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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!
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You Have an Event,
What About an App?

PointsMap puts your entire festival in the palm of your visitors hands. 
Add as many points to your map as you want including photos, descriptions, 
links to videos, websites and PDF’s.  Your PointsMap Customized App helps 
users find out what’s happening, who’s performing, find the stages, tokens, 
restrooms and concessions and navigate to them. You easily update the 
information using your desktop PointsMap and the changes are instantly 
updated in your App! 

PointsMap® is affordable, easy to build and easy to update.

Try it yourself! Create your own point on a map and 
see it in the App instantly. Visit Tryit.PointsMap.com  

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

Try out these Free 
Apps on your Phone

© 2016 by Video Ideas Productions, Inc., Chattanooga, TN ALL RIGHTS RESERVED

The Pointsmap app was a match made in heaven for Riverbend Festival.  With 5 stages over 8 days and 
100 artists, the interactive map made planning a breeze for Riverbend Festival music lovers.   Our patrons 
praised the ease of plotting their experience and having it all in the palm of their hands.   The Pointsmap 
app had a it all covered…from when their favorite band was on stage, how to get there, and where to find 
concessions along the way. 

- Amy Morrow, Riverbend Festival
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IFEA PRESIDENTS LETTER BY STEVEN WOOD SCHMADER, CFEE

Throughout my youth and continuing through my 
professional career, I have always followed a path that 
has been dedicated to and impacted by (knowingly 
and unknowingly), bringing people together – friends, 

classmates, professional peers, communities and countries. I 
have had the very good fortune to experience, first hand, many 
of the world’s diverse cultures, traditions, religions, languages 
and celebrations and to share many of those same experiences 
with others through the events and organizations that I have 
been a part of. I have stayed with and been welcomed as part 
of literally hundreds of host families, from many countries and 
every socio-economic level, but without barriers to their sincere 
desire to share what they had to share. I have had the benefit of 
trained translators and the frustration of not being able to use 
words, but still finding that somehow the warmth and caring of 
those in the conversation was able to be conveyed clearly.  

People often ask me what some of my favorite places 
and memories have been over the years. Interestingly, I have 
discovered that it is not often the memory of a geographic 
location or a particular event, but rather those unique 
opportunities when I have been able to spend time with the 
most diverse group of peers and friends and family, in a ‘safe’ 
setting where everyone knows there are no wrong questions, 
no misunderstandings or expectations that everyone should 
be aware of or skilled in every cultural situation or norm, and 
where everyone is respectful and open to learning from all of the 
others and their unique experiences and backgrounds. It is those 
settings that provide me with the greatest joy, the greatest hope 
for the world, and the strongest sense of belonging to a global 
community. It is those experiences that I hope we are emulating 
and recreating through the IFEA network and, in turn, through the 
events that we all produce and the communities that we serve. 

Unfortunately, as a good friend and respected mentor pointed 
out in a recent communication, ‘it seems we have entered 
uncertain times in which not everyone shares these values.’ 
A real-world scenario where global elections and extremist 
viewpoints risk dividing us further; where new barriers, bans and 
walls are being constructed vs. conversations widened; where our 
differences are presented as something to be frightened of and 
protected against vs. embraced, celebrated and supported; and 

where we are adding far too many locks to our proverbial doors, 
when we should be placing welcome mats and encouraging more 
of those diverse and ‘safe’ gatherings of friends (old and new).

In such uncertain times, I believe that the events we produce 
and provide to our respective communities and countries and 
world offer us a powerful outlet to respond. Not to ignore real 
world concerns, but to continue bringing people together, 
highlighting who we would like to be and who we are when 
we are at our best. To use the power of our global industry to 
keep the world on course and grounded in our commonalities. 

In Dubai, several years ago, I had the pleasure of meeting 
another proponent of positive response to the changing world 
around us. Simon Anholt, an independent policy advisor based 
in the United Kingdom and founder of The Good Country, 
believes that we should all be voting on the leaders of every 
country, because their actions affect us all around the world 
and because no one country or leader can solve all of the 
world’s problems on their own. Toward that goal he created The 
Global Vote, a chance for us all to increase our international 
awareness and to have a perceptual voice in the future of our 
planet. For now, this unique exercise is one further reminder 
of how we all affect each other and a singular opportunity to 
feel like we are a little part of the solution looking forward.

As we are focused on planning for the IFEA 62nd Annual 
Convention, Expo & Retreat, September 14th-16th, in Tucson, 
Arizona, we are aware that some of these new world challenges – 
travel bans, personal comfort and safety concerns, airline security 
policies, international acceptance levels, et al. (whether in your 
own country or others) – may (rightfully) be a new consideration 
for each individual. For that reason, we want to be a part of the 
solution by underlining that the IFEA is, and will always strive to 
be, one of those safe and welcoming settings for everyone, as 
described above. An industry home where friends and peers of 
all backgrounds and beliefs can gather together to learn, network, 
share and grow. An accepting place where there are no wrong 
questions. Where tomorrow’s real-world scenarios begin. In 
fact, today’s new challenges may be more of a reason to gather 
together than ever before, making the statement that we always 
will. I look forward to seeing everyone in Tucson as our way of 
casting our own global vote for what we want our world to be.

VOTE
GLOBAL
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IFEA WORLD BOARD BY STEPHEN KING, CFEE

I look forward to 
IFEA’s Annual 
Convention, 
Expo & 

Retreat the way 
my children 
look forward to 
Christmas morning. 
The planning, 
excitement, 
anticipation 
and execution 
is exhilarating 
and exhausting. 
So many of my 
professional 
memories are 
wrapped around 
the annual 
convention. 
Meeting Pete 
van de Putte 

and experiencing the dfest® Hospitality Suite for the first time, 
an evening out at Red Rocks in Colorado, the Foundation Night 
Party at Kern Studios in New Orleans, Fireworks on Coors Field, 
backstage VIP entrance to Disney World in California. The Sound 
and Light Show on Parliament Hill in Ottawa. And who doesn’t 
enjoy a Tequila toast on the spectacular veranda of the JW Marriott 
Tucson Starr Pass Resort in the heart of the Sonoran Desert? 

While the location and glamour of the one-of-a-kind 
experience is sensational, my most memorable moments are 
those during a session when I am reminded why I love this 
business and what a privilege it is to be in the same room 
with brilliant people who care and love their community. Penny 
McBride encouraging us to get the right people on our bus. 
Ted Baroody’s excitement over the top 20 ideas in festivals 
and events, Amy Kule sharing her experiences with the Macy*s 
Thanksgiving Day Parade, and ANYTIME Jean McFaddin 
said anything at all! The brilliant vision and surgical expertise 

shared by Guy Laflamme, Bill Flinn, Bruce Erley, CFEE, Gail 
Alofsin, and so many more who are experts in their field. 

The Expo offers so much insight into the world of operations, 
entertainment and fresh ideas on elevating your event in any 
number of ways. Whether it’s the need for a new performance 
group, a laser light show, spectacular fireworks, sponsorship 
evaluation, fencing, insurance, or a beautiful new website, the 
Expo has it all. And the Wheel of Crap. You’ve not experienced the 
IFEA Expo until you’ve had a spin on the Saffire Wheel of Crap!

This is all to say, the IFEA’s Annual Convention, Expo & Retreat 
is an experience not to missed. The return on your investment is 
beyond imaginable. There has never been a single year that I did 
not come home with more ideas and tangible work product than 
I had time to execute. There is so much to learn and absorb. And 
from the best people on the planet who freely and graciously 
share. There are memories to be made. Friendships to foster. 
Whether personal or professional, lives change as a result. 

And the best part is you get to do it all in the quiet, 
comfortable, relaxing, scenic resort of Tucson, AZ. Tucson is 
a beautiful place. On my last visit to Tucson, I found myself 
in the downtown area mesmerized by the variety of murals 
coated on pretty much any surface available. I was especially 
intrigued by what seemed to be a series of paintings expressing 
the rich journey of those who live and experience Tucson. The 
articulate and emotional storytelling executed with vibrant 
colors and shapes juxtaposed against the harsh and jagged 
lines of the Santa Catalina Natural Area was exhilarating 
and provocative. Tucson is a city of remarkable beauty that 
celebrates its story being told through the eyes of visual artists.

I can’t wait for the start of the IFEA’s 62nd Annual Convention, 
Expo & Retreat on September 14th! I look forward to seeing 
you in Tucson, AZ. And if you want a tour of the Tucson 
Murals, let me know. I’d love to share them with you.

Stephen King, CFEE
2017 IFEA World Board Chair

Executive Director
Des Moines Arts Festival®

Des Moines, IA
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IFEA FOUNDATION BOARD BY VANESSA VAN DE PUTTE

It is FIESTA® time in San 
Antonio, TX. Fiesta® San 

Antonio is an 11 day, city-wide 
“party with a purpose.” What 

started as a one-parade event in 
1891 has grown into a city-wide 

celebration of over 100 
separate events benefiting 

just as many local 
non-profit organizations. 
Originally created as 
an occasion to honor 
the battles of the 
Alamo and San Jacinto, 
Fiesta® San Antonio is 

now the city’s signature 
event, bringing in millions 

of dollars and thousands 
of visitors to San Antonio 

just in the next several days. 
One of the most recognizable 

Fiesta® traditions is the collection of colorful pins and medals. 
Various people, businesses, and organizations create medals 
to sell, trade, or give away each spring. An attendees’ goal is 
to collect as many as possible, displaying them on an array 
of sashes, vests, and stoles. Fiesta® events create medals for 
officers and royalty, while many charitable organizations sell them 
to raise funds. Businesses build brands through the distribution 
of medals, and individuals design unique medals to exchange. 

As I started pinning the first of my 2017 Fiesta® medals onto 
my sash, I realized that the first three medals on my sash all 
belonged to IFEA member organizations: the medal for Fiesta® 
Commission President, Irwin De Luna, the Fiesta Flambeau 
Association, and the King William Fair. Over the years, these three 
organizations have sent dozens of staff members and volunteers 
to IFEA Conventions. As Fiesta® San Antonio has evolved into a 
mega-festival with an economic impact of more than $284 million 
annually, I can’t help but think about how the IFEA has helped 
teach, train, grow, and connect so many involved with this event.

Fiesta® hasn’t even officially begun, and I have already seen 
the benefits of the IFEA in action. I spent the last two days 
onsite at St. Mary’s University setting up for Fiesta® Oyster 
Bake. The event’s Assistant Director, Fred Meyer, was in 
my CFEE Fast Track class held at the San Antonio Fiesta® 
Commission, and Bro. Mike Sullivan who runs St. Mary’s Fiesta 
Jazz Festival was an IFEA Foundation scholarship recipient. 
CFEE program sponsor, Kaliff Insurance, insures many 
Fiesta® events and has helped raise the bar within Fiesta® 
by providing workshops and advice to event organizers. 

This week, we at dfest® have been getting our hands dirty 
setting up and tearing down flags, banners, and decorations 
in preparation for Fiesta®, but next week we get to welcome 
IFEA members to our hometown and production facility. 
The IFEA’s Texas affiliate, the Texas Festivals and Events 
Association, is hosting a Behind-the-Scenes Tour of Night in 
Old San Antonio (NIOSA), in the historic downtown village 
of La Villita where thousands of visitors will gather over 
four nights to enjoy 250 elaborately decorated food and 
drink booths and more than a dozen nonstop entertainment 
stages representing the diverse cultures and customs of San 
Antonio in 15 heritage-themed areas. NIOSA has a Saffire 
website & is using Extreme Tix (both IFEA members).

Yes, it is easy to see the impact that the IFEA and IFEA 
Foundation have had on Fiesta® San Antonio, the city, 
and individual organizations. As San Antonio prepares 
to celebrate its 300th birthday in 2018, we welcome the 
Tri-Centennial Commission as one of IFEA’s newest members. 
The success of San Antonio’s festival and event community 
is repeated around the world thanks to IFEA. Your support 
of IFEA and the IFEA Foundation helps to link the festival 
and event community world-wide and assures that the 
quality of community celebrations continues to improve.

VANESSA VAN DE PUTTE
2017 IFEA Foundation Board Chair
Vice President of Sales & Marketing

dfest® (Dixie Flag Event Services Team)
San Antonio, TX

MEDALS AND 
THE IFEA

FIESTA®,
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ENGLISH 101 WITH JEFF ENGLISH, CFEE

My daughter is a gymnast. Her name is Abigail and  
she’s six years old. Every Saturday morning she  
heads to Kentucky Gymnastics Academy to practice 
back flips, cartwheels, balance beam, vault, and high 

bar skills. I sit in the parental viewing section above the gym 
floor and in between streaming episodes of Mad Men, I watch 
her coaches repeatedly coaxing and paying attention to the fine 
details and the basics. They make their students practice the 
“foundation skills” time after time after time. Gymnasts become 
good by starting with a basic skill and then building upon that 
skill up to an advanced level. In a nutshell, you can’t complete 
a back handspring until you’re able to do a perfect cartwheel. 

And so it is………….with insurance certificates! 
Each year at about this time I start to receive hundreds of 

insurance certificates from various vendors, parade units and 
hot air balloons in preparation for the annual production of the 
Kentucky Derby Festival. As I start to mull through and check  
off the certificates, I have to remind myself to go back to the  
basics. This means making sure that the certificates I receive  
have the necessary and correct information on them so that  
the Festival is protected. 

When I sit down with the interns who will be helping 
me with this “fun” project, I emphasize four things:

1. Check to make sure the policy on the insurance certificate is 
in effect. This means that the dates listed in the middle portion 
cover the period of time you are holding your events. There 
are several times every year where a certificate from a vendor 
is out of date and must be updated. If the policy isn’t in effect 
during your event, this means that the certificate isn’t good and 
that your festival and the vendor are not covered. Not good!

2. Depending on the event or type of vendor, I make sure that 
the coverage limits are where they need to be. $1,000,000 
is pretty standard for most vendors, but a certificate for a 
fireworks vendor can approach $5,000,000 or more. 

3. You must make sure that your festival is listed as an additional 
insured on the policy. Additional insured status is the key 
to protecting your festival. The reason it’s so important is 
because as an additional insured, the vendor’s policy will 
first be required to defend any cause of action and their 
insurance limits must max out before your policy is activated. 
If there’s an incident at your festival caused by the vendor, 
you basically have two insurance policies working for you! 

