrity of our organizations, a 
new recruit could do irreparable damage – everything from threatening future donation 
dollars to decreasing volunteer participation rates.
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Volunteer time is purely discretion-
ary, so if your organization experiences 
scandal and bad publicity then potential 
benefactors are likely to be turned off and 
volunteers will likely be dissuaded from 
serving with your cause.

In 2012, Second Mile,2 a charity serving 
disadvantaged and troubled inner city 
youth, folded after being financially 
crippled. This was all thanks to the now 
notorious scandal caused by organization 
founder Jerry Sandusky, a man currently 
serving a lengthy prison sentence for his 
sexual crimes against young boys. After 
word of the scandal spread, donations 
dried up, volunteers disappeared, and 
organizations stopped referring youth to 
Second Mile programs. Whether a scandal 
is a deathblow, as in the case of Second 
Mile, or a temporary dent in reputation, 
the dollar value of the loss in resources 
can be huge.

Stopping Those Who Help 
Themselves

Theft and embezzlement is on the 
rise, even for nonprofit organizations. 
Charities lose 7-13% of their funds to 
theft, embezzlement or fraud each year. 
A 2014 study from the Association of 
Certified Fraud Examiners (ACFE)3 found 
that the median loss due to theft and 
embezzlement for nonprofits is a stag-
gering $108,000 per event. Each of these 
events lasts an average of 18 months from 
commencement to detection. The effect 
on smaller charities can be devastating, 
causing an interruption or reduction in 
service, or forcing them to close their 
doors altogether.

The idea of someone stealing from 
a children’s charity or an organization 
helping the home- less is abhorrent, 
but the odd truth is that the majority of 
offenders think of themselves as “bor-
rowing,” not stealing. They hope to pay 
anything they have stolen back before 
anyone even notices, but they rarely do. 
And as their financial situation gets more 
dire, they “borrow” again and again. Who 
are these perpetrators? The majority are 
in positions with either a great deal of 
autonomy or with access to the organi-
zation’s finances or operations. There 
might be red flags that arise during the 
background screening process. These 
red flags could show up after a criminal 
background check, and might include 

past crimes such as theft, robbery, misuse 
of credit cards, fraud, fraudulent check 
writing and/or forgery. Or, non-criminal 
issues such as financial difficulties or a 
history of the individual living beyond 
their means could show up through a 
credit check. Vigilance before volunteer 
placement can help organizations reduce 
their likelihood of falling victim to theft, 
embezzlement or fraudulent acts.

Why Volunteer Screening is a 
Challenge

Most nonprofits and volunteer pro-
grams now recognize the importance 
of conducting background screens on 
volunteers. You might even say that vol-
unteer background screening is becoming 
the norm. But screening practices and 
policies still vary widely.

For some, a background check may 
amount to no more than a simple Web 
search or a couple of telephone calls to 
work and personal references. For others, 
it may entail everything from checking 
work history to conducting drug testing, 
and running criminal background checks 
and credit checks. The vulnerability of 
those served by the organiza- tion may 
dictate the depth of the search and the 
rigor of the process.

What do you do when you know what 
is needed and the importance of carrying 
it out? How do you go about putting it 
into action?

The good news is that you don’t have 
to worry about this problem yourself. In a 
cost effective way, any volunteer program 
can protect itself by working with a pro-
fessional background-screening firm.

Bottom Line: The Best 
Protection is Professional 
Background Screening

Retaining a professional screening firm 
offers a number of benefits, including:
1. Quality, efficiency and speed: Using an 

agency with established processes and 
networks lets you get on with what 
you do best. Internally, you probably 
lack the expertise or time to adequately 
check the backgrounds of your people 
to the satisfaction of the public and 
the law

2. Knowledge and compliance: Volunteer 
screening requires specialized expertise 
that most volunteer managers lack. 
Laws about background checks can 

differ amongst jurisdictions, making 
screening tricky at times, especially be-
cause one rarely knows all applicable 
laws or limits of specific data sources

The tangible cost of a volunteer who 
abuses their position and causes real 
damage to the reputation and credibility 
of your organization is immeasurable. In 
a world where six figure lawsuits are com-
mon and negligent hiring or retention 
causes donors and volunteers to head for 
the exit, it is imperative to know any risks 
before you bring people onboard.

Protect your most valuable assets — 
your people and your reputation — with 
compre- hensive screening. Don’t allow 
the unknown to become your biggest 
liability.

About Verified Volunteers
Verified Volunteers is the only back-
ground check platform tailored to the 
specific needs of the service sector 
and the first online community to mo-
bilize repeat, vetted volunteers. Our 
Volunteer Fast-Pass propels nonprofit 
organizations by empowering volun-
teers to take greater ownership of 
costly, time-consuming screening pro-
cesses. Verified Volunteers is backed 
by SterlingBackcheck, one of the 
world’s largest background screening 
companies, and partnered with Points 
of Light, the world’s largest organiza-
tion dedicated to volunteer service. 

Visit www.verifiedvolunteers.com to 
learn more.

REFERENCES:

1 ”Respondeat Superior”<http://www.
law.cornell.edu/wex/respondeat_su-
perior>

2 “The Second Mile seeking to dissolve“ 
<http://m.espn.go.com/ncf/sto-
ry?storyId=7970999&top&wjb=>

3 Report to the Nations on Occupation-
al Fraud and Abuse – 2014 Global 
Fraud Study<http://www.acfe.com/
rttn/docs/2014-report-to-nations.
pdf>

Theft and embezzlement is on the rise, even for non-
profit organizations. Charities lose 7-13% of their 
funds to theft, embezzlement or fraud each year.
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IFEA is pleased to present our 2015 Webinar Series!  
Offering online educational sessions hosted by indus-
try leaders and special guests, the IFEA Webinar series 
covers a wide variety of topics important to your  
organization’s success. 
Webinars are easy to attend . . . just view and listen to the presentation online 
from the comfort of your own computer - without even leaving your desk! No 
Travel Expense Required. Can’t make the live presentation of the Webinar? All 
Live webinars are recorded and are available for 7 days following the live pre-
sentation to watch at your leisure. What better way to receive great educational 
information by great presenters while saving both time and travel expenses! 

2015
   IFEA Webinar       
         Series 

Registering for a Webinar: 
Live Webinars are available for 
purchase via any of the following 
methods: 
• Online at the IFEA Store 
• Faxing or mailing in the Webinar 

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

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

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

Webinar Length:
60 Minutes 

Individual Webinar Cost: 
• $59 - IFEA Members 
• $59 - Association Alliance Members  

• $79 – Festival & Event Ontario 
Members

• $99 - Non-IFEA Members  

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

Buy More, Save More 
Webinars in Bulk Pricing:  
The more Webinars purchased, the more 
available for free. May combine Live 
Webinar Presentations and Pre-Recorded 
Webinars on Demand to take advan-
tage of this special offer. See separate 
Webinars On Demand Brochure for  
On Demand schedule. (Call, Mail or  
Fax orders only, not available for  
online purchasing)
• BUY 3 Webinars and Receive 1 FREE 
• BUY 5 Webinars and Receive 2 FREE 
• BUY 10 Webinars and Receive 5 FREE 

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

2015 IFEA WEBINAR SCHEDULE
 
THURSDAY, JANUARY 29, 2015
The Ten Most Important Things You Can Know/Do to Increase Non-Sponsorship Revenue
Becky Genoways, CFEE, President, Genoways Events, Rockford, IL  
CFEE Elective Credit: Current Industry Issues & Trends
 
