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

and provide creative solutions that protect your organization from accidents. 

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

http://www.dixieflag.com
http://www.dixieflag.com
mailto:sales@dixieflag.com
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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

http://www.pointsmap.com
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Steven Wood Schmader, CFEE

In proactive response to those changing 
times, the IFEA made a conscious decision 
to start rebuilding and reinforcing those 
all-important bridges between our events 
and cities. We created our IFEA World 
Festival & Event City Award, with the 
intent of clearly defining what makes 
a great festival and event city host, but 
also as a way to recognize and reward 
those who remembered and understood 
the importance and returns of those 
partnerships. Cities who had, in-fact, 
committed themselves even more deeply 
to protecting what we had built together. 
We flew their flag and encouraged 
others to emulate their successes and 
vision, as we continue to do today. 

As a result of those efforts, we have, 
as an industry, successfully renewed 
and strengthened many partnerships; 
built many new friendships that had 
not existed before; and opened up 
many important (even if sensitive) 
new dialogues to show our good faith 
and continued commitment to the 
communities, publics and missions that 
we serve. As we continue expanding 
those mutual conversations (based 
upon a foundation of respect and 
understanding), welcoming new friends 
to the table along the way, I believe 
that we will discover new models and 
new possibilities, made possible by 
working together, that will exceed our 
imaginations in the years ahead. 

At our IFEA 61st Annual Convention, 
Expo & Retreat this September 27th-29th, 

in Tucson, Arizona, USA, we are excited 
to elevate our conversations and creativity 
to yet another level, beginning with our 
keynote opening speaker, Peter Kageyama, 
author of For the Love of Cities and the 
follow-up, Love Where You Live. Peter is an 
internationally sought-after community 
development consultant whose ‘hierarchy 
of city aspirations’ recognizes festivals 
and events (and other community ‘love 
notes’) at the top of the community needs 
pyramid, where quality of life becomes 
both interesting and meaningful. 
Together with Peter and many other 
talented and passionate speakers from 
across our industry, I believe that the 
IFEA Convention is truly an event and 
gathering that cannot be missed by 
any serious professional in our field. 

Perhaps it is the focus of our last several 
years that continues to draw me toward 
urban planning metaphors, but I was also 
drawn to a recent NPR interview with 
writer Catie Marron, who has just released 
a new book, City Squares, featuring a 
collection of thoughts by well-known 
writers, on famous public squares (which, 
by the way, do not have to be square) 
around the globe. From small villages 
to the largest cities in the world; from 
the public market in Hobart, Tasmania 
(Australia) to the floral grandeur of the 
Grand Place in Brussels, Belgium; from 
the now politically infamous Tiananmen 
Square in Beijing, China and Tahrir 
Square in Cairo, Egypt, to the tourist 
hub of Times Square in New York City. 

Squares are where you go to be with 
people; to gain a sense of community, 
a sense of shared values, a sense of 
creative possibilities, a sense of humanity 
(per writer Michael Kimmelman); to 
share ideas and moments; to gather for 
pleasure - to shop, to eat, to sit on the 
side of a fountain and talk with a friend 
(per writer Lynn Neary); to be renewed 
and energized; to feel a part of the city. 

To me, the festivals and events that 
we produce are the public squares of 
our cities. They are that unique venue 
that includes, welcomes and bonds 
every component of the community 
together under one vision – friends and 
families; corporate citizens; government 
agencies; educational institutions; 
the media; social organizations; the 
arts; causes; tourism and hospitality; 
all genders, ages, sexual orientations, 
religions, cultural backgrounds and 
political viewpoints; et al. I believe 
that is our highest value…to bring our 
communities together and to inspire 
them to imagine even greater possibilities. 

That is also the unique role that the 
IFEA plays in our industry. To provide 
a welcoming space to come together 
with your professional peers; to 
create new dialogues; to celebrate our 
accomplishments; to foster a sense of 
global community; and to inspire us to 
imagine even greater possibilities. I hope 
to see you all in the public square that 
is the IFEA 61st Annual Convention, 
Expo and Retreat in September! 

FESTIVALS & EVENTS: 
Playing Our Role as the Public 
Squares of Our Communities

Nearly a decade ago, given the fallout and unanticipated reactions 
around the globe to the changing economic realities happening to us 
and around us, we began to, necessarily, revisit the hugely important 
partnerships that most had enjoyed, if not (unintentionally) taken for 

granted to that point in time, with our host cities. We watched as our once closest allies, balancing their 
own financial and resource challenges, seemed to forget about the common successes and good times 
that we had created and shared together, as we celebrated who we all were when we were at our best. 

PRESIDENT’S LETTER
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helping you protect those whose 
             leadership you depend on…

…for the best price in the industry.

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

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

IFEA Member 
Directors’ and Officers’ Insurance

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


Major festivals and events can be powerful catalysts for bilateral relations 
between countries, in addition to being a channel for the enhancement of 
diplomatic relations. Last week, I was invited to the Residence of the US 
Ambassador in Canada for a special reception to celebrate "Memphis in 
May" which is paying tribute to Canada as part of their 2016 Festival.

We are Extensions of Our 
Country’s Foreign Policy

Long time IFEA Member, former IFEA 
Board Chair and good friend, Jim Holt, 
and his team from Memphis in May 
did a remarkable job in selecting an 
impressive cross section of Canadian 
Culture. From performances by "Les 7 
doigts de la main," to Neil Young and 
Canadian Celebrity Chefs, Memphis will 
become, for a few days, a microcosm 
of Canadian Canuck lifestyle and an 
extension of Canadian "cool factor" in 
US territory. The alliance also included 
sustainable platforms such as an 
exchange between high school students 
and a trade mission for the business 
community. Jim, being one of our 
industry’s experts, made sure to cover 
all angles. A significant delegation of 
elected officials and business people from 
Memphis also attended meetings in 4 
major Canadian cities, paving the way for 
numerous new economic possibilities. 
The joy in the eyes of the US Ambassador 

in Canada was a powerful testimony 
of the success of the operation.

South of the border, our friend Diana 
Mayew, CFEE and her stellar team of 
the National Cherry Blossom Festival 
paved the way in Washington D.C. to 
further the relationship between Japan 
and the US. Opening ceremonies in the 
Warner Theater involved entertainment 
and dignitaries from both countries 
while blossoms in the Tidal Basin were 
illustrating how the countries are linked 
by a spectacular natural wonder.

In the same spirit, a few years ago, 
thanks to connections through the IFEA, 
we celebrated the 60th Anniversary of the 
Korean War Armistice with a partnership 
between JinJu, Korea and Ottawa's 
Winterlude. It may be a coincidence, but 
a few months later, South Korea signed 
a free trade agreement with Canada!

As we are preparing to celebrate 
Canada's 150th Anniversary of 

Confederation, we extended an invitation 
to Embassies located in Canada's Capital 
to celebrate their National Days out of 
Lansdowne Park by offering free access 
to municipal buildings. As a result of 
this brilliant idea by our Mayor, Jim 
Watson, we will have over 25 Embassies 
celebrating Canadian diversity as they 
present a free showcase of their culture.

In summary... as major festivals and 
events experts, we are more than just 
someone who organizes ‘big parties’… 
we are diplomatic experts and extensions 
of our country’s foreign trade policy!.

GUY LAFLAMME
2016 IFEA World Board Chair

Executive Director, Ottawa 2017
Professor, Telfer School of  

Management, University of  
Ottawa ON, Canada

THE BOARD
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FOUNDATION

I’m writing this on April 6 at 11:26am. There’s 17 days, 10 hours 
and 2 minutes until Thunder Over Louisville. 23 days, 20 hours 
and 2 minutes until the start of the KDF miniMarathon/Marathon 
Races. Let’s just call it an even 31 days until the Kentucky Derby 
when this whole 2016 Festival will end. In between now and the 
next 31 days, the Kentucky Derby Festival will produce another 
65 events on top of the 5 we’ve already done!

In the Eye of the Hurricane

With e-mail piling up in between 
staff members stopping by my office to 
ask questions while at the same time 
answering phone calls regarding insurance 
issues, I decided to take a moment and 
breath and write this article. I’ll confess 
that Nia Hovde at the IFEA Headquarters 
in Boise gave me an “out.” She said that 
if it’s too much I can skip the summer 
issue of “ie” magazine. I’ll also confess 
that I almost took her up on it.

But here’s the deal and it’s something 
that I believe about each and everyone 
one of us. No matter how busy we are or 
swamped we become at home, work and 
in life, we always – and I mean ALWAYS – 
have time for things that really matter to 
us. Whether it’s a personal pleasure like 
finding 50 minutes late in the evening to 
crack a beer and watch another episode 
in my House of Cards binge, or moving 
things around so I can go to my daughter’s 
gymnastics class on Saturday morning, I’m 
going to find time for what I want to do. 
That’s why I’m going to pound out 700 
words while I’m in the middle of chaos, 
because to me, the IFEA and its Foundation 
are important. I’ll try to explain why 
in the next few paragraphs below.

I walked into the 2007 IFEA Convention 
in Atlanta without any idea of what 
to expect or, if I’m being completely 
honest, why I was even there. I was new 
to this festival & event industry thing, 
having just emerged from the world of 
professional politics with a multitude 
of scars and a healthy dose of cynicism 
about Washington. From the moment I 
attended my first session, I knew I had met 
“my people” and I started to vigorously 
grow my network. Insurance professionals 
like Carol Porter from Haas & Wilkerson, 

who introduced me to a number of key 
folks working in risk management and 
who has also personally taught me lot 
about keeping people safe at my events. 
Meeting mentors like Peter Ashwin, who 
is considered one of the very best in the 
safety and security field, having managed 
and worked events at the very pinnacle of 
our industry; namely the Olympic Games. 
Listening to leaders like Bill Flinn from 
the Pasadena Tournament of Roses, who 
taught me that patience and perseverance 
and respect for the traditions of our 
events are valuable lessons for personal 
professional growth. I’ve made some of 
the best friends I could ever ask for, like 
Mary Ann Dilling and Pam Sartory, who I 
know I could call and at the drop of a hat 
they’d be there to offer counsel or help. 

Look, the paragraph above is not just 
name-dropping some of the top event 
professionals in the world. It’s about 
showing you that with time, focus and 
a little effort, you can play your cards 
right and build an Outlook contact 
list of people who can help you grow 
professionally. Whether it’s landing 
that next job up the ladder, or needing 
some helpful advice on an issue you’ve 
run across, the IFEA and its network of 
industry leaders are there for the taking! 

So going back to 2007 and Atlanta. 
After the boiler room of politics, I had 
this perception that I was walking into 
Disneyland. What I discovered walking 
out of the Convention is that I had to give 
this festival thing a shot. I met whip-smart 
people who were driven to succeed in a 
fast paced and competitive environment. I 
started building a network of professionals 
who are as accomplished as anyone you’d 
ever meet in any industry. It’s all a give 

and take. I’ve been asked to help and I 
will continue to ask for help in return. 

What’s this got to do with the IFEA 
Foundation and my role as its Board 
Chair? Well, I’d tell you that taking a risk 
and introducing yourself to someone at 
this year’s Convention might lead to a 
conversation. Then another conversation. 
Then another. Which leads to building 
a network and gaining a foothold in an 
international association of professionals. 
The IFEA Foundation’s mission is to grow 
and promote the IFEA. The money we 
raise helps to make the Convention bigger 
and better and provides scholarships 
to those who might not otherwise be 
able to attend. Maybe, just maybe, one 
of those scholarship attendees starts 
a conversation and builds a network. 
What if they eventually become the next 
Director of Operations at Disneyland? 
I’d say mission accomplished!

With only five months to go until Tucson 
2016, my plan is to get through the next 
31 days, take a breath, and start preparing 
for the Convention. My team and I have 
an auction to plan and in the words of 
an infamous presidential candidate, it’s 
going to be huuuuugggeeee! Just 172 
days, 6 hours and 57 minutes to go!!

JEFF ENGLISH, CFEE
2016 IFEA Foundation  

Board Chair
Vice President of  

Administration/General  
Council

Kentucky Derby Festival
Louisville, KY
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How many employees does 
your company have?

Today, we have over 60 employees 
in our Verona, WI location. 

How has your company 
grown over the years? 

pc/nametag has continued to offer 
new and improved products with the 
growing demands of our customers. 
And, as our company has grown, we 
have increased staffing to ensure our 
customers receive the highest level 
of customer service and attention. 

What areas do you serve with 
your product/service? 

While our main warehouse facility 
is in Verona, WI, pc/nametag produces 
materials and ships throughout the 
world each day. In 2016 we are also 
opening a warehouse distribution 
facility just outside of Toronto. 

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

pc/nametag is the world’s largest  
distributor of meeting and event products 
and services. We provide materials from 
vinyl holders and paper inserts all the  
way up to full service printing and  
assembly of your name badges. Look-
ing for something you can’t find on our 
website? Simply give us a call and our 
experts are ready to help you with the 
best products and services for your event’s 
unique needs.

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

Our Event Badges have been an instant 
customer favorite. I’m excited to show the 
IFEA Convention attendees this laminate 
badge option which is perfect for all sorts 
of festival and event elements including 
backstage and VIP passes, amusement areas, 
exhibit areas and much more! While at the 
event, I encourage everyone to stop by and 
check out this unique product offering! 

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

pc/nametag prides itself in both 
customer service and high quality 
products. No competitor offers our 
unique variety of options along with 
unparalleled customer satisfaction. 

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

This is my first time attending 
and exhibiting at IFEA’S Expo.

Why did you decide to exhibit 
at the IFEA’s 61st Annual  
Convention, Expo & Retreat? 

Many of our current customers order 
our products for events such as festivals. 
I feel like attending and exhibiting 
this year is a great opportunity to meet 
more of these types of customers and 
show them the wonderful products 
and services pc/nametag has to offer.

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

I am excited to show others what pc/
nametag provides. We have many unique 
and proprietary items that I feel will make 
the jobs of IFEA attendees easier.

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

Sales and customer service at pc/
nametag is about helping our customers 
find products and solutions for their 
everyday problems. Our focus is making 
the lives of our clients easier so they 
can put on a more stress free event. 

What is your customer  
service philosophy? 

Customer service is pc/nametag’s 
top priority. We are an industry leader 
with regard to Customer Satisfaction 
and Net Promoter Scores but you don’t 
need a score to know – simply give us 
a call and experience our unparalleled 
customer focus for yourself.

CONTACT INFORMATION

Kindra Evans   
Sales Manager
pc/nametag
124 Horizon Drive
Verona, WI 53593  
608-845-1855
kevans@pcnametag.com 
www.pcnametag.com

EXHIBITOR SPOTLIGHT

The company was founded by a certified meeting planner in 1985, who was determined to find 
an easier way to print name tags for meetings using a then-new personal computer and printer. We 
have evolved to be world’s largest distributor of meeting and event materials. We have thousands 
of in-stock products that can be shipped same-day, and thousands more custom products that can 
be shipped within just a few days.
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BIG DATA…BIG DEAL
By Patty Janes, Ph.D. 

Really, any data can be a big deal to professionals in the festival and event industry, 
and this column is dedicated to exploring the use of research and data in festival and 
event management. 

Starting a Formal Conversation 
About Research in the Festival 
and Events Industry

Continued on page 90

Welcome to the first of a regular 
column in “ie” focused on thinking 
more thoughtfully about how our 
industry (and we) use, misuse, or 
never use data to support our event 
decision making. Never has data been 
more talked about, and been more 
accessible. However, in my thirty years 
in the industry both as a practicing 
professional and higher education faculty 
member, I’ve found research/data to still 
be a challenge for most festivals and 
events. Therefore, the time is right to 
have a regular conversation about “Big 
Data…Big Deal”, as data is a big deal. 

It is difficult to avoid the topic in 
the media today; and it seems we have 
many words that are used to describe the 
topic whether in simple terms related to 
gathering information, data, or research 
to popular terms including business 
analytics, intelligence, knowledge 

management, or big data. Today we 
are surrounded by people talking 
about it, however, few understand 
the unique challenges festival and 
event professionals face related to 
understanding, gathering, and using it. 
Our industry is not often talked about it 
popular media; and our needs are unique 
when compared to larger, more corporate, 
and less seasonal organizations.

I have three specific objectives 
for writing this column, and my 
hope is you have interest in together 
accomplishing the following:
1. Increase the use of valid and reliable 

data in festival and event management,
2. Expand the research methods utilized 

by the festival and event industry, and 
3. Share valued existing (secondary) 

research to get festival and event 
professionals thinking! 

For over five years, I have formally 
surveyed industry professionals 
regarding their research practices. What 
I do know from these findings, and my 
years working with the industry, is we 
are all over the place in terms of our 
research practices. However, we agree 
on its value, and its future importance. 
In the professional festival and event 
industry, our research use ranges from 
very little to incredibly sophisticated. 
This column focuses on those festival and 
event professionals in the middle; the 
majority who seek more insight on the 
topic, conduct some formal research now, 
and want to learn to do and use more. 

A recent sample of 50 festival, event, 
and hospitality organizations indicated 
only a few conducted “little research”, 
and only a few conducted “a great 
amount of research”. Most described 
themselves as organizations that believed 
research was important, and they 
conducted only some formal research. 
It was considered by over two-thirds 
to be valuable/very valuable, and near 
all indicated they should “conduct 
more research in our organization”. 

When and if they conducted research, 
respondents most often evaluated 
financial data, and they asked attendees/
participants/visitors what they thought 
about the festival/event experience. 
Far fewer gathered formal insight from 
other stakeholders (e.g. volunteers/
employees, vendors, sponsors, board 
members). And, even less utilized 
data from analytics from marketing 
sources (e.g. website, social media 
accounts), conducted competitive 
insight, understood consumer 
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 CFEE
An Important Step in the 

Career Track of Industry Leaders
Join us September 24-26, 2016, in Tucson, Arizona, U.S.A.

and be three steps closer to the recognition you deserve.

For more information about the IFEA’s professional certification program, and our 2016 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

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

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

http://www.ifea.com/p/education/cfeecertification
mailto:clerick@culturalfestivals.com
http://www.kaliff.com


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

Dear Sponsor Doc: 
We are pretty much wrapping up sponsorship sales for our summer event and seem to once again be 
a bit stuck in terms of revenue. I was close on bringing in a couple new sponsors, but they say they 
need more information about who is coming to our festival. What information should I provide and how 
should I get it?

S.C. Breckenridge, CO.

Dear C.O. 
From your letter, I need to assume 

that you are not conducting audience 
surveys at your event each year. If that 
is the case, you are not alone, but this is 
something you need to change this year! 

To be honest, I am always a bit stunned 
when I consult with events large and 
small from State Fairs to Christmas 
Markets, by the lack of information they 
can provide about who is attending their 
event. I hear a lot of “It’s principally a 
family audience…” or “They really are 
just a cross section of our community…” 
or my favorite, “I would say evenly split 
male and female, aged about 18-65.” 

To be able to attract prospects and 
create a compelling case for sponsorships, 
event producers need to know exactly who 
is attending their event. Please believe 
me when I tell you that sponsors know 
everything about their target customer 
from the demographic profile to lifestyle 
interests to buying behaviors. If you 
can’t make the case that they will find 
their target customer at your event, you 
will be hard pressed to make the sale.

The good news is that you can take 
steps before this year’s event to correct 
that deficiency by putting together a plan 
to survey your audience. Let’s get started.

First, determine what type of data 
collection methodology you want to take. 
• Random Sampling, whereby you have 

people canvass select every Nth person to 
complete the survey is generally the most 
statistically reliable. In this scenario, 
you can have staff, volunteers or a third 
party randomly intercept, say every 15th 
person they encounter and have them 
take your survey. Generally, all you would 
need to collect is 200-400 surveys at even 

the larger events to get reliable data.
• Enter to Win data collection, is often 

used by event organizers. In this 
scenario, you set-up a booth or kiosk 
and offer an incentive for your event 
attendees to take the time to stop, fill 
out information and thereby enter 
to win a prize. This approach often 
captures hundreds, if not thousands of 
“entries” but generally the data is less 
reliable as the person filling out the 
survey is self-selecting themselves (versus 
being randomly selected) and often 
does not provide accurate or complete 
data. None-the-less, this audience 
data is far better than your guessing!

• Online Surveys, have become a new 
effective tool to learn about your 
audience. Most of us have received 
these types of surveys after attending 
conferences or other events for which 
we registered. Survey Monkey is the 
one we have used most often, but 
there are others as well. The key to this 
approach is that you need to have some 
prior mechanism to collect the email 
addresses of your attendees. If you are 
putting on a run or cycling event, you 
have those. If you sell tickets online 
to your event, you are good to go.

 
So once you have decided what 

testing instrument you are going to use, 
let’s cover some of the key information 
you will need to attract sponsors. 

The most basic information you will 
need is a demographic profile. You 
need to ask your attendee to profile 
information on the following categories:

 Age 
 Gender
 Marital Status

 Household Income
 Profession
 Home Ownership
 Zip Code

Next, I want to get a sense of how 
they learned about the event. This 
information will be very helpful to gauge 
your marketing and sponsor recognition. 
This question might look like:

Q: How did you learn about the event?
	Newspaper ad
	Radio ad
	Television ad
	Outdoor ad
	Poster/Brochure
	Email
	Website
	Facebook or other social media
	Friend or Neighbor
	Walking by

Finally, if the survey is not getting 
too long, I like to learn about their 
future buying habits, particularly for 
sponsor categories that I have not 
been able to attract in the past. The 
question might look like this:

Q: In the next six to twelve months, 
which of the following products or service 
purchases do you anticipate making?

	New car or truck
	New home
	Vacation/airline travel
	Insurance
	Etc.
	Etc.

S.C., if you take these steps at this 
year’s event, I can assure you that you 

It’s All About The Audience

Continued on page 90 
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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

Now, after watching the political 
races for President over these last few 
months, it appears that, at least when 
it comes to politics, there are no more 
rules. Everything I have preached for 
years about how to deal with a crisis 
and how to react when faced with a 
crisis has been turned upside down.

This is not a partisan commentary. 
At the moment, I really have no 
idea who I will be voting for in 
the fall. However, in observing the 
campaigns, I have been sitting back 
in amazement at how some of the 
candidates are conducting themselves, 
and regardless of this conduct, they 
still maintain, or gain support.

For instance, when faced with a crisis, it 
is (generally) not a good idea to lash out 
at anyone—your opponent, the media, 
or constituents of any kind. I always 
counsel clients to promptly take stock 
of the situation, admit responsibility, if 
necessary, outline how matters will be 
handled in the future, discuss remedies 
if any, and also outline how you will 
address those who may have been injured 
or affected by the crisis. Be prompt with 

your responses and always tell the truth.
In the current Presidential race, there 

has been none of this. Oh, candidates 
have faced plenty of crises, but the 
reaction, for the most part, has been 
to lash out, deny that something was 
said or done (even when there is video 
evidence), and to blame the media 
or other opposing groups for twisting 
the facts. Blame has been placed on 
faulty earpieces, not understanding 
questions, having answers taken out 
of context, and on, and on, and on.

Candidates have attacked each other. 
They have called each other “liars”—so 
often in fact, that the word seems to 
have lost all of its impact. Candidates 
have attacked the heritage of some 
opponents. They have made fun of 
the looks of their opponents as well as 
some physical attributes. Candidates 
have attacked their opponents’ 
families which had been previously 
completely off limits. And at least 
two candidates got in to a very public 
dust-up criticizing each other’s wives!

And what has the reaction been 
when a candidate has been questioned 

about his or her behavior? In many 
cases, the answer has been “Well he/
she started it!” “He said it first.” “If he 
hits me, I’m going to hit him back.”

In watching the nightly news, I fully 
expect a candidate to come out one 
day and say “Nyah nyah, nyah, nyah, 
nyah.” My wife is a first grade teacher. 
On multiple occasions when watching 
a broadcast about the presidential race 
and reactions of the candidates she will 
observe “I have to listen to stuff like this 
all day in school! I certainly don’t want 
to hear it from presidential candidates.”

So why do these tactics seem to 
be working? Or at least why do they 
seem to NOT be hurting a candidate? 
That is an excellent question….for 
which I have no answer. In the past, 
when a candidate committed any one 
of the faults mentioned above, they 
would find themselves in a very deep 
hole from which it would be difficult 
to climb out. Either the candidate 
or their spokesperson(s) would be 
doing a lot of backpedaling.

This year, the actions of at least some 
of the candidates have been juvenile, 
embarrassing, underhanded (fill in any 
one of your choice of adjectives here) 
and certainly have not been flattering to a 
person who is striving to be the leader of 
the United States of America. If we were 
watching this go on in another country 
we would find it comical, the source of 
endless entertainment. But this is not 
another country, it is ours. And so far, 
none of this nonsense has seemed to 
“stick” to any particular candidate. It has 
certainly not inhibited the chances of 
any of these candidates to get elected.

Why You Need Crisis 
Communications
For more than a year, you have been reading my column on crisis communications. Some of you have 
attended one of my presentations on the subject. Hopefully you have learned a few tips on what to do 
and what not to do when faced with a crisis. With luck you have put together a crisis communications 
plan for your organization or have re-examined it and made some updates.

Continued on page 90
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SEPTEMBER

CFEECFEE

IFEA 61st Annual  
Convention, 
Expo & Retreat
JW Marriott Tucson  
Starr Pass Resort & Spa
Tucson, Arizona, U.S.A.

Mark Your 
Calendar Now!
CFEE Certification Classes Offered September 24 - 26, 2016
For more information visit us at www.ifea.com

Presenting Sponsor

http://www.ifea.com/p.aspx?pID=education/61stannualconvention&


THE UN-COMFORT ZONE
With Robert Wilson

Whenever I think of laying down 
a challenge, I think of a classic story 
about Charles Schwab the magnate of 
Bethlehem Steel. One day, he was visiting 
his least productive mill to discover 
why it was underperforming. During his 
inspection, he discovered that everything 
seemed to be in order: the workers all 
knew their jobs, the equipment was 
top-notch, and the manager highly 
educated. Despite all of that, it was 
producing far behind all his others. 

He ended his tour of the facility a few 
minutes before shift change. Stopping 
in front of one the furnaces, he asked a 
worker, “How many heats has your shift 
made today?” “Six,” the man replied. 
Schwab then asked for a piece of chalk. 
He took it, wrote a large number “6" 
on the floor, then left the building.

When the second shift arrived, they 
saw the chalked “6" on the floor, and 
inquired about it. “The big boss was in 
here today,” said one of the men. “He 
asked us how many heats we made, and 
we told him six. He chalked it down.”

The next morning Schwab visited 
the same mill. He saw that the “6” had 
been erased by the second shift and a 
large number “7” written in its place. 
He returned to the mill again at the end 
of first shift, where he saw that the “7” 
had been replaced with a “10.” With a 
piece of chalk, Schwab started a lively 
competition that continued until that 
mill was producing more than any other. 

This particular challenge worked 
because it pitted the esprit de corps of 
two teams against each other. I’m not 
sure that particular challenge would 
work today with the added burden of 
government regulations and union rules. 

I also believe that a challenge does 
not stand alone as a motivator. There 
has to be something behind it. It may 
be pride, prestige, or fear that drives 
the need to overcome the obstacle.

Challenges are always obstacles 
whether it is an athletic, academic, 
intellectual, work-related, health-related, 
a personal goal or a personal 
tragedy. Sometimes the challenge 
is given by a boss, a team mate, a 
spouse, or simply the zeitgeist. 

Many times a challenge will be 
issued with the following words: “I’ll 
bet you can’t...” or “I dare you to...” 

A challenger draws a line in 
the sand and defies us to cross it. 
Hmmm, isn’t that what the game of 
American football is all about?

The advertising industry loves to use 
a challenge to get us to try their product 
or service. We frequently see words such 
as “Take the Taste Test,” or “Give Us 30 
Days and You’ll Become a Believer.” 
I remember this one from Gillette: 
“Take the SensorExcel Challenge: One 
shave and we bet you’ll get rid of your 
disposable razor for good.” Perhaps the 
most famous challenge ad is this one: 
“Be All That You Can Be: In The Army.”