4. Your festival must be listed as the certificated holder. Use the  
full corporate name (for us it’s Kentucky erby Festival, Inc.)  
and address.

So that’s it! When I’m scanning all of these certificates I check 
and highlight those four areas to make sure the certificates I  
receive meet those requirements. It may sound fairly basic and  
somewhat elementary, but if any of these items are not up to date  
or included in your certificates, then you won’t be fully covered if  
an incident or injury happens on your venue. 

In my next column, I’ll cover a triple back handspring with a  
twist along with what kinds of animals should or should not be  
allowed on your venue! That was a hottest topic at my  
presentation at the 2016 IFEA Convention.

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

BASICS
BACK TO
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THE UN-COMFORT ZONE WITH ROBERT WILSON

In the early 2000s, Dr. Allan Goldman, a chief physician at 
the Great Ormond Street Hospital, a children’s hospital 
in London, observed that too many mistakes were being 
made when patients were transferred from surgery to 

ICU. It seemed that no one person was specifically in 
charge of a patient hand-off, and confusion would arise 
as several people would exchange vital information all at 
once. The process was slow, inefficient, and occasionally 
disastrous - such as when a patient, needing assistance in 
breathing, arrived in ICU before the ventilator was set up. 

Then one day after watching a Formula One automobile race, 
Dr. Goldman noticed similarities between patient transfers and 
a race car making a pit stop. The race car crew was able to 
change tires, refuel, clean vents, and more in seven seconds. 
The process was systematic and precise. It was exactly what 
the hospital needed, and he decided to consult the Ferrari race 
team to help design an efficient patient transfer protocol. 

The people from Ferrari helped develop a three-step 
procedure to complete patient transfers, and the result 
was a decrease in technical errors of 42 percent, and a 
decrease of clinical information omission of 49 percent. 

In a previous article, I wrote that creativity takes time, and 
because of this busy people are seldom innovators. Time 
is needed not just for innovation, but also for identifying 
where the innovation is needed. Now busy companies 
can outsource innovation to creative think tanks.

Recently I had the opportunity to speak with Joey Reiman, 
founder of BrightHouse, an idea consultancy. He said, “We 
thought the notion of ruminating could have powerful implications 
for businesses that seldom have time to stop and think.”

Companies looking to develop strategies and tactics, 
new products, HR programs and practices, or consumer 
communications, can now turn that over to BrightHouse. 
Reiman said his 21 person team of creative thinkers will spend 
16 weeks developing a Master Idea. Making his consultancy 
unique, Reiman begins by identifying a company’s purpose. 

According to Reiman, “Purpose is your organization’s 
distinct reason for being, and the positive impact you 
seek to make in the world. The soul of an organization 
and it’s purpose lies at its origins. That’s why we 
excavate purpose. The fruits are in the roots.”

I also had the opportunity to speak with John Palumbo, founder 
of BigHeads Network. He describes his company as the curator 
of a brain-trust of more than 1000 hand-picked creative minds, 
visionaries, and problem-solvers who all come from different 
backgrounds including: a Documentary Producer, Collegiate 
Coach, Jewelry Designer, Professional Firefighter, Cardiologist, 
Celebrity Chef, Iron Worker, Video Game Developer, Tattoo 
Artist, Music Therapist, Small Town Mayor, Yoga Instructor, 
Reality Show Host, and a Major League Baseball Umpire. 

When companies come to Palumbo for ideas, he assembles 
a creative team of six or more of these diverse minds to work 
with a core team from the client business. According to 
Palumbo, “Innovation is often the result of random collisions 
where ideas from outside your industry are applied to your 
own.” His unique creative teams bring their contrasting 
perspectives to the table to accelerate the process. 

Similar to the hospital surgery/race car pit crew 
collaboration, Palumbo brings in experts from outside 
industries to identify techniques and approaches they 
use that could be applied to his client’s objectives.

In my own work with innovation, I have found that people 
can also use their hobbies to give them unique insights 
that they may combine with their work. Whatever your 
hobby: singing, skiing, knitting, rock climbing, tennis, or 
painting, it is something about which you are very passionate 
and have developed a powerful knowledge base. 

Think about your work, your products and services, 
your business practices, and the problems you may 
have encountered. How can you apply your special 
expertise from your hobby to your company? What 
aspect of your hobby could improve your business?

Whether you outsource ideas from a think tank or from your 
hobbies, you will gain a unique perspective on your problems.

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

Ideas from Other Industries May Be Just What You Need
INNOVATION

OUTSOURCING
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WHAT KEEPS YOU UP AT NIGHT WITH PETER ASHWIN

Risk Awareness
At my first IFEA Annual Convention in Fort Worth, TX 

in 2011, I facilitated a risk management workshop with 
IFEA President/CEO, Steve Schmader, CFEE and a small 
number of attendees who were leaders from a diverse 
range of festivals and events from across the industry. 
Together, we identified 20 key risks which were typical of all 
festivals and events. One unexpected outcome that I didn’t 
anticipate from this workshop, was that that fewer than 20% 
of the attendees had a risk management plan in place! 

This was the start of my journey to better understand the 
risks associated within the festivals and events industry and 
how to increase the awareness of risk management practices, 
develop industry specific risk management solutions to 
enhance safety and security for our industry and to provide 
strategies for organizing committees so that they are better 
prepared to manage and recover from adverse events. 

How Mature is Risk Management Within our 
Industry? 

Over the last five years, I have had numerous discussions and 
interviews with CEOs, COOs, Executive Directors and planners 
/ managers about the event risk management. It became very 
apparent that risk management is still not widely understood 
or applied within our industry, particularly here in the US.

It’s my current estimate that fewer than 25% of festivals 
and events have gone through a process to identify their risks, 
quantify and link the risk consequences (impacts) to their 
festival / event objectives or critical success factors, identify 
and assign risk control measures (to reduce the likelihood and 
consequences of the risk), calculate the residual level of risk and 
determine whether this level of risk is within the organizations “risk 
appetite” – the risk parameters set by the Board and or CEO.

Paradoxically, while organizing committees and their Boards 
clearly appreciate that today’s festivals and events environment is 
characterized by risk and uncertainty, only a few truly understand 
their risks or use an understanding of these risks to make risk 
informed decisions to support the achievement of their mission 
and prescribed business objectives for their festival or event. 

Protecting The Things We Care About 
There are many definitions of risk management, but 

the one definition that resonates with me is from the 
Risk Management Institute of Australasia [RMIA]):

“Risk Management is the systematic approach to 
protecting the things that we care about and maximising 
our chances of success in all fields of endeavor.”

Managing risk should be considered a crucial part of 
your business and event planning strategy. Having said 
that, this is not to say that you are not currently managing 
your risks but rather you may not be leveraging a risk 
management strategy which supports: 
• Informed risk based, decision making that supports 

the achievement of your mission and business objectives
• Prioritization of resources to ensure that budget, 

people, resources and time are proportionately applied 
to mitigate those risks which have the greatest impact 
(negative) on your mission and business objectives

• Improved compliance with relevant legislation, city  
codes & regulations

• Ensures an appropriate level of “duty of care” has been  
considered and implemented, and supports defense against  
civil litigation

• Organizational resilience (business continuity) through 
anticipating, planning and preparing for adverse events 

Barriers and Challenges – Why Organizations 
May Not Adopt a Risk Management Approach?

Three of the most common organizational challenges and 
barriers that I encounter during my discussions regarding why 
festival and event organizers may not have implemented a risk 
management strategy or prepared a Risk Management Plan are:
• “We haven’t had any significant incidents to 

date; therefore, we must be managing our risks 
effectively, so why do I need another plan?” 
• This approach is otherwise known as “confirmation 

bias”, whereby, we tend to favour or interpret information 
that supports our positon (pre-existing beliefs or 
hypotheses i.e. our plans are effective) and suppress 
or reject information that potentially contradicts our 
position - incidents or near misses which indicate that 
our plans may not be as effective as we think. 

• “If we have a written plan which acknowledges 
our risks, then we will be further exposed to 
civil liability if an adverse event occurs!”
• Although this maybe a common assumption, from 

my experience as an Expert Witness, not having 

IS TODAY’S RISK
YESTERDAY’S INCIDENT

“…..risk management at times is viewed as a periodic 
activity for reporting potential threats, rather than as part of  
decision-making for taking informed action.” 

Carol Fox, Chair, U.S. ISO 31000 Risk Management 
Standards Technical Advisory Group
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a Risk Management Plan (or Risk Register) is 
not a defensible argument during litigation.

• “We don’t have the time or resources to develop 
a risk management plan”. Can you afford not to? 
Organizations that have a risk management strategy 
in place are better prepared, more resilient and 
recover more quickly with less reputational damage 
and financial losses after an adverse event. 
Do any of these reasons sound familiar? 

Compliance – The Road Ahead?
The Western Australian (WA) Government Coroner Inquest 

report into a drug related death of a teenage girl at the Big Day 
Out music festival in 2009 (Perth, Australia) resulted in the revision 
of the 2009 WA Government guidelines for Concerts, Events 
and Mass Gathering. This revision also mandated the requirement 
for event organizers to complete an event risk management plan 
and medical risk assessment for any event with more than 5,000 
attendees as part of their Special Event Permit application process. 

Today, the majority of cities, municipalities, 
councils and universities across Australia, NZ and 
the UK mandate that event organizers submit a risk 
assessment for all events (regardless of size). 

It’s only a matter of time (and possibly the occurrence 
of more tragic incidents) before the same requirement 
is regulated within the US and Canada. 

Today’s Incident is Tomorrows Risk 
From the 20 risks identified in 2011, my festival and 

events’ risk library has grown to 100 plus risks across seven 
categories which have been aligned to typical functional or 
department responsibilities within an organizing committee. 

These risks have been identified through workshops, 
discussions and interviews that I have conducted, as well as 
monitoring current trends and incidents within our industry and 
across other sectors, both within the US and internationally. 

A snapshot of the risk categories and associated 
risks are outlined in Table 1 below.

Identifying and categorizing your risks is a fundamental 
starting point for the development of an enterprise-wide 
risk management plan whereby all organizational risks are 

contained in one Risk Register as opposed to “silo” registers 
maintained by individual functions or departments. 

To put this into perspective, a typical Festival & Event 
Risk Register will contain between 50 – 60 risks. 

Risk – “The Know Knowns, the Known 
Unknowns and the Unknown Unknowns” 

The former US Secretary of Defense, Donald Rumsfeld (2002) 
summed up incidents and risk in a rather pragmatic way.

 “Reports that say that something hasn’t happened are 
always interesting to me, because as we know, there are 
known knowns; there are things we know we know. We also 
know there are known unknowns; that is to say we know there 
are some things we do not know. But there are also unknown 
unknowns – the ones we don’t know what we don’t know.”

In the next edition of the IFEA magazine, I will focus on a 
current industry risk as a case study, to highlight its causes 
(sources of risk), recommended risk control measures 
(preventative, detective and corrective) to mitigate / reduce 
the level of the risk and the importance of evaluating 
the effectiveness of existing risk control measures. 

What’s in your risk register?

Peter Ashwin is the Principal at Event Risk Management Solu-
tions (ERMS Global) based out of Boise, Idaho. Peter is com-
mitted to enhancing safety and security for festivals and events 
through the provision of practical and effective risk management 
solutions and to prepare organizations to manage and recover 
from adverse events in today’s uncertain world.

Peter has been engaged as a consultant on over 10 inter-
national major events including six Olympic Games and led 
multi-national project teams in Azerbaijan, the UK, Greece, Italy, 
and Canada plus projects in Qatar and Russia.

Peter is a Director on the International Festivals and Events 
Association (IFEA) World Board and a regular lecturer and 
writer on event security and risk management. He has also been 
engaged as an Expert Witness for legal cases involving event 
safety and security. 

Peter can be contacted at peter.ashwin@ermsglobal.com or 
follow his latest posts on www.facebook.com/ermsglobal

TABLE 1:  
Categories of Risk & Examples

Organization • Deterioration of the Festivals market share due to competing programs both locally 
and regionally

• Loss of Festival operating structure (e.g. office building / headquarters)

Financial • Festival revenue does not meet targeted goal
• Supplier paid for contracted products / services not received

Legal & Compliance • Breach of regulation by Supplier or Vendor that leads to fines / prosecution of 
Festival organizers 

• Festival site is non-compliant with ADA regulations

Operations • Build-out of Festival site temporary infrastructure & overlay not delivered on time
• Loss of venue or site

Health & Safety • Drug related death or overdose
• Golf cart accident involving pedestrian on Festival site

Security • Terrorist attack by home-grown violent extremist(s)
• Disruption to Festival operations by issue motivated groups (IMG) or persons 

Environment (Natural) • Severe Weather event
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As I write this article, five months removed from 
the 2016 Presidential Election, the reverberations 
are still being felt. Some repercussions are good, 
some not so much. But one thing is for sure, 

marketing and in particular social media, played a major 
role in the outcome of who eventually wound up occupying 
the White House and we may never be the same.

Who would’ve thought that FBI officials would be commenting 
on marketing and social media? But the effects of this past 
election have implications far beyond just the borders of the 
United States, but also throughout democracies around the world.

So you may be asking yourself, “what does the work of 
hackers and digital warriors overseas have to do with my 
festival or event?” Indulge me for a few minutes to illustrate 
how some of the strategies and tactics used in the most 
recent election can help you market more effectively and 
provide you a glimpse into where marketing is headed. 

Before we begin I want to let you know this is not 
about the politics or the candidates in the election. Nor 
is it about the popular vote or alternative facts.

This article is more of an Op-Ed piece with some 
hard and fast takeaways from the marketing impacts 
of the election and a glimpse towards the horizon 
of what is yet to come in marketing’s future.

The journey to 2016 actually begins in 2008 when the 
Obama campaign revolutionized the way campaigns were 
executed. The campaign planners took traditional methods 
and expanded them to target, organize and motivate voters 
in very specific states and counties. Mass media advertising 
platforms such as print, radio and television were still powerful. 
But as social media – in particular Facebook – was still in its 
infancy, the era of big data was about to dawn. The Obama 
campaign tapped into what data existed at that time and 
calculated as best they could down to the precinct who 
needed to vote for the Democratic Party to be victorious.