THURSDAY, FEBRUARY 5, 2015
Online Resources to Improve Your Marketing and Your Life
Kendra Wright, Partner & President, Saffire Events, Austin, TX 
CFEE Elective Credit: Current Industry Issues & Trends 
 
THURSDAY, FEBRUARY 12, 2015
Critical Voice: Dealing with the Media During a Crisis
Mike Berry, CFEE, President & CEO, Kentucky Derby Festival
Gary Stinson, Digital Media Manager, Kentucky Derby Festival
Louisville, KY
CFEE Elective Credit: Leadership/Management
 
THURSDAY, FEBRUARY 19, 2015
Building a Business Plan for Future Success
Penny McBride, CFEE, President/CEO, Fredericksburg Chamber of Commerce  
Fredericksburg, TX
CFEE Elective Credit: Leadership/Management
 
THURSDAY, FEBRUARY 26, 2015  
Building Blocks of Brands 
Sean King, Director of Marketing & Communications, Youth Education in the Arts 
Allentown, PA
CFEE Elective Credit: Current Industry Issues & Trends
 
THURSDAY, MARCH 12, 2015  
Designing the Best Participant Experience
Dr. Vern Biaett, CFEE, Assistant Professor of Events Management
Nido R. Qubein School of Communication, High Point University, High Point, North Carolina 
CFEE Elective Credit: Current Industry Issues & Trends
 
THURSDAY, MARCH 26, 2015  
When, How and the Challenge of Expanding Your Event 
Ted Baroody, President, Norfolk Festevents, Norfolk, VA
CFEE Elective Credit: Current Industry Issues & Trends
 
THURSDAY, APRIL 9, 2015
Strategies, Tactics and Cool Ideas for Activating Sponsorship 
Bruce Erley, CFEE, APR, President, Creative Strategies Group, Denver, CO
CFEE Elective Credit: Economic Impact

THURSDAY, APRIL 23, 2015
Leadership at ALL Levels - YOU are YOUR Company!
Gail Alofsin, Director of Corporate Partnerships, Newport Harbor Corporation, Newport, RI
CFEE Elective Credit: Leadership/Management
 
THURSDAY, APRIL 30, 2015
Event Budgeting & Financial Management: A 365 day Process 
Jeff Curtis, CEO, Portland Rose Festival Foundation, Portland, OR
CFEE Elective Credit: Leadership/Management
 
THURSDAY, OCTOBER 15, 2015
Providing Sponsors With ROI Other Than On Event Days 
Kevin Grothe, Vice President of Sponsorships, Memphis in May International Festival
Memphis, TN
CFEE Elective Credit:  Economic Impact 
 
THURSDAY, OCTOBER 22, 2015
Membership Clubs and VIP Experiences 
Becky Genoways, CFEE, President, Genoways Events, Rockford, IL  
CFEE Elective Credit: Leadership/Management
 
THURSDAY, OCTOBER 29, 2015
Onsite Marketing Partnerships
Chuck O’Connor, CFEE, Director of Corporate Partnerships, National Cherry Festival 
Traverse City, MI
CFEE Elective Credit: Economic Impact 
 
THURSDAY, NOVEMBER 5, 2015
Beyond the Bounce Houses! Programming Children’s activities at your Festival
Keli O’Neill Wenzel, President, Managing Partner
O’Neill Marketing & Event Management, Kansas City, MO
CFEE Elective Credit: Creativity/ Innovation
 
THURSDAY, NOVEMBER 13, 2015
It’s a Bird, It’s a Plane…Wait, What the Heck Is That?
Jeff English, CFEE, Vice President of Administration/General Council
Kentucky Derby Festival, Louisville, KY
CFEE Elective Credit: Current Industry Issues & Trends© Copyright 2015. The presentation, materials and content of these Webinars are the intellectual property of the Inter-

national Festivals & Events Association (IFEA) and the specific presenter for each webinar. They are presented for the 
educational use of each paying customer to the IFEA. Any reproduction, rebroadcast or reselling of this webinar, or the 
content contained within, by an outside party, without the expressed written consent of the IFEA is strictly prohibited.

mailto:nia@ifea.com
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Thursday, January 29, 2015
Time: 11:00 a.m. – 12:00 p.m. MST

The Ten Most 
Important Things 
You Can Know/
Do to Increase 
Non-Sponsorship 
Revenue
Becky Genoways, 
CFEE, President 
Genoways Events 
Rockford, IL
CFEE Elective Credit: Current Industry Issues & Trends

In an industry that is constantly looking for 
new revenue streams and how to maximize cur-
rent streams, operational consultant and expert 
Becky Genoways will share with attendees a ‘Top 
10’ checklist of critical areas to revisit at your 
event for increasing non-sponsorship revenues.

Becky Genoways is a leading industry 
consultant, educator and former President 
and CEO of On the Waterfront, Inc., a 
multiple-event production company locat-
ed in Illinois. Genoways, a 30-year veteran 
of the festivals and events industry, is a 
Certified Festival & Event Executive (CFEE) 
, past Chair of the IFEA World Board of 
Directors and a member of the IFEA Presi-
dent’s Council. She has produced events of 
all sizes, from a local market with weekly 
attendance of 3,500 to a major music festi-
val that attracted over 300,000 people. Ge-
noways has presented professional training 
seminars throughout North America, in 
the Middle East and New Zealand. 

 
Thursday, February 5, 2015
Time: 11:00 a.m. – 12:00 p.m. MST

Online Resources 
to Improve Your 
Marketing and 
Your Life
Kendra Wright, Partner & 
President, Saffire Events, 
Austin, TX 
CFEE Elective Credit: Current 
Industry Issues & Trends 

In this fast-paced session, we will take you 
on a whirlwind tour of the latest and greatest 
online, smart phone and tablet tools and apps 
to help increase your efficiency, get control 
of your email, improve your communication 
and just have a better life! We’ll specifically 
discuss tools for marketing more effectively and 
wowing your web site visitors while saving your 
sanity. Get ready for an energetic pick-me-up, 
with lots of ideas you can implement easily 
and immediately! 

Kendra Wright started her career man-
aging non-profit fundraising events. Then 
in 1995, as the internet came to being, she 
began doing online marketing, managing 

global Internet strategies at a Fortune 1000 
technology company. In 1998, Kendra left 
that company to found, Wright Strategies, 
working with clients like KEEN Footwear, 
Jeep, Panasonic, Intel, Nike and Chrysler. 
Finally in 2009, Kendra launched Saffire 
Events to deliver software that makes it 
easy for events and venues to market them-
selves online. It’s been a wild ride.

 
Thursday, February 12, 2015
Time: 11:00 a.m. – 12:00 p.m. MST

Critical Voice: 
Dealing with  
the Media  
During a Crisis
Mike Berry, CFEE, Pres-
ident & CEO, Kentucky 
Derby Festival
Gary Stinson, Digital 
Media Manager, Kentucky Derby Festival
Louisville, KY
CFEE Elective Credit: Leadership/Management

Recent crisis situations at multiple events 
throughout our industry have exposed a blind 
spot that we can ill-afford to have. When 
an unexpected, especially life-threatening 
or injury inflicting, incident occurs at your 
event, there should already be in-place a plan 
for how to respond and address the multiple 
media sources that will absolutely be waiting 
with microphone or keyboard in hand (social 
media included). That is not the time to start 
thinking about what to do. This very important 
session will talk about the pre-planning, prepa-
rations and real-time responses that need to 
be in place well before dealing with the media 
during a crisis. 