We love fun challenges such 
as problems that stimulate our 
ingenuity: crossword puzzles and 
sudoko for example. We enjoy the 
challenge of improving our skill at 
games and sports. OK, the love/hate 
challenge of golf not withstanding. 

Ultimately, all our challenges are 
self-given because it is human nature 
to want to improve. Pablo Picasso 
said it best, “I am always doing 
that which I cannot do, in order 

that I may learn how to do it.” 
The personal challenges we give 

ourselves create the journey known as life. 
Enjoy the pitfalls and peaks as they come 
because as Leo Buscaglia, author and 
professor, put it most bluntly, “Death is a 
challenge. It tells us not to waste time.” 

I challenge you to heed his 
advice and get on with the 
important things in your life. 

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 chil-
dren’s book: The Annoying Ghost Kid. 
For more information on Robert, please 
visit www.jumpstartyourmeeting.com

I Dare You to Read This

Recently, a reader wrote me to suggest that 
rather than trying to encourage someone, 
a better way to motivate them is to issue a 
challenge. So, I felt challenged to write about it.
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The IFEA would like to thank the following partners for their dedicated support of the association.  
Association Endorsed Partners have made a commitment to the continued success of our association, 
our members, and our industry through their umbrella support of all IFEA programs and services. 
Show your support for these dedicated providers to our industry by getting to know them, and the high  
quality products and services that they supply, better.   

ASSOCIATION ENDORSED PARTNER

ASSOCIATION ENDORSED PARTNER ASSOCIATION ENDORSED PARTNER

www.hwins.com
http://www.lantisfireworks.com/v3/
http://www.saffire.com


With Gail Lowney Alofsin

One of the educational highlights of 
the spring is the Harvard Business School 
Association of Boston CEO Roundtable. 
This event, produced by branding expert, 
Larry Gulko, is a three hour think tank. 
The evening features a panel of three 
to four corporate CEO’s sharing their 
wisdom and experience. Following this 
motivating panel is a session titled, 
“Up close and personal.” The attendees 
choose the CEO that they would like to 
learn more from and move to a classroom 
where they can ask individual questions. 

The CEO’s featured this past 
March were Matthew Levatich, CEO, 
Harley-Davidson; Donna Noce, Brand 
President, White House/Black Market 
and Michael McGrath, CEO, Newman’s 
Own. The overarching theme of the 
event was “authenticity” as the key 
leadership factor. The panelists concurred 
that today’s customers are very smart 
and can see right through a brand. 
With the proliferation of social media 
and internet access, information is 
everywhere; brands are transparent.

Matthew Levatich, CEO, Harley- 
Davidson, expressed “everything we do 
has to reinforce customer loyalty.” There is 

“Marketing is 1,000 gestures a day by people who represent your brand.” 
Larry Gulko

LEADERSHIP AT ALL LEVELS

Gail Alofsin with 
Donna Noce,  
President, White-
House/BlackMarket

“Do you want to be 
there when she opens 
the box? Take pride in 
your product.”

a common bond with Harley-Davidson 
riders, mirroring their brand statement: 
“We fulfill dreams and personal freedom.” 
Freedom, independence and strength 
are at the heart of the Harley-Davidson 
brand. Levatich discussed that it is 
very liberating when you understand 
what your business means to your 
customer. At Harley-Davidson, the 

customer feedback they gain through 
rallies, social media and every step 
of service is discussed as a team. 

Donna Noce, Brand President, White 
House/Black Market (WHBM) engaged 
the audience with her focus on “delivering 
the unexpected.” WHBM is a 30-year-old 
business based on relationships with 
women. Their clients want to feel 
welcomed, confident and beautiful. 
She discussed ensuring your product is 
packaged attractively and professionally 
whether sold in store or on line. Take 
pride in your product: “Do you want to be 
there when she opens the box?” Noce also 
professed that you must “move with your 
customer.” Whether you are rebuilding 
or rebranding, it is important to have 
the utmost respect for the DNA of the 
business and the history of the company. 

Michael McGrath, CEO, Newman’s 
Own, was an impactful speaker, opening 
with “Product quality is the most important 
thing that we do.” With the core value 
of “Quality trumps profit,” the culture 
at Newman’s Own is creating a better 
product for the customer while donating 
100% of the profits to charities.

McGrath, a friend of Paul Newman, 
served as a consultant for the company 
prior to assuming the role of CEO a 
few years ago. When Newman started 
the company over two decades ago, he 

Continued on page 95 

Gail Alofsin, Newport Harbor Corporation 
with Michael McGrath of Newman’s Own.

“Product quality trumps profit.”
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Continued on page 92

THE DIGITAL LIFE
By Kendra Wright

Welcome to another year of the Digital Life.

You don’t need to be a geek to appreciate this  
column. In fact, do you:
• Feel overwhelmed by technology sometimes?
• Wonder if technology is making your life better?
• Question how technology is making our  

society better?

Yes? Then this column is for you!

Although I work in the digital marketing 
industry, I have a love/hate relationship 
with technology and how it applies to my 
life. I love it as a marketing medium and 
I’m truly fascinated by great user interface 
design (nerd alert!), but I feel technology 
plays too high a role in my life sometimes. 
And when I see a group of people at 
dinner, all together, but each staring 
only at their devices, it makes me sad. 

So how do I find peace with 
technology? I try to use it as much as 
possible in ways that benefit me. 

We all have our “stuff.” For me, it’s 
this. Another birthday is looming. My 
dad’s heart disease is progressing. I’ve 
recently had stress-related health issues. 

I have renewed interest in getting 
healthy. And to be honest, I think 
this is an area where technology can 
actually help us. Living a healthier life 
encompasses mind, body and spirit. 
So I’m going to share a few tools I 
think can help you in each area. 

Body Fitness with Technology
Let’s start with getting our body fit. 

Let’s face it, finding the time to exercise 
is a constant struggle. At least it is for me, 
so I’d like to share a couple of ideas.

First, I know many of us use Fitbit. 
I’m a super fan, and there is a specific 
(non-overwhelming) way I use it. 
Sure, I try to get in my 10k steps, at 
least more days than not. But there 

is a feature called Active Minutes 
that takes it to the next level. 

True to the name, Active Minutes are the 
number of minutes you’re active during 
the day; active is defined as more strenuous 
than casual walking. (There’s a geeky term 
called METs, or metabolic equivalents 
that measure activity. A MET of 1 is a 
body at rest; FitBit counts over 3 METs 
as “active.”) But here’s the catch. Active 
Minutes are only awarded after 10 minutes 
of continuous activity. Buzzing around the 
office or house generally doesn’t count.

The CDC says we need 150 hours a 
week (or about 25 minutes per day) of 
moderate-intensity activity, like brisk 
walking. So here’s my recommendation: 
to get your 25 minutes a day, go for a 
walk. When you’ve gone 13 minutes, start 
back. Viola! You got your 25 minutes!

But that’s not all. CDC also 
recommends 2 or more days a 
week of strength exercises. For 
this, I love an app called Seven. 

The Seven app is based on a study 
in the American College of Sport’s 
Medicine’s Health & Fitness Journal. 
It found that people could get 
health benefits in less time, with no 
special equipment, by doing interval 
training in just seven minutes. 

For time-constrained event managers, 
Seven is magic. Because no matter 
how busy we are, who can honestly 
say we can’t find seven minutes? 

I won’t say these are the most 
pleasant seven minutes of my day, 
but I always feel good when I do it, 
and I even break a little sweat and feel 
a little (good) sore on occasion. 

A Healthier Spirit with 
Technology

Is it just me, or is there a trend toward 
talking about mindfulness? Maybe 
it is me; I’ve been in need of some 
mindfulness lately. If you look at my 
phone, I have downloaded eight apps 
that help to slow down the mind and 
live in the present moment. Here are 
several that have been very helpful. 

If you are new to meditation, try 
10% Happier. This app is awesome 
to help you get over the hump 
and figure out where to start. 

10% Happier has a seven-day 
introductory program that does a 
great job of not only explain HOW to 
meditate, but the WHY of meditation. 
You may recognize the name Dan 
Harris. He is a correspondent for ABC 
News who had a panic attack on air a 
few years ago and began meditating. 

Healthy with Technology
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MAY 2, 2016 - We 
wanted to bring 
to your attention 
an important 
change to the 
Department of 
Labor's (DOL) Fair 

Labor Standards Act 
(FLSA) that will have a 

particularly significant 
impact on our industry as it applies to 
exempt and hourly employees, who can 
be defined as which, and how they must/
can be compensated. The new revisions 
were originally proposed in 2014 and 
have been under construction since then, 
but not in a manner that made a lot of 
headlines or drew a lot of attention, until 
now. These newly revised regulations could 
be published by the DOL as early as July, 
with an expected compliance window 
of as little as 60 days following that. 

Because of the potential impact on both 
organizations and individual employees, 
as well as the planning and preparations 
that will be necessary to comply (much 
of it in the middle of a highly busy 
festival and event season, as well as the 
middle of most fiscal budget years), we 
felt it was important to bring this to your 
attention. The nature of our industry 

and how we must all operate with highly 
irregular schedule expectations, makes 
this a particularly impactful issue. To help 
us provide you with a good 30,000-foot 
summary of the topic, we asked new IFEA 
member Hawley Troxell Attorneys and 
Counselors (a full service business law firm 
who specializes in these and many other 
critical areas) to help explain the changes in 
the article below: The Fair Labor Standards 
Act - Significant Changes on the Horizon.   

After reading more about the proposed 
new regulations, it will be clear the 
resulting impact that these new regulations 
could/will have on definition of employee 
duties, wages, hourly tracking, overtime, 
comp time, budgeting, and more.  As far 
as we have been able to research, with the 
help of Hawley Troxell, there does not 
appear to be any loophole(s) that would 
exclude non-profit organizations, nor 
our industry, from expected compliance. 
Non-compliance could risk exponential 
damages and legal fees down the road.

Because compensation laws are different in 
many states (and some municipalities), there 
is no one set of answers that we are able to 
provide to everyone. At this point, we would 
suggest that you begin by communicating 
with your HR Department or Representative 
(for those who have one) and with your 

legal counsel to discuss these changes and 
what it means for your own organizations. 
You may also want to talk with your CPA. 
If you do not have a legal counsel that you 
already use, Brad Miller or Jessica Pollack 
with Hawley Troxell would be happy to work 
with you and to help guide you through the 
planning and processes needed to comply 
with the new regulations. They and their 
firm have the ability and the network to 
work both nationally and internationally.

The IFEA will continue to track the 
House and Senate Bills currently hoping 
to block these changes, as well as the 
formal publishing of the new regulations 
as that occurs. We will keep you all up 
to date as we know anything more. As 
appropriate, we will add Webinar sessions, 
Convention sessions and articles within 
our newsletters and publications. I 
hope that this information is helpful.

Best regards,
 

STEVEN WOOD  
SCHMADER, CFEE

President & CEO 
International Festivals &  

Events Association (IFEA)  
World Headquarters 

To Our IFEA Industry Friends in the United States:

In 2016, employers can expect significant 
changes to federal wage and hour laws as 
the U.S. Department of Labor (“DOL”) 
finalizes new regulations related to the 
payment of overtime under the Fair Labor 
Standards Act (“FLSA”). The basic premise 
of the FLSA is that covered, non-exempt 
employees must be paid overtime for 
hours worked in excess of 40 hours in a 

work week at the rate of one and one-half 
times the employee’s regular rate of pay.  

Limited exceptions to the FLSA’s overtime 
obligations exist for certain types of 
employees and for employees in particular 
industries and occupations that would 
otherwise be entitled to FLSA protections. 
The most common exemptions are for 
white collar employees, i.e., executive, 
administrative, and professional employees. 
An employee can be considered exempt only 
if the employee’s primary duties are of an 
exempt nature, the employee is paid on a 
salary basis, and the employee’s salary meets 
a minimum salary level (these are known 

as the “duties test,” the “salary basis test,” 
and the “minimum salary test” respectively). 
There are no general exemptions for 
non-profit organizations under the FLSA, 
though certain individuals employed by 
non-profit organizations may qualify for an 
exemption if the nature of their employment 
satisfies the tests described above. 

The DOL has announced 
proposed revisions to the FLSA’s 
overtime rules that include two key 
changes to FLSA regulations:
• Currently, exempt employees must 

receive a salary of not less than $455.00 
a week or $23,660.00 per year. The rule 

The Fair Labor Standards Act
Significant Changes On the Horizon

IMPORTANT INFORMATION FROM THE IFEA
The following is a culmination of IFEA communications and calls-to-action to-date, in 
response to proposed changes to the U.S. Department of Labor's Fair Standards Act.
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proposes to double this minimum salary 
level to approximately $970.00 per 
week, or $50,440.00 annually. Anyone 
making less than $50,440.00 annually 
would be classified as a nonexempt 
employee and entitled to overtime pay 
if they work more than 40 hours in a 
work week. Notably, this proposed level 
is only a projection and may increase 
or decrease with the final regulations. 

• The proposed rule contemplates the 
establishment of a mechanism for 
annually updating the minimum salary 
test for these exemptions going forward. 
For example, minimum salary amounts 
could be adjusted annually based on 
changes in inflation as measured by the 
Consumer Price Index. The minimum 
salary level was last updated in 2004. 
The idea behind this change is to 
avoid large gaps in this adjustment 
and to add a measure of predictability 
to the minimum salary level. 

During the rulemaking process, the 
DOL also sought comments on whether 
it should revise the duties tests for the 
various white-collar exemptions based 
on the belief that the current duties 
test does not effectively screen for true 
exempt-status employees. For example, 
the DOL asked for comments on whether 
it should implement a hard 50 percent 
limitation on work deemed nonexempt 
or overtime eligible. Such a change could 
eliminate the exemption for an employee 
who manages while contemporaneously 
performing other nonexempt-type duties. 

Since the DOL announced the 
proposed revisions, it has received more 
than 300,000 formal complaints on the 
anticipated impact of the proposed rule. 
On March 17, 2016, bills were introduced 
in the United States Senate (S.2707) and 
House of Representatives (H.R. 4773) 
that are intended to block the proposed 
changes to the FLSA. At the time of this 
bulletin, S.2707 and H.R. 4773 were 
under consideration in committee.  

In its most recent regulatory update, 
the DOL announced its plans to publish 
final regulations on these wage and hour 
updates in July 2016. If the final regulations 
are not blocked by legislative action in 
Congress, employers should expect that the 
time period between the announcement of 
the final regulations and their effective date 
may be short. Therefore, planning may be 
critical. While employers should not make 
any actual changes until the regulations 
become final, they are well-advised to 
consider auditing their current employee 
classifications to determine what changes 
may need to be made to the classification 
of positions if or when the proposed rule 
becomes final. Those changes may include 
raising salaries for certain employees to 
meet the new minimum salary level or 

reclassifying employees from exempt to 
overtime-eligible status. Reclassifying 
exempt employees to overtime-eligible 
status in turn requires the consideration 
of a broad range of issues, including 
communication strategies, training, 
timekeeping policies, and morale concerns. 

For employees who may be reclassified 
from exempt to overtime-eligible, it is 
important for private-sector employers 
to remember that overtime obligations 
cannot be satisfied with the use of “comp 
time.” Compensatory time, or “comp 
time,” is paid time off that is earned by 
an employee in lieu of cash payments 
for working overtime hours. However, 
the FLSA limits the use of comp time 
to nonexempt employees in the public 
sector. Comp time cannot be used in place 
of overtime payments owed to nonexempt 
employees in private-sector employment. 

For some employees who may no longer 
qualify as exempt after these proposed 
changes take effect, employers might 
consider implementing either a fluctuating 
workweek or a Belo contract to comply 
with the overtime pay requirements and 
reduce overtime costs. These options 
provide employees a consistent weekly 

salary, but are only available for employees 
whose duties necessitate irregular or 
variable hours of work (both more than 40 
hours per week and less than 40 hours per 
week on a regular basis). If a Belo contract 
is used, an employer’s overtime obligations 
may not kick in until the employee works 
more than 60 hours in a workweek. A 
fluctuating workweek entitles employees 
to a set weekly salary, regardless of the 
number of hours worked that week. If an 
employee works more than 40 hours, he 
or she must be paid additional half-time 
based on his or her regular rate for that 
week. For example, Jane is paid a weekly 
salary of $500 as straight-time pay in a 
fluctuating workweek arrangement. In 
a week that Jane works 60 hours, her 
overtime premium would be an additional 
$83.34 [20 hours x (($500/60) x ½) ]. 
A Belo contract or fluctuating workweek 
arrangement can be implemented for 
discrete periods of time, such as the busy 
period leading up to an event. However, 
these workweek arrangements are not 
valid in every state and are subject to 
strict requirements under the FLSA 
that must be carefully analyzed on a 
case-by-case basis before implementation. 
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MAY 4, 2016 - In follow-up to our 
communications on Monday of this 
week, with regard to the changes in the 
Department of Labor's (DOL) Fair Labor 
Standards Act (FLSA), I am writing to 
give you an update and to ask for your 
help.  Since our previous email the 
IFEA has joined with a number of other 
leading associations and organizations, 
representing employers with millions of 
employees across the country and almost 
every industry, as part of the “Partnership 
to Protect Workplace Opportunity” 
(PPWO), a partnership being spearheaded 
by the Society for Human Resource 
Management in Washington, D.C. The 
primary immediate focus of this initiative 
is to create support for two pieces of 
legislation that are currently in the House 
(HR4773) and Senate (S2707) that would 
require that the Department of Labor 
conduct a comprehensive analysis of 
the impact on career development and 

workplace flexibility on small businesses, 
nonprofits, and local governments before 
moving forward with its proposed changes. 
It is very important that we get as many 
individuals and organizations as possible, 
to communicate your support for these 
bills to the Director of the Office of 
Budget and Management (OMB) and to 
your own Congressional Representatives, 
encouraging their support of the same. 

The Partnership to Protect Workplace 
Opportunity has made this process very fast 
and easy. Simply go to the ‘Take Action’ page 
of the PPWO site, click on the ‘Non-Profit’ 
(or other more appropriate) button and 
follow the instructions. You will simply be 
asked to fill in your contact information 
and hit a submit button that will send an 
email letter (already written) to the OMB, 
followed by the same information that will 
identify for you and send a pre-written letter 
to your appropriate Members of Congress. 
It will take you all of about two minutes…a 

very important two minutes! The PPWO 
has even provided the ability to tweet 
your representatives, should you desire. 

For more in-depth information about 
this important issue to ours and many other 
industries, organizations, businesses and 
individual employees, I invite you to explore 
the “Partnership to Protect Workplace 
Opportunity” web site and learn more. As 
always, the IFEA will continue to do our best 
to keep your interests represented and to 
keep you all updated as we know any more. 

Best regards,
 

STEVEN WOOD  
SCHMADER, CFEE

President & CEO 
International Festivals &  

Events Association (IFEA)  
World Headquarters 

Action Requested

MAY 10, 2016 - In continuation of 
our efforts to stop or revisit the impact of 
proposed changes to the Department of 
Labor's (DOL) Fair Labor Standards Act 
(FLSA), I am including a link below to a 
survey being conducted by the "Partnership 
to Protect Workplace Opportunity" 
(PPWO) that we have joined forces with, 
along with a number of other leading 
organizations, representing employers 
with millions of employees across the 
country and almost every industry. 

In anticipation of the publication of 
DOL's final overtime rule, all PPWO 
members and allies (IFEA included) 
are circulating this Overtime Survey to 
our respective industry stakeholders. 
Responses to this survey will be used to 
quickly aggregate data on compliance 
impacts associated with the new overtime 
regulations. You can insert expanded 
comments or notes into the survey 
wherever you wish. Responses to this survey 
are strictly confidential and no identifying 

estimates or information will be revealed. 
In fairness to your schedule planning, 

this survey will take a little longer to 
complete than the very easy template letters 
to Congress that we requested your help 
with last week.  However, your response 
will be very important in providing data 
and information to support our cause 

that we can get 
no other way 
so quickly.  

In a perfect 
world we 
would like to 
get everyone to 
complete the 
survey by this 
Wednesday, 

May 11th if at all possible. The survey 
cover page notes that a final rule could 
be published as early as this Friday, May 
13th. Once that occurs, we will need 
to be ready as soon as possible with all 
information and data to try and stop/delay 

its passage at the Congressional step in the 
process.  Our thanks to the National Retail 
Federation, who created this survey and 
has agreed to compile all of the responses 
on behalf of the PPWO members and their 
respective networks. By including your 
contact information with your response, 
the final survey results will be sent to 
you for your own use and information. 

Thank you all for your continued 
support and involvement on this 
highly important issue.  We will 
continue to keep you updated.

Best regards,
 

STEVEN WOOD  
SCHMADER, CFEE

President & CEO 
International Festivals &  

Events Association (IFEA)  
World Headquarters 

Survey Response Requested

IMPORTANT INFORMATION FROM THE IFEA

Partnership 
to Protect 
Workplace 

Opportunity 
Survey 

Complete Now.
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How many employees does 
your company have?

10 full time staff. 40-50 Event Staff. 

How has your company 
grown over the years? 

We began in the garage attached to 
the back of our family home and have 
moved into a 15,000 sqft manufacturing 
facility, doing events all over the world. 

What areas do you serve with 
your product/service? 

We serve a global clientele. 

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

We offer turnkey parade and event 
solutions.  Do you need event staff or 
brand ambassadors? We can do that. 
We can bring in giant balloons with just 
a phone call.  We can bring in world 
class parade floats that assemble on site 
and go away at the end, no storage or 
transportation needed. We can handle all 
the details and make the producer’s  job 
easier. From small town parades to the 
Olympic Games, we can bring spectacu-
lar to any event.

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

Kung Fu Panda, Where’s Waldo,
Power Puff Girls.

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

Quality Staff: the finest people work 
for our teams. Quality Product: we 
build more detail and beauty into our 
balloons than anyone in the world. 
Hassle free event experiences. We offer 
turnkey packages rather than pricing 
plus shipping, plus travel, plus build us 
a float, plus this and that. Once you have 
our numbers you know what you will 
pay and what you will get. We are even 

supplying helium to more and more of 
our clients to take away that headache 
from the event producer. We know you 
already have enough on your mind. 

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

Long time vendor since the 
60’s, exact date is unknown.

Why did you decide to exhibit 
at the IFEA’s 61st Anniversary  
Convention & Expo? 

Tradition and relationships.

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

Connect to build great friendships. 
Meet new friends and connect with old 
ones.

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

Be genuine. Be creative and 
listen more than you speak. 

CONTACT INFORMATION

Stephen Thomson   
President/ CEO
Dynamic Displays / Fabulous Inflatables
6470 Wyoming Ave. Suite 2024
Dearborn, MI 48126  
313-212-1298    
steve@fabulousinflatables.com  
www.fabulousinflatables.com

In 1962 entrepreneur James Thomson 
(IFEA Hall of Famer) began building 3-D 
Displays for department stores. He met 
Jean Gros formerly of Macys and pur-
chased his inventory and embarked on this 
journey of balloons.

EXHIBITOR SPOTLIGHT
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In the last issue of “i.e”, we introduced 
you to the A-Z’s of Event Marketing using 
one concept per letter to help event 
planners and marketers navigate some of 
the trends facing successful promotion of 
their 2016 events. 26 letters. 26 concepts. 
Due to the length, we had to break the 
alphabet in half, so we covered A-M, 
the first 13 letters in the last article

Covered in the last installment were 
basics and trends from Advertising, 
Branding and Collaboration to 
Keywords, Logos and Millennials.

This installment will focus on the 
second half of the alphabet, featuring 
ideas, concepts, platforms and more 

beginning with the letters N-Z. So 
without any further ado, here’s the 
second half of the Marketing Alphabet:

Naming Rights 
Sponsorships are the lifeblood of 

many of our events. For the sophisticated 
marketer, you’re already exploring 
new ways to go beyond the obvious 
to make partnerships more successful, 
thus increasing the opportunities 
when renewal season approaches. 

No longer is it enough to put 
someone’s logo on a poster or just 
include casual mentions in the 
advertising lead up to the event. What 

has become clear is that the relationship 
between sponsor and property offers 
a tremendous opportunity to go 
beyond just the basic packages and 
think about the business outcomes 
that are necessary for today’s sponsors 
and how you can best provide 
solutions to those challenges.

One way to achieve this goal is to 
package naming rights into different 
areas of your festival. While it is easy 
to affix the naming rights or presenting 
rights on to the entire festival or 
stages, what might take a little more 
ingenuity is to figure out how to connect 
the brand to different segments of 

Turnstiles: Marketing for Event Managers
By Sean King

The ABC’s of 

EVENT MARKETING 
2016 Edition

Part 2 of 2
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your festival and make meaningful 
connections for sponsor and guest.

Organic 
The “O” trend for 2016 is organic. 

You’ve heard the term used many 
different ways, but we’d like to take 
a look at two ways in particular as 
they relate to marketing and events.

The first definition is natural marketing 
growth or the growth that occurs without 
outside influence. Social media has 
taken to using the term and if you peel 
back the layers of analytics, you’ll see 
“organic” staring back at you in your 
Facebook, YouTube and Google data.

Others use the term word-of-mouth, 
but whatever you call it, organic growth 
is what we strive to gain. It is what keeps 
our events and organizations thriving, 
it doesn’t cost a penny but it can be the 
one influence that makes the difference 
between a mild and huge success.

The second definition of “organic” 
is the trend of healthier food and 
beverage options. The major package 
product brands have focused on this 
as a major area of growth for the next 
generation as millennials and their 
children exchange their super-sized fast 
food, for smart and healthy options.

The organic trend in food and 
beverages should help you in determining 
new vendors to welcome, sponsorships to 
cultivate and promotions to undertake.

Personalization is the choice for 
the letter “P.” Customized experiences 
have now become more commonplace 
as technology allows marketers to do 
more, faster than ever before. And 
this trend is only at the beginning as 
3D printers come online and better 
delivery mechanisms are created.

The term mass customization may be 
an oxymoron, but the time has come and 
you only have to witness the lines at the 
customized Coke displays at events across 
the country to see that this is the type of 
personalized experience event-goers and 
sponsors want to have and to rave about.

Personalization can also come from 
the premium access to your events. Early 
access to ticket purchases or the event 
grounds are ways to take a Disney-type 

model and have it work for your event. 
But beyond special seating and VIP 
access, where else can your event look 
to customize your guest experience?

Quiet is the concept for the letter 
“Q”. Sometimes it is OK to be quiet. It is 
OK to have a strategy of quiet to allow 
all of the other marketing to breathe 
and sink in to the audiences mind. 

Social media has now made 
communication 24/7/365. It is now 
our job to make the times where our 
information or our stories stand out. 
By approaching your marketing plan 
with periods of “quiet” you will be 
able to make a larger impression when 
the message is important. Take those 
quiet times to regroup and rethink 
your strategies before the next period 
of aggressive communication.

Responsive is the choice for 
letter “R”. Responsive is a wonderful 
word when it comes to guest 
relations, but we’re thinking of it 
in a different manner entirely. 

Responsive is the trend in website 
design we should all be looking at as the 
industry standard. Responsive technology 
allows your website to reformat the 
graphics and navigation from desktop to 
mobile, no matter the device. Whether 
someone is on their laptop, tablet or 
phone, your website will be totally 
functional meaning guests will be able 
to interact with your site, buy tickets, get 
directions or see schedules, without you 
worrying about the user experience.

Many of us do not have the budget 
to build a customized app for our 
guests, in the case of responsive design, 
your site becomes an app and with 
a few tips and tricks will function 
just as well as a high-priced app.

If you’re redesigning a website in 2016, 
it must be responsive. Case closed.