The takeaway from 2008 was that political campaigns 
would never be the same. In 2016, just eight short years 
later, the game has changed again. Social media is far from 
mature, but much more robust than eight years prior. With 
targeting and message-tailoring on digital platforms and 

the next generation of automated marketing all around us, 
the decision on which candidate to vote for, which car to 
buy and which event to attend will never be the same.

In 2016, a record $2 billion was spent on just one election. Of 
that $2 billion, the two numbers we need to take away is $1.055 
billion and $500 million. The former number is the amount the 
Clinton campaign spent and the latter, the expenditure of the 
Trump campaign. $1.055 billion to lose. Let that sink in a minute.

With so much money being spent on advertising surely 
some lessons were learned for the rest of us. Our role as 
event marketers, and all marketers, is affected knowing that 
with a goal of winning an election, tremendous levels of 
testing and analysis went into each step of the campaigns. 
The lessons learned will eventually trickle down to our 
marketing project plans; some sooner than others.

So where did all of that money go? The easy answer is that 
the Clinton campaign focused on all of the traditional media 
and campaign trappings of staff, travel and boots on the ground 
organization. The Trump campaign leveraged the fact they knew 
exactly what states they need to win and targeted their efforts 
on those regions with laser focus using the latest tools in digital 
and social media. The takeaway as events marketers is that we 
need to remain focused on our objectives and try to eliminate 
waste from our marketing to track results and leverage success.

Among the din of Fake News, Twitter, Hashtags and Wikileaks 
there are some strategies and tactics to learn for our own events. 
Once again, with hundreds of millions of dollars being spent 
on advertising and promotion in the election, it is beneficial 
for us to learn from the success and failures of those who 
fought these battles and leverage them for our own success.

Here are some quick topics that have become 
part of the national discourse, but can help you in 
strategizing your next campaign or promotion:

Fake News - As one source of the FBI’s analysis of the 
impact of outsiders on the election, it is hypothesized that 
foreign governments utilized ways to deploy stories that were 
factually false and injected them into social media channels. 
With the use of automated technology or bots, these stories 
gained traction and the line blurred between truth and fiction. 

2016 ELECTION 
CAMPAIGN

MARKETING LESSONS FROM THE

TURNSTILES MARKETING FOR EVENT MANAGERS
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WITH SEAN KING

MARKETING LESSONS FROM THE

At one point in the fall, stories verified as “fake” had more 
engagement than stories from “mainstream” news sources.

Pew Research reports that 60% of people get their 
news from Facebook or social media. If you don’t have a 
strategy or significant presence on Facebook, you better.

Twitter – I’ve long believed that Twitter was the bastion 
of those individuals with huge personas such as politicians, 
actors, musicians, athletes, etc. As the current President 
reinforces nearly every day, Twitter has its greatest effect 
when amplified by all other media. The President had 19 
million followers on Election Day. He received 66 million votes. 
Those votes came from more than just Twitter followers.

Unless you have a very strong personality associated 
with your event, I recommend you use Twitter as a way 
to disseminate information as you would any other news 
outlet or organization. Leave the colorful characteriza-
tions or the follower-building to others you can tap into 
via retweet to deliver results efficiently on this platform.

Hashtags – Once the domain of snarky web trolls, 
hashtags have now become an avenue to streamline your 
event online and aggregate all of your social engagements 
under one umbrella. The single most successful hashtag 
of the election was #feelthebern in support of Bernie 
Sanders. Created by a volunteer supporter after much 
time was spent by staffers in testing other options, 
#feelthebern tapped into the zeitgeist and away it went!

Referring back to the FBI, they analyzed one particular 
incident in August 2016 where foreign actors created a major 
news story out of a small uprising in Turkey by simply using 
hashtags such as #Bengazi, #Trump in order for the story to 
begin trending and eventually get the attention of the mainstream 
news in order to amplify. It worked surprisingly well enough to 
lead coverage the next day in many mainstream news outlets.

If you are not pulling together all of your social 
under one hashtag and promoting it as we once all 
did with websites, you are missing an opportunity 
for your audience and followers on keeping up with 

what is happening and what is next. Keep an eye on 
hashtags in your community and use those as well.

Wikileaks – While many can disagree on the tactics of 
why and how Wikileaks gained a foothold on the international 
stage, we can agree that a very simple and easily duplicated 
strategy can be implemented based on developments 
in the 2016 election. A “slow drip” news strategy was 
employed throughout the final few months of the campaign 
by which a small piece of news was delivered each day 
surrounding one aspect of the campaign and then amplified 
through a choreographed communications strategy.

What if you were to execute the same strategy for 
your own event? What if you were able to leave enticing 
breadcrumbs every step of the way towards your eventual 
goal. If done creatively (and not maliciously), in theory 
you would be able to heighten expectations and build 
engagement among those who follow you closely, and 
others who just might like to be part of the fun.

These four concepts are just a few of the takeaways 
that event marketers might want to be thinking about when 
planning their next advertising and marketing campaigns. 
With such a proliferation of resources put towards winning 
the election, we would not taking advantage of the brilliant 
teams of marketers who were tasked with using the most 
cutting edge tools and ideas to deliver an election victory.

“Marketing Lessons from the 2016 Election Campaign” 
is also an IFEA Webinar available to members for 
viewing. Join us to learn even more takeaways from 
this monumental sea change in the way marketing and 
advertising is working at the very cutting edge.

Sean King is a Principle at Aspire Consulting Group in Allen-
town, PA and has been consulting with small businesses and 
non-profit organizations for over 20 years. He also blogs regular-
ly at www.artsmarketingblog.org. You can follow Sean on Twitter 
@skingaspire or contact him at: sking.aspire@gmail.com. 
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Social media has transformed the way people interact, 
consume information and stay entertained. It has also 
transformed the way businesses interact with their customers, 
by allowing direct communication and targeted marketing. 

I know at times it can be frustrating to keep up with the 
latest trends and hot new mobile apps, but what I have found 
most helpful is to pay attention to the platforms that have 
consistent user growth years after they are launched. 

For example, Facebook is still growing and has remained 
the number one social media platform for the past 13 years. 
Some other great apps experiencing continued growth that 
are always in the news are Snapchat and Instagram. With 
Facebook acquiring Instagram in 2012 and Snapchat recently 
going through its IPO, you can count on these apps to stick. 

But what is the difference between Instagram 
and Snapchat, and how should you be spending 
your marketing dollars on these platforms?

What is Instagram?
Instagram is a simple mobile photo and video sharing app 

that completely changed the way we look at social media, by 
underscoring the importance of capturing moments as they happen. 

Instagram is much less about the opinion-based back and forth 
conversation platforms that many complain Facebook & Twitter 
have become. 

Instagram is currently the third most popular social media site with 
over 500 million monthly users, behind Facebook and YouTube.

What is Snapchat?
Snapchat is also a mobile photo and video sharing app that took 

the concept of capturing moments but integrated fun new twists. 
Although the app originated to send disappearing messages 
to friends, it has evolved into a great storytelling platform. 

Snapchat “Stories” are a combination of 10-second photos 
and videos you take throughout the day. Stories are only available 
on the app for 24 hours and then they disappear forever. 

The fun doesn’t stop here with Snapchat: the app also allows 
you to disguise your face with entertaining face filters. Some filters 
offer voice changing capabilities as well. These filters not only 
distinguished Snapchat from other social media apps but it also 
led to their wild success, especially among a younger audience. 

Which One is Better?
Now that you have a brief understanding of the two 

apps, let’s gauge which app will work better for you. 
As I mentioned, Facebook acquired Instagram back in August of 

2012. At that time, Facebook also attempted to purchase Snapchat 
for $3 billion. With no success, Facebook moved on to multiple 
failed attempts to vanquish Snapchat by purchasing little-known 
Snapchat competitors Poke, Slingshot, Bold, and Flash. 

Facebook, in a final attempt to beat out its competitor, has started 
to implement various Snapchat-like features into the Facebook 
and Instagram platforms by creating Instagram Stories, Facebook 
Stories, and even face filters in the Facebook Messenger app.

The advantage of Instagram and Facebook Stories is that 
you do not need to acquire new followers like with Snapchat 
– you have instant reach because of your existing followers. 

By sheer numbers, Instagram users outnumber Snapchat 
users five to one. And it has the convenience of posting on 
only one platform, since you can automatically push their 
Instagram posts to Facebook. Not surprisingly, there has been 
a significant decline in Snapchat Story usage since the launch 
of Instagram Stories. The functionality is just too similar. 

From a marketing stand point, I don’t want you to jump ship 
on Snapchat. Just try to use the app(s) you feel the audience 
you’re trying to reach is using. You can even export and 
syndicate your Snapchat stories to Instagram for extra reach. 

Snapchat does offer several paid marketing options, like eye-catching 
Snap Ads or the option to build a custom branded geofilter. A geofilter 
allows mobile users to add a location with personalized graphics placed 
over their image or video. For a limited-time and space event, this can 
be a cost-effective option. (Check Fiverr.com to get a geofilter created.) 

Snapchat also offers the marketing opportunity to create 
a sponsored lens. The sky’s the limit with a sponsored 
lens, allowing marketers to create just about anything, like 
turning one’s office in to a basketball celebration! 

With all these fun options across both Instagram and 
Snapchat your next digital campaign is sure to be a slam dunk! 

Kendra Wright started her career managing non-profit fundrais-
ing 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 integrated online marketing and ticketing for 
hundreds of events, venues and destinations. It’s been a wild ride! 
Kendra can be reached at kendra@saffire.com, and more informa-
tion about Saffire can be found at www.saffire.com. 

INSTAGRAM
SNAPCHAT VS. 

THE DIGITAL LIFE WITH KENDRA WRIGHT
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SO, YOU WANT TO WORK IN EVENTS? WITH BRITNEE PACKWOOD

As I’m sitting at my desk trying to put together the 
necessary papers to submit for event permits, I realized 
I had a question and needed some clarification. I 
searched the city webpages to find an email address for 

the correct department and after about 20 minutes of searching 
I gave up and just emailed the info@ address provided at the 
footer of the website. A few days later I still had no response. I 
gave myself to the end of the week before I’d email them again. 

This cycle went on for about two more weeks before 
I finally picked up the phone to call. I was easily able 
to find the phone number for the correct department, 
speak with an individual and was off the phone in about 
15 minutes. The process wasn’t painful, but for some 
reason I just didn’t want to pick up the phone and call. 

There is an interesting article in the Entrepreneur online 
archives titled, “Why a Phone Call is Better Than an Email 
(Usually).” I found it to be such an interesting read because 
it explains how a phone call can be used to your advantage 
to show urgency, be more emphatic, be more accurate and 
be more honest. When you’re on the phone, you’re able to 
make a connection in a way an email just cannot. It’s hard to 
pick up the emotional gradient and connect with the potential 
sponsor or event client when they are only reading words.

It’s also difficult to move forward or really make any progress 
in an email because often we are devising reactive responses. 
It’s easy to respond to an email from an upset client reacting 
to their feelings, versus taking the time to really understand 
what they are upset about and helping to find a solution. 
In some cases, as explained in a Harvard Business Review 
article, it can prolong debate and hurt relationships. 

Now, I’m not saying that a phone call will solve all problems 
or make a person’s day go smoother, but it certainly can help 
in building stronger relationships and developing a good 
reputation with industry professionals. If you can make that 
call it shows confidence and firm belief in the work you are 
doing. Sponsors are more likely to commit, you’re more likely 
to sign on that client and if you tell people you are open to 
phone conversations you are more likely to be looked to as 
reliable and trustworthy. Personally, I use phone calls and 
emails to stay in touch with festival sponsors and committee 
members and I find success in that blended approach. 

Don’t get me wrong, emails and texting, instant messaging 
and so on have certainly made getting things done easier. 
However, we must not forget about that human element, how 
our words can build relationships and trust in an industry 
where that is certainly one of the most sought after traits in an 
events coordinator. So maybe in today’s world, we should work 
harder to try and get back some of that personable touch.

Britnee Packwood is currently the Director of the National 
Lentil Festival in Pullman, WA. She started her career in events 
during her undergrad at the University of Idaho where she 
earned a B.S. in Public Relations and a B.S. in Conservation 
Social Science. She is currently working on obtaining an MBA 
focusing on Music Business. When she isn’t coordinating events 
one can find her listening to vinyl, knitting or enjoying the great 
outdoors. She can be reached at britnee.packwood@gmail.com.

JUST CALL
DON’T EMAIL
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In uncertain times, we must often remind those whose support we depend upon, of the important 
economic and social value that our festivals and events bring to the communities we serve. Having  
a credible and current economic impact study can do just this, in addition to increasing credibility 
with stakeholders, providing quantified data to sponsors, presenting reliable data to base future  
marketing and programming decisions upon and much, much more.

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

Commission Your IFEA Economic Impact Study Today

GETTING STARTED
For more information about this valuable IFEA program, please contact:

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

SHOW IT!
Your Event Has IMPACT…

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


SAFELY   DOES IT

In my last column, I outlined the new direction I’d be 
taking with this column and introduced my assertion 
that the traditional approach to Risk Assessment to 
events is inherently flawed, in that it doesn’t give any 

weight to the reality that risk changes over time. 
I used the example of an event during ingress (people 

coming in) when thousands of people are streaming 
through the front doors and the risk of slips, trips & falls at 
the front door is naturally quite high. That same area at the 
front door, once everyone is in the seats and the show has 
started will have a much lesser risk of slips, trips & falls.

There are several other examples that I frequently use when 
I deliver training but I have found the ingress at the front door 
example is the one that seems to resonate most with people.

Duty of Care
If you accept, from the example above, that clearly risk 

DOES change over time DURING an event, then it’s obvious 
that utilising the traditional risk assessment matrix alone 
doesn’t accurately account for the risks at an event.

My apologies also, because if you DO accept the above, 
then you will now need to consider enhancing how your 
do your risk assessments. Your duty of care to your staff, 
contractors and attendees means you need to be conducting 

as effective and robust a risk assessment process as possible. 
There are more effective and robust risk assessment 

processes than the one most commonly used and, 
dare I say, near ‘industry standard’ at this stage.