Mike Berry, CFEE is president & CEO of 
Kentucky Derby Festival, Inc. (KDF). Since 
February 1997, Berry has been responsible 
for the oversight of the Kentucky Derby 
Festival - one of the largest community 
festivals in the United States.

He manages a full-time staff of 22 
employees and serves on a 75-member 
board of directors for the Kentucky Derby 
Festival. Berry is also board member of 
the Kentucky Derby Festival Foundation, a 
501(c)3 not-for-profit charity that receives 
and manages charitable contributions on 
behalf of the Kentucky Derby Festival, Inc. 
Prior to his current position, Mike Berry 
has served the KDF as: vice President & 
managing director (1990-1997), direc-
tor of marketing and corporate relations 
(1988-1990), and events coordinator 
(1986-1988). He also served as admin-
istrative assistant to Governor Martha 
Layne Collins (1983-1986). Mike Berry 
is also very active in the community. He 
is a member of the International Festivals 
and Events Association Board of Directors, 
the Greater Louisville Sports Commission 
Board of Directors, the Louisville Theatri-

cal Association (Broadway Series) Board of 
Directors, and the Music Theatre Louisville 
Board of Directors, among others.

Gary Stinson joined the Kentucky Derby 
Festival as the Digital Media Manager in 
early 2013. In a newly developed digital 
role, Gary focuses on the daily communi-
cations on all social media platforms in-
cluding the Festival’s Facebook, Twitter and 
Instagram. Gary also manages other digital 
platforms for the Festival including the 
official website and smart phone app, as 
well as working with the media during the 
Festival peak season. Gary graduated from 
Campbellsville University in Campbells-
ville, KY in 2008 with a Bachelors of Arts 
degree in Public Relations and Journalism. 

Thursday, February 19, 2015
Time: 11:00 a.m. – 12:00 p.m. MST

Building a Busi-
ness Plan for 
Future Success
Penny McBride, CFEE, 
President/CEO
Fredericksburg Chamber 
of Commerce 
Fredericksburg, TX
CFEE Elective Credit: Leadership/Management

 
Many events today (new and long-running) 

find themselves in a similar position...looking 
to the future with a need to create (or re-cre-
ate) an event that serves changing audiences, 
changing communities and in the end, makes 
money. This important workshop will focus 
on the planning processes necessary to build a 
profitable event. Learn how to create a written 
business plan that will provide organizational 
clarity and higher efficiency. You’ll take home 
dozens of ideas that will help your next event 
be better, happier and more profitable than 
ever before!

Penny C. McBride, CFEE is the Pres-
ident & CEO of the Fredericksburg 
Chamber of Commerce. For 14 years prior 
to starting with the Chamber she owned 
Indigo Resource Group, an outsource firm 
that specialized in providing marketing, 
consulting and management services 
to tourism-related businesses and orga-
nizations. She continues to work as a 
consultant, speaker, trainer and writer. 
Her speaking clients have included the 
International Tour & Travel Research Asso-
ciation, Argentina Economic Development 
Federation, Dubai Events and Promotions 
Establishment, Hawaii Tourism Authority, 
Illinois Special Events Network, and Festi-
vals & Events Ontario.

Since 2008, she has worked on a con-
tract basis as the Director of Business De-
velopment for the International Festivals & 
Events Association (IFEA). In this capacity 
she developed IFEA’s Economic Impact 
Assessment and Sponsor Forum products, 
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along with a variety of other services. Pen-
ny also teaches two of the six required core 
courses for IFEA’s Certified Festival & Event 
Executive (CFEE) program. She earned her 
CFEE designation in 2009, becoming part 
of an elite group of industry event profes-
sionals to hold this global designation.

Thursday, February 26, 2015 
Time: 11:00 a.m. – 12:00 p.m. MST

Building Blocks 
of Brands 
Sean King, Director of 
Marketing &  
Communications 
Youth Education in the 
Arts, Allentown, PA
CFEE Elective Credit: Current 
Industry Issues & Trends

Your brand is not what you say it is, it’s 
what other say about it. What are attend-
ees, volunteers and others saying about your 
event? Take part in an interactive 60 minute 
discussion on the elements of your brand, how 
to build your brand and helpful hints on how 
to make your brand work for you, your spon-
sors and all of the stakeholders in your event.

Sean King has been consulting with 
small businesses and non-profit organi-
zations for over 20 years. Currently, Sean 
is the Director of Marketing & Commu-
nications for Youth Education in the Arts 
(YEA!) a national non-profit musical youth 
organization based in Allentown, Pa. 
which teaches life lessons through music. 
Sean also serves as the marketing Chairper-
son for the Hamilton District Main Street 
program in Allentown. He also blogs at 
artsmarketingblog.org and you can follow 
him on Twitter @skingaspire. Sean resides 
with his wife Natalie and son Haydn in the 
global crossroads of Fogelsville, PA.

Thursday, March 12, 2015 
Time: 11:00 a.m. – 12:00 p.m. MST

Designing the 
Best Participant 
Experience
Dr. Vern Biaett, CFEE, 
Assistant Professor of 
Events Management
Nido R. Qubein School 
of Communication, High 
Point University, High Point, NC 
CFEE Elective Credit: Current Industry Issues & Trends

Many of you as an event managers have 
become industry experts at Production Design 
and know quite a bit about coordinating 
of the operational WOW! logistical factors 
needed to make an event special. The same 
might be said about Marketing, Sponsor-
ship, Volunteer management, and Financial 
matters. What, however, do you actually 

know about Experience Design? This session 
provides a starting place for event managers 
to understand what is experience design, 
what constitutes best experiences, and some 
ideas on how to go about creating experienc-
es that can lead to increased social capital 
among attendees and enhance community 
development. Today we live in an experience 
economy where people have come to expect 
quality products and services while they 
search out extraordinary life experiences. It 
is critical that festivals and events are part of 
the Experience Design conversation.

Following a career in leisure services 
that included producing festivals and 
events for the cities of Phoenix and 
Glendale, Arizona for twenty years, in 
2006 Vern became a Faculty Associate at 
Arizona State University where he pri-
marily taught event management courses 
in a certificate program he co-created. In 
2013 he completed his PhD and in 2014 
accepted his current position as the Assis-
tant Professor of Events Management in 
the Nido R. Qubein School of Communi-
cation at High Point University in North 
Carolina. Dr. Biaett is a lifetime Certified 
Festival & Event Executive, was a found-
ing member of the Arizona Festivals & 
Events Association, and is a past board 
member of the IFEA Foundation. 

 
Thursday, March 26, 2015
 Time: 11:00 a.m. – 12:00 p.m. MST 

When, How and 
the Challenge of 
Expanding Your 
Event 
Ted Baroody, President, 
Norfolk Festevents, 
Norfolk, VA
CFEE Elective Credit: Current 
Industry Issues & Trends

With today’s challenges for maximizing 
revenues and finding new resources to turn 
to, many events are considering expanding 
their events...adding new, potential reve-
nue-driving events to their current line-up 
(concerts; participant sporting events; etc.); 
taking on the management of outside existing 
events; or creating a totally new event in the 
‘off’ season. While potentially driving new 
revenue streams, these decisions also stretch 
staff resources and take away the ‘normal’ 
year-round focus from the primary and 
original events (creatively; operationally and 
fund-raising efforts). When do these deci-
sions make sense and at what investment/re-
turn ratio? Join our panel as they debate this 
growing issue.Ted Baroody is a graduate of 
North Carolina State University, Raleigh, 
North Carolina, USA. After college he 
moved to Norfolk, Virginia to start his 
own small sports marketing company, 
Victory Promotions. After a couple of 

years of power boat racing production 
under Victory Promotions, he served as 
Marketing Director for a group of local 
radio stations in Virginia Beach, Virginia 
for 5 years. From 1996 to 2011 he was the 
Director of Development of the not-for-
profit event marketing company, Norfolk 
Festevents, Ltd. known as “Festevents,” 
and is now the President of Festevents. 
Ted also works with many non-profit 
organizations as a volunteer, event coor-
dinator and as a board member and is on 
the IFEA Foundation Board of Directors.