Just like Superman, Sponsorship 
wears a large letter “S” due to its 
importance to the overall success of 
festivals and events around the world.

The trends in sponsorship are all 
heading in the right direction. As 
people hunker down in their homes 
with Netflix and social media has 
them spending more time laughing at 

memes and watching what others are 
doing, events remain one of the few 
opportunities to gather for a community 
experience. Just as the arts and sports 
provide those same atmospheres for 
large gatherings, so do events, and we 
must make this case to our sponsors. 

But there are also some other 
trends in sponsorship we must 
remain aware of: Data.

Just as in other forms of business, 
sponsorship is being driven by data as 
much as any other marketing decisions. 
Long-term relationships now undergo 
the same scrutiny as social media and 
website engagement and the trend 
will not be changing anytime soon.

By using technology on-site, the 
same type of methodology is now 
being used to prove sponsorship 
hypotheses of engagement and 
interaction rather than some of the 
more mushy anecdotal reports that 
were the metrics of past activations.

Many properties have seen sponsors 
curtail or leave partnerships because the 
data no longer supports the ongoing 
commitment of resources. While this 
raises the stakes for some organizations, 
it also provides opportunities for events 
to expand their relationships and dig 
deeper to provide measured outcomes 
from their sponsorship partners.

The main takeaway from the data 
trend in sponsorship is to make sure 
you are aware of the importance 
data now plays and build metrics 
into your next sponsorship proposal 
plans. While your event might not 
be responsible for the actual data 
collection, knowing that it exists and is 
important to your partners will allow 
you to work together to maximize 
the relationship across all levels.

Twitter is the concept for the letter 
“T.” While much has been made about 
Twitter, it is still the little brother to 
Facebook in the social media revolution. 
Twitter works best as a platform for a 
personality – the larger the personality 
the better. Music stars, athletes and 
politicians use Twitter as their direct 
link to their fans and followers and in 
this capacity, it works incredibly well.

However, unless your event or festival 
has a unique personality (see our 
writings on Brand), Twitter might not 
be the best place to post on an ongoing 
basis, unless to post the very latest 
news or happenings during your event. 
Even at 200 million+ subscribers, it’s 
still very small and for the majority of 
events, we do not have the resources to 
actively build the community around 
Twitter that will provide the measurable 
impact to our fans and followers.

Underserved is the concept for the 
letter “U”. How many of us are doing the 

Sponsorships are the lifeblood of many of 
our events. For the sophisticated marketer, 
you’re already exploring new ways to go be-
yond the obvious to make partnerships more 
successful, thus increasing the opportuni-
ties when renewal season approaches. 
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work needed to reach the underserved 
in our community? Are we offering 
programming that reflects the diversity 
of our audiences? Are we creating 
relationships with the leaders in these 
communities to open the doors to 
more engagement and participation?

As each of our communities grows 
more diverse, there inevitably will be 
more opportunities for us to expand 
our programming and open our doors 
for new participation. When looking 
for new audiences, we may need to 
look beyond our own worldview to 
see thousands of new faces that long 
to be part of what we are offering.

Serving the underserved does not 
come easily. After all, how does one 
reach those who are not on our contact 
list, subscribe to our email, visit our 
website or follow our social media?

It takes an initiative within our 
organizations to go to the places where 
potential new audiences exist. They 
attend schools with their children, 
they worship in their churches and 
mosques, they shop in the convenience 
stores and supermarkets in their 
neighborhood and they are hosting their 
own community events and festivals. 

We must actively seek out these 
individuals and their families to 
welcome them to our events and make 
the most out of this celebration of our 
diverse cultures and communities. 

Viral is our marketing concept for the 
letter “V.” After the positive hysteria of the 
“ice bucket challenge” of the Summer of 
2014, it seems that buzz finally peaked. 

Sure, there are still the heart-warming 
stories with millions of viewers that 
are usually celebrity infused. And 
of course, there are always those 
videos of people falling down or 
otherwise impaling themselves. 

However, the need for Executive 
Directors and others to drive ill-fated 
attempts at making content go viral 
has finally been put in its place. Viral 

messaging is capturing lightning in a 
bottle, and thankfully most marketers 
now know that it is something you 
cannot plan, so we have begun spending 
our time on more tangible pursuits.

Word of Mouth represents the letter 
“W” in marketing for 2016 as it has for 
generations before it. There is no more 
powerful and efficient marketing tool 
than “word-of-mouth.” We’ve read about 
it for years and years, but how many 
of us have it as part of our playbook.

As previously mentioned in 
“organic,” how better can festivals 
and events grow their audience, than 
from satisfied individuals and families 
spreading the word of the positive 
experience they had? But how do we 
fan these flames of powerful growth?

We’ve heard a lot about the “WOW” 
factor, but has it lost some of its luster? 
In the end, those moments or examples 
of “WOW” are what keep people coming 
back over and over and over again.

Social media has allowed us to amplify 
word-of-mouth to make it even more 
effective, but with the ever-changing 
rules, there are not many events able to 
commit the resources necessary to keep 
up with the best practices when they 
seem to change monthly, if not weekly.

Xtra Large is the term for the letter 
“X”. While we cheated a little, the idea 
is still the same. Go big or go home. We 
need to be XTRA large in our signage, 
XTRA large in our promotion and 
XTRA large in our event’s personality. 

It takes so much to cut through the 
clutter, especially when a percentage of 
the population goes through their day 
noses buried in their smart phones. It 
takes a super human effort in many cases 
to bring attention to all that we do and 
to make it somewhat as important to 
our audience members as it is to us.

YouTube is the perfect concept for 
the letter “Y.” Fact: Did you know 
that YouTube is the second leading 
search platform after Google?

As the millennial generation continues 
to embrace technology in ways we 
have never imagined, YouTube is at 
the forefront of this trend. We need 
to be able to utilize this platform 
in inexpensive and efficient ways in 
order to spread the message and know 
that the 30-60 second video is purely 
disposable, but also is rapidly becoming 
the new norm for communication.

One concept that is a hurdle is the 
production of quality video that will 
exemplify your brand but not cost a 
fortune to produce. We all carry video 
cameras in our pockets that are far 
in excess of what was used to make 
movies in the past. Your challenge is 
to be able to figure out a plan to create 
watchable content that tells your story, 
sells your event, without breaking 
the bank or embarrassing yourself.

Zen is the twenty-sixth and final 
concept for this article series. Zen in 
marketing is the same as Zen in life. 
When all phases of our marketing are 
working in perfect harmony, when our 
message matches our audience and they 
are learning about it on their preferred 
medium, we have achieved marketing 
Zen. It’s a goal worth pursuing, but is 
a journey rather than a destination. 

Now that we’ve provided a guided 
tour through the 26 concepts and trends 
that you are facing in the marketing and 
promotion of your event in 2016, we 
hope you’ve taken your first step on your 
journey towards achieving marketing Zen. 

The most important takeaway from 
this two-part article is that there are just 
some things you will never be able to 
get to, and that’s OK. There are some 
concepts and platforms that just will 
not provide return on your investment 
of time or money. That is OK too. 

The basic rule is to never give up 
and know that you will always get out 
of your marketing what you put into 
it, either as a volunteer, member of a 
committee or a full-time employee. 
Marketing will get you where you need 
to go and hopefully these 26 concepts 
will help you get there faster and 
more effectively than ever before.

Best of luck on a record-setting year!

Sean King is a Principle at Aspire 
Consulting Group in Allentown, PA 
and has been consulting with small 
businesses and non-profit organiza-
tions for over 20 years. He also blogs 
regularly at www.artsmarketingblog.
org. You can follow Sean on Twitter 
@skingaspire or contact him at: 
sking.aspire@gmail.com
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However, the need for Executive Directors 
and others to drive ill-fated attempts at mak-
ing content go viral has finally been put in its 
place. Viral messaging is capturing lightning 
in a bottle, and thankfully most marketers 
now know that it is something you cannot 
plan, so we have begun spending our time 
on more tangible pursuits.

mailto:sking.aspire@gmail.com
www.artsmarketingblog.org.
www.artsmarketingblog.org.


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:

Kaye Campbell, CFEE, Director of Partnerships & Programs • +1-208-433-0950 Ext 815 • kaye@ifea.com

SHOW IT!
Your Event Has IMPACT…

https://www.reputationmanagement.com/blog/2015/1/12/reputation-management-101-how-to-claim-and-manage-your-brand-online
https://www.reputationmanagement.com/blog/2015/1/12/reputation-management-101-how-to-claim-and-manage-your-brand-online
http://files.ifea.com/pdf/IFEAEconomicImpactStudy.pdf
mailto:kaye@ifea.com
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Are You 
Creating a 
Culture 
of Unwanted 
Employees?
By Kate Zabriskie
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Jacqueline remembers her first day 
at her last job almost as if it were 
yesterday. She had on a new outfit, left 
her apartment early, and was excited 
to get to work and learn everything 
she could about her new company.

After a brief “hello” in the morning, 
she was shown the coffee pot and led 
to an empty office. The desk obviously 
not been cleaned well, as evidenced by 
the personal notes, candies and other 
items left by the previous occupant of 
what was now her chair. The person 
apparently had a thing for peppermints 
and not much use for pennies. 

Happy to have the change but afraid to 
touch the candy, she spent time cleaning. 
During the next few hours several people 
stopped by to introduce themselves. These 
encounters were somewhat random, 
and clearly there wasn’t much of a plan 
for dealing with new hires. When 12:30 
p.m. rolled around and nobody said 
anything about lunch, she finally took 
herself out for her first day on the job.

The afternoon played out much like 
the morning. Jacqueline read and tried 
to figure out what she was supposed 
to be doing, and a few more people 
walked by her door. Some stopped. 
Some didn’t. She began to wonder 
what she had gotten herself into. 

Eventually 5:00 p.m. arrived, and her 
new boss asked how the first day had 
gone. “Okay I guess,” was the best she 
could come up with. How else did he 
think it had gone? Reflecting upon it 
now, Jacqueline stands by that answer.

Granted it was a small office with 
no formal orientation, but really? The 
message was loud and clear. They were less 
than excited to have her there! That first 
day still stands out as a lonely eight hours.

Were they bad people? No. Were 
they unprofessional? Surprisingly not. 
Did they position themselves to get the 
most out of her? Not so much. Could 
they have easily done better? You bet. 

Sadly, Jacqueline’s story isn’t unique 
or unusual. In fact, similar situations 
are unfolding right this very moment 
to dozens or even hundreds of people 
starting new jobs today. And how do they 
feel about the organizations they’ve just 
signed on with? Probably not too great.

Statistics and practical experience 
show it costs time and money to replace 

an employee, so does it not make sense 
to get new hires off to a good start? 

For very little money and a 
modicum of effort, you can set the 
stage for a new hire’s success.

1. Send new employees a note 
(handwritten if possible) before 
they start work. These aren’t 
messages about policies or parking 
passes. Rather, you are writing to 
say “We are glad you are going to 
be working with us.” 

2. Tell new people exactly what to do 
when they arrive on their first day. 
Do they park in visitor parking? 
Should they report to Human 
Resources first? Eliminating 
uncertainty will show that you’ve 
got your act together.  

3. Make sure the space a new hire is 
going to occupy is clean and free 
of the last person’s personal effects 
and well stocked with supplies. 
Nothing says “We don’t care” like 
dirt and clutter do. 

4. Does the new person get a 
computer, phone, or other 
electronics? If so, be sure to have 
those items in place as soon as 
possible. Without the proper tools, 
it’s hard to hit the ground running. 

5. If your organization has coffee 
mugs, shirts, or other promotional 
items emblazoned with the 
company name, gather these 
together, and present them to 
the new hire. Most people like 
a present, and this small gesture 
is another signal that you are 
welcoming and excited to have a 
new team member.  

6. Avoid doubt and confusion by 
providing the new person with a 
written schedule for the first day. 
The schedule should include lunch 
with the immediate supervisor, 
new colleagues, or other people 
who will contribute to making the 
new hire’s first days a success. And 
while you’re at it, provide the firm’s 
emergency telephone number. 

7. Along those same lines, establish 
expectations early. Meet with 
the new person and review what 
you expect in terms of quantity 
and quality of work, appearance, 
hours, and so forth. Much of this 
could also have been covered by 
Human Resources or outlines in 
an employee manual provided 
by your organization. However, 
if something is important to you, 
highlight it verbally. New people 
have a lot of information to digest, 
and extra emphasis can’t hurt. 

8.  During a new hire’s first 
few weeks, set up 20-minute 
informational meetings with 
key employees throughout your 
company. This should go without 
saying, but be sure to choose 
people who believe in your 
organization, set a good example, 
and can provide insight about the 
business. 

9. A little background information 
can help new employees avoid 
potential landmines. While gossip 
is obviously not a good idea, 
insight on the idiosyncrasies of 
the workplace should be shared 
if knowing about them will help 
the new person without hurting 
anyone else. 

10. Pay attention to distribution lists. 
New people won’t necessarily see 
the emails or memos they should 
if someone isn’t looking out for 
them.  

11. If the employee is new to your 
industry, share trade magazines, 
websites, and other resources that 
might be useful. 

12. Finally, check in throughout 
the week, but don’t be a pest. 

None of these suggestions are difficult 
to implement, but they all take planning. 
The good news is, it’s usually worth it. 
The faster you can get new employees up 
to speed, the sooner they will produce 
the work you hired them to do!

 

Kate Zabriskie is the president of 
Business Training Works, Inc., a Mary-
land-based talent development firm. 
She and her team help businesses 
establish customer service strategies 
and train their people to live up to 
what’s promised. For more information, 
visit www.businesstrainingworks.com.

Twelve Low-Cost Suggestions  
for Welcoming New Hires

www.businesstrainingworks.com
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EVE NT S P O N SORS H I P 101

By Angie Henley

I always find it a little amusing when 
I attend a special event conference or 
tradeshow and the award categories are 
broken into three distinct groups: Events 
$75,000-$250,000, $250,000-$750,000 
and $750,000 and up. As a special 
event planner for a growing/smaller 
city municipality, $250,000 could very 
possibly be your budget for an entire 
year. Within that budget you are expected 
to put on at least 5-8 festivals/events per 

year. If this sounds familiar, like me, you 
understand why it is crucial for me to rely 
on event sponsorships for quality events. 

Working within a municipality there 
are unavoidable obstacles; sponsorships 
are a great way to help alleviate some 
of them and enhance your events at 
the same time. There are many ways 
that city sponsorships can be handled. 
Find the sponsorship program that 
works best for you. In this article, I will 

discuss two examples of sponsorship 
programs that I have worked within. 

Year Round Sponsorship 
Program

A year round sponsorship program 
will have a list of annual events that 
takes place throughout the year. There 
will be different sponsorship levels 
within this program. You will need to 
determine what your levels are worth 
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before you start selling. I would suggest 
having a wide range so that there are 
options for smaller businesses and 
larger companies. Your levels should be 
determined by the benefits that you are 
offering and build more benefits for each 
level. Silver, Bronze, Gold and Platinum 
or Partner, Supporter and Friend are a 
few of the different titles you can use 
for your levels. Once you have your 
dollar amounts and your labels you can 
start building the packages. I find that 
it is easier to start at the minimum and 
continue to build upon the basic level. 

An example of the basic level would 
include signage and a booth opportunity 
at three of the ten events within the year 
and your logo on all print advertisements. 
When you increase your levels you add 
more value to the package, eventually 
getting to the top tier. At this level I offer, 
for an additional cost, an opportunity 
at being the title sponsor for an event. 
This program is valid for a year from the 
date that the contract is signed. Always 
know that when going in to speak to 
a potential sponsor that flexibility is 
important. You may have a business 
that has very specific marketing needs 
that are not covered in the current 
program. Be able to work with that 
customer and be creative when needed. 

This sponsorship program generally 
works well in government. In communities, 
small businesses and large companies 
are often asked by many different 
community organizations throughout 
the year. Experience shows that sponsors 
appreciate that they can choose to 
participate in specific events that benefit 
them and only have to write a check once 
a year. This program is also preferred 
if you have limited event staff.

A La Carte Sponsorship 
Program

A La Carte sponsorship program 
is the opposite of the year round 
sponsorship. This program requires you 
to go out and seek sponsorships for each 
individual event. This is probably the 
most common sponsorship program. 

This program would be best suited 
for a business or company that has a 
limited amount of marketing dollars 
and they would like their business to 
be showcased at one event. Putting the 
entire sponsor amount to one event 
allows for a targeted focus versus being 
spread out over multiple events.

Just like with the year round 
sponsorship you will predetermine  
your levels of sponsorship and be  
open to negotiate if needed. A la 
carte offers the ability to customize 
the provided sponsorship benefit 
since it is tied to a specific event. 
This might be just the thing you 
need to secure your new sponsor. 

If you have limited staffing, this 
program could be difficult to manage. 
Typically, you will be going to the 
same businesses for each event.

Types of Sponsorships

Financial
A company may sponsor a group or 

organization by becoming a financial 
sponsor. A financial sponsor pays a 
set amount of money in exchange for 
benefits outlined in a sponsorship 
agreement. Benefits may include an 
opportunity to promote the company to 
the sponsored organization’s audience. 
This may be for advertisement or 
include a mention in official programs, 
press releases, or signage/ logos on 
promotional materials such as t-shirts, 
programs and any event collateral. In 
my experience, this type of sponsorship 
works best for corporate businesses and 
industrial type businesses. Often times 
those businesses feel like they need 
to show support of their community 
however, they do not have a product of 
service for “sale”. It is easier for them 
to cut you a check and ask that their 

logo be placed on the advertisement 
for the sake of community relations.

In-Kind
In-kind sponsors donate goods 

or services rather than cash as their 
sponsorship offering. This is very popular 
within municipalities. I have found 
that this is the easiest sponsorship for 
businesses and requires the least amount 
of time to secure. Many managers/
marketing managers are allowed to make 
this decision at their level and it does not 
have to go to “corporate office”. Many 
times, in-kind sponsorships will go hand 
in hand with “Labor Sponsorships.” 
There are endless possibilities within 
this category. Here is a small sampling.
• A local kids’ gym may bring 

out their equipment and create 
a specialized kids area.

• Grocery stores often donate 
water to races or events.

• Bakeries may supply cookies and icing 
to create a cookie decorating activity.

• Entertainment businesses may 
donate talent to events.

• School art departments could 
supply face painters and paint.

• Painting businesses may donate 
supplies for an arts and crafts area.

• A pest control company may treat 
the outdoor area before an event.
 

Media Sponsor
A media sponsor is a company that 

finances or secures media coverage 
for a program or event. For example, 
a media sponsor may pay for an 
advertisement in a local paper, or foot 
the cost of putting up a billboard or 
filming a television commercial. The 
advantage of this type of sponsorship 
is that a sponsor may simultaneously 
promote their own company by 
tagging ads with their business logo 
and verbiage. Some examples are:
• A local Country radio station 

may choose to be a stage sponsor. 
They supply all the commercials 
for the arts/event in return to 
include “brought to you by” or 
“sponsored by” in all of the spots.

• A local Magazine will allow you 
so many ads per year as long as 
the magazines can be distributed 
at the appropriate events.

• Newspapers may include a front 
page story about your event in 
the paper in return for a booth at 
the event selling subscriptions. 

A La Carte sponsorship program is the oppo-
site of the year round sponsorship. This pro-
gram requires you to go out and seek sponsor-
ships for each individual event. This is probably 
the most common sponsorship program. 

In all things, customer service matters.
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• A car dealership that is currently 
broadcasting radio ads can mention 
that they will be out at the event.
 

Labor
A Corporation, local business or civic 

group may encourage its employees to give 
back to the community. An example would 
be the company allows its employees to 
work on behalf of a charity or community 
organization during normal work hours 
and still be paid their normal salary. 

Municipalities find this sponsorship 
to be of great help. With limited staffing 
and sometimes inexperience, volunteer 
labor sponsorships can help alleviate that 
problem. Labor sponsors can significantly 
decrease the cost of your event. Labor 
sponsors have saved us up to 50% of total 
costs per event. Additional examples are:
• A tool company urges employees 

to come to an event and run the 
hands on build programs.

• A hospital CEO encourages staff 
to manage the first aid locations 
at the Firefighter Olympics that 
is spread throughout the city.

• The Lions Club members organize, 
plan and work a community parade.

Title Sponsor
Often times you will find yourself 

working with many companies to be 
sponsors. One way to increase your 
sponsorship dollars is to offer a “title” 
or “lead” sponsorship that will cost 
a premium. For the business that 
wants to stand out on its own for a 
premium, they will receive different 
perks that no one else will receive. 
• A local bicycle shop that may sponsor 

a bicycle event or a triathlon.
• A children’s hospital may choose 

to sponsor your kid fest festival.
• An Audio Visual Company 

will sponsor a music fest.

Location Sponsors
A business may offer the use 

of its facilities as a form of a 
sponsorship. For example:
• Using a local water park will 

allow you to host a water festival 
which includes a flick and float 
and water activities event.

• Large baseball parks will allow 
you to host a Summer Festival.

• Local theatre that will allow 
you to host a film festival.

Overcoming Obstacles
City policies, politics, and competition 

are just a few of the obstacles that 
civic event departments have to deal 
with when planning special events. 
Because of the limited resources, 
sponsorships are a must for most cities. 

City Policies and Politics
Some cities do not allow alcohol on 

city property. You can have an event 
without alcohol however alcohol 
sponsors usually have a pretty substantial 
marketing budget and dole out funds to 
festivals and events. This is where your 
location sponsor could come in handy. 
You could host a city event at a private 
business that does in fact allow alcohol. 

When a business is controversial  
within the city, having their name  
associated with a city funded event  
could be frowned upon. Typically  
it is good business sense to make  
sure the businesses that you are  
speaking with are in good standing 
within your city. When asking for 
sponsorships for a city event I have  
been told “This is a city event why do  
you need sponsorships” or “If the city 
cannot pay for the event on your own 
then you should not have it”. Other 
comments may be “What do events 
do for my business” or “We already 
pay taxes to the city. That should 
that be enough.” Take them in stride 
and make sure when selling that 
you can provide specific benefits.

Competition
Working for a city you will find 

that most businesses are constantly 
being asked for donations. School 
boosters, special causes, campaigns, 
local runs/races and other special 
events held in the city are just a few 
to name. Kids and causes are a pretty 
easy sale. Often times these groups 
are just interested in the money. You 
need to be able to show the business 
the benefits of sponsoring your event. 
Provide proof of existing sponsorships. 
Let your work be your credentials.

Once you have created a successful 
event, other groups, businesses and 
organizations will try to emulate 
yours, often thinking that it can’t 
be that difficult. This could cause 
your sponsorship to decrease. Stay 
positive and work to provide the best 

experience for your attendees. In all 
things, customer service matters. 

Public/Private Partnerships
Cities are seeing more and more 

of public/private partnerships. These 
locations can be great places for special 
events. You have to be careful when 
hosting an event in these locations. 
You need to be informed of their 
current sponsorship obligations and 
agreements. For example, is there a 
specific beverage company that you 
have to use? Do they have sponsorships 
that include sole sources? Make sure 
that everyone’s sponsors are being 
appropriately displayed. Stay informed 
of details like this to avoid possible 
conflicts for your sponsor later. 

Sponsorships are an important part 
of the special event worId. Given that 
most municipalities budgets are much 
less than special event companies 
budgets sponsorships are essential. 
Think outside of the box and be open to 
offering different types of sponsorships. 
Know that all sponsorships do not 
have to revolve around cash money. 
Do your research before you set out 
to sale. Successful sponsorship sales 
start with having a plan. When you 
approach sponsors, know what you are 
asking for. Make sure that your plan 
covers a broad range so all businesses 
are within reach. Be open and able 
to negotiate if needed. You too could 
be a civic special event planner on a 
special event company’s budget!

Angie Henley has been involved in 
Event Planning since 2002 and has 
worked on a variety of events with 
the City of Dearborn, Michigan, and 
the City of Duncanville, Texas. She is 
currently the Special Events Manager 
with the City of Mansfield, Texas. She 
manages events such as Wurstfest, 
Red, White & Rockin Kids Triathlon 
and Rockin 4th of July, to name a few.

“Running of the bulls,” a new phenomenon, has 
happened at many events over the past few 
years. This group is made up of young children 
to adults, from the ages of 13 to 21+. They 
gather in groups of 50 to over 300 through 
social media.
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    That SELLS to 
BOOMERS
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Comes From 
    TRAINING 
MILLENNIALS

By Bob Phibbs
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When you are focused on creating 
a team culture of customer service, it is 
important to realize how generational 
differences can impact the selling process. 

That Generation Gap was on 
display recently when Graham, a 
friend of mine walked into a local 
electronics store to buy a microphone. 
The young sales associate took him 
to the microphones and then stood 
there silently hovering over him. 

The associate wasn't helping with 
anything; in fact Graham didn’t 
think he knew anything about 
microphones. Finally he said, “I’m 
fine.” The clerk replied, "I only get 
a commission if I stay here." 

Most Baby Boomers would not 
consider that good customer service—
in fact, they would consider it just the 
opposite. The Millennial employee on the 
other hand thought he was doing his job.

That’s the Generation Gap
The Baby Boomers grew up when retail 

still had people who chose working retail 
as a career and modeled exceptional 
customer service. They grew up minding 
their “p’s and q’s” meaning they had to 
mind their manners. Most had entry-level 
jobs where they were taught how to help 
a customer in a friendly manner. As such, 
they expect when they go out to a store 
to still receive that kind of treatment.

The Millennial generation—those 
under about 32—grew up with the 
Internet. Efficient, fast and cheap 
were things that became increasingly 
important to their generation as they 
conducted their lives online. Most did 
not have entry-level jobs so the social 
skills necessary to engage a stranger in 
many cases just weren’t developed.

Millennials grew up digital natives 
communicating with their friends on 
their computers. Both Boomers and 
Millennials wanted to have friendships, 
but Boomers had to do it in person while 
Millennials could to do it virtually.

Here’s the rub: 75%  
of purchases will 

still come from Baby 
Boomers expecting  

personal service for the 
foreseeable future.

Unless your business is able to give 
Baby Boomers the customer service they 
expect, you’ll see less and less of them.

To ensure that your 
Millennial staff are  

properly equipped to  
sell to the Boomer  
generation, utilize  

these six training tips:

Initiative
Don’t make Boomers come to you—

find them. Boomers do not want to 
ask, “Can you help me?” or “Where do 
I pay?” Keep your head up and engage 
them regularly. And once a Boomer is 
ready to leave, they’re ready to leave. 

Hustle
Your speed of service has to be given in 

proportion to the amount of customers 
in your store. Your head must be up 
and looking at who just came in, who 
needs help and who needs to be rung 
up. If you ignore Boomers they’ll walk.

Being Included
Boomers want to fit in, they want to 

be popular. They were the ones who 
wanted a trophy but someone else 
got it. Unlike the Millennials, they are 
still looking for validation. And for 
Boomers, it comes from owning things.

High Touch Over High Tech
A Millennial salesperson could show 

a virtual product but a Baby Boomer 
wants to touch it. Boomers want to 
see it for themselves— that’s why they 
are in your store and not shopping 
online for the item. They still want to 
feel, touch, smell and experience it.

The Choice of Right Words
Avoid phrases like “no problem” 

and the word "like" as in "this 
printer is like the fastest we have." 
Boomers in general are old school 
and appreciate proper grammar.

Connecting the Dots
It is great to connect with customers and 

build rapport, but you have to go further 
with Boomers. You need to connect the 
dots between what they want and what 
you have to sell. If you sell electronics 
for example, you want to be able to keep 
connecting them to the item you have 
in stock, selling it in a way that says, “It's 
not just a device, it’s all the things it can 
do for you.” Again, this is the generation 
that doesn’t like to return things – they 
want to get it right the first time.

In Summary
Selling to Baby Boomers is not 

that hard. You have to make it 
personal. Respect the fact that 
they took the afternoon off from 
the kids and work, and they are 
in your shop to buy from you.