Risk Mapping
Risk Mapping is an extremely effective and simple way of 

factoring in situational changes over the course of your event. 
It’s a simple concept whereby you take maps of your 

site and colour in areas where risks exist at a given time. 
So, for instance, for a concert event in an established 
venue you might do different maps for the following:
• Queuing / Ingress period
• During the show
• Half-time / Intermission
• Egress

What time periods you use is dictated largely by the 
event itself and varies. Your choices simply need to make 
logical sense to separate from a risk perspective. 

For instance, if you consider the Risk Maps below from the 
Dublin Pride event we worked on in 2015, we chose to separate 
these ones based on the level of occupancy within the event itself. 

So, over time, the concentration of people at the 

MAPPING
RISK
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WITH MARK BREEN

event moved from being within the queuing / search 
system during Main Ingress to being inside the event 
perimeter and spreading out on the event site: 50% pax 
and 80%-100% pax. We then mapped Main Egress as 
there were multiple exit options open to attendees. 

Low-Tech
Risk Mapping can be done with paper and some colouring 

pencils. In fact, it’s likely best done with paper and some 
colouring pencils. That’s how we do it 90% of the time. We 
then scan them in and add them into Event Management 
Plans or Licence Applications. Of course, they can be 
done on computer too but they don’t need to be.

There’s a lot to be said for manually doing something. 
There are studies and strong arguments to support 
the contention that we learn and understand things 
better the more they require a manual input. 

Beyond that, it’s quite enjoyable, especially compared to a 
lot of the documentation work we find ourselves doing when 
planning events. Often, in here, the Risk Mapping element of 
Event Management Plan development is one we look forward to. 

The Benefits
We have found Risk Mapping to be extremely beneficial 

in communicating the concept of risk and how it changes 
during the event to key stakeholders. Most people find it 
easier to understand things presented visually rather than 
written. That is particularly the case when it comes to 
something as abstract as the concept of risk at events. 

With our key stakeholders better understanding how we 
interpret the risk at our events, they better understand the 
measures we opt to implement to keep our attendees safe. 
Ultimately, the more they understand what we do and why we 
do it, the greater the trust we enjoy and the smoother a process 
licensing and securing permissions and concessions becomes.

It is also a worthwhile exercise for us, as event planners, 
as it focuses our minds on the true nature of the risk at our 

events and how it will change during the event. This then 
allows us to better plan for the safety of our attendees. 

Risk Mapping doesn’t replace the traditional risk assessment 
matrix. It sits and works alongside it, enhancing its effectiveness. 
The traditional matrix is still a useful tool but it’s not enough. 

Conclusion
Consider Risk Mapping for your next event. Take your 

site map and think about where and when you have risks 
to your attendees. Enjoy taking some colouring pencils and 
colouring those risks red, amber or green accordingly. Red 
– high risk, amber – medium risk and green – low risk. 

Then run it by some stakeholders and see if they find it 
easy / easier to understand. In my experience, most do and 
that has to be a good thing for you and for your attendees. 

Mark Breen is Director of Safe Events as well as Cuckoo 
Events based in Dublin, Ireland. He is an award-winning event 
Safety Officer and one of the most experienced and qualified 
event & crowd safety practitioners in Ireland. He is a Specialist 
Member of IIRSM, as well as being a member of IOSH, EPS 
and ESA. 

He writes and speaks regularly on all things event-related, par-
ticularly event & crowd safety. He is a Graduate Member of the 
Marketing Institute of Ireland and holds a Postgraduate Diploma 
in PR & Event Management.  He is currently among a small class 
pursuing the world’s first MSc in Crowd Safety and Risk Analy-
sis, and already has specialist qualifications in Spectator Safety 
Management and Crowd Science. 

Mark and the Team at Safe Events and Cuckoo Events are 
passionate about helping people run safer events and de-
vote a lot of time to doing so. Mark is very active on Twitter @
mark_breen, @SafeEventsIE and @CuckooEvents. The multiple 
award-winning Cuckoo Events website can be found at cuckoo.
ie and the new Safe Events website is at safeevents.ie (launch-
ing 9th February 2017)
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THE SPONSOR DOC WITH BRUCE L. ERLEY, APR, CFEE

Dear B.H. 
Over the just past year, we have come across several 
technologies that we are really excited about. The most useful 
ones are those that provide solutions to some of our most 
daunting problems when it comes to selling sponsorship…

1. What really is our attendance?
2. How much is my sponsorship package actually worth?

Counting Heads: Providing accurate attendance for 
live, ungated events has been a perennial problem for 
event producers. Sure, I can get a reliable attendance 
number for a ticketed event, but how can I accurately 
measure attendance for a festival with multiple entrances 
and constant crowd “churn” throughout the day.

We were recently introduced to LiveGauge (www.
livegauge.com) by one of our event sponsors. Our sponsor 
had a small black box in their exhibit space that was counting 
the number of mobile phone signals that came within a 
ten-foot “geo-fence” of the LiveGauge sensor. Not only did 
it tell them how many phones it detected, but how long they 
stayed before leaving the monitored zone. They were doing 
this not only to gauge the appeal of their booth in attracting 
people, but also to determine the “linger time” which told 
them about the effectiveness of their sales presentations.

Wow! My mind was blown! If this could be used in 
this fashion, perhaps we could use the same technology 
to finally get accurate numbers for our events.

I immediately contacted LiveGauge, which is based 
in Toronto. First I learned that 96% of adults in the U.S. 
carry mobile phones. Then I discovered that we can set-up 
multiple monitors at various event entrances or event assets 
(main stage, children’s area, etc.) that will coordinate 
data between the monitors on an online dashboard.

CSG has several monitors on the way to us for some 
experimentation. We have invited LiveGauge to come to 
the next IFEA Annual Convention & Expo in Tucson, AZ 
to present and exhibit this fall. We will report back.

Determining Value: Another elusive issue in 
selling sponsorship has been the question, is the 
fee I’m asking worth it? Am I charging too much or 
even worse, too little for what I am offering. 

Up to this point, determining sponsorship value has been 
a long, arduous and expensive process. If you have the 
know-how, you could do it yourself in 20-30 hours, or you 

can hire an agency which will charge anywhere from $12,000 
to $100,000 depending on the size of your property.

Enter SponsorFeePro. For about two years, we have 
been collaborating on a new online sponsorship valuation 
service created by some really smart people in Denver. CSG 
has created the valuation templates for fairs & festivals, 
parades, airshows and a few other property types.

Essentially you go online at www.SponsorFeePro.com 
and pick the type of event you want to value. It prompts you 
through the rights and benefits you are offering (e.g. media 
promotion, materials ID, online and social media posts, 
hospitality, etc.), and then calculates a reliable price range 
that your sponsorship package is worth. We have compared 
it to our valuations and find it to be highly accurate.

We have found that it takes two- four hours to complete 
(you can keep going back to it over time to complete) and 
the cost is very reasonable for even smaller properties.

They were at the IFEA’s Annual Convention & Expo last year in 
Tucson, AZ, and I am sure they will be back again in September.

B.H., I hope this information is helpful. If you, or 
any of our readers discover new technologies for our 
industry, please pass them along the The Sponsor Doc, 
and I’ll conduct an examination and diagnosis.
 

The Sponsor Doc

With more than three decades in sponsorship sales and consul-
tation, 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. Accred-
ited in Public Relations (APR) by the Public Relations Society 
of America and a Certified Festival & Events Executive (CFEE) 
by the International Festivals and Events Association, Erley is a 
highly-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

Dear Sponsor Doc: 
You mentioned in your last column that you have come across some new 
technology that might help in sponsorship sales. Can you share some of 
your discoveries?

B.H., Hartford, CT

APP FOR THAT
THERE’S AN
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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


WITH GAIL LOWNEY ALOFSIN

We live a life of “What’s next?” Measured by 
milestones; first steps, first day of school, first date,  
graduation from high school and college, first “real”  
job, marriage, promotions, retirement; we are in  

search of more.
As we approach graduation season, it is a perfect time of year  

to reflect on our lessons learned along the way and to create our  
own “What’s next?” regardless of the stage of life we are embracing. 

Listen to Life’s Whispers
In her commencement speech at Stanford University, Oprah 

Winfrey inspired the graduates to “Pay attention to life’s whisper.” 
As the whisper becomes a scream, Oprah encouraged them 

to contemplate on “Why is this happening? What is it here 
to teach me?” Reflecting on this sage advice, it is evident 
that we have the opportunity to grow from our experiences 
versus wasting time questioning what we cannot change. 

Evolving through our life, we have the choice to continue to 
live in the past or focus on today. During our youth, our Aunt 
Frances would remind us that the rearview mirror is smaller 
than the front windshield. We were taught to keep our eyes 
on the road ahead, allowing a quick look back at yesterday. 

A Mindset of Contribution
What you choose to believe becomes your reality. You will 

appreciate your job to a higher degree when you enter your 
office with a culture of service in your heart and mind. Consider 
asking yourself – “What can I do today to contribute to our 
company, assist our clients, and champion my colleagues?” 
A service mindset, coupled with a focus on the tasks at hand, 
will assist you in standing out as an integral employee. 

When people see your positive attitude and the 
spring in your step, they want some of that!

Eyes Wide Open – Look for the Opportunities
Whatever your position or tenure in the workplace, be on the 

lookout for opportunities for both you and your company. You 
create your own future – don’t wait for someone else to guide 

you. Read articles on your trade, attend conferences, listen 
to webinars and become an expert in your fields of interest. 

Time to Say Goodbye?
When you are unhappy with your job, bored or ready to move 

on to a new challenge and career opportunity, do so with grace.
Offer plenty of notice - a minimum of two to four weeks. 

Your company may ask you to pack your desk immediately 
or they may appreciate your presence until your replacement 
is hired and trained. Organize your files and emails so 
that your boss, colleagues and the new hire have the 
ability to decipher them long after you are gone.

Your words illustrate your character- always leave with your 
reputation intact. Thank 
your former employer 
for the opportunity to 
work for the company. 
Be appreciative for your 
growth and opportunities 
while working there.

Life’s Chapters
Reflect upon what is important to you in this chapter of 

your life. There will be a time that you may want to make “a 
lot” of money, enabling you to own a home, car, vacations 
and other items that will make you happy. Yet research has 
consistently proven that “things” will not make us happy. 
Through the stages of your life, importance will change 
for you. What does not change is the joy derived from our 
relationships - our family, faith, friends and community. 

So as we welcome new employees to the workplace this 
graduation season, let’s continue to amplify our own professional 
and personal growth, embracing “What’s next?” and serving 
as a mentor and mentee to our future leaders. Carpe Diem!

Gail Lowney Alofsin is a keynote speaker, author, adjunct 
professor and business executive. Her book, Your Someday 
is NOW – What are you Waiting For, focuses on becoming 
your best you. A lifelong student and humanitarian, Gail 
believes that we all have the capability to be a leader in our 
own lives, influencing the lives of others for positive peak 
performance and success. She can be reached at 401-640-
4418 and gail@gailspeaks.com. Follow her on twitter: @
gailalofsin and visit her website: gailspeaks.com. 

LIFE’S WHISPERS
LISTENING TO

“Look for opportunities; look for growth; look for impact; 
look for mission. Evaluate what you can do, not the title 
that they are going to give you.” 

Sheryl Sandberg

“What you get by reaching your destination is not nearly 
as important as what you will become by reaching your 
destination.”     

    Zig Ziglar

LEADERSHIP AT ALL LEVELS 
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ONLINE 
Entertainment Showcase
Entertainment is one of the most 
searched on categories in the  
IFEA online marketplace today. We 
want to focus that interest on you 
through our new Online Entertain-
ment Showcase!  

With listings that include a logo or 
photo, video, audio, website and 
email connection, this one-stop re-
source is the ideal place to provide 
a sampling of your entertainment 
agency and/or individual acts(s) to 
IFEA audiences, 24 / 7. Discounts 
are also available for multiple listings.

Featured Entertainment space on the 
site creates an even better stand-out 
opportunity with video of select acts 
rotating weekly.  

Turnkey, cost effective, and the oppor-
tunity to be part of a helpful new tool 
– let us shine the spotlight on you!

To make a reservation or for more information contact:

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

SHOWCASE LISTING INCLUDES:
• Description up to 25  words.
• 1 high res photo or logo (vector, jpg or png file)
• 1 audio file (5 min. max; mp3 or other format)
• 1 video link (5 min. max; YouTube ID preferred)
• 1 website listing
• 1 email contact

FEATURED SHOWCASE LISTING INCLUDES:
• All items within Showcase, plus 1 ‘Featured Entertainment’ 

space video. Videos play directly in-page and rotate weekly. 
Caption space features the act name, agency name (if appli-
cable) and a link to your website.

NEW

mailto:kaye@ifea.com
http://www.ifea.com
http://www.ifea.com/p/resources/onlineentertainmentshowcase


MAY I HELP YOU?

The desire to serve is at the heart of the volunteer experience. 
It is with pleasure that I’ve signed on to write about the 
driving factors related to recruiting, managing and retaining 
the right people. The people who want to serve.

The right people? Yes, the right people. The people who 
choose to spend their free time working long hours for 
your event. The people who volunteer to do hard and often 
thankless jobs. The people who feel so committed to your 
festival or event that they come back year after year.  

It is my business to watch and report on volunteer recruiting 
and scheduling trends that impact our event clients. 

The Competition is Hot
In my community, there were 4 festivals and 2 marathons over 

the past two weekends! I didn’t make it to any of these because of 
volunteer obligations with a Zumbathon fundraiser; working a PTO 
event and interviewing young women for a scholarship program. 
My community is not unique. The growth of community activities 
requiring volunteers – festivals, endurance events, large venue 
events, school functions, church events and many others – are 
creating increased competition for all resources and especially 
volunteers. And that competition is creating major changes.

Are You Keeping Up?
As the competition grows, there are substantial shifts 

taking place in the volunteer recruitment world. 

1. Corporate community engagement has become very popular 
with employees. 

2. Event managers are making donations to charitable and 
education related groups to fill key positions. 

3. High schools and universities are requiring students to 
participate in community service projects. 

4. The largest US generation, the Millennials, 
are the future of your volunteer base.

Why Should Events Care About 
Corporate Social Responsibility? 