 
Thursday, April 9, 2015
Time: 11:00 a.m. – 12:00 p.m. MST 

Strategies,  
Tactics and Cool 
Ideas for Activat-
ing Sponsorship 
Bruce Erley, CFEE, 
APR, President, Creative 
Strategies Group
Denver, CO
CFEE Elective Credit: Economic Impact

  
If you aren’t helping your sponsors come up 

with the right promotional plans to reach and 
engage your attendees, you are going to be 
left in the dust! The first step is for both the 
organizer and the sponsor to recognize that 
sponsorship is just an event marketing plat-
form upon which you must create effective 
activations to achieve their marketing, com-
munications and sales objectives. This session 
will review the reasons behind creating 
experiences that build your sponsors’ brands 
while enhancing your event. Learn the five 
key criteria for successful activations and see 
some of the cool ideas others are using.

Bruce Erley, CFEE, APR is a 30-year 
veteran of the event marketing and spon-
sorship field and is regarded as a leading 
sponsorship expert for the festivals indus-
try. He founded Creative Strategies Group 
(CSG) in 1995. Prior to that time, Bruce 
was the Vice President for Marketing and 
Sales for the International, education-
al and cultural organization, Up with 
People, where he directed sponsor sales, 
entertainment marketing and merchan-
dising operations. At Creative Strate-
gies Group, Bruce conducts all general 
consultation, including the development 
of property audits, sponsorship plans, 
corporate sponsorship programs and 
training, as well as directs CSG’s ongoing 
operations. Erley is widely acclaimed as 
a top presenter on sponsorship topics for 
the festivals and events industry. 
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Thursday, April 23, 2015
Time: 11:00 a.m. – 12:00 p.m. MST

Leadership at 
ALL Levels -  
YOU are YOUR  
Company!
Gail Alofsin, Director of 
Corporate Partnerships
Newport Harbor  
Corporation, Newport, RI
CFEE Elective Credit: Leadership/Management

Wherever you are on the “leadership lad-
der,” this webinar will assist you in cultivating 
the characteristics, skills and vision you need 
to lead and  be led. Focused on the importance 
of internal and external leadership perception 
and the foundations that lead to effective 
execution, this webinar will also review “Best 
Practices” in both written and verbal commu-
nication. YOU are YOUR company! Leader-
ship is a mindset and it starts with you.

Gail Alofsin is the Director of Cor-
porate Partnerships, Newport Harbor 
Corporation and has had the privilege of 
being involved in all aspects of event pro-
duction for over two decades. Her current 
position is focused on prospecting, pro-
curing and retaining corporate sponsors 
for the concerts and events produced at 
the Newport Yachting Center. A graduate 
of Tufts University, Gail’s passion for edu-
cation led her to the University of Rhode 
Island where she has been welcomed as 
an adjunct professor in the Communi-
cation, Journalism and Public Relations 
departments since 1999 – 30 consecutive 
semesters! Gail has been speaking for over 
two decades at national and international 
conferences inclusive of IEG (Internation-
al Events Group) and IFEA (International 
Festivals & Events Association). Her new 
book, Your Someday is NOW, focuses on 
work/life integration and personal brand-
ing, and was released in January of 2014.

Thursday, April 30, 2015
Time:11:00 a.m. – 12:00 p.m. MST 

Event Budgeting 
& Financial  
Management:  
A 365 day  
Process 
Jeff Curtis, CEO
Portland Rose 
Festival Foundation
Portland, OR
CFEE Elective Credit: Leadership/Management

The Portland Rose Festival is an event with 
a 107 year tradition, always driven by strong 
financial principles and sound budgeting tech-
niques. Over the years, the festival has adapt-
ed it fiscal year budgeting to allow for greater 

flexibility and overall management account-
ability. This presentation will provide valuable 
inside knowledge on how festivals and events 
can build an effective budget. This session will 
walk you through a 365 day approach to bud-
get management, giving webinar participants 
valuable insight into budget philosophy and 
specific tactics that fosters a flexible way to 
create and manage a fiscal year budget.

Jeff Curtis, Executive Director of the 
Portland Rose Festival Foundation has 
the responsibility of producing Port-
land’s annual world-class, award winning 
celebration along with a full time staff, 
and many dedicated volunteers. Jeff has 
been with the Festival since 1998, and his 
many accomplishments include the Foun-
dation’s transition to a full-fledged 501(c)
(3) organization, stewardship of the Rose 
Festival’s Centennial anniversary celebra-
tion in 2007, and overseeing the major 
relocation of Festival headquarters to its 
new historic home on the Waterfront of 
Portland in 2010. Jeff has a bachelor’s de-
gree in Sports Science from the University 
of the Pacific in Stockton, California, and 
is an inaugural graduate of Leadership 
Portland, a program developed and pro-
duced by the Portland Business Alliance.

Thursday, October 15, 2015
Time:11:00 a.m. – 12:00 p.m. MST 

Providing  
Sponsors With 
ROI Other Than 
On Event Days 
Kevin Grothe
Vice President of 
Sponsorships 
Memphis in May Interna-
tional Festival, Memphis, TN
CFEE Elective Credit:  Economic Impact 

Corporations are constantly evaluating 
their marketing strategies, including their 
sponsorships. In some cases, providing ROI 
during a one, two or three-day event may no 
longer be sufficient. This session will look at 
ways to provide additional ROI to sponsors 
other than during the days of your event.

Kevin Grothe has more than 25 years 
of sales, marketing and fund raising 
experience in the event industry. He has 
been with Memphis in May International 
Festival for 8 years and is the Vice Presi-
dent of Sponsorships. Kevin has worked 
with several national accounts including 
Caesar’s Entertainment, Target and the 
Ford Motor Company. Through success-
fully negotiating and implementing a 
myriad of sponsorship strategies, revenue 
has increased from $1 million to nearly 
1.5 million. Previously, Kevin was the 
Associate Athletic Director for External 
Affairs for the University of Memphis. 
While with the University, he oversaw an 

$8 million capital campaign. He has also 
held positions with the Mid-American 
Conference, Miami University, the Uni-
versity of Iowa and Influence America.  

Thursday, October 22, 2015
Time:11:00 a.m. – 12:00 p.m. MST 

Membership 
Clubs and VIP 
Experiences 
Becky Genoways, 
CFEE, President
Genoways Events 
Rockford, Illinois  
CFEE Elective Credit:  
Leadership/Management

Festival upgraded experiences, membership 
clubs and VIP hospitality venues can enhance 
your patrons’ experience by providing ameni-
ties, benefits and activities that are not avail-
able to the general public and boost your budget 
without requiring a significant commitment of 
resources. From small intimate settings to large 
corporate tents, upgraded experiences are a 
non-traditional revenue source that will make 
your patrons happy and boost your budget.