Despite job-hopping that’s occurring 
across the country, Millennials’ 
commitment to their job is typically very 
high. They’re looking to acquire new 
skillsets and experiences. Make sure you 
are training them so they can deliver 
world-class customers experience.

If not, you risk not only losing their 
interest in working there, but Boomers 
interest in shopping with you.

Bob Phibbs is the CEO of The Re-
tail Doctor, a New York consultancy. 
As a speaker, sales consultant and 
author of The Retail Doctor’s Guide 
to Growing Your Business, Bob has 
helped thousands of businesses 
since 1994. With over thirty years’ 
experience beginning in the trenches 
of retail and extending to senior man-
agement positions, his presentations 
are designed to provide practical 
information in a fun and memorable 
format. For more information on Bob, 
please visit www.RetailDoc.com. 

6 Practical Tips  
That Drive Sales

www.RetailDoc.com
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Through my many years as an event 
professional, I have witnessed an 
increasing number of group interlopers 
that unless, “put in check,” can 
negatively impact an event: uninvited 
vendors, political and religious 
protestors and gang violence. The 
situation has only been exuberated 
by the proliferation of social media 
communications (running of the bulls).

One of the goals for this article is to 
provide information related to gangs, 
“running of the bulls” and steps to take 
that may help reduce the negative impact 
to your festival. I will also focus on ways to 
stimulate ideas within the industry that can 
enhance or provide greater conversation 
on this challenging topic. These issues 
need to be addressed in a preventative and 
positive way to build greater community. 

I became involved with the issue of gangs 
and disruptive groups in 2000, when an 
incident occurred at one of my events and I 
was not prepared to deal with it. The police 
knew gangs or disruptive groups could 
attend the event, however, the issue was 
downplayed. This was startling to me as 
an event planner and started me thinking 
about how we need to address this issue 
and protect our events and guests? The 
police approach to addressing the issue at 
the time, was essentially to make a spectator 
show of it. This however, impacted our 
guests, the ones who financially supported 
our event, and therefor that approach 
made me feel uncomfortable. Back then, I 
had very little experience working with the 
various police departments as I was still an 
outsider and considered a “Promoter,” not 
an “Event Logistics Professional”, however 
I knew something needed to be done. 

The first step was to determine what 
programming could be created to work 
with gangs and teens on the event site and 
how to build relationships with the police 

department, community organizations and 
leaders. The officers that I worked with did 
what they were trained to do, in managing 
these issues: reactive verses preventative. 
The problem was that officers had no 
understanding of events. To discuss this as 
an impact to the event brought challenges 
from the police department whose typical 
response was “we know what we are doing 
and we don’t care about you making 
money… just making it safe.” I knew there 
had to be a better process to build a safer 
event and still meet the event objectives. 
This required relationship building with 
the various police departments, community 
organizations and leaders. Additionally, I 
had to understand their goals along with 
all the legal issues that came from dealing 
with gangs. Gangs have a tendency to 
become magnified at an event. You can’t 
combat these issues alone and the local 
community needs to participate in the 
process. So where do you start? Who do 
you connect with to get the ball rolling? 

Start by determining what can be created 
at your event to diffuse issues along with 
building interactive programs for teens. 
Look to the local community center that 
provides programs for Youth and teens. 
Create a position on your committee 
to focus on teen engagement. Provide a 
venue on site with various professional 
sports teams to local sports groups and ask 
them to engage the teens coming on to 
the property. Create activities from 3-on-3 
basketball, batting cages to soccer or other 
programs that fit your community. Provide 
a stage and have it managed by one of 
your community centers engagement team 
staff or other “like minded” volunteers 
in order to provide impromptu vocals 
to spoken word. Each teen could sign 
up that day and the community team 
member could discuss with them 
their stage interaction. This can be a 

successful approach and a very healthy 
way to interact with teens. Additionally, 
provide a few performances on the stage 
directly related to those attending. These 
ideas are just a starting point. The next 
step is getting the youth and teens into 
the venue? What can be done at the 
event to drive teens to this location? 

This is where involving community 
leaders becomes important. Why 
community leaders? Because they are an 
acknowledge group that has an impact 
on teens and, most importantly, their 
families. This “peer pressure” type can 
help manage teen behaviors while on your 
event site. To find these leaders, start with 
individuals within schools such as safety 
officers, coaches, principals or popular 
teachers in addition to community leaders, 
religious leaders, business professionals 
or civic leaders. Once individual leaders 
are determined, organize a meeting to 
encourage them to participate in a new 
peer program to support teen engagement 
at your event. This group could be defined 
as the community engagement team, 
community marshals or peer support group. 
This group is essentially your “Welcome 
Wagon” to teens at your event. They would 
work with the police, event management 
and teen engagement volunteers, therefore 
it would be helpful to create an orientation 
program with local officers and event 
management to help them define their 
parameters of engagement. Based on the 
size of your event, you should have one 
group for every one or two blocks. Leaders 
should engage with teens, guiding them to 
the teen zone, since most teens will want 
to find something to do at the event. This 
works most of the time, but not all will be 
interested in participating. However, if they 
recognize that someone in the leadership 
group knows them, it normally keeps them 
from causing challenges at the event. 

Running of the Bulls… 

An Evolution 
of Challenges

By Randy L. Dewitz, CFM
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Your event should also have a good 
relationship with the police department in 
addition to their gang unit if they have one 
or officers that work with teens. Organize 
a development meeting, between your 
organization and the police department, to 
determine resources and negative activity 
surrounding you’re event, in addition 
to any hot issues are on the rise in the 
neighborhood. Additionally, find out if 
any outside gangs will be trying to engage 
gangs in your community and if the police 
are willing to generate warrants for specific 
gang members in your community. The 
purpose of generating warrants may help 
take out key gang leaders and have them 
under a 72 hour hold. It makes their job 
easier during the event if they can remove 
certain members in advance. If you develop 
a great relationship, the police department 
will want to help you build this program. 
Suggest an orientation meeting for these 
leaders. Ask your police if they are willing 
to provide radios to support this group. 
If they cannot do this, provide radios 
for each group of community leaders 
and one for the police department. Have 
this group on their own channel. 

Once you have finalized your processes 
with the police, you can communicate 
your protocols to private security and 
your event staff. This base program 
can evolve over time and be helpful 
for other potential challenges at your 
event, like “running of the bulls”.

The main difference between gangs 
and “running of the bulls” is that gangs 
may have weapons and are territorial in 
nature while “running of the bulls” are 
normally a few bad kids, sometimes gang 
members, mixed with many followers. 
Most times, “running of the bulls” don’t 
carry weapons and are not territorial.

“Running of the bulls,” a new 
phenomenon, has happened at many 
events over the past few years. This group is 
made up of young children to adults, from 
the ages of 13 to 21+. They gather in groups 
of 50 to over 300 through social media. 
They find an event that provides a platform 
to be notable. They normally don’t have 
ties to the community or the event. Their 
only purpose is to run through the festival 
site and create destruction of property and 
create panic to volunteers and guests. I 
coined the phrase “running of the bulls” 
a couple of years ago, due to their mass 
movement through an event and damaging 
anything and everything in their path. 
This type of behavior came out of an App 
such similar to fight club. The ring leader 
is given a dare where they must create 
a specific type of disturbance to receive 
points from the App program. Certain 
individuals have the same communication. 
Once the dare is triggered, one of the 
leaders starts to run. The core group with 
that leader, also start to run. The remaining 

kids follow in a torrid run. As they move 
through the event, they grab, tear, pull 
and trample everything in their path. 

How do you deal with this and what 
steps can you take to reduce this type of 
behavior? If you have developed your 
relationship with your Police department 
already through your community 
leadership program, you can enhance 
that program by gathering a variety of city 
departments including transportation staff. 
Invite the mass transit, public transit police, 
parole officers, gang units, horse patrol, 
bike units, community officers, community 
leaders, private security in addition to any 
park police and park engagement staff to a 
meeting which focuses on how to reduce, 
disseminate and clear this group from your 
event with limited impact to your guests. 

The next step is creating an objective 
for each group and how that objective 
is then applied to a cohesive plan. 
Communications between each group 
needs to be established for days of show. 
You can provide each department with 
a radio or better still, have your local 
police department provide a frequency 
between the various city services. For 
the community leaders and other 
non-city staff, provide event radios 
and include a certain number of your 
radios to city staff, based on your plan. 

Within the plan, request your mass 
transit staff/police communicate with your 
on-duty officers and any off-duty officers, 
if applicable in your community, when 
large masses of kids are travelling towards 
your event. This advance notification can 
determine how many access points there are 
or what primary points you need to place 
community leaders or park engagement 
team members (if in a park). They become 
your “Welcome Wagon”. Keep all uniforms 
officers at a distance during this first phase. 
In addition, parole officers should be 
added to the mix as some of the key leaders 
may be on probation. These officers can 
normally identify an individual(s) that is 
not allowed to be in a large group and can 
detain them for possible parole violation. 

The next phase is your engagement 
team and community leaders, such as 
Mad Dads or other groups that may 
relate to this audience. They are able to 
get a feel of the crowd that is gathering 
since they can mingle with the crowd and 
determine if an issue will “blow over” or 
additional steps need to be implemented. 

If you have a great community leader 
group or engagement team, they should 
be able to manage any issue. Based on the 
interaction, the community leader needs 
to be in direct communication with the 
officer in charge of your event to provide 
a progress report if additional steps are 
required. If additional steps do need to 
be implemented, uniform patrols with 
horses come on the scene. Most groups 
can be managed with the horse patrol as 
they are able to direct the target audience 
to the exit. If the group decides to run, use 
your uniform patrol and the bike patrol 
to engage. Remember, once engagement 
occurs, your police department becomes 
in charge of the incident and can direct 
the proper resources to manage the issue. 
The key is to extinguish the situation so it 
does not impact your guests and reduce 
early closure of your event. During this 
whole process, you will need your private 
security to manage your guests, keeping 
them away from any potential harm. 

Gangs and “running of the bulls” are 
just two challenges that events have to 
manage out of hundreds of issues. As 
an industry, we need to develop more 
conversation around negative public 
impacts to our events. The conversation 
has started, let’s continue to move 
forward and build programs to keep 
our events healthy, safe and successful.

Randy DeWitz is the owner of 
Fanfare Attractions and has over 28 
years of experience working with 
community, cultural, themed and 
special events. Fanfare Attractions 
provides seamless Operations and 
Consulting services for the Outdoor 
Festival Market. We provide services 
to such Events as; Saint Paul Winter 
Carnival, Cinco de Mayo West Side, 
Grand Old Day, Irish Fair of MN, Twin 
Cities Pride and many other Commu-
nity based and Commercial Events. 
Over 30 years’ experience in design-
ing and implementing Festivals.
Each Event that we consult and 
produce with our Partners Focus on 
Economic Development, Guest Expe-
riences, Human Assets and Commu-
nity Development.

randy.dewitz@fanfareattractions.com

“Running of the bulls,” a new phenomenon, has happened at 
many events over the past few years. This group is made up 
of young children to adults, from the ages of 13 to 21+. They 
gather in groups of 50 to over 300 through social media.

mailto:randy.dewitz@fanfareattractions.com
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Summertime in Chattanooga, 
Tennessee is usually hot, with average 
days ranging somewhere between 90 and 
100 degrees, and a pretty fair amount 
of humidity. On July 16, 2015, it was 
one of those typical hot and humid 
days. And it was about to get hotter.

Each year of its 34 year history, the 8 
day Riverbend Festival is held in June. 
The festival is located in downtown 
Chattanooga, with the beautiful 
Tennessee River as its backdrop. 
Chattanooga is a mid-sized community 

located in Southeastern Tennessee 
and is about a 2 hour drive north of 
Atlanta, Georgia. Chattanooga, like 
so many other towns in the United 
States, is full of charm, magnificent 
scenery, and a great place to raise a 
family. It is not a place you would 
expect to find domestic terrorism.

After the festival in June, our staff 
takes some time off to unwind, 
celebrate the 4th of July, and get ready 
for our next series of events, which 
begin in the latter part of July.

The Tragedy
During the Riverbend Festival this 

year, the mother of a staff member was 
in ill health and had been sick for a few 
months. At one point, during the festival, 
it appeared that she had taken a turn for 
the worse. But, she fought hard and hung 
on until her death on Monday, July 13. 
She was a part of our extended family 
and she had a beautiful service that 
our entire staff attended on Thursday, 
July 16. The service lasted about 45 
minutes and afterwards we got in our 

Chattanooga Unite: 

A Tribute on the River
By Chip Baker, CFEE
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cars and headed to the Chattanooga 
National Cemetery for the burial.

As we followed the police in the funeral 
procession, we went through many side 
streets and finally took a bridge across the 
Tennessee River. It was just on the other 
side of the bridge where we were to exit 
onto a street called Amnicola Highway. 
It was here that the tragedy struck.

Little did we know, just before we crossed 
the bridge, a gunman was in the vicinity of 
our exit. Ten minutes prior to him being 
there, he had driven by an Armed Forces 
Recruiting Center, about 10 miles away and 
opened fire. One Marine had a superficial 
wound but, fortunately, there were no 
other injuries. But now, he was at the Naval 
Operations Support Center on Amnicola 
Highway. He went on a machine gun 
shooting rampage that killed 4 Marines 
and mortally wounded a Navy petty officer. 

Right in the middle of all this was our 
funeral procession. As we exited onto 
Amnicola Highway, to our right about 
100 yards away, was a police car with 4 
officers behind it and guns were drawn. 
The only way out for us was to continue 
down the ramp onto Amnicola Highway 
and pull a U-turn, which we did. As we 
made the turn, about 40 yards on the 
right, the officers had begun to fire into a 
wooded area. We couldn’t see what their 
target was, but it was loud, rapid fire.

We then made our way to the 
Chattanooga National Cemetery. Of 
course, our police escort was gone and 
it was every person for him or herself! 
When we arrived at the cemetery, 
we had no idea what we had just 
experienced. The funeral had turned 
into a mysterious experience. After the 
funeral, we said a prayer for the certain 
shooting victims, and returned to work.

The feeling of July 16 was similar to 
what we all felt on September 11. Our 
airspace was closed down and rumors 
were rampant around town. Even the 
blood bank (called Blood Assurance) was 
on the radio asking for blood. Many felt 
compelled to give and did. That night, 
local and national television networks 
covered the tragic events of the day. 

The Plan
By the next day, our staff was already 

trying to figure out how to help. We are 
in the event business and we do events 
to help our community, therefore, we 
needed to do an event. But, what kind 
of event should we do? This kind of 
thing is not supposed to happen here 
so what is the right event to plan? 

In the spring of every year, we do a 
military based event at a vintage baseball 
stadium where Babe Ruth once played. 
The venue holds about 5,000 to 6,000 
people. It would be easy and quick to 

do something there. We checked with 
our local country radio station to see if 
they wanted to partner and they did.

Then, like a mushrooming cloud, 
the event grew. Why not move it to the 
20,000 person university stadium. What 
about the weather? Maybe we should 
move it to an indoor venue that holds 
10,000 people. Or we could do it in a 
huge field which is located right next 
to where the shootings occurred. The 
venue changed almost daily. The final 
venue selected was where we produce and 
operate our annual Riverbend Festival, 
right in the heart of our downtown, 
with room for 70,000 people plus! Our 
target date was September 16, 2 months 
to the day after the tragedy of July 16.

Kindness
It took about a week to narrow our 

options to the Riverbend Festival site. 
Next was the creation of a budget, with 
no known source of revenue quickly 
followed by the question, how are we 
going to coordinate and pull off this 
herculean task in a relatively short time?

Right off the bat, country music star, 
Brantley Gilbert, offered his services, 
free of charge. One after another, 
people would offer their goods or 
services, at no cost. From time to time 
we have occasionally seen the vicious 
underbelly of humanity but this was 
not the case as everyone was doing 
anything and everything they could 
to help. An example is that our main 
stage for Riverbend is a three story 
barge. It had to be transported, by tug, 
from 30 miles away and then back. 
This was expensive yet free. Our labor, 
portapotties, electrical work, staging, 
lights, sound, video, hotel rooms etc. 
all were donated by the providers.

Organization
An oversight committee was created 

with the Mayor’s office. A name was 
created, “Chattanooga Unite, A Tribute 
on the River.” Many artists offered to 
help such as Harry Connick, Jr., Trace 
Adkins, and Colt Ford. Chattanooga’s 
native son and prolific actor, Samuel 
L. Jackson, agreed to be our emcee. 
Transportation had to be arranged with 
private jets, ground transportation, 
nearly 200 room nights, and catering 
for over 1500 people. All free.

A difficult task, but one that had to 
be made was asking the families of the 
fallen if they would attend. They had 
been through so much and this event was 
within 2 months of when they had lost 
their loved ones. They graciously agreed 
to be our guests. They understood that 
this event was not just about their healing 
but also the healing of our community.

The Event
One of our committee members was 

a retired Navy Lieutenant Commander. 
He invited the Navy Blue Angels to do 
a flyover on their way from Pensacola, 
Florida to Naval Air Station Oceana, 
Virginia Beach, Virginia. They did the 
flyover, complete with the missing 
man formation. It was spectacular.

Before we started the concert, the 
Veteran’s Association organized a  
parade, similar to the one they do  
every year for the Armed Forces Day 
Parade, the longest running parade 
of its type in the United States. The 
Chattanooga Unite parade was larger 
than any previous parades, was very  
well attended by our community 
and beyond, and finished on the 
concert site. Once the parade was 
completed, the concert began. Once 
the concert was completed, a large 
fireworks show was the finale.

Though the parade and shows were 
free, we did take a break in the middle 
of the event to pass around 120/ 5 
gallon buckets with circular holes cut 
in the top. These were passed through 
the crowd by many different churches, 
just like passing the plate at church on 
Sunday. People gave whatever offering 
they wanted. The National Guard 
assisted the process which added a 
level of security as well as meaning.

Between the love offering, the 
website, and the check presentations, 
Chattanooga Unite raised more than 
$463,000 for the families of the fallen.

Lessons Learned
The goodness of humanity is  

evident when a tragedy occurs.  
We were fortunate that, when this 
occurred in our community, we  
were the IFEA organization that  
was ready to respond. Through  
our training, we were ready on a 
moment’s notice to facilitate everyone’s 
willingness to turn this horrible 
event into something positive. We, as 
an industry, have heard it time and 
again, events bring people together 
and make our community a better 
place to live. That’s what we do year 
in and year out as part of our jobs. 

In this situation, we were needed 
to help our community heal from 
this senseless act of violence. We 
had the skills, as do you, to make 
a difference through what we do 
as an everyday occupation.

 

Chip Baker, CFEE is the Executive 
Director at Friends of the Fesitval/Riv-
erbend Festival in Chattanooga, TN.
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In Part One of this article, featured 
in the January 2016 issue of “ie” 
Magazine, you learned that Employers 
are Researching Potential Candidates 
Online and What They are Looking For; 
Why It’s Essential to Your Job Search 
to Build a Positive Online Reputation 
and How you can Build a Positive 
Online Reputation. Keep reading 
to learn more about The Ultimate 
Reputation Guide for Job Seekers!

Developing Your  
Online Presence

Though sometimes it's hard to believe, 
there is an online world beyond social 
media. For individuals developing a 
positive online reputation, there's no 
denying the power of building your 
own website to support your personal 
brand. And while striking out on your 
own can be intimidating for some, 
especially those who aren't experienced 
online, it doesn't have to be difficult.
• Buy Your Own Domain: Most 

domains can be registered for less 
than $10 per year. Resources like 

Namecheap and 1&1 will help you 
get registered, and can even offer 
hosting options if you need them. 
Ideally, you'll register yourname.
com. If that's not available, consider 
variations including .net/.org/.info, 
or variations of your name, such as 
adding your middle or maiden name.

• Build Your Website: This can be as 
easy or as extensive as you'd like. For 
many people, a simple WordPress blog 
offers more than enough opportunity 
to establish a positive online presence. 
You can build something as simple 
as a short biography and resume. The 
Ultimate Guide to Building a Personal 
Website offers a great resource that 
explains everything you need to know 
when building a personal website 
to support your online reputation.

• Develop an About Page: More than 
anything, employers want to see what 
you say about yourself. Take the time 
to write a short biography, with links, 
photos, and other resources to back up 
your good name. Share links to press, 
your accomplishments, and more. 

This is really your chance to shine, 
so show off and don't hold back.

• Build a Portfolio: If you want to 
really show off (and you should), 
start a portfolio on your website. 
This is a great place to show off 
photos of projects, explain your 
accomplishments, link to work 
you've done, and more. And it 
goes way beyond what you can 
share on a simple resume.

• Start a Blog: Everyone has something 
they're knowledgeable about. It's a 
great idea to start a blog, sharing your 
thoughts and important content. This 
is one of the best ways to stay on top 
of search results for your name with 
the kind of content that employers 
want to see: professional, well written 
resources that show off your expertise. 
You don't have to share a big post 
every week, but it's a good idea to 
stay on top of thoughtful topics to 
help show employers that you're 
informed. Discuss relevant industry 
news, post about topics you know 
best, and share your expertise.

THE ULTIMATE REPUTATION GUIDE 
FOR JOB SEEKERS PART 2 OF 2

By Jessica Merritt
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• Produce Your Own Content: Even if 
you're not running a blog, it's a good 
idea to produce your own content. 
Develop pages that show off your 
expertise, or write posts for others. 
Be a voice for yourself before others 
have a chance to speak for you.

Networking Online for 
Reputation Management

Being established online is more than 
showing off what you know -- it's who 
you know. Having a strong network 
supports a positive reputation, sending 
a signal to employers that you're well 
connected, trustworthy, and involved 
in your industry. You should seek out 
connections with others and cultivate 
positive networking opportunities 
to show employers that you have an 
audience that trusts and respects you. 
Plus, developing a great network often 
leads to more job opportunities, so 
building your reputation in this way 
can pay off in more ways than one.
• Get Connected With a Strong Network 

of Professionals: Whether you're 
connecting on social media, online 
discussions, through blogs, or simply 
by email, it's essential that you develop 
a network of professionals you can 
call on. Being connected to influential 
people makes you look better by 
association, and it never hurts to have 
friends on your side, especially when 
you're in the middle of a job search.

• Be a People Connector: Be 
known as the person who knows 
everyone, capable of making great 
connections for others. This can 
help you earn a positive reputation 
as a person who works well with 
others and is trusted by many.

• Nurture Your Contacts: Stay in 
touch with your network, reaching 
out personally to send out updates 
with news you think your contacts 
would like to see, plus quick updates 
about what's new with you. You 
should always be helpful, offering 
introductions to others, assistance 
with projects, and more. It's best to 
offer value to your network without 
expecting anything in return -- 
eventually it will come back around to 
you, and may even help you get a job!

• Be Supportive: Show that you're a team 
player by being supportive of others. 
Applaud their accomplishments, and 
show your excitement for them when 
they've done something great. Some 
day, they can do the same for you.

• Get Connected Offline: While it's 
important to build a great reputation 
online, you don't have to do all of 
your connecting online. Get connected 
offline by volunteering or getting 

involved in professional organizations. 
Of course, be sure to bring it back 
online with posts, photos, and 
discussions about what you're up to.

• Get Listed: If you're joining 
professional organizations, make 
sure you get listed in their directories. 
Often, professional organization 
directories are published publicly 
and may be found on Google 
searches for your name.

• Make the Right Connections: 
Remember that you don't have to 
look far to get started with your 
network. Current coworkers and 
business associates can serve as the 
front line of your network and help 
you branch out to more contacts. 
Connect with recruiters, employers 
too. They want to interact with you 
online and often, connecting online, 
typically through social media, offers 
a great outlet for connecting that you 
might not have access to elsewhere.

Be An Expert
Everyone wants to know an expert, 

and expert status can earn you respect, 
trust, and a great reputation. You may 
not see yourself as an expert -- yet -- but 
chances are, there's something you know 
more about than anyone else, and it's 
time to capitalize on that knowledge. 
Keep in mind that 14% of employers 
view a large online following as positive.
• Write Publicly: The best way to take 

advantage of your knowledge and use it 
to develop a positive online reputation 
is to write publicly as an expert. 
Develop articles for your own blog, and 
share with others as a contributor. Even 
a single well written article can help 
you stand out in search results, but 
write more, and you can really shine.

• Aim High as a Contributor: Look to 
professional journals and mainstream 
media in addition to blogs and online 
news sites. Of course, if you are able to 
contribute to high level publications, 
be sure to link back to it so that 
employers can see what you've done.

• Become a Trusted Source: Establish 
relationships with journalists in 
your industry. Let them know your 
areas of expertise, and encourage 
them to call on you for quotes and 
advice as they are working on news 
stories. You can also check in with 
Help A Reporter Out to find out 
what journalists need help with 
today. This is a great way to get cited 
as an expert both online and off.

• Write Press Releases: A great way 
to get in the news is to present an 
easy to use package to news outlets 
with a press release. Develop a 
press release any time you've done 

something newsworthy, like speak 
at a conference or join a new firm.

• Join and Create Discussions: 
Contribute to public discussion 
groups as an expert. Resources like 
LinkedIn groups, industry blogs, 
and Quora can really set you apart 
and help you establish a reputation 
as a knowledgeable professional.

Be Consistently Awesome
Of course, earning a great reputation 

is more than signing up for the right 
websites, knowing the right people, and 
paying attention to details online. It's 
about what you do every day, at work, 
within your network, and even in your 
personal life. Being a positive force on a 
consistent basis is a great way to earn a 
reputation that employers want to see.
• Deliver on Your Promises: If you 

make a promise, keep it, and do so 
consistently. Offer a positive experience 
for everyone that works with you.

• Be Reliable and Trustworthy: Let 
others rely on you, knowing that you'll 
always deliver, and deliver well.

• Present a Consistent Persona: 
Whether you're interacting online in 
social networks, discussions, blogs, 
or guest posts, or just saying hello 
in an elevator or at a community 
event, be yourself and present a 
consistent professional version of 
yourself. People want to know they're 
getting the real you, no matter their 
method of interaction with you.

• Be Active Offline: Take part in 
networking, volunteering, community 
and industry activism, and more. 
Develop your strong reputation 
offline, but remember to bring it 
back online with photos, updates, 
and blog posts about events so that 
employers can see you're active.

Helpful Online  
Reputation Tools

Building a positive online reputation 
can be an overwhelming task sometimes, 
but with useful tools, you can stay 
organized and on top of it all. Check 
out these great tools for job seekers 
building a positive online reputation.
• LinkedIn: The ultimate networking 

resource online, LinkedIn allows 
you to establish a great reputation 
with a full online profile and 
recommendations, plus develop 
a strong, supportive network.

• KnowEm: Not sure which social 
networks you've signed up for, and 
which you still need to cover? This 
tool will help you find them all, plus 
research more than 150 domain 
names. KnowEm is the ultimate tool 
for claiming your online reputation.

Continued on page 95 
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For IFEA sponsorship opportunities, contact Steve Schmader, CFEE, President & CEO at +1-208-433-0950 ext. 818 or schmader@ifea.com
or Kaye Campbell, CFEE, Director of Partnerships & Programs, Phone: +1-208-433-0950 ext. 815, or kaye@ifea.com
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IFEA is pleased to present our 2016 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 purchase to watch at your 
leisure. What better way to receive great educational information by great pre-
senters while saving both time and travel expenses! 

2016
   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 
• $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 Webinars 
on Demand to take advantage of this 
special offer. See separate Webinars On 
Demand Brochure for On Demand  
lineup. (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
• CFEE Elective Credit: If working 

toward your CFEE Certification 
each indiviual webinar is eligible 
for one CFEE Elective Credit. 