Many corporations work to create connections for their 
employees to participate in volunteer programs. This is a 
mechanism to give back to communities and/or for causes 
around the world. Corporations typically have a corporate social 
responsibility or community outreach manager who collects 
and communicates volunteer opportunities with a corporate 
online network. Some corporations want to make connections 
and let employees choose which opportunities are appealing 

from a long list. They may allow or encourage employees 
to take time off to support community organizations. Other 
corporations work to create corporate group volunteer activities 
for employees to make an impact in a team building mode. 

Assessment:
• Are you making connections with the corporate 

social responsibility managers for major 
corporations in your community? 

• Many corporations have online registration systems to 
track volunteer hours and the number of organizations 
they are impacting. Is your event represented?

• Is your event reporting the number of hours 
worked by the employees of specific organizations 
as part of your event wrap up? Do you report 
these hours back to local organizations?

Should my event be partnering with  
Charitable Groups?

Obviously, many organizations have budget concerns 
about moving from unpaid volunteers to making donations 
to other organization in-order-to fill key positions. 

There are two prime issues driving this change. 

1. Competition for volunteers. Simply consider the sheer 
volume of events in your city on the week and month of your 
event(s). Are your volunteers increasingly overloaded? Do 
you have major gaps in filling your needs? 

2. Concerns about potential lawsuits. Are your volunteers 
being used in positions where people are generally 
employed/paid? (Look for a future column on this issue) 
Increasing numbers of For-profit and Nonprofit events 
are partnering with charitable organizations (e.g. Dad’s 
Clubs, Churches, Rotary) and School Clubs (e.g. Band 
Boosters, Athletic Boosters, National Honor Society) to fill 
concessions, parking, water stations and other key service 
volunteer positions. Event managers provide donations 
to the charitable organizations and school groups based 
on number of hours and/or number of shifts filled.

Assessment:
• Talk with other event managers who have taken 

this step. Would they recommend this approach? 
What were their lessons learned?

• Talk with your attorney. Are you at risk for a lawsuit?
• Could your event grow with more 

assistance and committed support?

ARE YOU KEEPING UP?
THE COMPETITION IS HOT -

30  IFEA’s ie: the business of international events Summer 2017



WITH FLORENCE MAY

Are You Reaching the Next 
Generation of Volunteers?

There has been substantial growth in required community 
service programs in high schools and universities. Community 
service requirements are expanding. The requirements are 
often tied to a class, graduation or for a specific diploma 
or certificate program. Opportunities for youth to gain 
experience; share experiences with friends; learn about 
NFPs and begin life-long volunteer commitments are valued. 
Colleges are aware and understand that their graduates 
are more employable if they graduate with experience. 

Assessment:
• Do you have volunteer opportunities that are 

appropriate for students under the age of 18? 
• Does your event insurance allow 

volunteer under the age of 18?
• Do you have proper supervision (e.g. 

background checks) for youth volunteers?
• Have you tested the waters? Reached out to your 

high school’s National Honor Society? Or a college 
program that has potential affiliation with your event?

Not Important to Your Event?
Think again. These three trends are important because they 

represent a shift in volunteer demands and patterns. In addition; 

these trends should be closely watched because Millennials, 
the largest generation, show tremendous interest in giving back 
to their communities and working for cause based projects in 
both their free time and in conjunction with work opportunities. 
It is likely that the Millennial volunteer’s first touch with your 
organization will happen via one of three options listed above. 

I, Florence May, love volunteers. Maybe it is the 15 years spent 
managing events with Visit Indy, Simply Hospitality and the Unit-
ed States Grand Prix (F1). Or maybe it is the 16 years delivering 
online volunteer management systems for many of the largest 
and most complex events in North America. 

Over the past year my company, TRS – The Registration System, 
has provided volunteer management systems for the 500 Festi-
val, the Kentucky Derby Festival, the Republican National Con-
vention, the Democratic National Convention, Celebrate Fairfax, 
the Gilroy Garlic Festival, the US Mayors Conference, the Azalea 
Festival, USA Special Olympics National Games and hundreds 
of smaller events. In the process of supporting events, I study 
and discuss the trends that make certain events successful while 
others struggle. 

Do you have a volunteer management related question? Please 
contact me at fmay@theregistrationsystem.com. 

The growth of community activities 

requiring volunteers – festivals, 

endurance events, large venue events, 

school functions, church events and 

many others – are creating increased 

competition for all resources and 

especially volunteers.
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EVERYONE IS INVITED WITH LAURA GRUNFELD

Many festival producers are understandably uncertain 
about how to get started creating an Access Program 
for their patrons with disabilities. These tips will help you 
establish an outstanding and much appreciated service.

1. Designate an Access Coordinator: If you have the 
resources, bring on a person who has experience with event 
accessibility or hire an experienced consultant to help train 
your staff. However, if that is not possible, assign the job to 
someone who cares enough about accessibility to do the 
research and learn the job. You will have greater success 
if this person also has experience working events, has the 
knowledge to spot a problem, and the clout to get it fixed. 

2. Plan to Accommodate All: A common mistake I see 
is to accommodate people with mobility disabilities but 
not people with other types of disabilities. Accessibility is 
much more than a ramp and an accessible portable toilet. 
Consider those who are blind or deaf, have cognitive 
disabilities or mental illness, or have non-apparent disabilities 
such as a heart condition or anxiety disorder. Nearly 20 
percent of Americans have a disability as defined by the law. 
That is a large chunk of your potential audience! 

3. Site Selection: It can be quite costly to make a challenging 
site accessible. Be sure that accessibility is high on your list 
of considerations when selecting your site. 

4. Site Assessment: To perform a thorough site assessment, 
literally approach the site as a person with a disability would, 
using various methods of transportation. Ride the public 
transportation, drive up and park in a car, get dropped off, 
use a wheelchair on the pedestrian route. Enter the site 
and tour all public areas. Go back stage also, as there 
may be performers with disabilities. Are all paths of travel 
accessible? Note where you will need to make changes, add 
signage, or give other assistance. 

5. Transportation: In your Access Information Guide, include 
information about how people with mobility disabilities will 
get to and from the event. Describe all of the options. You 
may want to provide a shuttle to help people with mobility 
disabilities get around a large site. 

6. Website Assessment: What is the first thing most fans do 
when they want to attend an event? They look it up on the 
Internet. Design an accessible website so that those who 
are blind or who have motor disabilities or who are deaf, are 
able to access the information you have posted. See #7, 
“Accessible Website Design” on the “Resources” tab on 
my website, www.EveryonesInvited.com, for helpful links.

7. Information: Be sure to include very easy to find Access 
Program information on your website. Please don’t bury 
the information in your Q&A section. Make sure your maps 
include access program features. Be prepared to provide 
sign language interpreters, assistive listening devices, braille, 
large print, and other forms of communication upon request 
or just as one of the services you offer without needing a 
reservation. It is very important to post signage to show the 
location of your Access Program services and facilities. 

8. Services and Facilities: Make sure that your toilets, 
showers, wash stations and drinking water are accessible. 
Provide accessible camping and power for charging 
medical devices such as scooters, wheelchairs, or breathing 
machines, in both general admission and VIP areas. 

9. Programing and Activities: Are your concessions, 
activities, music and other programming accessible to all? 
Accessible routes to reserved viewing areas and platforms 
are usually necessary. Counter heights may need to be 
adjusted or pathways installed. When choosing activities, 
include accessibility as one of the selection criteria. Yes, 
there are accessible Ferris wheels. 

10. Training: Do all of your staff, contractors, vendors, and 
volunteers know the basics about the Access Program 
and have particular teams received access training that is 
specific to their needs? Parking, Security, vendors, ushers, 
service animal screeners, are examples of teams that need 
their own training. 

11. Emergencies: Include patrons with disabilities in your 
emergency notification and evacuation systems. Make sure 
all staff and volunteers are trained in these systems. 

12. Listen to and Connect with your Patrons: Have your 
own access@FestivalName.com email address so that 
you answer all questions properly and in a timely manner. 
It is very important that people connect with you directly 
to avoid the dispensing of misinformation and so that you 
can give out all the information they may need. During 
the event, conduct a survey of patrons who are utilizing 
the access program services. Use the feedback from that 
survey and from your conversations with individuals to 
help direct the improvements you make in later years.

This is a good start but is not a complete listing of all 
that you need to do. A comprehensive Access Program is 
multifaceted and each event is unique. Your well-run Access 
Program will not only help you comply with the Americans with 
Disabilities Act and avoid costly litigation, it will also bring in 

ACCESS PROGRAM

INCLUDING PEOPLE WITH DISABILITIES

12 TIPS FOR CREATING A TOPNOTCH

Continued on page 109
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 CFEE
An Important Step in the 

Career Track of Industry Leaders

For more information about the IFEA’s professional certification program, and our 2017 CFEE  
FastTrack® Program, contact Cindy Lerick at cindy@ifea.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 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

https://kaliff.com/
http://www.saffire.com
http://www.lantisfireworks.com/v3/


Lend Your Support
One of the highlights of the IFEA Foundation Night event at the IFEA Annual 
Convention & Expo each year is the fun and often unique items on display 
for the Silent and Live Auctions. These items are generously provided by fes-
tivals, events, suppliers and others in our industry that want to play a role in 
strengthening the Foundation’s support of event professionals, just like you!

Each donation helps generate funds to sustain the IFEA’s educational 
mission, provide scholarships, and secure the future of our industry. 
Join your professional peers from around the world and lend your support to 
this event, by submitting your item donation online in the Foundation section 
at www.ifea.com or through the form on the following pages.

http://www.ifea.com


Annual Auction Donation Form
FRI., SEPT. 15, 2017 • TUCSON, ARIZONA

FAX COMPLETED FORM TO: +1-208-433-9812
To insure your item is included in the Auction Catalog

DONATION FORM DUE on/before:  8/28/17

PLEASE PRINT CLEARLY 

DONOR NAME/ORGANIZATION (as it will appear in the catalog): ___________________________________________

ITEM OR PACKAGE NAME: ___________________________________________________________________________

ITEM OR PACKAGE DESCRIPTION FOR CATALOG (Write a description of your item or package that will appeal 
to a buyer and include everything they can expect to receive. Please be thorough. Include dates and/or locations when 
applicable. See examples on page 3.)

Note: We will need a display item for the auction tables and/or Power-Point slides if you are contributing a certificate or tickets (i.e. brochures, photos, props, etc).

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

2603 W. Eastover Terrace • Boise, ID 83706 U.S.A.
phone: +1-208-433-0950 • fax: +1-208-433-9812

www.ifea.com



Annual Auction Donation Form
FRI., SEPT. 15, 2017 • TUCSON, ARIZONA

FAX COMPLETED FORM TO: +1-208-433-9812
To insure your item is included in the Auction Catalog

DONATION FORM DUE on/before:  8/28/17

TERMS & CONDITIONS (This is a bulleted list that details any specific terms and conditions associated with this item 
or package (i.e. restricted dates, times and other special considerations). Please be thorough. See examples on page 3.)

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________ 

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

______________________________________________________________________________________________________

YOUR ESTIMATED VALUE (Please do not put 'Priceless.' Estimate a fair market value to a reasonable buyer.)  

$ ___________________________________

WHOM DO WE THANK? PLEASE PRINT

❍ MR    ❍ MS    ❍ MRS    NAME: _______________________________________________________________________

ORGANIZATION: ______________________________________________________________________________________

MAILING ADDRESS: ___________________________________________________________________________________

CITY: _____________________________________________  STATE/PROVINCE: ________________________________ 

ZIP CODE: ________________________________________  COUNTRY: _______________________________________

PHONE: __________________________________________  EMAIL: ___________________________________________

WEBSITE:  ____________________________________________________________________________________________

 ❍ ITEM WILL BE SHIPPED (to arrive no later than 8/28/17) TO:

IFEA FOUNDATION AUCTION: Attn. Leslie McFarlane
2603 W. Eastover Terrace • Boise, ID 83706 U.S.A.

Phone: +1-208-433-0950 Ext 812 • Fax: +1-208-433-9812 • E-Mail: leslie@ifea.com

 ❍ ITEM WILL BE DELIVERED AT CONVENTION

All gifts will be acknowledged in the Auction Program if received in time. Contributions may be eligible for a tax deduction. 
Fed ID # 91-1560821

WE THANK YOU IN ADVANCE FOR YOUR CONTRIBUTION

2603 W. Eastover Terrace • Boise, ID 83706 U.S.A.
phone: +1-208-433-0950 • fax: +1-208-433-9812

www.ifea.com

❍

❍

mailto:leslie@ifea.com


MEMORIAL TOURNAMENT GOLF WEEKEND

A golfer’s dream package, don’t miss this opportunity to 
feel like a pro!

PACKAGE INCLUDES:
• Two (2) week-long Tournament badges
• Access to the City of Dublin Hospitality Villa on the 1st 

Fairway, with complimentary meals & beverages
• Two (2) Spots in the Nicklaus Cup Invitational at the 

Country Club at Muirfield Village  
(not the Championship Course)

• Two (2) Spots in the Nicklaus Academies  
Golf School

• Invitation to the CBS Appreciation Reception
• VIP dinner with the Mayor of Dublin
• Hotel Accommodations for 3 nights 

(double occupancy)
• Airfare not included

EVENT DATE: May 30 – June 2, 2015 

DONORS: City of Dublin, Ohio & the Memorial Tournament

DUBAI AND THE DUBAI SHOPPING FESTIVAL 

The trip of a lifetime! Travel to the beautiful city of Dubai, 
in the United Arab Emirates, for a five (5) day visit to 
one of the world’s great cities and the remarkable Dubai 
Shopping Festival! Couples or family encouraged.