Becky Genoways, CFEE is a leading 
industry consultant, educator and former 
President and CEO of On the Waterfront, 
Inc., a multiple-event production company 
located in Illinois. Genoways, a 30-year vet-
eran of the festivals and events industry, is a 
Certified Festival & Event Executive (CFEE) 
, past Chair of the IFEA World Board of 
Directors and a member of the IFEA Presi-
dent’s Council. She has produced events of 
all sizes, from a local market with weekly 
attendance of 3,500 to a major music 
festival that attracted over 300,000 people. 
Genoways has presented professional train-
ing seminars throughout North America, in 
the Middle East and New Zealand.  

Thursday, October 29, 2015
Time: 11:00 a.m. – 12:00 p.m. MST

Onsite Marketing 
Partnerships
Chuck O’Connor, CFEE, 
Director of Corporate 
Partnerships 
National Cherry Festival 
Traverse City, MI
CFEE Elective Credit: Economic Impact 

Tapping into your attendee’s passion for 
your event through a live marketing experi-
ence can be one of the best activation tools 
you own. Learn best practices related to this 
lucrative experiential marketing asset that 
will deliver crucial ROI to the sponsor, while 
enhancing the experience of your guests.

Chuck O’Connor, CFEE is a corporate 
sponsorship seller, strategist and instructor. 
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2015 IFEA WEBINAR SERIES 5

Webinars On Demand
Looking for a different webinar topic 

– don’t forget to check out our Webinars 
OnDemand – previously recorded webi-
nars that are now available for download. 
For a complete list of available Webinars 
On Demand, just go to the IFEA Store.

How Webinars Work
IFEA Webinars are Website-enabled 

seminars that function much like a 
teleconference. They use your comput-
er’s Website browser to display presen-
tation materials and other applications 
important to the Webinar topic, with 
the audio portion of the presentation 
provided either through your computer 
speakers or over the phone.

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

Once this information has been 
received, joining a Webinar is as easy 
as 1, 2, 3!
1. Log In To The Webinar: To start the 

Webinar, log in to the specific website 
address that you received for the 
Webinar and connect to the presen-

tation. Webinars can be viewed on 
virtually any computer with a high-
speed internet connection.

2. Listening To The Webinar: After 
you’ve logged in and gained access 
to the Website, you have two options 
to listen to the audio portion. You 
can either dial the telephone number 
provided to hear the webinar via a 
conference call, or if you have com-
puter speakers, you may listen via 
your computer speakers. (The phone 
number provided will not be an 800 
number, so all costs for the call will 
be incurred by the registrant.)

3. Sit Back and Learn: Once you are 
logged in, all you need to do is sit 
back and learn! It’s just like any other 
seminar, except you’re sitting comfort-
ably at your own desk! Throughout 
the webinar, you are able to ask ques-
tions to the presenter using the online 
Question/Answer messaging system 
that is part of the Webinar screen. The 
Webinar Organizer will view your 
question and present it to the speaker 
at the end of the presentation.
Along with the Webinar itself, all 

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

He spent ten years in television and radio 
advertising sales management before 
joining the National Cherry Festival as 
Director of Marketing & Corporate Part-
nerships in 1993. Chuck’s responsibilities 
include negotiating and implementing 
all sponsorships, as well as overseeing the 
Festival’s marketing and public relations 
effort. Chuck also owns Event Marketing 
Group, LLC, a company which specializes 
in event sponsorship sales and consult-
ing. A member of the President’s Council 
of the IFEA, he has been a speaker and 
webinar presenter on sponsorship issues 
for IFEA, MFEA, IEG, the Hawaiian Tour-
ism Authority, and the Illinois Special 
Events Network. 

Thursday, November 5, 2015
Time:11:00 a.m. – 12:00 p.m. MST 

Beyond the 
Bounce Houses!
Programming 
Children’s 
Activities at Your 
Festival
Keli O’Neill Wenzel, 
President, Managing 
Partner, O’Neill Marketing & Event  
Management, Kansas City, MO
CFEE Elective Credit: Creativity/Innovation 

The key to success is with the children. If 
you can effectively serve them, you will have 
the attention of the parents, the grandparents 
and other extended family and friends. And 
yet, we don’t focus nearly enough of our time 
and resources on creating and imagining 
high-quality children’s activities, entertain-
ment and other options. Listen to ways to 
think beyond the bounce houses and execute 
a children’s area that kids AND parents will 
both enjoy. 

President/Managing Partner of O’Neill 
Marketing & Event Management. Keli 
is the creator and orchestrator of many 
of Kansas City’s most successful civic, 
corporate and entertainment events. She 
serves as the founding Executive Director 
of the highly successful Kansas City Irish 
Fest. She is co-founder and Producer of 
the Jiggle Jam Family Music Fest, as well 
as executive producer of Boulevardia 
Craft Beer and Music festival and Kansas 
City RiverFest (KC’s largest Indepen-
dence Day Celebration). Other recent 
projects include VIP coordination for 
Amway Global Presents the Tina Turner 
Tour, planning and management for the 
opening of the National WWI Museum 
at Kansas City’s landmark Liberty Me-
morial, opening events for the Kauffman 

Center for the Performing Arts, director of 
Kansas City’s City-Wide Events committee 
for the 2012 MLB All Star Game, marketing 
and communication liaison for the Big 12 
Championships.

Thursday, November 13, 2015
Time:11:00 a.m. – 12:00 p.m. MST 

It’s a Bird, It’s a 
Plane…Wait, What 
the Heck Is That?
Jeff English, CFEE, Vice 
President of Administra-
tion/General Council
Kentucky Derby Festival, 
Louisville, KY
CFEE Elective Credit: Current Industry Issues & Trends

If your event is held in an outdoor venue, 
chances are somebody is going to try and fly 
a drone over it. Having gained in popularity 
at events ever since one was flown through 
a fireworks show at SunFest in 2014, drones 

are now considered a serious safety risk by the 
Federal Government and law enforcement of-
ficials. What risks and threats do drones pose 
to your event? What recourse does your event 
have against a drone operator? What can be 
done to prevent drones from flying through 
your venue? Jeff English, Sr. Vice President of 
Administration and General Counsel at Ken-
tucky Derby Festival, will share his insight 
and research on this new and serious issue 
facing the festival and event industry.

Jeff English, CFEE  is the Sr. Vice Pres-
ident 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 be-
fore 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-prof-
it Kentucky Derby Festival Foundation.
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LEGACY SCHOLARSHIPS
Supporting and Educating the Festivals & Events Industry Since 1993.

The Nick Corda  
Memorial Scholarship 
Providing support to young/new professionals  
currently completing their education or with less  
than three years in the industry.  

The Carolyn and Lee Crayton  
Legacy Scholarship 
Providing support to a deserving individual/organi-
zation from a smaller market, with grand visions for 
helping their community through events, but not yet 

a budget to match those visions. 

The Judy Flanagan Scholarship 
Providing support to a deserving individual/ 
organization whose event involves a parade.  

The Georgia Festivals & Events 
Association Scholarship 
Providing support to a deserving individual/organiza-
tion from Georgia.   

The Bill & Gretchen Lofthouse  
Memorial Scholarship 
Providing support to a deserving individual/organi-
zation currently struggling with short-term economic 
or start-up challenges.  

The Mampre Media  
International Scholarship 
Providing support to a deserving individual working 
with media/marketing responsibilities for an event.  