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

2016 IFEA WEBINAR SCHEDULE
THURSDAY, APRIL 28, 2016
Event Marketing from A-Z
Sean King, Principle, Aspire Consulting Group, Allentown, PA

THURSDAY, MAY 5, 2016
Is Your Event Ready for Severe Weather? Take the Test and See
Wayne Mahar, President, Precision Weather Service, Syracuse, NY

THURSDAY, MAY 12, 2016
Secrets to Successful Sponsorship Retention
Bruce Erley, CFEE, APR, President/CEO, Creative Strategies 
Group Denver, CO

THURSDAY, MAY 19, 2016
Media Relations- Staying Cool When the Heat Is On
Scott Fraser, Principal, Fraser Communications Group, N. Scituate, RI

THURSDAY, MAY 26 2016
Moving Beyond Engagement to Sales: Finding a Way to
Measure the Real Return of Social Media
Mark O’Shea, Co-Founder
Steve Richo, Co-Founder
Noise New Media, Nashville, TN

THURSDAY, JUNE 2, 2016
Thinking About Cashless? Take a Strategic Approach
Jim Shanklin, Senior Consultant, Contratto, Inc., Seattle, WA

THURSDAY, JUNE 9, 2016
Why Didn’t You Tell Me That Was Excluded
Andrew Vandepopulier, Producer
Mike Rea, Recreation Sales Manager
Carol Porter, Producer
Haas & Wilkerson Insurance, Fairway, KS

THURSDAY, OCTOBER 13, 2016
A Spit and A Handshake
Jeff English, CFEE, Senior Vice President of Administration/ 
General Counsel, Kentucky Derby Festival, Louisville, KY

THURSDAY, OCTOBER 20, 2016
Catering is for Show, Concessions are for Dough: The Keys to a  
Successful Food and Beverage Program
Mary Ann Dilling, Director of Business Development, Experimental  
Aircraft Association, Oshkosh, WI

THURSDAY, OCTOBER 27, 2016
Maximizing Your Revenue Through Online Sales
Kendra Wright, President, Saffire, Austin, TX

THURSDAY, NOVEMBER 3, 2016
From Volunteers to Super-Volunteers
Florence May, President & Managing Member, The Registration 
System, Fishers, IN

THURSDAY, NOVEMBER 10, 2016
Capital Ideas:  Identifying, Securing and Retaining Quality  
Sponsors Diana Mayhew, CFEE, President, National Cherry 
Blossom Festival, Washington, D.C.

THURSDAY, NOVEMBER 17, 2016
Game On: How to Amplify Attendee Involvement and Sponsorship 
Activations via Mobile Engagement
Julia King, President
Propaganda3, Kansas City, MO

THURSDAY, DECEMBER 1, 2016
16 Sensational Event Ideas and Trends from 2016
Ted Baroody, President, Norfolk Festevents, Norfolk, VA

THURSDAY, DECEMBER 8, 2016
Keeping Your Event Fresh – The Creative Process
Ira Rosen, CFEE, Assistant Professor, Temple University School of  
Tourism and Hospitality Management, Point Pleasant, NJ

© Copyright 2016. 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


Thursday, April 28, 2016
11:00 a.m. – 12:00 p.m. Mountain Time

Event Marketing 
from A-Z
Sean King, Principle
Aspire Consulting 
Group, Allentown, PA

Twenty-six letters in 
the alphabet. The Event Marketing from A-Z 
webinar explores 26 ideas and concepts, one 
for each letter, to make your 2016 Festival 
and Event marketing more effective. Updated 
for the 2016 event season, the A-Z session 
reviews the basics and introduces the latest 
trends in advertising, marketing, social 
media, sponsorships and more. Marketing 
changes in the blink of an eye. Spend this 
fast-paced, informative hour to gain insight 
on what will make your 2016 event market-
ing plan a success.

Sean King is a Principle at Aspire 
Consulting Group in Allentown, PA and 
has been consulting with small business-
es and non-profit organizations for over 
20 years. He also blogs regularly at www.
artsmarketingblog.org. You can follow 
Sean on Twitter @skingaspire or contact 
him at: sking.aspire@gmail.com. 

Thursday, May 5, 2016
11:00 a.m. – 12:00 p.m. Mountain Time

Is Your Event 
Ready for Severe 
Weather? Take 
the Test and See
Wayne Mahar, President
Precision Weather  
Service, Syracuse, NY

This Webinar will feature a unique Table 
Top severe weather exercise geared to outdoor 
events. This exercise features developing se-
vere weather on a typical outdoor fair, festival 
or concert timeline. The clock is ticking. Your 
decisions will be critical. The Webinar will be 
followed by a quick review of severe weather 
safety for outdoor events and a few minutes 
for Q & A at the end.

Wayne Mahar is the President of Pre-
cision Weather Service, a private weather 
consulting firm based in Syracuse, NY 
and the leaders in forecasting and safety 
for events in North America. Clients in-
clude The Academy Awards, MLB All Star 
Gala, Super Bowl concerts, San Francisco 
to LA AIDS Bike Ride, Oklahoma City 
Heart Walk, most Hollywood red carpet 

events, Coachella, high profile weddings, 
major concerts, New York State Fair, Los 
Angeles St. Patrick’s Day Festival, Toronto 
Nuit Blanche Festival, Boots and hearts 
Country Music Festival and many more...

Thursday, May 12, 2016
11:00 a.m. – 12:00 p.m. Mountain Time

Secrets to Suc-
cessful Sponsor-
ship Retention
Bruce Erley, CFEE, APR, 
President/CEO
Creative Strategies 
Group, Denver, CO

Finding sponsors is one thing. Keeping 
them is another. What are some of the secrets 
to sponsor retention as well as generating 
interest to upgrade a level. Bruce Erley will 
share some of the secrets they use at CSG to 
keep sponsors coming back from setting expec-
tations, assuring successful engagement, inte-
grating the sponsorship into their organization 
and creates incentives for future upgrades. 

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.

Thursday, May 19, 2016
11:00 a.m. – 12:00 p.m. Mountain Time

Media Relations - 
Staying Cool 
When the Heat  
Is On
Scott Fraser, Principal
Fraser Communications 
Group, N. Scituate, RI

We’ve all said things we wish we could 
take back, but when it comes to speaking with 
the media you always have to be on your “A” 

game. There is no room for slips of the tongue 
or stumbles. This session will give you some of 
the basic “Whos, Whats and Hows” of media 
relations. We will also discuss some Very 
Important Points that all who deal with the 
media should know. You will learn the proper 
techniques for preparing for and taking part 
in a media interview—what to wear, how to 
sit, etc.  Remember it is not just what you say, 
how you say it is equally as important.

Scott Fraser is a veteran communi-
cations professional with more than 
30 years of experience. As principal of 
Fraser Communications Group (FCG), he 
provides public relations, media relations, 
crisis communications, government affairs 
and voiceover talent for his clients who 
range from small non-profits, to interna-
tional 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 organi-
zations in healthcare. Sought after as a 
public speaker, Fraser also is an adjunct 
professor at Salve Regina University in 
Newport, RI, teaching courses in Crisis 
Communications and Public Relations.

Thursday, May 26 2016
11:00 a.m. – 12:00 p.m. Mountain Time

Moving Beyond 
Engagement to 
Sales: Finding a 
Way to Measure 
the Real Return 
of Social Media
Mark O’Shea, Co-Founder
Steve Richo, Co-Founder
Noise New Media, Nashville, TN

We all know that we’re supposed to be 
maximizing our event presence on social 
media...every article and educational session 
will tell you that. So, we all do our best to 
aim precious resources - time and money - 
toward that goal; get more ‘friends’, more 
‘followers’, more ‘likes’, more ‘views’; but how 
do we know that any of that is translating 
into sales (for our sponsors and ourselves)? 
Join the co-Founders of Noise New Media 
as they address the question that most never 
ask...”How do we measure the real return of 
social media?” 

Noise New Media has successfully 
combined innovative social media strategy 
with digital applications development and 
campaigns. Their low-fi, guerilla approach 
to music and entertainment marketing has 
helped clients raise their profile while en-
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gaging with their target audiences through 
the use of the new media technologies. 
With a fair industry and entertainment 
client base that represents 8.5 million an-
nual ticket sales, Noise New Media has es-
tablished itself as the premier social media 
marketing agency for venues, agricultural 
& state fairs, events and rodeos. Clients 
include the Houston Livestock Show 
and Rodeo™, San Antonio Stock Show & 
Rodeo, Tim McGraw and many others. 
Founded by Steve Richo and Mark O’Shea, 
Noise New Media is based on Music Row 
in Nashville, TN.

Thursday, June 2, 2016
11:00 a.m. – 12:00 p.m. Mountain Time

Thinking About 
Cashless?  
Take a Strategic 
Approach
Jim Shanklin, Senior 
Consultant
Contratto, Inc.,  
Seattle, WA

Now that all US consumers have “em-
bedded-chip” credit and debit cards, and all 
retailers are required to use chip-reading/NFC 
(Near-Field Communications) Point of Sale 
devices, cashless transactions are inevitable for 
festivals and events. Your visitors will expect 
and demand non-cash transactions from all of 
your points of sale. Join Jim Shanklin, CFEE 
for ideas on how to strategically` address the 
inevitable changes, minimize the “push-back” 
from board members and vendors and avoid 
other pitfalls of moving to a cashless event. 

Jim Shanklin founded Festivals.com in 
1995 and has been a 20-year IFEA mem-
ber. Now with his new company, Contrat-
to, Inc. he is working with IFEA members 
in cashless and sponsorship projects.

Thursday, June 9, 2016
11:00 a.m. – 12:00 p.m. Mountain Time

Why Didn’t You 
Tell Me That Was 
Excluded
Andrew Vandepopulier, 
Producer
Mike Rea, Recreation 
Sales Manager
Carol Porter, Producer
Haas & Wilkerson Insurance, Fairway, KS

The biggest misconception about event lia-
bility insurance is that there’s little difference 
from one general liability policy to another. 
It’s a dangerous assumption and could lead 

to catastrophic consequences for you and your 
event. In this session we’ll review some of the 
standard and specialty exclusions that could 
lead to an uninsured claim and show you 
how to find them before it’s too late.

After graduating from the University 
of Central Missouri with a degree in 
Business and Education Andrew Vande-
populier began working in the disaster 
and catastrophe claims field for Farmers 
Insurance. He spent 3 years working 
around the Midwest handling all types of 
claims from hail to wildfires. In 2010, An-
drew joined Haas & Wilkerson’s Fair and 
Festival division and has been serving the 
insurance and risk management needs of 
the event world ever since. With Clients 
all over the country ranging from the 
largest fairs in the nation to the smallest 
festivals, we have a product for all types 
of events.

Thursday, October 13, 2016
11:00 a.m. – 12:00 p.m. Mountain Time

A Spit and A 
Handshake
Jeff English, CFEE, 
Senior Vice President of 
Administration/
General Counsel
Kentucky Derby Festival, 
Louisville, KY

The list of complex legal issues facing the 
festival and event industry continues to grow 
each year! Let’s spend an hour discussing 
your event’s legal standing on issues such as 
protestors, waivers, personal copyrights, risk 
management, drones, and conceal & carry 
laws. We’ll also answer the age-old ques-
tion of whether contracts agreed to the old 
fashioned way – with a spit and a handshake 
– are legally enforceable! There will be plenty 
of time for Q&A to help save money on some 
of those legal bills.

Jeff English is the Senior Vice President 
of Administration and General Counsel 
for the Kentucky Derby Festival. For eight 
years he’s managed KDF’s legal work, 
along with serving as the Executive Di-
rector of the non-profit KDF Foundation 
and supervising the KDF Merchandise 
Department.  He’s a 2004 graduate of 
Washburn University School of Law in 
Topeka, KS and received his CFEE certifi-
cation in 2013.

Thursday, October 20, 2016
11:00 a.m. – 12:00 p.m. Mountain Time

Catering is  
for Show,  
Concessions  
are for Dough: 
The Keys to a 
Successful Food 
and Beverage 
Program
Mary Ann Dilling, Director of Business 
Development
Experimental Aircraft Association,  
Oshkosh, WI

Come and take part in a fun filled ed-
ucational Webinar on everything you ever 
wanted to know about the Food and Beverage 
industry. Menus, accountability, commission 
structure, and commemorative pieces are just 
a few of the topics that will be covered in this 
Webinar.

Mary Ann L. Dilling, CFEE is currently 
the Director of Business Development 
for the Experimental Aircraft Association 
(EAA) in Oshkosh, WI. As the Director 
of Business Development, Mary Ann’s 
team encompasses three areas: Exhib-
its, Advertising and Sponsorship. The 
team currently recruits more than 800 
exhibitors during its fly in AirVenture. 
Before November 2015, Mary Ann was 
the Director of Events and Hospitality at 
EAA for the past 3 festivals seasons where 
her department was for responsible the 
F&B program; the Sales Program for EAA’s 
venues; the Housing Program that secures 
the over 2400 room nights for their annu-
al event AirVenture; the Event Admin-
istration Program ; and A/V Program. 
Previously she served as the Executive 
Director of Fond du Lac Festivals for the 
past eleven festivals seasons.

Thursday, October 27, 2016
11:00 a.m. – 12:00 p.m. Mountain Time

Maximizing Your 
Revenue Through 
Online Sales
Kendra Wright, President
Saffire, Austin, TX

Are you getting the most 
bang out of your digital buck? There’s more 
to ecommerce than just “selling stuff”! You 
can utilize your website to facilitate business 
with sponsors, vendors, renters, and more. 
When you do sell online, you can also learn 
how to maximize your revenue per sale! Join 
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us as we cover the ins and outs of increasing 
the value of your online presence based on 
our 15+ years’ experience selling online.

Kendra Wright has spent the last 20 years 
in online marketing, working with clients 
like Nike, KEEN Footwear, Jeep, Chrysler, 
Intel, Panasonic and Frito Lay. Six years ago, 
she gave it all up to launch Saffire, integrat-
ed online marketing and ticketing for hun-
dreds of events, venues and destinations.

Thursday, November 3, 2016
11:00 a.m. – 12:00 p.m. Mountain Time

From Volunteers 
to Super- 
Volunteers
Florence May, President 
& Managing Member
The Registration System, 
Fishers, IN

 
Turning your volunteers into a strong mo-

tivated team has never been easier. Identify 
your volunteer program’s strengths, weak-
nesses and alarming pitfalls in five easy steps 
from: Volunteer Training, Job Descriptions 
and Risk Controls to Volunteer Management 
Technology and Evaluation.  Volunteers can 
be your greatest event assets – the better you 
prepare, the better return you can receive on 
your volunteer investment.

Florence May led the TRS online regis-
tration system development project in 2000 
to support her event planning company, 
Simply Hospitality. She conceived the soft-
ware based on 15 years of sport and event 
management working with clients includ-
ing National League of Cities, American 
Association of Museums, NCAA Final Four 
Host Committees, and the Indianapolis 
Motor Speedway’s USGP. Flory is a national 
speaker and author on topics including 
professional event management, volunteer 
best practices and top technical trends.

Thursday, November 10, 2016
11:00 a.m. – 12:00 p.m. Mountain Time

Capital Ideas:  
Identifying,  
Securing and 
Retaining Quality 
Sponsors
Diana Mayhew, CFEE, 
President
National Cherry Blossom Festival,  
Washington, D.C.

This important Webinar will focus on 
topics that are critical to sponsorship success: 
Expanding your prospect base and keep-

ing the pipeline filled; Creating assets and 
benefits beyond the “norm”; Understanding/
identifying motivating factors that attract 
potential sponsors; and Making that “electric” 
connection between sponsors and your event, 
focusing on the value of strategic activation.

Diana Mayhew became Executive 
Director of the National Cherry Blossom 
Festival in 2000, and has been President 
of the National Cherry Blossom Festival 
since 2007. Her success as a “connector” 
has led to developing strong partnerships 
with business, media, government and 
industry leaders, resulting in the Festival’s 
growth in programming, funding, and 
staff support. Today, the strengthened 
brand of the National Cherry Blossom 
Festival receives local, national and 
international recognition, attracting more 
than 1.5 million attendees each year and 
generating over $150 million for the 
nation’s capital annually.

Diana currently serves on the World 
Board and the Foundation Board of the 
International Festivals & Events Associa-
tion (IFEA) and is a member of Leader-
ship Greater Washington, the Destination 
DC Marketing Advisory Committee, and 
the Woman’s Leadership Group of the 
Boys & Girls Club of Greater Washington. 
She was recognized by the Washington 
Business Journal as one of the 2012 
Women Who Mean Business.

Thursday, November 17, 2016
11:00 a.m. – 12:00 p.m. Mountain Time

Game On:  
How to Amplify 
Attendee  
Involvement  
and Sponsorship 
Activations  
via Mobile  
Engagement
Julia King, President
Propaganda3, Kansas City, MO
 

The heightened expectations of festival 
attendees in recent years – especially among 
the much-coveted millennial demographic 
– has demanded that both festival planners 
and sponsors activate users and engage with 
them in new and innovative ways. Through 
a marriage of mobile app technology and 
old-fashioned, fun-filled game mechanics, 
Propaganda3 has crafted a scavenger hunt 
module as part of its proprietary festival 
app platform. Built to enhance the festival 
experience, the module can be adapted to any 
festival’s look and voice; it offers the ability to 
highlight lesser traveled areas of your event; 

it provides compelling sponsorship interac-
tions; and it creates a memorable interactive 
experience for attendees. Join us for a tour 
of the technology, a review of the relevant 
results from recent festival activations and 
an preview of the consumer insights that can 
be derived to help make your next event a 
rousing success.

Julia King believes that good software 
solves problems. Great software antici-
pates and avoids them. In her 15+ years 
leading software development teams, 
Julia has built her career by divining the 
sort of consumer insights that create great 
software and building strong partnerships 
that result in great software solutions. 
She works with clients to define and 
articulate their goals, understand their 
needs, and find solutions to real business 
problems. She cultivates trust through 
informed guidance and provides a clear 
vision for strategies and tactics informed 
by the deep-seated conviction that all 
software — whether its an app, a site or a 
game — should fulfill a need. With early 
professional roots in account planning, 
hands-on consumer research and strategic 
planning, Julia is adept at finding the 
simple (but not always obvious) insights 
and actionable business information that 
makes Propaganda3’s work, well, work. 
Couple that with her experience in event 
and festival planning, Julia will find just 
the right feature or function to fill an 
attendee need and solve an organization-
al problem.

Thursday, December 1, 2016
11:00 a.m. – 12:00 p.m. Mountain Time

16 Sensational 
Event Ideas and 
Trends from 2016
Ted Baroody, President
Norfolk Festevents, 
Norfolk, VA

Join us for this idea inspiring Webinar 
where the 16 best ideas and trends that took 
place at festivals & events in 2016 will be 
presented. Covering different areas of the 
event industry from sales, operations and 
programming this Webinar will not only be 
a great recap of 2016 – but hopefully ignite 
some ideas for your events for 2017. Good 
ideas can be and should be a win-win-win 
partnership - Good for the guest, your part-
ners and for you! 

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 

52  IFEA’s ie: the business of international events Summer 2016



Webinars On Demand
Looking for a different 

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

How Webinars Work
IFEA Webinars are Web-

site-enabled seminars that 
function much like a telecon-
ference. They use your com-
puter’s Website browser to 
display presentation materials 
and other applications im-
portant to the Webinar topic, 
with the audio portion of the 
presentation provided either 
through your computer speak-
ers or over the phone.

Once your registration has 
been submitted, you will 
receive an email from the IFEA 
confirming that you have been 
registered for the Webinar. 
The day before the scheduled 
Webinar, you will receive an 
email with specific instruc-
tions 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 We-
binar is as easy as 1, 2, 3!
1. Log In To The Webinar: To 

start the Webinar, log in to 
the specific website address 
that you received for the 
Webinar and connect to the 
presentation. Webinars can 

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

2. Listening To The Webi-
nar: After you’ve logged in 
and gained access to the 
Website, you have two op-
tions to listen to the audio 
portion. You can either dial 
the telephone number pro-
vided to hear the webinar 
via a conference call, or if 
you have computer speak-
ers, 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 regis-
trant.)

3. Sit Back and Learn: Once 
you are logged in, all you 
need to do is sit back and 
learn! It’s just like any 
other seminar, except you’re 
sitting comfortably at your 
own desk! Throughout the 
webinar, you are able to ask 
questions to the presenter 
using the online Question/
Answer messaging system 
that is part of the Webinar 
screen. The Webinar Orga-
nizer will view your ques-
tion 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 pre-
sentation used for the webinar 
prior to the webinar start time 
in addition to the recorded 
copy of the webinar after the 
webinar presentation.

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

Thursday, December 8, 2016
11:00 a.m. – 12:00 p.m. Mountain Time

Keeping Your 
Event Fresh – 
The Creative 
Process
Ira Rosen, CFEE,  
Assistant Professor
Temple University School 
of Tourism and  
Hospitality Management 
Point Pleasant, NJ

With everything going on in the world 
today, and the rapid pace of change, if your 
event isn’t constantly growing, changing and 
keeping up with times, you may soon start to 
see it dwindle! During this important session, 
you will learn about the many tools and 
techniques that you need to be aware of to 
keep the excitement in… and attendees at… 
your festival.

Ira Rosen is an Assistant Professor with 
Temple University’s School of Tourism 
and Hospitality Management.  He teaches 
several event management courses and 
directs the School’s award-winning Event 
Leadership Executive Certificate Program. 
Additionally, he is President and Chief 
Executive Officer of Entertainment On 
Location, Inc. (EOL), a full-service event 
production and consulting company 
based in Point Pleasant, New Jersey.
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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: 

Kaye Campbell, CFEE
Director of 

Partnerships & Programs 

at kaye@ifea.com 
or +1-208-433-0950 ext: 815 

or Click Here

mailto:kaye@ifea.com
http://files.ifea.com/pdf/IFEAOnlineMarketingAudit.pdf


Please submit the following information for 
your nomination:

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

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

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

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

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

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

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

Known as the 
associations most 

prestigious honor, the 
IFEA Hall of Fame recogniz-

es those outstanding individu-
als who, through their exceptional 

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

and Events Industry. The International Fes-
tivals & Events Association is now accepting 
nominations from its members for those 
individuals who meet this standard for the 
2016 Induction Ceremony.

The Hall of Fame Committee will review all 
nominations and select one or more individu-
als to be honored in to the IFEA Hall of Fame. 
The Honoree (s) will be the guest (s) of the 
IFEA on an all-expense* paid trip to the 61st 
Annual IFEA Convention, Expo & Retreat, 
Sept. 27-29, 2016 in Tucson, AZ, where they 
will be inducted at a reception, in their honor.

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

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

Includes 2 nights hotel, airfare and Convention registration.

Nominations should be  
submitted no later than 5:00 PM 
(MST) Monday, June 20th, 2016

2016 Call for Inductees

mailto:nia@ifea.com
mailto:nia@ifea.com
www.ifea.com
mailto:nia@ifea.com


Whether the individual acts as a volunteer admin-
istrator of an event or contributes his or her time and 
resources in support of a larger, multi-event organi-
zation with a paid staff, the efforts that are put forth 
deserve our heartiest congratulations and recognition. 
It is for that reason that the IFEA/Zambelli Fireworks 
Volunteer of the Year Award was created.

Nominations are currently being accepted for the 
2016 IFEA/Zambelli Fireworks Volunteer of the Year 
Award. The award recognizes those outstanding event 
volunteers whose unselfish and dedicated service to a 
member festival or event has made a significant differ-
ence in their community and mirrors the commitment to 
success in our professional ranks.

A panel of impartial judges from within the  
IFEA organization will select the Volunteer of the  
Year winner from all of the candidates submitted.  
That individual will be honored at the 61st Annual 
IFEA Convention, Expo & Retreat, Sept. 27-29, 2016 
in Tucson, AZ. As the guest of the IFEA the winner will 
receive an all expense* paid trip to the convention to 
accept their award. All participants in the program will 
be promoted through local and national media releas-
es, available on request. The finalist will be featured in 
a future issue of “ie” magazine, and each semi-finalist 
will receive a certificate of recognition.

Volunteer nominations submitted for the 2015 Award 
may be carried over into the 2016 competition with the 
permission of the nominator. The nominator will have 
the option to re-write the nomination if desired.

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

The importance of 
volunteers to our 
industry cannot 

be overestimated.

*Includes 2 nights hotel, airfare and Convention registration.

To view a complete list of past winners and their nominations,  
go to the Industry Honors section on www.ifea.com

www.ifea.com
mailto:nia@ifea.com


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

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

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

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

assistance and specific expertise. (10 points)

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

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

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

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

D. ADDITIONAL INFORMATION:
If your nominee is selected, we will need the following information for marketing the 2015 
Volunteer of the Year. Please submit the following with your nomination. (Not required at 
time of nomination). 

1. A photograph of the volunteer you are nominating. 

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

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

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

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

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

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

NOMINATION 
CRITERIA

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

• Be a current volunteer of an 
IFEA member organization

• Have provided significant 
enthusiasm, organizational 
assistance and specific  
expertise

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

• Have shown initiative and 
leadership in his or her  
efforts

• Have a positive attitude

• Have exemplified his or her 
dependability

• Have a significant depth of 
involvement

• Have made a difference to 
the festival or event

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

Nominations should be submitted no later 
than Monday 5:00 PM (MST) June 20th, 2016

* Pixels Per Inch   ** Pixels Per Centimeter

2016 CALL FOR NOMINATIONS
Please submit the following 

information for your nomination.

http://hwins.com
mailto:nia@ifea.com
mailto:nia@ifea.com


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
mailto:schmader@ifea.com


LEGACY SCHOLARSHIPS
Supporting and Educating the Festivals & Events Industry Since 1993.

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

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

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

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

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

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

So what are you waiting for, gather your items, fill out the entry 
form, and send them off to be judged against the best of the best,  
in the festivals and events industry. Then get ready to hear your or-
ganization’s name announced at the 61st Annual IFEA Convention, 
Expo & Retreat, Sept. 27-29, 2016 in Tucson, AZ.

Gain the recognition your event deserves…

2016 IFEA / Haas & Wilkerson

Pinnacle Awards
Competition
Call for Entries
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THE CONTEST
DEADLINES
• EARLY BIRD ENTRY DEADLINE: 5:00 p.m. (MST), MON-

DAY, JUNE 20, 2016
 ❍ Entries received on or prior to June 20, 2016 will receive the 
Member early bird rate of $30 per entry or $75 per Grand 
Pinnacle entry or the Non-Member early bird rate of $60 per 
entry or $150 per Grand Pinnacle entry depending on IFEA 
Membership status.

• FINAL ENTRY DEADLINE: 5:00 p.m. (MST), MONDAY, 
JULY 18, 2016

 ❍ Entries received between Tuesday, June 21, 2016 and 
Monday, July 18, 2016 will receive the Member final entry 
rate of $35 per entry or $100 per Grand Pinnacle entry; or 
the Non-Member final entry rate of $75 per entry or $200 
per Grand Pinnacle entry depending on IFEA Membership 
status.

ELIGIBILITY
• Entries must have been produced and / or used for the first time 

between July 21, 2015 and July 18, 2016.
• Entries must be submitted in their original format unless previously 

approved. For Questions Contact: Nia Hovde, nia@ifea.com.
• Payment in full must be received with entries for entries to be 

deemed eligible.
• Entries and entry forms must be submitted in English.
• Font size for any written text must not be smaller than 11pt.
• To receive the member rate for Pinnacle entries you must be an 

IFEA member in good standing.
• Each entry form submitted must be completed in its entirety in 

order for items to be judged eligible.
• Entry must be received at the IFEA Office by the above dates to 

be eligible.
• Please consider the processing of your credit card or the  

cashing of your check for your Pinnacle entries, notice that  
your entries were received and processed.

IMPORTANT NOTES
• Items submitted are NOT able to be returned.
• Judges will not refer to items in other categories, nor will they 

transfer items already judged in other categories (the number  
of entries must equal the number of categories entered).