PACKAGE INCLUDES:
• Two (2) Round Trip Tickets to Dubai (economy class) 
• Transfers from and to the airport 
• 5 days in the beautiful city of Dubai at a minimum 4-star 

hotel (standard room – double occupancy)
• Vouchers to Spa & Shopping & Dining worth $1,500 USD

TERMS & CONDITIONS
• Winner must share passenger details prior to October 

5th 2013 (Mandatory) 
• DFRE (Dubai Festivals and Retail Establishment) will 

issue Travel Visas
• Travel dates must be during the Dubai Shopping Festi-

val (January 15th to February 2nd, 2015)

EVENT DATES: Travel dates must be during the Dubai  
Shopping Festival (January 15th to February 2nd, 2015)

DONOR: Dubai Festivals and Retail Establishment – 
Saeed Mohammed Measam Al Falasi

Auction Item and Package Examples
What can you donate? Think of something that you would be excited about bidding on 
yourself. If it peaks your interest, then it’s likely to appeal to others too! Here are a few 
examples of past items: 

• Specialty Trips and Travel Packages (African safari, guided rafting/gourmet trip, wine tasting week-
end, guided bicycle tour, vacation home get-aways)

• Airline Tickets (round-trip)
• Hard-To-Get Tickets / In-Demand Items (for festivals, theaters, concerts, sporting events, one-of-

a-kind experiences)
• Unique Gift Items to Give to Friends and Family of ALL Ages (American Girl Dolls, tulip bulbs, 

sportsman sets, jewelry and accessories from your local artisans) 
• Collectable Pieces (limited edition artwork, pens, décor items)
• Electronics (laptops, tablets, watches, FitBits, game systems)
• Office Items (printers, planners, fun desk accessories, laptop roller bags) 
• Everyday items that people need or want (coffee, restaurant and movie gift cards; Camelback style 

water bottles or travel mugs, backpacks, apparel) 
• Hobby related items (gardening, camping/hiking, biking, foodie, craft beer enthusiast)  

Sample Package Description
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INDUSTRY SUPPORT

CONNECT

DESIGN

GAIN

CREATE

IMAGE

SKILLS

PLAN

KEY DECISION MAKERS

LEADERSHIP

SERVICE

TARGET MARKET
NETWORK

PRODUCT LAUNCH

BRAND BUILDING

FESTIVALS

EVENTS

MUNICIPALITIES

CONFIDENCE

INNOVATION

PROMOTE

RELATIONSHIPS

RECOGNITION

CHAMBERS OF COMMERCE

GOVERNMENT AGENCIES

ENTERTAINMENT

INSIGHTS

VISIBILITY

TRUST

KNOWLEDGE

EXPERIENCE

QUALITY

SHOWCASE

STAND OUT

SALES

PROFESSIONAL

PARADES

CVB’S

UNIVERSITIES

INTRODUCE

SOCIALIZING

ADVERTISING 

SPONSORSHIP

EDUCATION

TRAINING

RELIABILITY

MAINTAIN

SATISFACTION

September 15th, 2017 • 11:00 a.m. - 4:00 p.m.

JW Marriott Starr Pass Resort & Spa 

Tucson, Arizona, U.S.A.

62nd Annual IFEA 

Convention, Ex
po & Retreat • Sept. 14-16, 2017

Presented by Haas & Wilkerson Insurance

http://www.ifea.com/p/convention-and-expo/62ndannualconvention/ifeaexpo


Australia
Bahamas

Brazil
Canada

China
Denmark

France
Germany

Iceland
India

Ireland
Mexico

New Zealand
Poland
Qatar

Republic of Korea
Saint Lucia
Singapore

Slovenia
South Africa

The Netherlands
United Arab Emirates
The United Kingdom

GLOBAL REACH
PARTICIPANTS FROM 
NON-U.S. LOCATIONS

WHO CAN YOU EXPECT TO SEE AT AN IFEA EXPO?

INDUSTRY SEGMENTS
43% FESTIVAL & EVENT ORGANIZATIONS
26% INDUSTRY SUPPLIERS
19% CITIES/MUNICIPALITIES 
5% TOURISM ORGANIZATIONS 
4% OTHER
3% EDUCATIONAL INSTITUTIONS 

IFEA was such a wonderful experience 
and led to many great connections. 

–Chelsey Panchot, Up with People
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43% 
  MALE

57% 
FEMALE

WHO CAN YOU EXPECT TO SEE AT AN IFEA EXPO?
GENDER

INFLUENTIALS
TITLES REPRESENTED WITHIN INDUSTRY SEGMENTS

34% DIRECTOR/MANAGER/ADMINISTRATOR/SUPERINTENDENT
28% CEO/PRESIDENT/EXECUTIVE DIRECTOR

OWNER/PRINCIPAL/FOUNDER
16%  OTHER (EDUCATOR, CONSULTANTS, 

STUDENTS, BOARD ETC.)
12% VICE PRESIDENT/CFO/COO/CMO

10% ASSISTANT/COORDINATOR/SPECIALIST

82% 
OF ATTENDEES ARE THE KEY DECISION MAKERS IN PURCHASING 

 AND/OR HAVE DIRECT INFLUENCE IN PURCHASING DECISIONS

Very well organized at a terrific 
resort. IFEA was very helpful  
to exhibitors. Nice, friendly  
atmosphere. 

–Gary Todd, Deltronic Labs
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 To see new products and services

 To compare products and services

 To help make purchasing decisions

 To keep up on trends and technologies

 To connect with current suppliers

 To develop relationships with new 
 suppliers

 To qualify for onsite-only exhibitor  
 discounts

 To qualify for onsite-only IFEA  
 purchase incentives

WHAT EXH I B ITORS NE ED TO KNOW

 Accessibility Solutions

 Cash Management Services

 Costumes & Mascots

 Credentials & Ticketing

 Entertainment Acts 

 Event Management Software 

 Fencing & Barricades

 Fireworks & Lasers 

 Float Decorations & Event Props

 Food & Beverage Products

 Inflatables

 Insurance

 Marketing Services

 Merchandise

 Point of Sale Systems

 Portable Restrooms

 Rentals

 Signage & Banners

 Staging

 Tents and Portables Structures

 And much more!

TOP REASONS  
PARTICIPANTS VISIT

EXHIBITOR  
TYPES

IFEA is by far the most friendly event in which I have ever participated. I exhibit alone at many 
tradeshows and never worry about being lonely at IFEA! The attendees are very welcoming of the 
exhibitors and treat them as an important part of the group.

–Wendy Freiwald, EXPOCAD by A.C.T.

 Reach Decision-Makers in Your  
 Target Market

 Stand Out From the Pack

 Showcase New Products or Services

 Build Your Professional Network 

 Gain Insights & Inspiration!

TOP REASONS  
FOR EXHIBITING
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WHEN
Friday, September 15, 2017 11:00am – 4:00pm (includes lunch)

WHERE
JW Marriott Starr Pass Resort & Spa, Tucson, Arizona USA

BOOTH SPECIFICS & DETAILS
Packages – Standard booth space starts at $895 for IFEA Members (1 Day, 1 booth worker). Additional 
packages, booth worker passes and custom options are available to meet each exhibitor’s individual needs 
and are detailed on the following page. 

Space – Booth spaces are 8’ deep x 10’ wide and come with a standard 8’ back and 3’ side wall drapes 
and a Company ID Sign with booth number. Larger booth spaces are available upon request. 

Selection – Booth selection will be done on a first come, first served basis. 

Furnishings/Electrical/AV – Exhibitors requiring additional items (tables, chairs, electrical, etc.) may 
order/purchase from our Expo service company, Arizona Cine. Arizona Cine will send a detailed package 
to all registered exhibitors in mid-July.

Insurance – All exhibitors are required to furnish a certificate of insurance to the IFEA prior to booth 
occupancy. Coverage must be for General Liability with a combined single limit of $1,000,000 and list 
the IFEA as the additional insured. 

Live Performances – Live entertainment and demonstrations, while encouraged, must not disturb  
adjacent exhibitors and their patrons. Musical instruments and PA systems may not be used in the Expo 
unless prior consent has first been given by IFEA Expo management. 

Load In – Thursday, 9/14 2:00pm - 4:00pm and Friday, 9/15 7:00am - 10:00am.

Exhibitor Meet & Greet – Thursday, 9/14 5:00pm - 6:00pm. Meet with fellow exhibitors, pick up your 
registration packet and enjoy an adult beverage courtesy of our Hospitality Suite host dfest®.

Load Out – Friday, 9/15 4:00pm - 6:00pm and Saturday, 9/16 7:00am - 9:00am.

Payment  – Payment in full must be received with exhibitor registration form.

WHAT EXH I B ITORS NE ED TO KNOW
Personal relationships are the most important key to good business. You can buy mailing 
lists; you can’t buy friendships. And the most valuable personal relationships are best built 
face-to-face. For 62 years the IFEA has been bringing our industry together face-to-face. 

–Pete Van de Puttte, dfest®

To make a reservation or for more information contact:

Kaye Campbell, CFEE, Director of Partnerships & Programs • kaye@ifea.com • +1-208-433-0950 ext 815 • www.ifea.com
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INCLUDES: EXHIBITOR
EXHIBITOR 
SPOTLIGHT

EXHIBITOR 
CONVENTION

FULL 
EXPERIENCE

One 8’x10’ Booth space + 1 Exhibitor for Day of Expo
(see below for additional booth workers)

Exhibitor listing in Convention Program

Inclusion on IFEA’s Online Virtual Trade Show

Pre-Convention & Post Convention Mailing Lists

IFEA Expo Lunch

Entrance to the dfest® Hospitality Suite 

Entrance to the IFEA Foundation Night Party & Auction

IFEA Convention Program Book

Full Page B&W Advertisement in Convention Program 
($645/$775 value)

Full Page Exhibitor Spotlight feature in  
IFEA’s “ie” Magazine  ($1,000 value)  
(Based on IFEA Questionnaire provided on sign-up) 
Exhibitor Spotlight feature will be included within “ie” Magazine in one of the 
remaining issues in 2017 (April or July). Exhibitor is responsible for submitting 
requested information for Spotlight by issue deadlines (April 3, 2017 or July 3, 
2017.) If not received by these dates, this specific benefit for this package will 
be forfeited and is non-refundable.

Exhibitor Spotlight Listing in Convention Program  
(company name, logo, overview (150 words or less), contact information,  
and highlighted booth numbers)

Exhibitor Spotlight Listing in the  
IFEA Update Newsletter  
(company logo, tagline and link to your website)

3-Day Convention Registration
INCLUDES: All Educational Sessions during the main convention; All Coffee 
Breaks at Connections Cafe; Entrance to the dfest ® Hospitality Suite; Entrance 
to the IFEA Awards Luncheon & Pinnacle Awards Presentation; Entrance to the 
IFEA Expo in addition to the Lunch at the Expo; IFEA Foundation Auction Night 
Event; Inspire the Industry Luncheon on final day

Convention Collector’s Lapel Pin

IFEA MEMBER
NON-MEMBER

$895 
$1,195

$1,495
$1,795

$1,495
$1,795

$1,995
$2,195

2017 IFEA EXPO PACKAGES

EXHIBITOR PACKAGE ADD-ONS: IFEA MEMBERS  NON-IFEA MEMBERS
Additional Booth Worker (1 Day) $100 $200
  Includes meals and social activities for the day of the Expo
Prime Booth Location $175 $275
2nd or more Convention Registrations $495 $695
Attendee Bag Promotion Item $500 $750
Sponsorship & Advertising Opportunities
Please contact kaye@ifea.com
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PLEASE SEND CONTRACT AND PAYMENT TO: 

IFEA World Headquarters    •    2603 W. Eastover Terrace, Boise ID 83706, USA    •    kaye@ifea.com    •    Fax: +1-208-433-9812 

List how you would like your organization to appear in the convention program and online:

Company/Organization: _______________________________________________________________________________________

Exhibitor Name: _______________________________________  First Name for Badge: __________________________________

Title: _______________________________________________________________________________________________________

Address: ____________________________________________________________________________________________________

City: _________________________________________________  State/Province: ________________________________________ 

Zip Code: ____________________________________________  Country: ______________________________________________ 

Phone:_______________________________________________  Fax:__________________________________________________

E-mail: _______________________________________________   Website: _____________________________________________

Contact information if different from above for all correspondence:
❍ SAME AS ABOVE

Contact Name: _______________________________________________________________________________________________

Address: ____________________________________________________________________________________________________

City: _________________________________________________  State/Prov.: ___________________________________________

Zip/Postal Code: ______________________________________  Country: ______________________________________________

Phone:_______________________________________________  Fax:__________________________________________________

E-mail: ______________________________________________________________________________________________________

E X P O B OOTH 
R E G I STRATI ON
Friday, September 15, 2017

Fill in up to 5 categories: 
❍ Attractions   
❍ Audio/Visual Equipment 
❍ Banners/Flags   
❍ Barricades/Fence   
❍ Communications  
❍ Concessions/Catering  
❍ Consulting   
❍ Décor/Displays/Backdrops  
❍ Entertainment/Talent   

❍ Equipment Rental 
❍ Event Management Software   
❍ Event Supplies 
❍ Financial
❍ Fireworks   
❍ Fundraising 
❍ Graphics   
❍ Inflatables   
❍ Insurance/Risk Management
❍ Lasers   

❍ Lifestyle   
❍ Marketing  
❍ Merchandising 
❍ Mobile Apps
❍ Novelties  
❍ Performing Artist   
❍ Pins/Emblems
❍ Printing   
❍ Production Company  
❍ Restrooms   

❍ Screen Print/Embroidery
❍ Security 
❍ Special Effects
❍ Sponsorship   
❍ Staging 
❍ Tents   
❍ Ticketing/Wristbands
❍ Video Production   
❍ Weather Monitoring 
❍ Other___________________

PROGRAM LISTINGS
Company Description (25 words or less) _____________________________________________________________________________

________________________________________________________________________________________________________________

________________________________________________________________________________________________________________

________________________________________________________________________________________________________________

EXHIBITOR CATEGORIES
All paid 2017 exhibitors will receive a complimentary listing in IFEA’s Convention & Expo Program and online at www.ifea.com. 
Please check up to 5 general categories below that you would like your company name to appear in.

62nd Annual IFEA
September 15, 2017        
Tucson, AZ - U.S.A.
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EXHIBITING COMPANY NAME: _____________________________________________________________________________ 

 MEMBER  NON-MEMBER

EXHIBITOR PACKAGE  ❍ $895 ❍ $1,195 x _________ Booths $ ______________

EXHIBITOR SPOTLIGHT ADVERTISING PACKAGE ❍ $1,495 ❍ $1,795  x _________ Booths $ ______________

EXHIBITOR CONVENTION PACKAGE ❍ $1,495 ❍ $1,795  x _________ Booths $ ______________

EXHIBITOR FULL EXPERIENCE PACKAGE ❍ $1,995 ❍ $2,195 x _________ Booths $ ______________

ADDITIONAL BOOTH WORKER ❍ $150 ❍ $250 x ________ Workers $ ______________
(Includes meals and social activities for the day of the Expo.)