The Jean McFaddin Legacy Scholarship 
Providing support to a deserving individual/organiza-
tion who has had at least 2 years active involvement, 
either as staff or volunteer, in producing a multi-dimen-
sional event and whose career/lives have been inspired 

or touched by the Macy*s Thanksgiving Day Parade. 

The Daniel A. Mangeot  
Memorial Scholarship 
Providing support to a deserving individual/organi-
zation seeking advanced education and professional 
certification. This scholarship provides core curriculum 

registration fees toward the attainment of the IFEA’s Certified Festi-
val & Event Executive (CFEE) designation.  

The Mid-Atlantic Festival & Event 
Professionals Scholarship  
Providing support to a deserving individual/organization 
within the Mid-Atlantic United States.  

The Richard Nicholls  
Memorial Scholarship 
Providing support to a deserving High School senior 
or College Student with a history of commitment to 
participating or volunteering in non-profit events / 

organizations; someone who is well-rounded in extra-curricular 
activities in and outside of campus life and who has a passion for 
helping others and/or supporting a cause that enhances the quality 
of life for individuals or the community at large. 

The Bruce & Kathy Skinner Scholarship 
Providing support to young/new professionals current-
ly completing their education or with less than three 
years in the industry.  

The John Stewart Memorial Scholarship 
Providing support to a deserving individual working 
with technology responsibilities supporting an event(s).  

The Tennessee Festival & Event 
Professionals Scholarship 
Providing support to a deserving individual/organi-
zation from Tennessee.   

The Pete Van de Putte Scholarship 
Providing support to a deserving individual/organi-
zation from Texas.  
 

The Joe & Gloria Vera Scholarship 
Providing support to a deserving individual/organi-
zation from Texas.   

The Don E. Whitely Memorial 
Scholarship 
Providing support to a deserving individual/organi-
zation whose event involves a parade.  

The Kay Wolf Scholarship 
Providing support to a deserving individual/organi-
zation from Texas.   

The George Zambelli, Sr.  
Memorial Scholarship 
Providing support to a deserving volunteer who has 
given their time and energies to their community 
festival/event. 

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.

For more information about how you can sponsor an IFEA Foundation Legacy Scholarship, 
call +1-208-433-0950 or email Schmader@ifea.com.

For more details about each Legacy Scholarship, go to www.ifea.com 

http://www.ifea.com/p/about/foundation/foundationlegacyscholarships


always improving. Good communication 
is critical. We will be meeting with each 
of our overnight towns in the next few 
weeks to discuss the good, the bad and 
the ugly. We are always looking for ways 
to become better and for tips to pass 
along to the communities who will host 
the ride next year.”

Editor’s Note: Scott Fraser completed 
his fourth RAGBRAI this year and as 
always, the people of Iowa made him feel 
very welcome.

Scott Fraser is a veteran communi-
cations professional with more than 30 
years’ experience. As principal of Fras-
er Communications Group, he provides 
public relations, media relations and 
crisis communications advice for his cli-
ents who range from small non-profits, 
to international corporations. He has 
been hired to protect the reputations of 
companies in crisis, and gain positive 
public exposure for clients ranging 
from an emerging high tech company 
to established organizations in industry 
and healthcare. Sought after as a pub-
lic speaker, Fraser also is an adjunct 
professor at Salve Regina University in 
Newport, RI, teaching courses in Crisis 
Communications and Public Relations. 
You can reach Scott at: sfraser@fraser-
comm.com, (401) 647-3444 and follow 
him @frasercomm on Twitter.

Continued from page 10 

Continued from page 20 

I add to-do items to my On Deck list. Then 
each morning, I drag a few selected items 
over to my Today list (and then reorder 
them by dragging them up and down). 

Let’s say I make a phone call but leave a 
voicemail; this item is not completed, but 
I don’t need it to be active, so I move it to 
Waiting/Hold. As I finish items, I drag them 
over to Complete. Once a week, I archive 
all the cards in my Complete list (and for 
those who do a weekly report, they are all 
there handy). Items even start to grey out if 
I leave them in a list for too long, remind-
ing and encouraging me to take action! 

Trello is also good for longer term goals 
– I have a Bucket List board, with categories 
like Home, Local and Farther in Lists. And 
Trello really shines for holding information 
so you can get it out of your brain. I keep a 
separate board called Reference, with Lists 
to record things like Books, Movies, Music 
and Restaurants that people recommend. 

You can share boards and upload files, 
as well as add checklists, due dates and 
comments to your cards. And yes, there’s 
an app for that, making Trello one of my 
top picks for business tools. 

More Great Tools
Here are a few more to make your busi-

ness life more efficient. 
• GeniusScan – Every time someone tells 

me to scan a document and send it 
back, I save time by taking a photo of it 
with my phone and save it to PDF with 
GeniusScan. (Note: I usually email the 
doc to myself and then forward it from 
my desktop, to avoid writing the whole 
email on my phone.) FREE

• Fill & Sign in Acrobat - Many scanned 
documents require a signature, and with 

my travel schedule, I let my staff “sign” 
documents on my behalf with an elec-
tronic image of my signature they can 
place in any PDF document. FREE

• Amazon Prime Same-Day & Now 
(selected cities) – I’ve long been a fan of 
Amazon Prime for its two-day shipping, 
music, video and book lending features. 
Now Amazon is pushing the envelope 
by offering same-day shipping to 14 cit-
ies and 1-2 hour shipping to 7 cities in 
the US. More cities are being added all 
the time, so watch for yours! $99/year 

I hope you’ll try out a few of these 
tools and let me know of any others I’ve 
missed. In my next article, I’ll share some 
apps and other tools to make your mar-
keting more efficient and effective. Until 
next time, be well!

Kendra Wright started her career 
managing non-profit fundraising events. 
Then in an “about face,” she took a job 
managing global Internet strategies at 
a Fortune 1000 company in 1995, just 
as the Internet came to being. She left 
that company in 1998 to found Wright 
Strategies, working with clients like 
KEEN Footwear, Nike, Jeep, Chrysler, 
Intel and Panasonic. Then in 2009, 
Kendra launched Saffire to do integrat-
ed online marketing and ticketing for 
hundreds of events, venues and des-
tinations. It’s been a wild ride! Kendra 
can be reached at kendra@saffire.com, 
and more information about Saffire can 
be found at www.saffire.com.

Continued from page 16 

which we then carefully placed in the fire. 
As we did so, we passed an eagle feath-
er to fan the smoke, as we spoke, one 
at a time, the words “All My Relations,” 
acknowledging and sending blessings and 
good fortune to all those people, places 
and things that we are interconnected 
with, past, present and future. 

Now, there are many considerations 
that go into our selection of a convention 
site, much like the many considerations 
that go into each of your own events, but 
on that morning I felt that we were where 
we needed to be as we began planning 
to celebrate the IFEA’s 60th Anniversary 
Convention & Expo. I hope that you are 
already planning to join us, in just a few 
short weeks, for that occasion, and that 
you will help us to invite and include “All 
Our Relations” from around the world for 
this very special gathering.