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

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

Please do not glue or tape form to item.
• Multiple entries within the same notebook/ bound format/ CD/

USB Drive, will not be accepted. Please separate entries.
• Entries required to be submitted in a “notebook” (Categories 1, 

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

• UPDATED: If submitting categories 1 or 38-68, in addition to 
the printed entry being submitted, please also submit each entry 
as a single pdf document (including all supporting materials 
within that single document.) Please submit PDF on a USB 
ThumbDrive or Disk. If submitting one or more entries from cat-
egories 1 or 38-68, please include all entries on a single USB 
Thumbdrive/Disk and attach to overall payment form.

• After submitting your entries, please also submit a high reso-
lution copy of your organization or event logo. Please email to 
nia@ifea.com – subject “Logo for 2016 Pinnacle Entry – and 
your event/organization name.”

A HOW TO GUIDE
• All categories are listed on the left side of each page
• Entry information required for each category is listed under the 

specific category on the left (if applicable). This information is 
unique to that specific category. 

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

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

SCORING SYSTEM
• Categories 1, 38-68 will be judged using a point system for 

each individual entry. Each entry is scored separately. Scores will 
not be combined.

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

entry. 
• If a required element within an entry is not applicable to your 

event, please state so within your entry to avoid being marked 
down on points or indicate what element you have instead.

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

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

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

THE WINNERS
• All finalists for the IFEA / Haas & Wilkerson Pinnacle Awards will 

be notified by email the last week of August, 2016. Notification 
will go to the primary IFEA Member in addition to the contact 
listed on the Awards entry form. If you have not received a notifi-
cation email, please contact nia@ifea.com.

• The 2016 IFEA/Haas & Wilkerson Pinnacle Award winners will 
be announced at the 61st Annual IFEA Convention & Expo, 
Location/Date TBA.  All winners will receive an email on the eve-
ning of the Awards Presentation which will include a complete 
list of winners, press release, logos, etc.  This email will go to 
the primary IFEA Member and the contact person listed on the 
Pinnacle Awards Entry Form.  A complete list of winners will 
also be posted on the IFEA Website the evening of the Awards 
Presentation.

• If you are not able to be present at the IFEA Awards Presen-
tation to accept your award(s), they will be mailed to you 3-4 
weeks after the IFEA Annual Convention.  

• Awards will be shipped via USPS and make take up to 3-4 
weeks to arrive at their destination (depending on location).  If 
you would like us to ship your awards via UPS/FedEx, please 
provide your UPS/FedEx account number or a credit card for us 
to charge the shipping fees.

• Organizations submitting entries for the Grand Pinnacle cate-
gory must register at least one person for the 61st Annual IFEA 
Convention & Expo, Date & Location TBD or arrange for a repre-
sentative to accept any award won on your behalf.

• Gold winning entries will be on display during the 61st Annual 
IFEA Convention & Expo.

• Winning entries will also be available to view at www.ifea.com 
shortly after the 61st Annual IFEA Convention & Expo. 
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RELEASE & USAGE
• By submitting your entry to the IFEA / Haas & Wilkerson Pin-

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

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

ping your entry. 
• For packing tips, go to www.ifea.com and then Industry Awards / 

Pinnacle Awards / 2016 Pinnacle Awards 

FREQUENTLY ASKED QUESTIONS
As you prepare your entries, you will have many questions. To help 
answer many of your questions, we have posted our most frequent-
ly asked questions on the IFEA website at www.ifea.com / Awards 
/ Pinnacle Awards / 2016 Pinnacle Awards, check back often as 
we’ll continue to post questions and answers as they come in.

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

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

apply to? 
• What do you mean when you say, please provide entries in a 

‘notebook’ or ‘bound format’?
• For the more in depth entries (categories 1, 38-68) do I have 

to answer or provide information for all the criteria and require-
ments listed under the category? 

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

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

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

• Why do we need to provide certain entries on disk or Thumbdrive? 
• Referring to the above question, am I able to save all of the 

entries I’m submitting on one disk/Thumbdrive, instead of saving 
each individually?

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

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

list of winning entries? 
• Who judges the Pinnacle Entries? 
• Why aren’t we able to know the names of the judges? 
• It looks like there’s even more requirements for some categories 

. . what specifically do I need to answer for categories 1, 38-68?
• For the above listed categories . . . what order should I list my 

entry in, in response to the requirements?

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

submitted! If you have time to work on your entries early, do so 
and then get them in early! 

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

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

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

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

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

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

• Remember the eligibility period for the pinnacles. Entries must 
have been produced and/or used for the first time between June 
21, 2015 and July 18, 2016. So if you produced an event during 
that time, or any materials for your event were produced during 
that time (even if the actual event was outside of that time frame) 
it’s eligible! 

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

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

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

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

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

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

• Proof, Proof, Proof!! Yes, we do mark you down for typos! 
• When in doubt – ASK. If you’re not sure on something, please 

contact Nia Hovde +1-208-433-0950 ext: 3 or nia@ifea.com. 

QUESTIONS?
• Contact: Nia Hovde, Director of Marketing & Communications at 

Phone: +1-208-433-0950 ext: 3 or Email: nia@ifea.com
• For additional information and FAQ’s, go to www.ifea.com/ Indus-

try Awards / Pinnacle Awards
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THE GRAND PINNACLE
1) GRAND PINNACLE
The Grand Pinnacle is the highest award given by the IFEA in recognition 
of those Festivals and Events* who have a balance of all the elements 
necessary to ensure a successful event. 
(*Of those events who enter and judged within each of the four separate 
budget categories.) 

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

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

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

• In addition to the required printed entry, please also provide a pdf 
document of your entire entry (as 1 (one) document) on a CD or 
Thumbdrive. Attach CD or Thumbdrive to overall payment form. 
(Okay to submit all of your Pinnacle entries on 1 (one) CD or 
Thumbdrive.)

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

addition to the overall Judges Criteria points.

1. Introductory Information: (10 points)
Within a maximum of 4 pages (total), provide an overview of your 
event, stating your event’s:

a. Event Dates
b. Purpose / Mission
c. History/Description of Event
d. Types of Activities Included Under the Festival / Event Umbrella
e. Overall Revenue and Expense Budget
f. Estimated Economic Impact
g. Attendance Numbers & Demographics
h. Volunteer Count & Demographics 
i. Staffing Numbers and Positions
j. Founding / Incorporation Date and Management System (i.e.: 

501(c)3 non-profit staff & volunteer board; city managed; prof-
it-making partnership, etc.)

2. Additional Requirements: (40 Points)
Include a detailed overview of each of the sections listed below (a-e*) 
for your festival / event, using no more than two (2) pages for each 
section.
• Make each section a separate tab in entry in order for the judges 

to clearly identify them.
• If your festival/event does not include one or more of the sections 

listed below, please provide an overview as to why your event does 
not include that element, or what you provide instead, so as not to 
lose points.
a. Promotional/Marketing Campaign & Media Outreach 

(Includes but not limited to: What was your overall message/
slogan/image that you projected for your event this year? What 
was your target population, who received the message, what 
types of mediums did you utilize and who promoted your mes-
sage. )

b. Website / Social Media / Multi-Media Program /Campaign
c. Overall Sponsorship Program (Provide an overview of your 

overall sponsorship program – how many sponsors, who are they 
and what do they sponsor and total sponsorship funds.)

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

• Educational Program
• Children’s Program
• Food & Beverage Program
• Entertainment Program (music, artists, theatre,  

performers etc.)
• Merchandise Program
• Community Outreach Program
• Emergency Preparedness Program

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

3. Supporting Materials: (10 Points)
• Please also include any necessary supporting materials for the fes-

tival/event - limiting materials to no more than 5 examples for each 
area in the 2.) Additional Requirements section (if applicable) (a-e). 

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

4. Supporting Questions: (10 points) 
Please answer the following questions.  
(Maximum of 1 page per question)
a. What did you do to update / change the event from the year 

before? Were your updates / changes successful?
 ❍ If the event is a new event, please answer the following 
question instead:
• “What challenges / obstacles did you foresee / encounter 

in creating the event, and how did you handle them?”
b. Please provide measurable results / examples for question (a).
c. What makes the event stand out as an internationally recog-

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

Pinnacle Award?

Judging Criteria: (30 points)
The Grand Pinnacle Entry will be judged based on the following 
criteria. Please refer to the Entry Information for further details. The 
following Judging Criteria is applicable to both the individual entry and 
the overall event.
• Is the entry / event well organized?
• Is the content professional?
• Is the message clear?
• Is the entry / event designed and laid out well?
• Is the event creative and / or unique?
• Does the entry relay the image of the event?
• What is the overall impression?
• Have all supporting materials and measurable results been provid-

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

Additional Notes:
• Be sure to answer and provide information for every section and 

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

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

• Organizations submitting entries for the Grand Pinnacle category 
must register at least one person for the 61st Annual IFEA  
Convention & Expo, Date and Location TBD.  
or arrange for a representative to accept any award your behalf.
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TELEVISION & RADIO ENTRIES

2) BEST TV PROMOTION 
(Ad Spot or PSA) 

3) BEST FULL LENGTH TV PROMOTION 
(Local Programming) 

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

5) BEST EVENT VIDEO 
(For Sale) 

6) BEST RADIO PROMOTION 
(Ad Spot or PSA)

ENTRY INFORMATION FOR CATEGORIES 2-7:
• Submit TV/Video entries (Categories 2-5) each individually on a 

either a DVD or Thumbdrive. 
• Entry should be viewable in Windows Media Player or QuickTime.
• All TV/video entries should be encoded for Region 1 or Region 0 

DVD capabilities. 
• (Please do not submit Blu-Ray Disks.) 
• All Radio entries should be submitted on a CD or Thumbdrive (not a DVD)
• Entry should preferably be submitted as a wave file, MP3 file or WMA.
• Please clearly label each DVD / CD / Thumbdrive and attach entry form. 
• Only one video/radio spot per DVD / CD / Thumbdrive. 
• Submit EACH entry SEPARATELY. 
• DO NOT combine multiple entries on DVD / CD / Thumbdrive. 
• These are standalone items and no written information is required. 
• Make all DVD’s / CD’s set to Auto Play.  

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

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

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

9) BEST EVENT / ORGANIZATION  
E-NEWSLETTER 

(Clearly print or type a link to download materials on entry 
form under Section 3. Submit 3 consecutive issues.)

10) BEST MISCELLANEOUS  
MULTIMEDIA 

(Includes, but is not limited to items such as: Screen  
Savers, Live Web-casts, Electronic Billboards, etc.)

• Submit in format used. 
• Preferable method for Videos is a YouTube link. 
• Only one multimedia item per entry. 
• Clearly print or type link on entry form under Section 3 or on 

separate sheet of paper if necessary.

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

12) BEST FESTIVAL / EVENT MOBILE  
APPLICATION 

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

ENTRY INFORMATION FOR CATEGORIES 7-12:
• For categories 7-12, entries will be reviewed online by judges.
• Be sure to make the website link goes to exactly where you 

wish the judges to go first.
• Refer to any additional entry information listed next to each 

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

required. 

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

CATEGORIES

MULTIMEDIA ENTRIES



PROMOTIONAL PRINTED ENTRIES

13) BEST EVENT PROGRAM 

14) BEST NEWSPAPER INSERT / SUPPLEMENT

15) BEST PROMOTIONAL BROCHURE 

16) BEST EVENT / ORGANIZATION  
NEWSLETTER

(Submit three consecutive issues.)

17) BEST MISCELLANEOUS PRINTED  
MATERIALS (MULTIPLE PAGE)

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

18) BEST MISCELLANEOUS PRINTED  
MATERIALS (SINGLE PAGE)

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

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

20) BEST COVER DESIGN
(Includes covers from items such as Magazines, Newspapers, 
Brochures, Programs etc.)
• Submit cover only – mounted on poster board. 

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

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

23) BEST AD SERIES
(Submit a maximum of 5 ads.) (If possible, mount all ads one 
same poster board.)

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

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

26) BEST EVENT PROMOTIONAL  
PHOTOGRAPH

(Promotional photograph for your event) 
(Photo Dimensions: 8 inches x 10 inches. Submit photo mount-
ed on Poster board - 2 inch margins.)

27) BEST OUTDOOR BILLBOARD
(Submit photo or print out of billboard, mounted on poster board.)

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

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

required.
• Submit each entry in original format if possible
• Submit categories 13-17 with the entry form securely paper 

clipped/bull clipped to the back.
• Do not mount on display board. 

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

ENTRY INFORMATION FOR CATEGORIES 18-28: 
• Submit categories 18-23, 26-27 each mounted on a single, black 

display board with a maximum of 2 inch margins.
• Submit categories 24-25 each rolled up in a poster mailing 

tube. Do not fold the poster. Do not mount the poster on 
poster board.

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

is required. 

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

CATEGORIES
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EVENT DÉCOR & AMBIANCE ENTRIES

29) BEST STREET BANNER
(Submit photo or printouts of banner only,  
mounted on poster board. Do not send actual 
banner.)

30) BEST MISCELLANEOUS ON-SITE 
DECOR

(Includes but is not limited to: directional signage, 
stage backdrops, entryways, flags, inflatables, etc.)
(Submit only one decor item per entry.)  
(Submit photo of decor, mounted on poster 
board.)

ENTRY INFORMATION FOR CATEGORIES 29-30:
• Submit categories 29-30 each mounted on a single, black 

display board with a maximum of 2 inch margins.
• Only one entry per board.
• These are standalone items and no written information is 

required. 

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

31) BEST T-SHIRT DESIGN
(Does not include Tank Tops, Long-Sleeve 
T-Shirts or Collared/Polo Shirts)

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

33) BEST HAT

34) BEST OTHER MERCHANDISE
(For merchandise other than T-shirts, pins, hats 
etc. that you have for sale at your festival/event.)

35) BEST MISCELLANEOUS CLOTHING
(i.e. - jackets, sweatshirts, long-sleeve t-shirts, polo 
shirts, tank tops, socks, scarves, etc.)

36) BEST NEW MERCHANDISE
(New merchandise to your festival/event/ 
organization) 

37) BEST SPONSOR GIFT
(A gift a festival/event gives to a sponsor of their 
festival/event.)

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

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

required.
• Do not mount merchandise items on poster board – 

except Best Pin or Button. 

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

CATEGORIES

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

38) BEST TARGETED SPONSOR  
SOLICITATION PROPOSAL

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

solicitation package 

2. Supporting Materials: 
a. Please provide a sponsor solicitation package that was  

actually used to target a specific sponsor.
• Provide in the format used to present to the sponsor and with any 

other additional materials that were sent with the proposal. (Okay 
to substitute name of sponsor for generic name for confidentiality, 
however please make it clear on your entry you are doing this.)

39) BEST INDIVIDUAL SPONSOR  
FOLLOW-UP REPORT

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

2. Supporting Materials: 
a. Please provide a sponsor follow-up report that was actually sent to 

a specific sponsor. 
• Provide in the format used to present to the sponsor and with any 

other additional materials that were sent with the report. (Okay to 
substitute name of sponsor for generic name for confidentiality, 
however please make it clear on your entry you are doing this.)

ENTRY INFORMATION FOR CATEGORIES 38-39: 
• Submit category 38-39 each within one (1) notebook (2 or 3 ring 

binder; spiral bound; report cover; bound publication etc.)
• Please submit your entry in the order listed.
• In addition to the required printed entry, please also provide a pdf 

document of your entire entry (as one (1) document) on a CD or 
Thumbdrive. Attach to overall payment form. (Okay to submit all of 
your Pinnacle entries on one (1) CD or Thumbdrive.)

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

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

2. Supporting Materials: (50 points)
Please provide materials listed under the specific category to the left. 
Supporting materials should be placed at the end of the entry.

3. Judging Criteria: (30 points) 
No information required. Your entry will also be judged based on the 
below criteria.
• Is the item / entry well organized? 
• Is the content professional? 
• Is the message clear? 
• What is the overall impression?
• Have all supporting materials and measurable results been provid-

ed?
• Have all requirements been met? 
• Would you recommend or support this opportunity if in a position to 

do so?

CATEGORIES

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

benefit package and length of sponsorship/ partnership
d. Quantity and quality of support to event by sponsor
e. Goals and success of relationships for both event and sponsor
f. How the sponsor stands out over all other sponsors.
g. Activation of Sponsorship by Sponsor

ENTRY INFORMATION FOR CATEGORY 40:
• Submit category 40 within one (1) notebook (2 or 3 ring binder; 

spiral bound; report cover; bound publication etc.)

• Please submit your entry in the order listed.
• In addition to the required printed entry, please also provide a pdf 

document of your entire entry (as one (1) document) on a CD or 
Thumbdrive. Attach to overall payment form. (Okay to submit all of 
your Pinnacle entries on one (1) CD or Thumbdrive.)

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

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

2. Judging Criteria: (30 points)
No information required. Your entry will also be judged based on the 
below criteria.
• Is the entry well organized? 
• Is the content professional?
• Is the message clear? 
• What is the overall impression? 
• Have all requirements been met?
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CATEGORIES
SPONSORSHIP ENTRIES

41) BEST SINGLE NEW SPONSOR-
SHIP OPPORTUNITY

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

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

42) BEST SPONSORSHIP PROGRAM 
FOR INDIVIDUAL SPONSOR

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

tails of benefit package and length of sponsorship/ partnership
e. Overall effectiveness / success of the program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at the end of the entry.

43) BEST OVERALL SPONSORSHIP 
PROGRAM

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

ity of each
d. Available benefit packages and valuation formulas 
e. Description of sponsor research targeting and sales process 
f. Description of sponsor service team and steps taken when 

new agreement is signed. 
g. Describe current sponsor renewal process & retention rate
h. Overall effectiveness / success of the program
i. Supporting Materials: Please provide a copy of Sponsor 

Agreement Sales Packet / Proposal; a copy of Sponsorship 
Follow Up Report and a sample of Sponsor Agreement

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

ENTRY INFORMATION FOR CATEGORIES 41-43:
• Submit category 41-43 each within one (1) notebook (2 or 3 

ring binder; spiral bound; report cover; bound publication etc.)
• Please submit your entry in the order listed.
• In addition to the required printed entry, please also provide a 

pdf document of your entire entry (as one (1) document) on a 
CD or Thumbdrive. Attach to overall payment form. (Okay to 
submit all of your Pinnacle entries on one (1) CD or Thumb-
drive.)

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

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

2. Supporting Question: (10 points)
• What did you do to update / change this program from the 

year before? Were your updates / changes successful? Please 
provide measurable results / examples.

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

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

4. Judging Criteria: (30 points) 
No information required. Your entry will also be judged based on 
the below criteria.
• Is the program / entry well organized?
• Is the content professional? Is the message clear? 
• Is the program / entry designed and laid out well? 
• Is the program creative and / or unique? 
• What is the overall impression? 
• Have all supporting materials and measurable results been 

provided? 
• Have all requirements been met? 
• Would you recommend or support this opportunity if in a 

position to do so?
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44) BEST VOLUNTEER PROGRAM
(For overall Volunteer Programs at an Event/Festival/ 
Organization)
1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section, together with 
applicable examples:
a. Introduction and background of main event
b. Description and purpose / objective of Volunteer Program
c. Target audience / attendance / number of participants
d. Duration of program (start to finish) and years program has been 

part of event 
e. Volunteer demographics (age, gender, individuals, charities, 

schools etc.)
f. Volunteer job descriptions
g. Recruitment methods / materials / applications
h. Communication methods / materials
i. Training guides / programs / handbooks / materials
j. Organization & schedule information / materials
k. Volunteer perks / benefits
l. Appreciation / recognition methods/ materials
m. Retention methods / materials
n. Description of sponsor / charity / volunteer / school / other group 

involvement with program and benefits to each (if applicable)
o. Overall revenue/expense budget of program 
p. Overall effectiveness / success of program
q. Measurable results: ratio of volunteers to guests; # of volunteers; 

# of volunteer hours; # of volunteers in database; estimate of the 
financial value of your volunteers.

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

45) BEST GREEN PROGRAM
(For festivals/events with implemented green/recycling pro-
grams at their event.)
1. Overview Information: 
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Green Program
c. Target audience / attendance / number of participants
d. What “Green” initiatives were used at event (i.e. – recycling; alter-

native methods of transportation; renewable energy etc.)
e. How were initiatives promoted to the public? Include marketing 

materials.
f. Education programs pertaining to green program (for public, spon-

sors, volunteers etc.)
g. How was green program enforced / encouraged, tracked, and 

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

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

part of event 
l. Description of sponsor / charity / volunteer / school / other group 

involvement with program and benefits to each (if applicable)
m. Tie-in of program to main event
n. Overall revenue/expense budget of program 
o. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at the end of the entry.

ENTRY INFORMATION FOR CATEGORIES 44-45:
• Submit categories 44 & 45 each within one (1) notebook (2 or 3 

ring binder; spiral bound; report cover; bound publication etc.)
• Please submit your entry in the order listed.
• In addition to the required printed entry, please also provide a pdf 

document of your entire entry (as one (1) document) on a CD or 
Thumbdrive. Attach to overall payment form. (Okay to submit all of 
your Pinnacle entries on one (1) CD or Thumbdrive.)

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

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

2. Supporting Question: (10 points)
• What did you do to update / change this program from the year 

before? Were your updates / changes successful? Please provide 
measurable results / examples.

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

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

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

evaluation forms, signage, etc.)
• Promotional / marketing / media materials
• Merchandise materials (photographs accepted)
• Information provided to participants / volunteers / sponsors / 

students / charities etc.
• Supporting photographs
• Measurable results: tangible & intangible

4. Judging Criteria: (30 points)
No information required. Your entry will also be judged based on the 
below criteria.
• Is the entry / program well organized? 
• Is the content professional? Is the message clear? 
• Is the entry / program designed and laid out well? 
• Is the program creative and / or unique? 
• What is the overall impression? 
• Have all supporting materials and measurable results been provid-

ed? 
• Have all requirements been met?

FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES

CATEGORIES

68  IFEA’s ie: the business of international events Summer 2016



FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES

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

with program and benefits to each (if applicable)
l. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at the end of the entry.

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

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

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

with program and benefits to each (if applicable)
i. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at the end of the entry.

ENTRY INFORMATION FOR  
CATEGORIES 46-48:
• Submit categories 46, 47, 48 each within one (1) 

notebook (2 or 3 ring binder; spiral bound; report 
cover; bound publication etc.)

• Please submit your entry in the order listed.
• In addition to the required printed entry, please 

also provide a pdf document of your entire entry 
(as one (1) document) on a CD or Thumbdrive. 
Attach to overall payment form. (Okay to submit 
all of your Pinnacle entries on one (1) CD or 
Thumbdrive.)

For each entry, please provide detailed infor-
mation to the following: 

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

2. Supporting Question: (10 points)
• What did you do to update / change this program 

from the year before? Were your updates / chang-
es successful? Please provide measurable results 
/ examples.

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

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

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

materials, evaluation forms, signage, etc.)
• Promotional / marketing / media materials
• Merchandise materials (photographs accepted)
• Information provided to participants / volunteers / 

sponsors / students / charities etc.
• Supporting photographs
• Measurable results: tangible & intangible

4. Judging Criteria: (30 points)
No information required. Your entry will also be 
judged based on the below criteria.
• Is the entry / program well organized? 
• Is the content professional? Is the message clear? 
• Is the entry / program designed and laid out well? 
• Is the program creative and / or unique? 
• What is the overall impression? 
• Have all supporting materials and measurable 

results been provided? 
• Have all requirements been met?

      Summer 2016           IFEA’s ie: the business of international events    69



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

program and benefits to each (if applicable)
i. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at the end of the entry.

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

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

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

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

program and benefits to each (if applicable)
g. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at the end of the entry.

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

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

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

ENTRY INFORMATION FOR CATEGORIES 49-52:
• Submit categories 49, 50, 51, 52 each within one (1) 

notebook (2 or 3 ring binder; spiral bound; report cover; 
bound publication etc.)

• Please submit your entry in the order listed.
• In addition to the required printed entry, please also 

provide a pdf document of your entire entry (as one (1) 
document) on a CD or Thumbdrive. Attach to overall pay-
ment form. (Okay to submit all of your Pinnacle entries on 
one (1) CD or Thumbdrive.)

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

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

2. Supporting Question: (10 points)
• What did you do to update / change this program from 

the year before? Were your updates / changes success-
ful? Please provide measurable results / examples.

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

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

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

 ❍ Printed materials (brochures, handbooks, Recruiting 
materials, evaluation forms, signage, etc.)

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

 ❍ Supporting photographs
 ❍ Measurable results: tangible & intangible

4. Judging Criteria: (30 points)
No information required. Your entry will also be judged 
based on the below criteria.
• Is the entry / program well organized? 
• Is the content professional? Is the message clear? 
• Is the entry / program designed and laid out well? 
• Is the program creative and / or unique? 
• What is the overall impression? 
• Have all supporting materials and measurable results 

been provided? 
• Have all requirements been met?

FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES



CATEGORIES
FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES

53) BEST NEW EVENT
(For festival or event created from scratch within the past year.)
1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than one (1) page 
to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of New Event
c. Target audience and attendance / number of participants
d. Overall revenue/ expense budget of event
e. Duration of program (start to finish) 
f. Description of sponsor / charity / volunteer / school / other group involvement with event 

and benefits to each (if applicable)
g. What makes the event unique & creative?
h. Overall effectiveness / success of event
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at the end of the entry.

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

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

organization and promotion and benefits to each (if applicable)
k. Overall effectiveness / success of promotion
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at the end of the entry.

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

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

ENTRY INFORMATION FOR CATEGORIES 53-56:
• Submit categories 53, 54, 55, 56 each within one 

(1) notebook (2 or 3 ring binder; spiral bound; report 
cover; bound publication etc.)

• Please submit your entry in the order listed.
• In addition to the required printed entry, please also 

provide a pdf document of your entire entry (as one 
(1) document) on a CD or Thumbdrive. Attach to 
overall payment form. (Okay to submit all of your 
Pinnacle entries on one (1) CD or Thumbdrive.)

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

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

2. Supporting Question (10 points)
• What challenges/obstacles did you foresee/encoun-

ter in creating the program/activity/idea, and how did 
you handle them? 

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

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

3. Judging Criteria: (30 points)
No information required. Your entry will also be judged 
based on the below criteria.
• Is the entry / program well organized? 
• Is the content professional? Is the message clear? 
• Is the entry / program designed and laid out well? 
• Is the program creative and / or unique? 
• What is the overall impression? 
• Have all supporting materials and measurable results 

been provided? 
• Have all requirements been met?



57) BEST OVERALL MERCHANDISING 
PROGRAM

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

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

ENTRY INFORMATION FOR CATEGORY 57:
• Submit category 57 within one (1) notebook (2 or 3 ring binder; 

spiral bound; report cover; bound publication etc.)
• Please submit your entry in the order listed.
• In addition to the required printed entry, please also provide a pdf 

document of your entire entry (as one (1) document) on a CD or 
Thumbdrive. Attach to overall payment form. (Okay to submit all of 
your Pinnacle entries on one (1) CD or Thumbdrive.)

For entry, please provide detailed information to the 
following: 

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

2. Supporting Question: (10 points)
• What did you do to update / change this program from the 

year before? Were your updates / changes successful? Please 
provide measurable results / examples.

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

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

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

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

4. Judging Criteria: (30 points)
No information required. Your entry will also be judged based on 
the below criteria.
• Is the entry / program well organized? 
• Is the content professional? 
• Is the message clear? 
• Is the entry / program designed and laid out well? 
• Is the program creative and / or unique?
• What is the overall impression? 
• Have all supporting materials and measurable results been provided?
• Have all requirements been met?

FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES

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

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

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

ENTRY INFORMATION FOR CATEGORY 58:
• Submit category 58 within one (1) notebook (2 or 3 ring bind-

er; spiral bound; report cover; bound publication etc.)
• Please submit your entry in the order listed.
• In addition to the required printed entry, please also provide a 

pdf document of your entire entry (as one (1) document) on a 
CD or Thumbdrive. Attach to overall payment form. (Okay to 
submit all of your Pinnacle entries on one (1) CD or Thumbdrive.)

For entry, please provide detailed information to the 
following: 

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

2. Judging Criteria: (30 points)
No information required. Your entry will also be judged based on 
the below criteria.
• Is the entry well organized? 
• Is the content professional? 
• Is the message clear?
• What is the overall impression?
• Have all requirements been met?

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

59) BEST PRESS / MEDIA KIT
(For festivals/events/organizations to demonstrate the  
effectiveness and use of their Press/Media Kit.)
• Provide information for questions listed below in addition to  

providing your actual press/media kit.
1. Overview Information: 
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction & background of campaign / event
b. Provide actual media kit used to send out for your event
c. Target audience / demographics for the media
d. Target location (communities / cities / states) for media
e. Types of mediums used for media outreach
f. Measurable results indicating:

• Number of publications / cities / states targeted
• Percent of distribution that covered news
• Longevity of media coverage
• Increase / decrease in media from previous years

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

60) MOST CREATIVE / EFFECTIVE NEWS STUNT
(For Festivals/Events/Organizations who generated publicity 
through a media stunt to promote their event/cause etc.)
1. Overview Information:
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction & background of campaign / event
b. A detailed description of the news stunt
c. How did the news stunt fit in to the overall media campaign for 

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

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

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

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

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

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

ENTRY INFORMATION FOR CATEGORIES 59-61:
• Submit categories 59, 60, 61 each within one (1) notebook (2 or 3 

ring binder; spiral bound; report cover; bound publication etc.)
• Please submit your entry in the order listed.
• In addition to the required printed entry, please also provide a pdf 

document of your entire entry (as one (1) document) on a CD or 
Thumbdrive. Attach to overall payment form. (Okay to submit all 
of your Pinnacle entries on one (1) CD or Thumbdrive.)

For entry, please provide detailed information to the following: 

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

2. Supporting Question: (10 points)
• What did you do to update / change this promotion from the 

year before? Were your updates / changes successful? Please 
provide measurable results / examples.

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

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

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

provide written explanation of further examples)
• Supporting photographs

4. Judging Criteria: (30 points)
No information required. Your entry will also be judged based on 
the below criteria.
• Is the entry / campaign well organized? 
• Is the content professional? 
• Is the message clear?
• Is the entry / campaign designed and laid out well?
• Is the campaign creative and / or unique? 
• What is the overall impression? 
• Have all supporting materials and measurable results been 

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

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

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

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at the end of the entry.

63) BEST EVENT MANAGEMENT 
BACHELOR DEGREE

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

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

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at the end of the entry.

64) BEST EVENT MANAGEMENT  
CERTIFICATION PROGRAM

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

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

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at the end of the entry.

ENTRY INFORMATION FOR CATEGORIES 62-64:
• Submit categories 62, 63, 64 each within one (1) notebook (2 or 

3 ring binder; spiral bound; report cover; bound publication etc.)
• Please submit your entry in the order listed.
• In addition to the required printed entry, please also provide a 

pdf document of your entire entry (as one (1) document) on a 
CD or Thumbdrive. Attach to overall payment form. (Okay to 
submit all of your Pinnacle entries on one (1) CD or Thumb-
drive.)

For entry, please provide detailed information to the 
following: 

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

2. Supporting Question (10 points)
• What did you do to update/change the Degree from the year 

before? Were your updates/changes successful? Please 
providw measurable results/examples.

• If the Degree is a new program, please answer the following 
questions instead:
• What challenges/obstacles did you foresee/encounter in 

creating the program and how did you handle them? 

3. Supporting Materials: (10 points)
Please also include any and all of the following Supporting Materials. 
Supporting materials should be placed at the end of the entry. 
• Student recruiting materials 
• Student application materials
• Marketing materials for program
• Complete outline and syllabus of course(s) 
• Reading requirements list for students
• Sample testing Materials

4. Judging Criteria: (30 points)
No information required. Your entry will also be judged based on 
the below criteria.
• Is the entry / program well organized? 
• Is the content professional? 
• Is the message clear? 
• Is the entry / program designed and laid out well? 
• Is the program creative and / or unique?
• What is the overall impression? 
• Have all supporting materials and measurable results been 

provided?
• Have all requirements been met?

EDUCATIONAL INSTITUTIONS OFFERING EVENT MANAGEMENT PROGRAMS

CATEGORIES



EDUCATIONAL INSTITUTIONS OFFERING EVENT MANAGEMENT PROGRAMS
65) BEST ONLINE EVENT MANAGEMENT 

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

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

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at the end of the entry.

66) BEST FESTIVAL & EVENT  
MANAGEMENT MASTERS PROGRAM

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

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

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

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at the end of the entry.

67) BEST FESTIVAL & EVENT  
MANAGEMENT PHD PROGRAM

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

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

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at the end of the entry.

ENTRY INFORMATION FOR CATEGORIES 65-67:
• Submit categories 65, 66, 67 each within one (1) notebook (2 or 

3 ring binder; spiral bound; report cover; bound publication etc.)
• Please submit your entry in the order listed.
• In addition to the required printed entry, please also provide a 

pdf document of your entire entry (as one (1) document) on a 
CD or Thumbdrive. Attach to overall payment form. (Okay to 
submit all of your Pinnacle entries on one (1) CD or Thumb-
drive.)

For entry, please provide detailed information to the 
following: 

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

2. Supporting Question (10 points)
• What did you do to update/change the Degree from the year 

before? Were your updates/changes successful? Please 
providw measurable results/examples.

• If the Degree is a new program, please answer the following 
questions instead:
• What challenges/obstacles did you foresee/encounter in 

creating the program and how did you handle them? 

3. Supporting Materials: (10 points)
Please also include any and all of the following Supporting Materials.
• Supporting materials should be placed at the end of the entry. 
• Student recruiting materials 
• Student application materials
• Marketing materials for program
• Complete outline and syllabus of course(s) 
• Reading requirements list for students
• Sample testing Materials

4. Judging Criteria: (30 points)
• Is the entry / program well organized? 
• Is the content professional? 
• Is the message clear? 
• Is the entry / program designed and laid out well? 
• Is the program creative and / or unique?
• What is the overall impression? 
• Have all supporting materials and measurable results been 

provided?
• Have all requirements been met?

EDUCATIONAL INSTITUTIONS OFFERING EVENT MANAGEMENT PROGRAMS

CATEGORIES

mailto:nia@ifea.com


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

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

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Describe the promotion that took place to celebrate your 

IFEA/Haas & Wilkerson Pinnacle Award win.

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

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

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

sponsorship for your event?

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

placement

ENTRY INFORMATION FOR CATEGORY 68:
• Submit category 68 within one (1) notebook (2 or 3 ring bind-

er; spiral bound; report cover; bound publication etc.)
• Please submit your entry in the order listed.
• In addition to the required printed entry, please also provide a 

pdf document of your entire entry (as one (1) document) on a 
CD or Thumbdrive. Attach to overall payment form. (Okay to 
submit all of your Pinnacle entries on one (1) CD or Thumb-
drive.)

For entry, please provide detailed information to the 
following: 

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

2. Supporting Question: (10 points)
Please answer questions listed under specific category to the left.

3. Supporting Materials: (10 points)
Please provide materials listed under the specific category to 
the left. Supporting materials should be placed at the end of the 
entry.

4. Judging Criteria: (30 points)
No information required. Your entry will also be judged based on 
the below criteria.
• Is the entry / promotion well organized? 
• Is the content professional? 
• Is the message clear? 
• Is the entry / promotion designed and laid out well?
• Is the promotion creative and / or unique? 
• What is the overall impression?
• Have all supporting materials and measurable results been 

provided? 
• Have all requirements been met?

JUST FOR FUN

CATEGORIES
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JUST FOR FUN

ENTRY FORM REQUIREMENTS

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

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

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

• Please be sure to PRINT your organization, event, sponsor or 
program name clearly and correctly - as this is how it will appear 
on any award if won.

• NEW - Please email a high resolution copy of either your organi-
zation or event logo (Only one logo will be used.) to nia@ifea.com 
- subject “2016 Pinnacle Entry Logo” & Your Event / Logo Name. 

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

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

Name of Event (if different from organization):  ________________________________________________________________________________________

Name of Program and/or Program Sponsor for specific category (applies to Categories 28-68): ______________________________________________________  

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

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

Contact Person (This person will receive all email notifications regarding your Pinnacle entries.): ________________________________________________________________  

Phone:______________________________________________  E-mail: ____________________________________________________________________

Website: _______________________________________________________________________________________________________________________

2. BUDGET INFORMATION (Required for each entry)

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

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

3. ENTRY INFORMATION (Required for each entry) 
Category Name (required): _____________________________________________________________  Category Number (required): ________________

Entry Description: _______________________________________________________________________________________________________________ 
(Provide brief identifying description for each entry - helps to identify if you enter 2 or more entries for the same category.  Also list links for categories 7-12 here.) 
 
4. PAYMENT INFORMATION                          Complete section 4 ONCE. Attach payment for all entries combined. 
Total Categories Entered: List which categories you are entering and how many of each. This is so we can account for all of your entries when they arrive. 

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

Entries received with payment by 5:00 p.m. June 20, 2016 (MST) will receive the Member early bird rate of $30 per entry or $100 per Grand Pinnacle 
Entry; or the Non-Member early bird rate of $60 per entry or $150 per Grand Pinnacle entry, depending on IFEA Membership Status. Entries received 
between June 21, 2016 and July 18, 2016 will receive the Member final entry rate of $35 per entry or $100 per Grand Pinnacle entry; or the Non-Member 
final entry rate of $75 per entry or $200 per Grand Pinnacle entry, depending on IFEA Membership Status. Questions: Contact nia@ifea.com.

 Early Bird Final Entry Early Bird  Final Entry
 Member Rates  Member Rates Non-Member Rates Non-Member Rates
 (Before June 20, 2016) (June 21 - July 18, 2016) (June 20, 2016) (June 21 - July 18, 2016) 

Grand Pinnacle:  $75 x _____= $_______  $100 x _____= $_______  $150 x _____= $_______  $200 x _____= $_______

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

TOTAL NUMBER OF ENTRIES:  __________________________  TOTAL AMOUNT ENCLOSED: $ _____________________________________
 

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

Print Cardholder Name: __________________________________________________________________________________________________________ 

Signature: ______________________________________________________________________________________________________________________ 

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

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

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

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

AWARDS
2016

RELEASE AND USAGE

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

http://hwins.com
mailto:nia@ifea.com
www.ifea.com
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Remember All Those Who Helped You 
Get Where You Are Today?

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 technolo-
gies necessary to communicate with and serve 
our global industry; and to support a con-
tinued expansion of our services, resources,  
programming and outreach around the world.

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


“Recognizing the best in city-event 
leadership and partnerships around 
the world.”

IFEA WORLD
FESTIVAL & EVENT CITY©

                         AWARD PROGRAM

www.ifea.com


The IFEA World Festival & Event City Award © was designed and created as a way for the global  
festivals and events industry to openly encourage, support, learn from and recognize positive local  
environments for festivals and events worldwide.  If you are considering applying for this prestigious 
award, you already understand the important role that festivals and events play in your community by:
• Adding to the quality of life for local residents; 
• Driving tourism; 
• Showcasing a positive community brand and image to the media, business community, and visitors; 
• Creating economic impact that translates into jobs, tax revenues and enhanced infrastructure improvements; 
• Providing enhanced exposure opportunities for the arts, not-for-profit causes and other community 

programs and venues; 
• Promoting volunteerism and bonding the many elements of the community together; 
• Encouraging community investment, participation, creativity and vision; and 
• Building irreplaceable ‘community capital’ for the future. 

To achieve and maximize these important returns for the markets that they serve, we must clearly under-
stand their direct correlation to the partnerships with and support from the local community, at all levels, 
that is critical to the success and sustainability of existing festivals and events, as well as the ability to 
attract and encourage new events. Through this special award the IFEA is pleased to recognize those 
cities and markets who have worked, through concerted efforts, to provide an environment conducive 
to successful festivals and events. For each year’s selected cities, the IFEA World Festival & Event City 
Award © provides:
• A strong platform from which to recognize the success of current and on-going efforts by every  

component of your community; 
• A clear positioning statement to encourage continued infrastructure, policy and process enhancement 

and expansion; and 
• A powerful marketing statement for use in recruiting and encouraging new festivals, events and businesses.

We look forward to working with you, your city and community partners to recognize the quality efforts 
and support that you have successfully developed over the years and should be rightfully proud of. Thank 
you for your continued support of, and partnership with, the festivals and events industry. Best of Luck 
with your entry!

ABOUT THE 
IFEA WORLD FESTIVAL & EVENT CITY AWARD©
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RECIPIENT CITIES INCLUDE:
IFEA World Festival & Event Award recipients cities come from all over the globe including such cities as: 
Sydney, Australia; Dubai, United Arab Emirates; São Paulo, Brazil; Rotterdam, The Netherlands; Jinju City, 
Gyeonsangnam-do, South Korea; Philadelphia, Pennsylvania, USA; Ottawa - Ontario, Canada; Boston - 
Massachusetts, USA; Maribor, Slovenia; Taupo - New Zealand; Ballito-KwaDukuza, KwaZulu-Natal, South 
Africa and much, much more.  A complete list of winning cities and details about each can be found at 
www.ifea.com.
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DEADLINES
• Entry Deadline: 5:00 p.m. (Mountain  

Time Zone) – Monday, July 18th, 2016
• Entry must include completed entry,  

additional requested details and  
application form with payment

• Due to time constraints in judging, late 
entries cannot be accepted.

FEES
The total cost to enter the IFEA World Festival 
& Event City Award© is $695 (U.S. Dollars) for 
IFEA Members and $895 (U.S. Dollars) for  
non-IFEA Members per entry. Payment may be 
made using a Visa, MasterCard or American 
Express credit card or by Check (made  
payable to the IFEA) or by Wire Transfer. For 
more information on Wire Transfers and transfer 
fees, please contact IFEA at +1-208-433-0950.

ELIGIBILITY
Applications for the IFEA World Festival  
& Event City Award© may be submitted by  
the City itself or by an event(s) on behalf of 
their City. It is our hope that the application 
process itself will result in an even closer 
working partnership and dialogue between  
the Applicant City and the festivals and  
events who serve that market. 

Applicants may re-apply for the IFEA World 
Festival & Event City Award© each year.

JUDGING
Judging of the IFEA World Festival & Event 
City entries is done by an international panel 
of respected event professionals, who have 
been pleased to discover that there are many 
amazing programs happening around the 
world that will help us all to raise the bar for 
our own communities, showing us what is 
possible – at every level – when vision and 
leadership combine.  

The IFEA World Festival & Event City 
Award© are presented on an individual basis 
to exemplary cities around the world that we 
hope others will emulate. The awards are not 
designed as a competition of one city against 
another, but rather to recognize those individu-
al cities that have ‘raised the bar’ for everyone, 
taking into account the cultural, economic 
and geographic challenges that they have 
met, mastered and often changed along the 
way. For that reason, we may present multiple 
awards each year, while some will be encour-

aged to strengthen or make adjustments to 
selected components of their entry criteria 
for reconsideration in future years. 

SCORING SYSTEM
• A possible total of 100 points may be 

awarded to each entry based upon the  
individual components listed under  
Sections 1-6 of the overall entry.

• Failure to meet all requirements or answer/
provide all necessary information may 
impact judging decisions and will result in 
a deduction of points.

• If a section or element does not apply to 
your City, please state this within your 
entry (explaining why it does not apply) in 
order to avoid losing points.

SELECTION AND NOTIFICATION 
• Award Recipients will be notified via email 

by August 22st, 2016. Notification will go 
to the primary contact listed on the entry 
application. 

• The 2016 IFEA World Festival & Event 
City Award© will be presented during the 
IFEA’s 61st Annual IFEA Convention, Expo 
& Retreat, Sept. 27-29, 2016 in Tucson, AZ. 
Each recipient city will be highlighted in a 
brief video presentation at the award cere-
mony and on-site throughout the convention. 

• If you are unable to attend the IFEA’s 61st 
Annual Convention, Expo & Retreat to 
accept your award, please arrange for a 
representative to accept on your behalf.

• IIf you are not present at the awards  
presentation to accept your award, it will be 
mailed to you 3-4 weeks after the convention 
concludes. Please provide a UPS or FedEx 
account number to charge shipping fees 
to, or a credit card number to charge for 
shipping fees.

MAXIMIZING YOUR AWARD
Being selected as an IFEA World Festival & 
Event City is only the beginning of the benefits 
to be gained from this special honor. The IFEA 
will help each recipient with ideas on how to 
maximize and leverage your award, with  
specific examples from previous recipients. 

• Each winning recipient of the IFEA World 
Festival & Event City Award© will receive an 
engraved award suitable for indoor display 
and a personal letter of congratulations.

• Duplicate IFEA World Festival & Event 
City awards, flags (for display or flying) 
and other recognition items are available 
for purchase by award recipients wishing 
to share their honor with the many partners 
who helped them to win.

• Winning recipients will be provided with 
the rights to use the 2016 IFEA World 
Festival & Event City Award© Winner logo 

ENTRY INFORMATION
Quick Reference Guide
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on their websites, press releases and other 
appropriate City letterhead, brochures, 
marketing materials, etc.

• The IFEA will announce all IFEA World 
Festival & Event City Award© recipients 
in an international press release to the 
world’s leading media sources, including 
all local market media contacts provided 
to the IFEA by selected applicants. 

• IFEA World Festival & Event City Award© 
recipients will be featured in a special 
on-line tribute section at www.ifea.com in 
perpetuity and in a special section of ie: 
the business of international events, the 
IFEA’s industry-leading magazine.

• Each winning recipient will receive a one-
year complimentary IFEA membership. 

RELEASE & USAGE
• By submitting your entry to the IFEA  

World Festival & Event City Award, you 
automatically grant the IFEA the right to 
use any materials from your entry for  
editorial, analytical, promotional or any 
other purpose without additional permis-
sion or compensation. All materials and 
photos submitted as part of the application 
will become the property of the IFEA. 

• Entries submitted are not able to be 
returned. Copies should be made prior to 
submitting your entry, as desired. Note: 
Proprietary or sensitive information will 
not be shared if identified clearly.

• Winning applicants agree that the IFEA 
may use their City name and represen-
tative photos in all press releases and 
program marketing materials, both hard 
copy and electronic versions. 

• Your entry into the competition is  
acknowledgement of these terms.

ENTRY REQUIREMENTS 
Working in partnership with local community 
leadership, festivals, events, organizations 
and businesses, please provide a clear 
overview and understanding of the festival 
and event environment in your City/Market 
through your responses to each defined 
section. The application process in itself is 
a great opportunity to evaluate internally the 
areas where your City excels and other areas 
where you may be able to strengthen your 
efforts and further support local programs.

Cities interested in being considered for the 
annual IFEA World Festival & Event City 
Award© must submit and include the  
following information:
1. A completed entry form providing contact 

and payment information. 

2. A one (1) paragraph description of your 
city (to be used for promotional purposes 
by the IFEA).

3. An email list of your local media contacts 
in Excel format for IFEA for use in an-
nouncing the selected recipients.

4. A representative photograph highlighting 
your City and/or events. (A least 300 dpi 
in size)

5. A three (3) minute video presentation 
representing your City. (Refer to Important 
Details section below for video format.)

6. A one (1) page introductory letter  
stating why your City should be selected 
to receive the IFEA World Festival & 
Event City Award. 

7. Your overall completed IFEA World Festival 
& Event City Award© Entry providing 
responses and supporting information for 
the following sections. Refer to pages 6-9 
for detailed descriptions required for each 
section. This part of your entry must be  
submitted as one (1) singular entry piece/
document/PowerPoint/Pdf, etc.:

 ❍ Section 1: Community Overview
 ❍ Section 2: Community Festivals & Events
 ❍ Section 3: City/Government Support 

of Festivals & Events
 ❍ Section 4: Non-Governmental  

Community Support of Festivals & Events
 ❍ Section 5: Leveraging ‘Community 

Capital’ Created by Festivals & Events
 ❍ Section 6: Extra Credit

To view examples of past IFEA World Festi-
val & Event City Award© recipient entries, go 
to: www.ifea.com / Industry Awards / World 
Festival & Event City Award / Recipients.

IMPORTANT DETAILS
• Please submit your main entry (as listed 

in components 6-7 under Entry Require-
ments above), as one (1) singular entry 
piece/document/ PowerPoint/Pdf, etc. 
Components 1-5 listed under Entry  
Requirements may be submitted as  
separate pieces from the main entry, but 
must be submitted at the same time.

• All entry information should be provided in 
English and typed using 10-point Arial font. 

• Please submit your overall entry via Email 
(preferred method of submitting entry.)  
Please create entry in a Word, Power-
Point, PDF document, tif, jpg or other 
standard format.  If entry must be mailed, 
please submit your overall entry on a CD, 
or USB flash drive to the IFEA World 
Headquarters in the format listed above.

• To submit Video portion of entry, please 
email video file as an MP4, WMF, MOV - 
or provide a link to an online video location 
such as YouTube.  If mailing video on a 

disk or USB Drive, please submit video as 
an MPF, WMF, MOV. (DVD’s should be 
encoded for Region 1 or Region 0 DVD 
capabilities.) 

• Entries over one Meg must be provided 
as a link to a fixed site with no expiration 
timeframe.

TIPS & POINTERS
• Not all components under a specific  

section will pertain to everyone. Don’t  
worry; there are no ‘right’ or ‘wrong’  
answers and our international judging  
panel will base their decisions on overall 
impressions after reviewing all of the  
submitted information. We are all learning 
from each other, with the goal of strength-
ening the partnerships, benefits and returns 
to our respective communities from the  
festivals and events that are such an 
important part of the community fabric and 
we hope to find additional new ideas being 
implemented from within all of the award 
entries that we can share in the future. 

• Responses to the requested information 
may require a straight-forward numerical 
answer, or a more descriptive definition. 
While we have placed no limits on length, 
we encourage you to provide the most 
succinct answers possible that clearly 
make your point.

• If you have any questions or need clarifica-
tion on any criteria, please do not hesitate 
to contact us.

• Support materials, photos, videos, bro-
chures, copies, etc. should be inserted 
following the responses to each section. 

• As needed, we may communicate with 
the primary contact on the application to 
clarify any questions that may arise.

SEND ENTRIES TO
Please email completed entries, application 
form and payment to: nia@ifea.com.

Entry, payment and application form may be 
mailed if necessary.  Be sure to provide entry 
on a disk or a USB Flash Drive in a word, 
PowerPoint, PDF or other standard format.  
Please mail to:
IFEA World Festival & Event City Award
2603 W. Eastover Terrace
Boise, ID 83706
U.S.A.

QUESTIONS? 
Contact: 
• Steve Schmader at schmader@ifea.com
• Nia Hovde at nia@ifea.com 
• Phone: +1-208-433-0950 ext:3
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Working in partnership with local community leadership, festivals, events, organizations and busi-
nesses, please provide a clear overview and understanding of the festival and event environment 
in your City/Market through responses to each of the following sections. The application process 
in itself is a great opportunity to evaluate internally the areas where your City excels and other 
areas where you may be able to strengthen your efforts and further support local programs.

Please submit the following information:
1. A completed entry form providing contact and payment information.
2. A one (1) paragraph description of your city (to be used for promotional purposes by the IFEA)
3. An email list of your local media in Excel format for IFEA to use to announce the  

selected recipients.
4. An individual photograph representing your city. (A least 300 dpi in size).
5. A three (3) minute video presentation representing your city. (Refer to Important Details 

section for video format.)
6. A one (1) page introductory letter stating why your City should be selected to receive the 

IFEA World Festival & Event City Award. 
7. Your overall completed IFEA World Festival & Event City Award© Entry providing responses 

and supporting information for Sections 1-6 below. This part of your entry must be submitted  
as one (1) singular entry piece/document/PowerPoint/Pdf, etc. Please refer to the Entry  
Requirements and Important Details sections for specific entry formats and details. 

To view examples of past IFEA World Festival & Event City Award© recipient entries, go to:  
www.ifea.com / Industry Awards / World Festival & Event City Award / Recipients

Section 1. 
Community Overview
Goal: The information in this section should help provide us with a better understanding of 
your community and the infrastructure in place to host and/or support those producing and 
attending festivals and events. 
• Please provide an overview of your community that will provide us with as many elements 

as possible, such as:

a. Current City Population 
b. Current SMSA or LUZ Population  

(Standard Metropolitan Statistical Area or Large Urban Zone)
c. Population within a 50 Mile Radius of Applicant City
d. Primary Festival and Event Venues Available  

(Indoor and Outdoor. For example: Theatres, Plazas, Bandshells, Parks, Stadiums, Fair-
grounds, Sport Facilities, Convention Centers, etc., including those facilities planned for 
completion within the next two years. Include Estimated Capacities for each. For outdoor 
venues, use a formula of 1 person per 3 square feet if no other total capacity numbers  
are available.)

e. Water and Power Accessibility in Outdoor Venues
f. Hospital and Emergency Response Availability
g. Total Number of Hotel Rooms Available
h. Public Transportation Options
i. Parking Availability  

(Paid lots, meters, and free)
j. Walking Paths, Bicycle Lanes
k. Estimated City Visitors Annually Attributed  

to Festivals and Events

IFEA World Festival & Event City Award© 
ENTRY REQUIREMENTS
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Section 2. 
Community Festivals and Events
Goal: The information in this section should provide us with an understanding of  
the diversity and success of current festivals and events that serve your city  
residents and visitors throughout the year. 
• Please provide us with a good overview of the leading festivals and  

events currently operating in your market. A full-year calendar of  
events is very helpful as we consider this area. 

Please provide the following for the ‘Top 10’ festivals or events in  
your market:
a. Festival or Event Name
b. Top Executive Contact Information
c. Number of Years Festival or Event has been Produced 
d. Event Dates (Minimally the month held, with days if clearly defined –  

For example: the last weekend in June. If the event is a series, list the  
starting and ending dates – For example: Every Wednesday, June  
through August.)

e. Primary Target Audience (For example: Families; Young Adults;  
Seniors; Children; Specific Cultural Heritage Groups; All Community  
Segments; Out-of-Market Visitors, etc.)

f. Recurrence Cycle (Annually, Every 5 Years, etc.)
g. Estimated Combined Aggregate Attendance 

Section 3. 
City/Governmental Support of  
Festivals and Events
Goal: The information in this section should help us to understand the strength and depth of support by  
the applicant City and other area governmental bodies (County, State, taxing districts, etc.) and demonstrate  
a clear awareness of event support needs by government agencies and officials. 
• Please define or describe each of the following elements (a-i) below, as completely and accurately as possible. 
• Where available and appropriate, please provide examples and copies.
• If a section or element does not apply to your city, please state this within your entry and why it does not apply  

and/or what you may have/use instead.

a. Defined and Accessible Public Objectives and Support Statements for Festivals and Events by the City and Other Local Govern-
ment Agencies

b. Direct Funding Support Provided to and/or Budgeted for Festivals and Events from the City or Other Government Agencies
c. In-Kind Services Support Provided to and/or Budgeted for Festivals and Events from the City or Other Government Agencies
d. Defined Role of the City in Festival and Event Approval
e. City-Provided Festival and Event Process Coordination and Assistance Systems  

(For example: Existence of a City Events Department;  ‘One-Stop Shopping’ for Permitting and Municipal Service Needs; Shared  
Resource Programs for Volunteer Recruitment/Management, Non-Proprietary Equipment Usage/Maintenance, Insurance/Music  
Licensing Provisions, etc.)

f. Participation in Official Capacity by City Department Representatives on Boards and Planning Committees of Local  
Festivals and Events

g. Local Laws, Ordinances, Regulations, Permits and Policies Impacting and Supportive of Festivals and Events  
(For example: noise ordinances, traffic regulations, curfews, parking fees, fireworks regulations, ambush marketing control, alcohol service 
requirements, taxes, food safety, insurance requirements, etc.)

h. City Provided Festival and Event Training Programs  
(For example: Marketing, Planning, Budgeting, Risk Management, Alcohol Service, City Department Introductions, Professional  
Certification, etc.)

i. Direct Industry Involvement / Memberships by Any of the Above
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Section 4. 
Non-Governmental Community 
Support of Festivals and Events
Goal: The information in this section should help us to understand the commitment to festi-
vals and events and direct support provided by community individuals and non-governmental 
organizations. Without this type of support most festivals and events could not achieve the 
level of success that these important partnerships help to build. 
• Please define or describe how each of the following elements/organizations (a-l) below (if 

applicable) lends their support to ensure the success and outreach of local festivals and 
events completely and accurately as possible. 