EXHIBITOR PACKAGE ADD-ONS: 

Prime Booth Location ❍  $175 ❍  $275 x _________ Booths $ ______________

2nd or More Convention Registrations ❍ $495 ❍  $695 x _________ People $ ______________

Attendee Bag Promotion Item ❍ $500 ❍  $750   $ ______________

All prices are in U.S. Dollars ❍  TOTAL Amount Enclosed  $ ______________

Payment in full must be received with registration form. Booth selection will be done on a first-come, first served basis. 

SELECT METHOD OF PAYMENT:  ❍ VISA  ❍ MasterCard  ❍ American Express  ❍ Discover  ❍ Check (make check payable to IFEA in U.S. funds)

Print Cardholder Name: _______________________________________________________________________________________ 

Signature: ___________________________________________________________________________________________________

Credit Card Number: __________________________________________________________________________________________

Expiration Date: _______________________________________  CVN Code: __________(MC/Visa-3 digit code back) (AMX-4 digit code front)

❍ I have read the rules and regulations below and agree to abide by them as a condition of participation.

Liability: Applicant exhibits at his/her own risk. Neither International Festivals & Events Association, Inc., nor its employees, and/or its agents, either jointly or individually, is responsible for liability insurance coverage for 
bodily injury and property damage for Exhibitor’s operation. Tradeshow participants are required to furnish to International Festivals & Events Association prior to occupancy a certificate of insurance. The coverage must 
be for General Liability with a combined single limit of $1,000,000. All insurance must be on an occurrence policy and must include International Festivals & Events Association as an additional insured. Neither IFEA nor its 
employees, and/or its agents, either jointly or individually, is responsible for any injury to exhibitors, their employees, guests or visitors within the confines of the space contracted by the exhibitor even if such injury is caused, 
or alleged to be caused, in whole or in part by the negligence of IFEA, its employees, agents or volunteers. The exhibitor assumes the entire responsibility and liability for losses, damages, and claims arising out of exhibitor’s 
activities on the Hotel premises and will indemnify, defend, and hold harmless the Hotel, its owner, and its management company, as well as their respective agents, servants, and employees from any and all such losses, 
damages, and claims. Acts of God: IFEA shall not have any liability whatsoever for any damage to any person, matter or thing resulting from storm, wind or water, or other acts of God, nor from fire, strikes or lockouts. If the 
exhibitor’s show space has not been made available to the exhibitor for more than one 24 hour period by reasons of acts of God or from fire, then IFEA (promoter) shall return to the exhibitor payment made by deducting 
where from Promoter expenses occurred to that date. Character of Exhibits: IFEA reserves the right to request the removal of any items, which in its sole judgment do not conform to show guidelines. Failure to comply is 
just cause for removal of an exhibitor from the show. Payment Policy: All fees must be paid in full with this signed registration form. Cancellation Policy: Fees are non-refundable. Confirmation: Complete shipping and setup 
instructions will be emailed at a later date.

To make a reservation or for more information contact:

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

E X P O B OOTH 
R E G I STRATI ON
Friday, September 15, 2017

62nd Annual IFEA
September 15, 2017        
Tucson, AZ - U.S.A.
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A D D I T I O N A L 
BOOTH WOR KE R
AN D /OR ATTE N D E E S
S A M E  O R G A N I Z AT I O N

ORGANIZATION: ______________________________________________________________________________________________________________________

2nd BOOTH WORKER AND/OR ATTENDEE 

Name:  _______________________________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________  

City, State/Province, Zip Code:  __________________________________________  Country:  _____________________________________________________  

Phone: _______________________________________________________________  E-mail:  _______________________________________________________

Website:  ____________________________________________________________________________________________________________________________   

3rd BOOTH WORKER AND/OR ATTENDEE 

Name:  _______________________________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________  

City, State/Province, Zip Code:  __________________________________________  Country:  _____________________________________________________  

Phone: _______________________________________________________________  E-mail:  _______________________________________________________

Website:  ____________________________________________________________________________________________________________________________   

4th BOOTH WORKER AND/OR ATTENDEE 

Name:  _______________________________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________  

City, State/Province, Zip Code:  __________________________________________  Country:  _____________________________________________________  

Phone: _______________________________________________________________  E-mail:  _______________________________________________________

Website:  ____________________________________________________________________________________________________________________________   

5th BOOTH WORKER AND/OR ATTENDEE 

Name:  _______________________________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________  

City, State/Province, Zip Code:  __________________________________________  Country:  _____________________________________________________  

Phone: _______________________________________________________________  E-mail:  _______________________________________________________

Website:  ____________________________________________________________________________________________________________________________   

6th BOOTH WORKER AND/OR ATTENDEE 

Name:  _______________________________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________  

City, State/Province, Zip Code:  __________________________________________  Country:  _____________________________________________________  

Phone: _______________________________________________________________  E-mail:  _______________________________________________________

Website:  ____________________________________________________________________________________________________________________________   

Fax: +1-208-433-9812 • Mail: 2603 W. Eastover Terrace, Boise, ID 83706, U.S.A. • Phone: +1-208-433-0950

62nd Annual IFEA
September 15, 2017        
Tucson, AZ - U.S.A.
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Booking ‘talent’ for your festival or 
event can be an intimidating process 
that often creates anxiety in the 
would-be buyer. This article is aimed at 
informing the novice talent buyer about 
how to avoid some of the pitfalls of 
negotiating with those most notorious 
of entertainment industry players, the 
talent agent. In order to prepare yourself 
to become a qualified and respected 
buyer of talent, I reached out to several 
industry veterans for their comments on 
what they would like you, the buyer, to 
know. This is real-time, real-life advice. 
So, if you are new to the business of 
booking, here are a few key things 
you should know before picking up 
the phone and calling Jay-Z’s agent 

(assuming they will take your call that is).
To begin with – and before you even 

get started with the booking process - 
you need to do your research. As Todd 
Jordan of Paquin Artists Agency (PAA) 
in Canada says “I like that a buyer has 
some concept of an artist’s value before 
calling us. Nothing wastes more time than 
a buyer with a $1,000 budget calling for 
a $100,000 band.” Or even worse he 
states, “is when they hope the artist will 
consider multiples less than their normal 
fee because it will be a ‘cool experience.’” 

The best place to start is to reach out 
to your industry colleagues and ask 
around to get some general information 
about what artists cost. Or at the very 
least, you should know how much you 

can afford to spend on talent, above 
and beyond other production costs 
like sound and lights, staging, etc.

This Is the Big Leagues
When you promote a show, it’s a 

gamble. You need to accept that and more 
importantly, your organization (including 
the board of governors) needs to accept 
that. When you make an offer and it 
is accepted, that sets off a whole set of 
arrangements and subsequent agreements 
on the side of the artist, as well as your 
group. As United Talent Agency (UTA) 
agent Darcy Gregoire says “When you’re 
a concert promoter, you’re in ‘win, lose, or 
draw.’ Never expect that an agent will let 
you off the hook over poor ticket sales or if 

BUYING TALENT: 
Top 5 Things You Should Know

By Billy Collins
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you stand to take a bath on a show.” At the 
end of the day, bills need to be paid and 
agents are not happy to waive or reduce 
their commissions (typically 10-15% 
of the artist gross fee) because you did 
not honor the contract. Furthermore, 
a presenter needs to also be aware that 
as soon as you make an offer, and it is 
accepted, that’s binding. Jordan adds that 
“A presenter should respect that an offer is 
binding, and not move forward with a formal 
offer unless they can live up to the terms.” 
According to him, too often a first-time 
buyer will send in an offer and then pull 
out when it accepted, thinking the offer 
was simply a way of exploring an artist’s 
interest. “Nothing,” he says, “can ruin a 
relationship with an agent more quickly than 
not being respectful of the offer process.”

Cash is King
Nothing says ‘confirmed’ like a deposit, 

so make sure you are going to be able 
to agree to and pay a deposit, and the 
sooner the better. You never know who 
else is looking for the same artist on 
the same day and it could be that their 
event is larger and more attractive than 
yours, so don’t let the agent take the 
artist you want somewhere else because 
you hesitated over paying a deposit. As 
Gregoire advises, not only pay deposits 
in the first place, but “Pay deposits on 
time. Unless you’re a well-established 
promoter, if you want to be taken seriously 
as someone who can be relied upon and 
who legitimately has enough cash flow 
to properly promote a concert, you’ll win 
an agent’s confidence by paying deposits 
promptly upon receipt of a contract.” And 
speaking of cash flow, make sure your 
LOC is large enough to handle up to 50% 
of your programming budget. Deposits 
are negotiable however, and you can 
pay in more than one installment, so 
negotiate as best you can to maximize 
your cash flow and confirm the talent. It’s 
a reality that some customers with spotty 
reputations only receive confirmation 
after they pay 100% of the artist fee in 
advance. You don’t want to be one of 
those people. But if you are a new event, 
or new to the agent, that just might be 
your reality. It’s a simple fact that agencies 
collect their fees (and manage their own 
cash flow) from the deposits and send 
along the remainder to the manager/
artist post-gig. Deposits are a necessity.

Pay to Play
Not much has changed since the good 

old days and any road manager worth 
their salt won’t let the artist walk on 
stage or play a note before getting paid 
what you still owe them. “Never be late 
on paying an artist, ever.” says Gregoire, 
“Credibility will be lost immediately if you’re 

ever late on a final payment, not to mention 
that an agent might never risk working with 
you again if you’ve given reason to believe 
you’d ever be capable of stiffing an artist.” 
We are not going to go into ‘settling’ 
gigs here, because that is a whole other 
beast, but trust me, you do not want to 
be staring across the table at an angry 
road manager while 10,000 fans are 
standing in your fair grounds, waiting. 

Stuff Happens
But then you know that by now! The 

secret to dealing with such change is to 
be adaptable. As Jordan counsels, “Artists 
are obviously by nature very creative folk, 
and often their muse takes them in new 
directions. I would encourage presenters 
to welcome that creativity, rather than get 
upset if what is on stage ends up being a bit 
different than what they expected.” That may 
sound like a scary prospect, especially 
when you expect to get what you paid 
for (the full band for instance, not the 
solo acoustic). However, it can work both 
ways as well. “Be adaptable and accept that 
things change,” says Gregoire, “An artist 
who thought he was going to perform solo 
may later decide to have accompaniment 
after terms of a show were agreed upon. Your 
relationship with the agent will gain strength 
when she knows that you’re easy to work 
with by not making a fuss if an unexpected 
show cost increases.” Again, some of this 
is negotiable (your expenses may go up 
so maybe they will relent elsewhere, like 
in hospitality or accommodations or 
ground transport) and you don’t have 
to bend over backwards, but if you can 
make this dialogue easier for the agent 
and artist, that is going to go a long way 
with them. Even if it's the agent tacking 
on an extra flight for themselves. Use that 
opportunity to meet them and sell your 
event to them – after all, there’s always 
next year to start thinking about. The 
‘schmooze’ remember, is a dance for two.

You Are an Impresario! 
The reason why you do what you do is 

because you love it. Channel your inner 
Bill Graham. As Gregoire advises “Be 
hospitable, thoughtful, and creative. Some of 
the most legendary promoters were loved by 
the artists that they presented.” Promoting 
live music is still the realm of the bold, 
courageous and creative (read: crazy). 
Playing live music on the other hand is 
the territory of the talented, dedicated 
and sometimes delicate individuals 
(read: needy). Gregoire observes “The 
road can wear you down. Making an artist 
feel comfortable by showing some love, great 
hospitality, and a job well done from the 
minute you start promoting the show until 
the end of the night when the artist and 
crew leave the venue will help build your 

reputation as someone that an agent wants to 
work with and that the artist will also want 
to remain loyal to. Remember, if you make 
the artist feel good by doing a great job all 
around, you’ll make the agent look good, and 
thus she will want to work with you again.” 
It’s all about relationships. ‘Nuff said!

According to Jordan, there is one last 
thing to remember, and that is a presenter 
should understand that the agents’ role 
doesn’t end when the show is confirmed. 
“Too many times” he says, “a presenter will 
ignore calls for marketing plans or ticket 
counts – or worse yet take offence at the 
agent asking for them, as though we are 
questioning their ability to do their job.” 
The agents job is to ensure the artists 
they work with are being promoted 
properly and agents want to make sure 
tickets sell. They can be a great resource 
when a show is in need of a push. This 
is a business where who you know is at 
least as important as what you know, 
therefore it is recommended that you 
do your best to treat agents like real 
people (although they can have big fangs, 
they don’t bite) and get to know them 
in-person whenever you can. Attend the 
62nd Annual IFEA Convention, Pollstar 
Live!, SXSW, or another conference 
or event where you can gain access 
to them, buy them dinner or a drink 
and begin to build that relationship. 
It all goes a long way and is money 
well spent. Consider it an investment, 
for you and your organization.

The live music industry has never 
been more popular or dynamic. It’s 
an ever-increasing pool of buyers as 
destinations and locales decide to 
create festivals and events to help boost 
their tourism industry, brand their 
cities, and diversity their economies. 
Everybody is doing it! The supply of 
artists however – especially those who 
can draw an audience – is finite. You 
need a competitive advantage in such a 
crowded marketplace and great talent 
is one way to position your event. 
Therefore, you need strong relationships 
with the agents that represent them.

Billy Collins is a recovering music 
agent. He is currently a Senior Lec-
turer at Thompson Rivers University 
in beautiful British Columbia where 
he champions the event management 
program. He is looking forward to 
finishing the CFEE certification this 
fall and continuing his search for the 
best tacos in Tucson. Billy Collins can 
be reached at: Bcollins@tru.ca
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WHEN YOU COULD ACTUALLY
BE DOING SOMETHING 
INSTEAD?     By Steve McClatchy
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In today’s hyper-connected global 
business environment many believe that 
planning has lost its relevance. Here are 
some benefits to consider before giving 
up on planning. I have also included the 
BIGGEST planning mistakes to avoid

It Helps You ‘Stay the Course’
If you don’t have a plan then whatever 

comes your way becomes the plan. 
This leaves your success in the hands 
of others. What other people bring to 
you is going to help them succeed-- 
not you. With a plan you can help 
them be successful with their agenda 
without falling behind on your own.