I look forward to seeing you in Tucson 
and to sharing the experience with you!
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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://files.ifea.com/pdf/IFEAOnlineMarketingAudit.pdf
mailto:nia@ifea.com
http://www.edgeworksgroup.com
www.ifea.com
http://files.ifea.com/pdf/IFEAOnlineMarketingAudit.pdf
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 If the missing person is a child, DO 
NOT just turn the child over to the wait-
ing adult. When you find the child and 
prior to arriving at the Welcome Center, 
ask the child information (last name, 
address, parent or guardian’s names, 
phone number, favorite Aunt’s name, 
etc.…) anything that will help identify 
the child belongs with the waiting adult. 
Then have the waiting adult verify the 
information. Ask the waiting adult if he/
she has a picture of the child. Better to be 
safe than sorry! Parents will appreciate 
the thoroughness. 

 Once identification is made, the 
Welcome Center Director or Assistant 
Director will make the “Found” an-
nouncement on the radio and the “All 
Clear – missing person located” given by 
Communications.

All information regarding incident 
should be logged on the Lost Person Log 
Sheet by Welcome Center personnel.

Severe Weather Plan: Who makes the 
decision when severe weather is moving 
in on your event? When should the call be 
made to cancel and or postpone an event? 
For example the Cherry Festival has an 
Airshow, two Parades and a host of events 
not in our primary event area. Each event 
area needs its own section of an Incident 
Action Plan. The plan itself is meant to be 
an overview of all important attributes of 
each event, time, date, key people involved 
such as volunteers and staff. A layout of 
each area should be included. If the event 
is a running race, the course route should 
be included in the plan as well as access 
points clearly listed. Emergency assets list-
ed on each site and any possible threats to 
the area. When it comes to a running race 
or a parade the biggest threat to the event 

is the weather and having to evacuate a 
large number of people quickly.

Severe Weather example
Weather forecasts and current condi-

tions will be monitored through the Na-
tional Weather Service’s Gaylord Weather 
Forecast Office web site at http://www.
crh.noaa.gov/apx/.

Before the event - If severe weather is 
predicted prior to the Festival or individu-
al events, the EAP 

Festival Representative will evaluate the 
conditions with the Executive Director 
and he will determine if the Festival or 
individual events will remain scheduled. 
The EAP Festival Representative or his/
her designee will be identified as such and 
will be responsible to monitor the weather 
conditions before and during the Festival.

 During the event - If severe weather oc-
curs during the Festival, the EAP Festival 
Representative or his/her designee will 
make notification to those attending the 
Festival/events that a hazardous weath-
er condition exists and direct them to 
shelter away from the Open Space Park 
towards Front St.

The event will follow the 60-30 Rule for 
lightning. If lightning is observed and thun-
der is heard within 60 seconds, the Festival/
Event(s) will be delayed until 30 minutes 
have passed since thunder was heard.

The word evacuation can scare event 
organizers, volunteers and guests all the 
same. When evacuating an area, remember 
to stay calm, speak clearing and put your 
plan in action. If the Emergency Plan lists 
to open access gates and guide people 
towards shelter then do just that. During 
an Emergency is not the time to try and 
change how things are going to be done. 
Make sure all key players, volunteers, EMS, 

Fire Department, Police and Emergency 
Management Office know the plan and 
that everyone is working together to get 
guests and volunteers out of the area safely. 

Emergency Evacuation Example

1. Upon notification of evacuation 
remain calm, keep radio channels 
clear.

2. Directors should open all emergency 
access points in their area and guide 
volunteers and guests towards main 
exits of the festival.

3. Once area is clear, report to Opera-
tions Trailer for further direction.

All emergencies are unpredictable, that 
is why they are called emergencies. While 
we can plan all we want it still doesn’t 
mean we are going to be able to avoid cau-
salities due to weather, property damage or 
an injury. The job of event organizers is to 
plan to the best of their ability and make 
sure that Emergency Plans are created, 
used, evaluated and then re-written as of-
ten as needed. An emergency plan is only 
as good as those implementing the plan.

Kat Philips is the Operations Di-
rector at the National Cherry Festival 
in Traverse City, MI. Previous to her 
employment with the festival, she was 
a very active volunteer with the organi-
zation for 22 years, starting at the age 
of 8. Kat is a graduate of Davenport 
University for a degree in Business 
Administration. In her spare time she 
can be found planning and coordinat-
ing events around the area. Kat can 
be reached at kat@cherryfestival.org. 
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BANNERS/FLAGS
dfest® - DIXIE FLAG EVENT SERVICES TEAM - The ONE source for creative 
design, custom decorations, street banners, mascots, video marketing  
& installation for events. All services tailored to fit your unique needs.  
Contact: Pete Van de Putte Jr., CFEE, President; Address: 1930 N. Pan Am 
Expressway, San Antonio, TX 78208; Phone: (800) 356-4085; Fax: 210-227-5920;  
Email: sales@dixieflag.com; Website: www.dixieflag.com.

FINANCIAL
VISA / FESTIVALS.COM - Festival Transaction Services, a Festival Media  
Corporation company, brings true cashless transactions to festivals, fairs and 
community events through strategic partnerships with Visa and Bank of  
America Merchant Services (BAMS). Contact: Jim Shanklin; Address: 2033 Sixth 
Avenue-Ste 810, Seattle WA 98121; Phone: 206-381-5200;  
Email: jshanklin@festmedia.com.

FIREWORKS
LANTIS FIREWORKS AND LASERS - Provides display fireworks and laser 
specialists, computerized, choreographed fireworks, indoor/outdoor programs, 
special effects. Fully licensed and insured in Nevada, Arizona, Utah, Wyoming, 
Idaho, Colorado, Texas and Alaska. Contact: PO Box 491, Draper, UT 84020-0491; 
Phone: 800-443-3040; Email: lantispyro@yahoo.com; Website: http://www.
lantisfireworks.com/v3/.

FLOATS/SCULPTURE/PROPS
KERN STUDIOS AT MARDI GRAS WORLD - Since 1932, Kern Studios has 
been creating New Orleans Mardi Gras parades from concept through completion. 
Today we are proud to be the world’s leading makers of floats, sculpture and 
props. Contact: Barry Kern; Address: 1380 Port of New Orleans Place, New 
Orleans, LA 70130; Phone: 800-362-8213; Fax 504-366-0245; Email: barry@
kernstudios.com; Website: www.kernstudios.com/                         

INFLATABLES
DYNAMIC DISPLAYS, FABULOUS INFLATABLES - Designs, manufacturers, 
for rent or purchase – costumes, props, floats, helium balloons, event entry ways 
and décor. Offers complete and flexible service packages for small towns and 
large international events. 50+ years of parade/event experience. Contact: Steve 
Thomson; Address: 6470 Wyoming St. Ste #2024, Dearborn MI 48126; Phone: 
800-411-6200 Fax 519-258-0767; Email: steve@fabulousinflatables.com; Website: 
www.fabulousinflatables.com

INSURANCE
HAAS & WILKERSON INSURANCE – Over 50 years experience in the enter-
tainment industry, providing insurance programs designed to meet the specific 
needs of your event. Clients throughout the US include festivals, 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 – For 60 years, K & K insurance has been recognized as the 
leading provider of SPORTS-LEISURE & ENTERTAINMENT insurance products. 
Contact: Mark Herberger; Address: 1712 Magnavox Way, Fort Wayne, IN 46804; 
Call: 1-866-554-4636; Email: mark.herberger@kandkinsurance.com. 
Website: KandKinsurance.com.