• Answers should be provided as an overview reflective of the entire community versus an 
individual event/organization, with enough detail to provide a clear picture of support.

• If a section or element does not apply to your city, please state this within your entry and 
why it does not apply and/or what you may have/use instead.

a. Volunteer Involvement
b. Sponsorship Support (include in your answer a list of the ten (10) most prominent cor-

porate sponsors in your market)
c. Media Support 
d. Chamber of Commerce / Convention & Visitors Bureau Support  

(Promotion and marketing activities, familiarization tours, travel writer access, material 
creation, information distribution, grant funding, visitor hosting, etc.)

e. Downtown Associations  
(Support by Downtown merchants and businesses)

f. Organizations to Assist Individuals with Disabilities 
g. Local Event Cooperatives
h. Sports Commissions 
i. Educational Institution Support
j. Special Incentives/Discounts Provided to Festivals and Events by Local Venues
k. Access to Industry Suppliers in the Local Market  

(For example: banners and decorations; generators; portable toilets; merchandise; generators; 
stage, lights & sound; golf carts; security; chairs; barricades; ATM’s; communication services; etc.)

l. Direct Industry Involvement / Memberships by Any of the Above
 

Section 5. 
Leveraging ‘Community Capital’ 
Created by Festivals & Events
Goal: The information in this section should help us to understand how the City and its 
non-governmental partners maximize the ‘community capital’ created by festivals and events 
in your market. 
• Please define or describe how your City uses the branding and marketing images/ 

opportunities provided by your local festivals and events to leverage return in other areas. 
• These may include, the items below, among others.
• If a section or element does not apply to your city, please state this within your entry and 

why it does not apply and/or what you may have/use instead.

a. Community Branding (How are local festivals and events used to promote and build 
upon the positive image of the city?)

b. Promoting Tourism (How are local festivals and events used to promote tourism visits?)
c. Convention Marketing (How are local festivals and events used to recruit conventions to 

the city during the times that festival or event activities may serve as an extra incentive for 
choosing a destination?)

d. Corporate Recruiting Efforts (How are local festivals and events used by Economic 
Development efforts to recruit new businesses to consider choosing your market for their 
operations?)
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Section 6. 
Extra Credit
This section provides an opportunity to highlight any other programs, services, resources, activities, etc., that may not have been included or 
covered in the previous sections. Some examples may include the items below, among others,
 
a. Skills Development - Availability of Certificate or Degree Programs in Festival & Event Management through a Local  

University or Private Provider
b. Members of Your Event Community Who Currently Hold a Certified Festival & Event Executive (CFEE) Designation
c. Secondary School System Graduation Requirements that Encourage Volunteerism and Community Service  

during Festivals and Events
d. A Festival and Event Shared Resource Program in Your City  

(For example: shared warehousing, office space, equipment, staff, etc.)
e. Efforts to Actively Recruit New Events to Your City  

(Please include reference to any applications made/secured if this area pertains)
f. Other Creative Endeavors

e. Relocation Packets and Information (How are local festivals and events used in information designed to entice individuals / organiza-
tions to relocate to your city?)

f. Familiarization Tours (How are local festivals and events used by your City and Convention & Visitors Bureau as part of ‘Familiarization 
Tours’ for visiting meeting planners, VIP’s, etc.)

g. Out-of-Market Media Coverage (How are local festivals and events used to secure interest in coverage from out-of-market media sourc-
es, travel writers, etc.?)

h. Enhancing Exposure to the Arts and Other Causes (How are local festivals and events used to feature, highlight, expose new audi-
ences to, or drive support for the arts and other causes?)

i. Creating Highly Visible Public Relations Campaigns for City Facilities and Services (How are local festivals and events used to 
drive positive public relations campaigns for things like police image, parks usage, fire safety, EMT roles and support needs, use of local 
transportation options, marketing of/exposure to local venues, support of local bond issues, etc.?)

j. Encouraging Community Bonding, Participation, and Celebration (How are local festivals and events used by the City to bond all of 
the diverse elements of the community together, encourage community involvement and support, and celebrate who we are when we are at 
our best?)

k. Highlighting or Developing Underused Venues or Sections of the Community (How are local festivals and events used to encour-
age usage of or exposure to underused venues or city neighborhoods, underdeveloped sections of the City, etc.?)

l. Creating Legacies and Images Beyond the Event (How are local festivals and events used to create lasting legacies (venues, pro-
grams, infrastructures and images of the City after and in-between events?)



2015 IFEA World Festival & Event City Award Recipients 
• Coffs Harbour, New South Wales, Australia
• Dubai, United Arab Emirates
• Jinju City, Gyeonsangnam-do, South Korea
• Louisville, Kentucky, United States
• Newcastle, New South Wales, Australia
• Philadelphia, Pennsylvania, United States
• Rotterdam, The Netherlands
• Sydney, New South Wales, Australia

2014 IFEA World Festival & Event City Award Recipients 
• Dubai, United Arab Emirates
• Dublin, Ohio, United States
• Newcastle, New South Wales, Australia
• Philadelphia, Pennsylvania, United States
• São Paulo, Brazil
• Sydney, New South Wales, Australia

2013 IFEA World Festival & Event City Award Recipients 
• Boston, Massachusetts, United States
• Hwacheon-Gun, Gangwon-do, South Korea
• Nice, Côte d’Azur, France
• Ottawa, Ontario, Canada
• Rotorua, Bay of Plenty, New Zealand
• Salvador, Bahia, Brazil
• Sydney, New South Wales, Australia

2012 IFEA World Festival & Event City Awards Recipients
• Ballito-KwaDukuza, KwaZulu-Natal, South Africa
• Campos do Jordão, São Paulo, Brazil
• Denver, Colorado, United States of America
• Dubai, United Arab Emirates 
• Dublin, Ohio, United States of America
• Grapevine, Texas, United States of America
• Hampyeong-gun, Jeonlanam-do, Korea
• Lhasa, Tibet Autonomous Region, People’s Republic of China
• London, England
• Maribor, Slovenia
• Newcastle, New South Wales, Australia
• Republic of Trinidad and Tobago, The
• Sydney, New South Wales, Australia

2011 IFEA World Festival & Event City Award Recipients
• Dubai, United Arab Emirates 
• Gimje-si, Jeollabuk-do, South Korea 
• Indianapolis, Indiana, United States 
• Johannesburg, Gauteng, South Africa 
• Joinville, Santa Catarina, Brazil 
• Meizhou Island of Putian City, Fujian Province, China 
• Reykjavik, Iceland 
• São Paulo, São Paulo, Brazil 
• Shanghai, China 
• Sydney, New South Wales, Australia 

2010 IFEA World Festival & Event City Award Recipients 
• Boryeong-si, Chungcheongnam-do, Korea 
• Edinburgh, Scotland 
• Geumsan-gun, Chungcheongnam-do, Korea 
• Hidalgo, Texas, United States 
• Jinju-si, Gyeongsangnam-do, Korea 
• Louisville, Kentucky, United States
• Norfolk, Virginia, United States 
• Ottawa, Ontario, Canada 
• Rotterdam, The Netherlands 
• Sydney, New South Wales, Australia 
• Salvador, Bahia, Brasil
• Taupo, New Zealand

Past IFEA World Festival & Event Cities
Each year, the International Festivals & Events Association announces the recipients of the IFEA World 
Festival & Event City Award, at the Annual IFEA Convention & Expo. The IFEA would like to congratulate 
each winning city. For more information about each winning city - go to: 
www.ifea.com / Industry Awards / IFEA World Festival & Event City Awards / Past Event Cities
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IFEA World Festival & Event City Award© 
APPLICATION

Entry Deadline: 5:00 p.m. (MST) Monday, July 28th, 2016
Submit Entries, Entry Form and Payment to: Email: nia@ifea.com (preferred method of receiving entry.)
If shipping entry, send to: IFEA World Festival & Event City Award© • 2603 Eastover Terrace, Boise, ID 83706 USA

Phone: +1-208-433-0950 ext: 3 – nia@ifea.com 

CITY APPLICANT INFORMATION (Please print clearly)
Applicant City Name (If including information from surrounding market or suburb communities, please note those in parenthesis): ______________________________________

 __________________________________________________________________________________________________________________________  

State / Province or Territory: __________________________________________________________________________________________________    

Country: __________________________________________________________________________________________________________________  

Global Region: (Choose one) 

❍ Africa        ❍ Asia        ❍ Australia / New Zealand        ❍ Europe        ❍ Latin America        ❍ The Middle East (MENASA)       ❍ North America  

Note: Politically connected islands and territories should choose the region of their most direct affiliation. 

❍ Other (If you choose ‘Other’ please clearly specify location below.)

 __________________________________________________________________________________________________________________________  

Population Level (select one): ❍ Under 1 million    ❍ Over 1 million

PRIMARY CONTACT INFORMATION (Please print clearly)
The following information should pertain to the primary individual with whom the IFEA should communicate with, as necessary, throughout the 
award judging and selection process. 

Name:  ___________________________________________________________ Title:  __________________________________________________

Organization:  ______________________________________________________________________________________________________________

Mailing Address:  ___________________________________________________________________________________________________________

City, State, Country, Postal Code:  _____________________________________________________________________________________________

Phone (Business):  _________________________________________________  Phone (Mobile):  _________________________________________

Fax: _____________________________________________________________  E-Mail: _________________________________________________

Note: The Recipient City will receive a complimentary membership for one year in IFEA through our appropriate global affiliate. If different from the  
 Primary Contact please let us know who should receive this membership.    

PAYMENT TOTAL IFEA Member Non IFEA Member
 IFEA World Festival & Event City Award©:  Number of Entries:_________x ❍ $695 USD Per Entry ❍ $895 USD Per Entry = $_____________

PAYMENT INFORMATION
Please select your method of payment: 

❍ VISA      ❍ MasterCard      ❍ American Express    ❍ Check (Made payable to the IFEA)    ❍ Wire Transfers: (Contact Leslie McFarlane at leslie@ifea.com for details)

Print Cardholder Name: _____________________________________________________________________________________________________  

Signature: _________________________________________________________________________________________________________________  

Credit Card Number: ________________________________________________________________________________________________________  

Expiration Date:  _____________________________________________  CVN Code: _________________ (VISA/MC-3 digit code back) (AMX-4 digit code front)

RELEASE & USAGE
• By submitting your entry to the  IFEA World Festival & Event City Award©, 

you automatically grant the IFEA the right to use any materials from your 
entries for editorial, analytical, promotional or any other purpose without 
additional compensation. All materials and photos submitted as part of 
the application will become the property of the IFEA.   

• Winning applicants agree that the IFEA may use their City name 
and representative photos in all press releases and program  
marketing materials, both hard copy and electronic versions. 

• Your entry into the competition is acknowledgement of these terms.

DID YOU REMEMBER TO:
 ❍ Complete the entry form providing contact and payment information?
 ❍ Submit a one (1) paragraph description of your city (to be used for 

promotional purposes by the IFEA)?
 ❍ Submit an email list of your local media in Excel format for IFEA to 

use to announce the selected recipients?
 ❍ Submit an individual photograph representing your city. (A least 300 

dpi in size)? 
 

 ❍ Submit a three (3) minute video presentation representing your city?
 ❍ Submit a one (1) page introductory letter stating why your City should 

be selected to receive the  IFEA World Festival & Event City Award©?  
 ❍ Submit your overall completed  IFEA World Festival & Event City Award© 

Entry providing responses and supporting information for Sections 1-6?  
Is this entry submitted as one (1) singular entry piece/document/ 
PowerPoint/Pdf, etc.? Is this entry provided on a disk, USB Flash Drive 
or electronically in a Word, PowerPoint, PDF or other standard format?

mailto:nia@ifea.com
mailto:nia@ifea.com
mailto:leslie@ifea.com
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One thing I know for certain is that this 
presidential race will be studied for many 
years to come by political scientists and 
communications experts. The tactics used 
will be examined and re-examined. Will 
they be successful? Will they ultimately 
hurt one candidate more than another? 
Obviously that final chapter has yet 
to be written. Stay tuned for the end 
results on November 8th of this year.

So, does this mean you should 
change your tactics? Does this mean 
that if faced with a crisis you should 
come out swinging? Should you try to 
distract from the crisis by criticizing 
all of those around you? The answers 
are “no”, “no”, and “No!”

The world of festivals, events, 
organizations and corporations is vastly 
different from the world of politics. All 
of the “old” rules about dealing with a 
crisis still remain in place and should still 
serve as a guide should you need it. So 
now is not the time to rewrite your crisis 
plan and to come out and attack your 
detractors or enemies. Stick with the plan 
you have created. Follow the guidelines of 
the experts who helped you craft the plan.

But it is OK to sit back, observe, take 
in the remaining months of the 2016 

election campaign, shake your head and 
marvel at the antics of the candidates 
and think to yourself “I don’t know how 
they can get away with saying that!” 
I know that’s what I will be doing.

Scott Fraser is a veteran communi-
cations professional with more than 
30 years’ experience. As principal of 
Fraser Communications Group, he 
provides public relations, media rela-
tions and crisis communications advice 
for his clients who range from small 
non-profits, to international corpora-
tions. 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 public 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@frasercomm.com, (401) 
647-3444 and follow him @fraser-
comm on Twitter.

will dramatically improve your sponsor 
pitch next year. The more that you 
can make the case that it is at your 
event that they will find their target 
customer, the more likely you can 
move that revenue needle in 2017.

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

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

demographics, or utilized the abundance 
of secondary research that is available. 

In the past twenty years, we have gone 
from a handful of research journals 
in our industry to hundreds at our 
fingertips. Data is beyond available and 
accessible, it is quite overwhelming. 
Never has there been a more important 
time to strategically evaluate how we 
gather, engage, and use data to provide 
insight for our festivals and events. There 
is no better and more important time 
to learn to integrate research practices 
into our regular operation. It will 
become the way we do business, and 
the way we make more informed, more 
educated, and more effective decisions.

What these data highlighted about 
our industry is, although we value it 
and want more; there are many barriers 
to doing so. And, I’m certain, not at all 
surprising to you, time is by far the most 
frequent reason listed. However, I’d say to 
you, is it time? Or, is it not a priority?...
as time will always be a barrier to any 
business action. My hope is by addressing 
these barriers, gathering and utilizing 
research will be more of a priority and 
it will benefit your festival/event.

Other noted barriers often listed in 
why limited data gathering/use include 
money, access, and knowledge on how to 
find and gather it. In this column we will 
look at techniques or thoughts on how 
to reduce these barriers. I would be naïve 
to think anything I talk about in this 
column would be of value to you until 
we do so. And, I have to address these 
issues in order to fulfill the column’s 
objectives (remember, I want to get you 
thinking, and using it more often to help 
you make more enlightened decisions). 

If these 50 organizations are like you and 
my first thoughts have you thinking about 
your own attitude regarding research, and 
your festival or event’s research practices, my 
hope is a column dedicated to this topic will 
help you to find ways to be more strategic in 
your research practices. In every publication, 
1,000 words will be dedicated to it. 

Tell me what you think about the 
new column, and what interests 
you have while exploring this topic 
together. In the meantime, I can’t wait 
to start a conversation in the next “ie” 
publication about understanding the 
expectations of our stakeholders. We 
can improve knowing more than just 

how satisfied they are…let’s find what 
is important to them and prioritize 
decisions based on their insight.

Patty Janes loves how accurate 
data helps organizations improve. 
She is a faculty member and industry 
professional at Grand Valley State 
University’s, Hospitality and Tourism 
Management department. For over 
25 years, her teaching, research 
and consulting specialties include 
marketing, research, and training in 
the festival/events, and hospitality 
industry. In 2015, she completed 
research projects for several festivals 
in Michigan including the National 
Cherry Festival. She also spearheads 
a non-profit event organization bring-
ing tourism industry professionals 
together to volunteer and help restore 
historic tourism attractions, build a 
stronger tourism community, and 
market tourism destinations (www.
michigancaresfortourism.com). Con-
nect with Patty at janesp@gvsu.edu, 
and/or (989) 424-0123.

Continued from page 16 

90  IFEA’s ie: the business of international events Summer 2016

http://www.PointsMap.com/SLAF
mailto:sfraser@frasercomm.com
mailto:berley@csg-sponsorship.com
mailto:bruce@sponsordoc.com
mailto:janesp@gvsu.edu
www.michigancaresfortourism.com
www.michigancaresfortourism.com


Would you like your festival/event/
organization to…
• Achieve organizational clarity?
• Define actionable priorities?
• Create a sustainable strategic  

vision?
• Build better partnerships and 

enhance teamwork?

If you answered yes to any of these 
questions then your event is a star 
candidate for IFEA’s Professional 
Facilitation Services! Let the IFEA 
provide a trained facilitator for your 
next board retreat, community vi-
sioning exercise or teambuilding
event. You define the agenda, 
involved stakeholders and timeframe 
and an IFEA facilitator develops the 
methodology and provides the ob-
jectivity to lead your group though 
productive discussions to yield the 
desired outcomes.

PROGRAM COST
IFEA Member Rate: 
$1,000 per day*

Non-IFEA Member Rate:  
$2,500 per day*

*Fees do not include any travel- 
related expenses. Additional  
research required prior to the  
event will be billed at a cost of 
$100 per hour.

IFEA Professional Facilitation

To set up a Facilitation or for more information about this valuable IFEA program, please contact:

Kaye Campbell, CFEE, Director of Partnerships & Programs 
+1-208-433-0950 Ext 815 • kaye@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

www.michigancaresfortourism.com


Harris eventually wrote the book 10% 
Happier and released a corresponding 
app to help people get started with 
a meditation practice. The best thing 
I can say about it is, Dan Harris 
is so normal and relatable that it 
encouraged me to actually do it.

After seven days, it costs $10/
month for courses on everything 
from improving communication to 
stopping mindless overeating. Although 
this is a bit expensive for an app, it 
is worth it to really get the hang of 
it and keep you on the wagon.

But 10% Happier isn’t the only tool 
in my mindfulness arsenal. I love the 
app called Simply Being ($2) for a quick 
stop in the day (or to put me to sleep). 
This app is another good place to start 
a practice, and it offers flexibility for 
a 5 to 30 minute break. Power Nap 
is a free app that helps you take a 
30-minute nap and wake up refreshed. 

For a more varied experience, I love 
another free app, Insight Timer. The name 
comes from being a meditation timer, 

dinging a bell when you are finished. 
But there are also over a thousand free 
guided meditations. You can browse or 
search by particular interest, like sleep 
or music or anxiety. Then bookmark 
your favorites to easily find them again.

A Healthier Mind with 
Technology

Does technology make us smarter? 
Does it make our lives easier? If you 
haven’t seen your to-do list dwindling, 
you’re not alone. But one thing that 
can help is the ease with which you 
can find someone to help you with 
anything. A healthier mind is sometimes 
as easy as getting things off your plate. 
And if you’re willing to work virtually, 
the world truly is your oyster.

One helpful website and app is 
called Fiverr. Fiverr matches you with 
people to outsource anything you 
can imagine. Basic gigs are just $5, 
although there are many options to 
spend more on bigger jobs, rush services 

and more. Fiverr is a great example of 
the global economy, because you can 
hire someone from anywhere in the 
world, including places where $5 has 
much more value than in the U.S.

My company uses Fiverr most 
commonly for data entry, online 
research and work with our CRM 
(customer relationship management) 
software. We’ve even used Fiverr to hire 
a puppet to record an announcement 
for a new service, a voice announcer 
for a podcast and many other tasks! 
Free your mind from tasks that don’t 
represent your unique gifts with Fiverr. 

If you need project-based freelancers, 
consider Upwork. You can find designers, 
writers and more to work for you on an 
hourly basis. You can hire individuals 
and even teams on Upwork. 

Lastly, if project work just isn’t enough 
to fulfill your need, you can find full-time 
assistance at VirtualStaffFinder.com. This 
is a company started by an American in 
the Philippines, to help match Filipino 
workers with employers all over the 
world, in an array of skill sets. If you’re 
open to having a virtual member of 
your team, try Virtual Staff Finder. 

I hope these tools are helpful 
(rather than overwhelming!). I think 
if you can find ways technology can 
really make your life better, it can 
lead to peace. If you have ideas for 
other types of tools and apps for me 
to feature, I hope you’ll email me!

Peace.

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 25 

These 2016 changes to the FLSA 
will bring sweeping changes to federal 
wage and hour laws. They will be 
particularly burdensome on rural states 
and will significantly impact non-profit 
organizations, among others. Employers 
should consider preparing for these 

changes now by collecting and analyzing 
data regarding the organization’s exempt 
employees, particularly those who are 
currently paid salaries between $23,660, 
the current minimum, and $50,440, 
the proposed 2016 minimum. In the 
event that the duties test is also revised, 

employers also will need to consider a 
more in-depth review of their exempt 
status employees to ensure compliance. In 
sum, employers are encouraged to engage 
in a planning process now so that they are 
prepared to respond to these regulatory 
changes once they become effective.

Continued from page 27 
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The Power of Bringing Great People 
Together with Great Careers

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

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

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

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

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

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

Got www.ifea.com and look under Resources
 

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


BANNERS/FLAGS
dfest® - 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.

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/.

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 entertainment 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.

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.

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.

PINS
CUSTOM PIN & DESIGN - Supplying festivals & events with lapel pins 
and other novelty items since 1980. Highest Quality-Lowest Prices! Many 
well-known clients. Contact: John Stevenson; Address: 245 Ivanhoe 
Street, Denver CO 80220; Phone: 877-307-7467 Fax 720-524-7376; 
Email: custompin@aol.com; Website: www.custompin.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. Address: 3103 
Medlock Bridge Rd, Norcross, GA 30071-5401; Phone: 770-825-0220; 
Email: mark@tripinfo.com; Website: www.tripinfo.com.

SCHEDULING APPS
SCHED* LLC - Conference and festival organizers use SCHED*'s 
to manage their website's schedule of events, seamlessly integrate 
social networking and provide their attendees with tools like 
personal agenda builders, dynamic attendee directories and mobile 
applications. Contact: Taylor McKnight; Address: 5818 33rd Ave N 
St. Petersburg, FL 33710-1810; Phone: 727-798-6898; 
Email: support@sched.org; Website: sched.org.

MARKETPLACE
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• HootSuite: Manage social media like 
a professional. This tool will help 
you stay organized and on top of 
all your social interactions online.

• Help A Reporter Out: Get quoted as 
an expert in news stories with Help 
A Reporter Out. This tool connects 
expert sources (that's you!) with 
reporters who need them, and it's 
a great way to get free publicity.

• Quora: Give the people what 
they want: your expertise. Show 
off your knowledge as an expert 
by answering questions on this 
well respected website.

• Namecheap: Get set up with your 
own domain name on Namecheap, 
and you'll be one step closer to 
developing a strong online presence.

• WordPress: Using WordPress, either 
as a blog or publishing platform, 
can help you get your name out 
there and start building your online 
reputation. WordPress is well known 
for its easy to use blogging resources.

Quick Tips for Building a 
Positive Reputation for  
Your Job Search

Building a positive online reputation 
as a job seeker can be as easy or as hard 
as you want it to be. Put in more effort, 
and you'll see a greater reward, but 
keep in mind that even small steps can 
help you stand out positively online.
• Understand Employers are Searching 

for Your Online Reputation: There's 
no denying it, employers are checking 
out your reputation online. Give them 
something great to find out about you.

• Connect Socially: Use social 
media as a professional to stand 
out and contribute to your 
positive online reputation.

• Be a Real Person: Make it easy 
for employers to identify your 
professional online activities by 
using your real name, photo, 
and your genuine personality.

• Back up Your Resume: Show employers 
that you're the real deal with 
resources that support what you've 
shared on your resume. Connections 
with employers, photos or links to 
projects, and other evidence that 
you are who you say you are can be 
incredible helpful for building trust.

• Create Your Own Content: 
Develop a positive reputation as 
a knowledgeable professional by 
developing your own website or blog 
and being featured as a contributor.

• Nurture Your Network: Connect with 
others online and support them when 
they need you. They'll be around to 
help you when you need it most.

• Be Part of the Discussion: Let 
employers know that you're 
helpful and knowledgeable, plus, 
earn positive links for your search 
results by adding your voice to 
discussions with thoughtful replies.

• Offer Your Expertise: Show off your 
knowledge by being featured as an 
expert. Write press releases, connect 
with journalists, and offer help to 
those who are asking questions 
you can answer with authority.

• Be Worthy of a Great Reputation: 
Consistently deliver a positive 
experience for everyone you 
work and connect with. Be a 
credible source, a trustworthy 
ally, and a supportive contact.

Jessica Merritt is the Editor at 
Reputation Management. Reputation 
Management is growing more and 
more each day as user generated 
content continues to dominate the 
Internet. Ensuring that your online 
reputation is protected is essential 
whether trying to get a job, or even go 
on a date. The mission of Reputation 
Management is to educate both  
individuals as well as corporations 
as to the best methods to protect 
and enhance their reputation online. 
Please view our featured guides as 
well as the articles as to the intri-
cacies of reputation management, 
and how you can use them to your 
advantage.

Jessica can be reached at jessica@
reputationmanagement.com

For more information, go to: https://
www.reputationmanagement.com/ 

For a full guide to managing your 
online reputation, visit our Ultimate 
Guide to Online Reputation Man-
agement. In addition to resources for 
building a positive reputation as a job 
seeker, this guide includes tips for 
repairing, improving, and monitoring 
your reputation.

Continued from page 47 

wanted to ensure that all the profits went 
to charity. To date, over $460 million 
has been donated both nationally and 
internationally. This impressive fact 
will continue to be an integral part of 
the brand message. During the “up 
close and personal” segment, McGrath 
mentioned millennials are a focus for 
Newman’s Own. This generation is very 
involved with and interested in corporate 
responsibility. During the discussion, 
I suggested they may want to write a 
book focused on the importance of 
creating a quality product. We discussed 
how the same elements that go into 
creating a great product can be applied 
to building our own personal brand. 
The book would offer advice based on 
the action steps that assisted Newman’s 
Own in becoming a beloved product 
and market leader in the realm of quality 
and philanthropy. We all agreed a quick, 
“airplane flight” read would be a great 
success and a business school staple.

In the three hours of going “back to 
school” (and at Harvard Business School 
you are impressed just walking in the 
door!), I offer four key take-aways: 
1. Authenticity and clarity of purpose 

are at the heart of a strong brand.
2. Great brands don’t stay where they 

are, they develop in areas that your 
customer deems important.

3. The ability to slow down and 
be thoughtful is critical.

4. Brands are constantly evolving. Think 
about this in your own life. Your brand 
is in consistent development. Often 
the lessons we learn in our formative 
years assist us in understanding 
and accepting circumstances as we 
grow older and indeed, wiser. 
So as you approach your days, weeks, 

months and years, keep evolving, 
commit to life- long learning and be 
proud of the product that is YOU!

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.

Continued from page 24 
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