INTERNET
POINTSMAP® - PointsMap® has proven to be an effective and useful software 
for Festivals and Events. Create custom points at their exact location on your 
PointsMap with photos, descriptions, website links, multi-media, PDF’s and even 
“inside maps”. Your visitors can “PLAN” before the festival using their desktop 
computer, and then “NAVIGATE” the festival using their Smartphone. Visit www.
PointsMap.com/SLAF and http://www.PointsMap.com/WichitaRiverFest/ to see 
how PointsMap is being used. It’s easy to use and extremely affordable. 
Contact: Jerry Waddell Address: 1100 Riverfront Pkwy, Chattanooga, TN 37402-
2171; Phone: 423-894-2677; Email: jerryw@videoideas.com; 
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 - Saffire is award-winning software providing events & venues 
with beautifully designed, online event destinations, including integrated content 
management, mobile, social, ecommerce, email and more. Contact:  
Kendra Wright, Address: 248 Addie Roy Rd, Ste B-106, Austin TX 78746-4133; 
Phone: 512-430-1123; Email: info@saffireevents.com;  
Website: www.saffireevents.com.

PUBLICATIONS
TRIPINFO.COM - Their widely recognized database drives their reference media, 
constantly updated by travel destinations who submit their information updates 
online. Publishes website, print atlas & handbook, newsletters, and road maps. Ad-
dress: 3103 Medlock Bridge Rd, Norcross, GA 30071-5401; Phone: 770-825-0220; 
Email: mark@tripinfo.com; Website: www.tripinfo.com.

SPONSORSHIP
IEG - The leading provider of consulting, valuation, research, published infor-
mation and training in the global sponsorship industry. Address: 640 N LaSalle 
Ste 450, Chicago, IL 60654-3186; Phone: 312-944-1727; Website: http://www.
sponsorship.com.

TICKETING
INTERACTIVE TICKETING - is an industry leader in online and onsite ticketing, 
providing a comprehensive ticketing solution with dynamic online sales tools, 
innovative mobile scanning options and secure onsite point of sale. Contact:  
Paul Lauterjung, Sales Manager; Address: 93 S Jackson St #20360, Seattle, WA 
98104; Phone: 877-253-5676; Email: paul.lauterjung@interactiveticketing.com; 
Website: http://www.interactiveticketing.com/online-sales

MARKETPLACE
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entitled ’13 Event Safety Considerations 
for Events of All Sizes’.

Some Considerations
All events will have an entrance and 

exit. All events will have an audience, staff 
and a venue. It is these common elements 
that we’re looking at in this column and 
the accompanying infographic.

With respect to the venue, for instance, 
we need to know if it’s big enough for our 
expected audience. We need to know if it’s 
a suitable venue for the type of event we’re 
planning. When we consider the audience 
for our event we need to look at things 
like how they are likely to behave, how 
and when they are likely to arrive, etc.

Common in the planning of all events 
is also likely to be medical cover. Do 
you have medical cover booked? Do you 
NEED to book medical cover? How do 
you decide whether you need to or not?

These are all safety considerations and the 
impact of not considering them can range 
from an audience member having a less 
than satisfactory experience at your event 
through to your venue being dangerously 
overcrowded when an incident occurs.

The Bottom Line
By considering the points included 

in the infographic you can help ensure 
your event is as safe as it can be. It won’t 
necessarily cost you money to do so, but 
it could make a big difference to your at-
tendees and their experience at your event.

The result of you considering these 
points will vary greatly depending on the 
event and your own experience. There is 
definite value in considering them.

Think of it like this – if you’re going to 
an event, wouldn’t you like to think that 
those who are running it have considered 
these 13 points?

Mark is Co-Founder & Senior Partner 
of Cuckoo Events based in Dublin, 
Ireland. He is an award- winning 
event Safety Officer and one of the 
most experienced and qualified event 
safety practitioners in Ireland. He has 
worked at the London 2012 Olympics 
as well as on some of Ireland’s largest 
outdoor events. He writes and speaks 
regularly on all things event-related, 
particularly event safety. He is a Grad-
uate Member of the Marketing Insti-
tute of Ireland and holds a Postgrad-
uate Diploma in PR & Events. He has 
specialist qualifications in Spectator 
Safety Management as well as Crowd 
Science. He is also soon to begin an 
MSc in Crowd Safety & Risk Analysis. 
Mark and the Team at Cuckoo are 
passionate about helping people run 
safer events and devote a lot of time 
to doing so. Mark is very active on 
Twitter @mark_breen and @Cuckoo-
Events. The multiple award-winning 
Cuckoo Events website can be found 
at cuckoo.ie

Continued from page 30 Continued from page 49 

Promoting the Skagit Valley Tulip Fes-
tival is something Marinus does wherever 
he goes. He travels extensively and comes 
back telling us who he met at a visitor 
center and with new ideas for the festival. 
During one trip to Hawaii, he was hope-
ful he could meet President Obama (who 
was vacationing just down the beach) 
and tell him about the festival. Instead, 
Marinus talked to the Secret Service team 
and gave them festival souvenirs. When 
visitors arrive from his native country, 
Holland, Marinus can be found speaking 
Dutch and then translating for the rest 
of us. He even brings in papers from his 
home town, written in Dutch, on occa-
sion showing us references to the Skagit 
Valley Tulip Festival in articles. When a 

visiting TV crew from British Columba 
stopped by unexpectedly, Marinus record-
ed a welcome in Dutch for our Canadian/
Dutch fans!

Marinus is one of those people who 
has always been there, ready, willing and 
able to help with just about anything. He 
is now in his late 70s and we find our-
selves needing to plan to find assistants 
for Marinus so the things he does can 
be learned and continued. So far, to fill 
some of his major roles, we need three 
different people. His work during the 
festival helping volunteers is priceless. 
Filling that hole will be enormous. 

The even bigger impact he brings is 
a lifetime of knowledge of our area (he 
immigrated to Skagit County when he 

was 12) and the willingness to share 
that knowledge and his contacts with 
the festival. He is the voice of logic and 
reason on our board, constantly working 
to encourage and mentor others on how 
to make the festival a bigger success. He 
is the “go-to” volunteer for the festival 
– without him, running the festival and 
the day-to-day business operations would 
be much more difficult and certainly less 
fun. Former Board President Kristin Gar-
cia noted, “Marinus continues to inspire and 
encourage the Board and reminds us of our 
role and the importance of our involvement 
– that what we do not only impacts Festival 
operations, but the Valley as a whole.”

Continued from page 36 

simply too great to ignore. Faster service, 
increased revenues, improved security, 
eradication of theft and fraud and simple 
reconciliation. The future of cashless and 
contactless technology has arrived.

Eric Janssen is Chief Revenue 
Officer at Intellitix, the leading global 
provider of event technology for fes-
tivals and live events including RFID 
access control, interactive brand 
experiences and cashless payment 
solutions. Since 2011, Intellitix’s 
technology platform has enhanced 
over 15 million guest experiences at 
live events around the world including 
Coachella, Bonnaroo, Tomorrowland, 
Taste Food Festivals, The Ryder Cup, 
and many more. 

Website: www.intellitix.com 
Email: eric.janssen@intellitix.com 
Address: 80 Rue Queen, Bureau 
103, Montréal, Canada, H3C 2N5 

Greg Flakus is President of GF 
Strategies, founded in 1993 to 
provide food and beverage consulting 
services to events, stadiums, arenas 
and convention centers. The company 
has worked with over 80 events and 
venues with the goal of helping these 
events and venues increase their per 
person spending.

Website: www.gfstrategies.com
Email: greg@gfstrategies.com
Address: 13111 NE Fifth Avenue, 
Vancouver, WA 98685
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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.

http://www.festbiz.com