It Gives You a Feeling of 
Accomplishment

When a deadline for a task is 
approaching adrenaline floods your 
body out of fear. When the adrenaline 
leaves your body you crash. Repeating 
this cycle too often leads to feeling 
burned out. When you do a task ahead 
of the deadline endorphins release 
giving you a sense of control and 
accomplishment. With a list you can 
play offense, and release endorphins 
throughout the day by checking off your 
list, and put an end to crashing at night. 
How much more could you accomplish 
if you could use those hours at the 
end of the day more productively? 

You Don’t Forget
How much time do you waste 

forgetting things? Yes, you have memories 
from when you were five but sometimes 
you walk into another room and forget 
why you went in there. Your brain’s 
capacity can only take you so far. 
With a plan you are less subject to the 
limits of that capacity, to distractions, 
and to the tendency to forget.

Recover Faster from 
Interruptions

With technology, social media 
notifications, and the expectation 
that you should always be available, 
interruptions are a big part of our lives 
today. Let’s break an interruption down 
into two parts. There is the interruption 
itself and then there is the time it takes 
to recover from the interruption. When 
you have a plan there is no recovery time. 
You can recover quickly which means 
you gain time back in your day. How 
many times are you interrupted a day?

Save Time Transitioning
When you do have uninterrupted time, 

a plan is your best tool for accomplishing 

the most during that time. Having a plan 
eliminates transition time between tasks 
so you can maximize your productivity.

You Make Better Decisions
When you don’t plan whatever 

you think of or finds you becomes 
the next thing you do. But what if 
that is not the best use of your time? 
When you keep a list you can consider 
each decision against the list helping 
you to make better decisions. 

There are so many benefits to 
planning so why don’t people do it? 
Here are some of the biggest mistakes 
people make when planning.

They Add Everything onto 
Today’s List and Become 
Discouraged

A to-do list should only include today’s 
tasks. A list that includes everything you 
ever want to do is overwhelming and 
will do more harm than good. Keep 
a to-do list on your smartphone and 
give each task a date. If you can’t do 
it until tomorrow, give it tomorrow’s 
date and forget about it today. Keeping 
an achievable to-do list for each day 
gives you a sense of accomplishment 
at the end of each day. Avoiding this 
one mistake can get you back to 
planning. This also puts an end to the 
treadmill to-do list that never ends and 
just rolls from one day to the next.

They List Routine Tasks 
From the moment you wake up until 

the time you start work your routine 
is pretty much exactly the same each 
day. Streamline this routine to make 
it as efficient as possible and then 
turn it into a habit. Keeping efficient 
consistent routines in the morning or 
other times of day makes you more 
likely to be on time and not feel burned 
out by daily maintenance tasks which 
will pile up if not addressed habitually 
such as laundry, cleaning, mail, etc. 
Once these habits are established they 
don’t need to go on your to-do list.

They Over-Plan
Each day you have appointment and 

non-appointment time to consider. 
Your task list should not be longer than 
what you can knock out during your 
non-appointment time. How much of 
your non-appointment time should you 
plan for tasks? My rule of thumb is 50%. 
If you have 4 hours of appointment-free 
time today, you should only plan tasks 
for 2 hours of that time. A whole 8-hour 
work day with no appointments? Plan 

about 4 hours of tasks for that time. 
The other 50% will go to your routines, 
interruptions, and getting back to 
people who are reaching out to you.

They Put Their Goals on Their 
To-Do List

A to-do list is for tasks that have 
deadlines and negative consequences. 
There are no consequences for not 
pursuing goals. There are only benefits to 
be gained for achieving them. Therefore, 
when tasks with consequences (such as 
paying bills) are next to goals with no 
consequences (such as a piano lesson) 
on your to-do list, your brain will 
choose to prevent negative consequences 
instead of pursuing gain. This is a 
survival tactic. If you just leave your 
goals on your to-do list to be pushed 
off again and again you will never “find 
time” for them. Goals belong on your 
calendar, not a to-do list, so the time you 
need to pursue them can be separated 
from, and defended against, tasks with 
negative consequences. Schedule time 
on your calendar for pursuing your 
next goal and get it off your to-do list.

They Spend Too Much Time 
Putting the Plan Together

Prioritizing tasks with ABCs and 123s 
and spending too much time putting 
the plan together is another reason 
people give up. It takes so long they 
could have checked off a real task in that 
amount of time. Your goals, priorities, 
and things you don’t want to leave until 
the last minute should be scheduled 
time on your calendar. What’s left are 
just maintenance tasks with deadlines 
and consequences so they don’t need to 
be prioritized. Place them in the order 
that makes the most sense and attack!

Steve McClatchy is the president 
of Alleer Training & Consulting and 
the author of the award winning, New 
York Times Bestseller Decide: Work 
Smarter, Reduce Your Stress and 
Lead by Example. Steve provides 
keynotes and workshops on the 
topics of Leadership, Sales, and 
Time Management. To have Steve 
deliver a keynote speech at your 
next company meeting, leadership 
retreat, customer symposium, 
association meeting, or conference 
contact Tara Kaufman:  Tara@
Alleer.com or call 215-257-4603.

WHEN YOU COULD ACTUALLY
BE DOING SOMETHING 
INSTEAD?     By Steve McClatchy
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Many people have heard this 
story, which has become a legend 
in the training industry . . .

A CEO and department head were 
having a brief conversation after their 
monthly strategy meeting, where 
the main focus was on employee 
training. The CEO said, “What if we 
spend all this money training our 
staff and they leave us?” And the 
deparment head replied, “What if we 
don’t train them and they stay?”

A simple but pointed response. If you 
spend a lot of money on people and they 
leave, that’s not an optimal outcome. 
But if you don’t train your employees 
and they stay, it costs you a lot more.

A franchise group, comprised of more 
than 2,000 stores, experienced this 
training quandary first-hand. The head 
of sales had a simplified approach to 

hiring. He simply hired salespeople 
who had worked at other stores that 

sold the same kind of products 
that were sold at his stores. 

His assumption was that the 
experienced salespeople he 
hired were “pretrained” 
and that hiring them 
would save a lot of time 
and expense. Plus, there 
would be no need to 
acquire the tools and 
systems that were needed 
to implement a training 
system.

His decision to hire 
experienced salespeople 
made sense, but it was 
flawed. The fact that 

those salespeople had 
experience didn’t mean 

that they came armed with 
the best selling skills or 

factual product knowledge. 
But after a few years of using 

his “hire the experienced” 
approach, he saw that he wasn’t 

achieving the kind of results he wanted. 
He sensed that the size of each average 
transaction on the selling floor was too 
small. Buyers were not becoming repeat 
customers. Plus, his stores were receiving 
negative comments online about the 
quality of their customer service.

Because he could see that the skills of 
his salespeople needed improvement,  
 
 

he took the plunge and brought in an 
experienced training development firm 
that developed a program of e-learning 
for salespeople that trained them to 
increase the size of the average ticket size, 
to improve their closing percentages, 
and to provide better customer service. 

The performance of the salespeople his 
company trained was dramatically better 
than the performance of experienced 
sales people he simply hired. Plus, 
he soon realized that training was 
giving him another benefit; because he 
could hire high-energy, high-potential 
employees—not only those with 
experience—he was building a much 
stronger and enthusiastic salesforce.

After a year, the average annual sales 
made by company-trained salespeople 
had in many cases outperformed 
seasoned professional hires by $200,000 
or more. When he factored in sales and 
contribution margin improvement, 
the people trained in-house produced 
about $80,000 a year more in profit.  
With an average five-year tenure for 
each employee, the training was worth 
$400,000 more in profit dollars.

That is another way of saying 
that the cost of not training each 
salesperson amounted to $80,000 a 
year for that company. So what really 
happens if you don’t train people 
and they stay? It means that you’re 
going to be losing a lot of money. 

Why Do Trained Salespeople 
Produce More Income?

There are many reasons. 
Trained salespeople . . . 
• Close more sales 
• Generate larger average sales
• Sell fewer products at discounted 

prices, and more products at list price
• Make fewer mistakes
• Sell the right products, 

reducing the cost of returns 
and product replacements

• Build customer relationships that 
result in more repeat business

• Generate more positive reviews online 
• Increase your net promoter scores
• Help keep morale and productivity 

high among all your employees, 
because people don’t like to work 
with untrained people who don’t 
know what they are doing.

What is having poorly trained 
salespeople it costing you? Not training 
people costs money . . . a lot of money.

Training Is Not Just for 
Salespeople

Training has a major impact on customer 
service practices across a variety of indus-
tries. Consider the often headache-inducing 
business of at-home product installation—
one that would certainly benefit from cus-
tomer service-focused training. The basics, 
such as explaining to customers the details 
of the installation process, an emphasis on 
crystal clear communication prior to the 
start of the job, and of course, conveying 
the importance of punctuality can boost 
customer retention. Training staff to be 
cognizant of their customer service practices 
can also increase referral business, which 
can be worth extra hundreds, thousands, or 
even millions to your bottom line. 

Every Untrained Employee 
Costs You Money 

ROI on training is dramatically greater 
than most company executives believe 
it will be. In simple terms, if a trained 
worker becomes 100% productive and an 
untrained worker is only 60% productive, 
you are losing $40,000 in value on every 
$100,000 of business you conduct. 

In Closing . . . 
Not training is hugely expensive—far 

more expensive than training. In your com-
pany, you should look for all the opportuni-
ties where proper training can dramatically 
increase profits, reduce waste and provide 
an outsized ROI for every training dollar 
you spend. If you start to look, it’s nearly 
guaranteed that you will find many more 
opportunities than you expect. 

 

Evan Hackel is CEO of Tortal 
Training, a firm that specializes 
in developing and implementing 
interactive training solutions for 
companies in all sectors. Evan created 
the concept of Ingaged Leadership 
and is Principal and Founder of 
Ingage Consulting, a consulting 
firm headquartered in Woburn, 
Massachusetts. To learn more about 
Ingage Consulting and Evan’s book 
Ingaging Leadership, visit Ingage.net. 

THE COST OF POOR PERFORMANCE 
WHY FAILING TO TRAIN YOUR EMPLOYEES 

COSTS A LOT MORE THAN YOU THINK
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Secrets to Find and Keep 
Top Notch Talent Without 
Breaking the Bank

By Mike Campion
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Do you have employees that you 
constantly need to coddle, cajole and 
cater to? Are their needs and wants 
constantly changing? Do you feel like 
you can’t afford to pay what it takes to 
get—and keep—top talent employees? 

You are about to discover 5 actionable 
strategies to help you find—and keep—
the best employees without spending 
the GDP of Uzbekistan in payroll. 
Fear not, none of the 5 strategies are 
about base salary, benefits or bribing.

Think more effective and less 
expensive. Imagine your company 
as the sole provider; the sole source 
of something special that your 
employees are desperately looking 
for and can’t find anywhere else. 

SECRET #1
Build a Community - 
NOT A Workforce

Chances are you are not hiring 
people for their first job. Some are 
even coming from a job they hate. A 
job that paid the bills and nothing 
else. Invite prospective employees 
to join a community- not to sign up 
for another less-than-fantastic job. 

When you create a community of 
people with shared values that care 
about each other, the tendency to steal, 
quit, come in late, complain, whine 
or partake in other non-superfantastic 
behavior decreases exponentially.

Typical Employee/Employer 
Workflow

Step 1 - Comply with these many rules 
Step 2 - There is no step two

New and Improved Community Deal: 

Step 1 - Build an appealing community
Step 2 - Invite talented amazing  

 people into that community
Step 3 - Reinforce what it looks like
  to be a good community 
 member
Step 4 - Live happily ever after

SECRET #2
Provide a Sense of Purpose

Once you build a community, your 
team will have a sense of belonging. 
Supercharge that with a sense of 
purpose and your organization 
becomes extremely sticky to top 
talent. People desperately want to 
be a part of something bigger than 
themselves. Something they believe in. 

Your employees and potential new 
hires desperately want something 
bigger than themselves to belong to. 
Provide that for them and unleash 
the floodgates for an avalanche 
of talent at your doorstep. 

Don’t be fooled by the old, “Sure 
that works for brain surgeons, but 

MY business is different...” nonsense. 
Whether you own a cleaning company, 
an industrial fasteners plant or any 
other business that doesn’t feel like 
you are changing the world, the only 
reason you are in business is that you 
provide value to the people you serve. 

If you are categorically closed to 
the idea that your business changes 
lives- adopt a cause. Become active in 
your community, give to a charity- do 
something as a team that creates value 
and gives everyone a reason to bound 
out of bed and be excited to get to work 
day-in and day- out! If you aren’t careful- 
you just might find yourself addicted 
to making the world a better place.

SECRET #3
Offer Experiences Over 
Expenses

Do you have a trip that you took 
as a child that you still look fondly 
back on? A holiday that you will never 
forget? A vacation years ago where 
everything went wrong, but you and 
your family still talk about it? 

Salary and benefits are commodities. 
A sense of purpose in a community of 
people you care about are not. A study 
by Harris Group found that 72% of 
millennials prefer to spend more money 
on experiences than on material things.

Shared experiences build 
bonds, families, communities and 
companies. Don’t just hope these 
experiences happen- create them! 

• Have monthly events
• Rent a bounce house
• A dunk tank employees can 

dunk management in
• Comically oversized sumo suits 

employees can battle to the death in…

Anything to help create experiences for 
your employees to build that community. 

Don’t keep the fun to yourself. Invite 
employees’ families, customers, prospects, 
prospective employees, even vendors! 
All of this creates an environment your 
team is proud to be a part of and makes 
it very difficult for them to leave.

SECRET #4 
Appreciation

This is your secret weapon. Not only 
can it be had for the low, low price of 
zero dollars, it can be the most valuable. 
Even better- it can be a ton of fun. 

Once you have built this community 
that the members are proud to be a part 
of, working towards a worthy goal and 
experiences that bond everyone together, 
your employees will crave recognition 
from you and the community. 

When you have events, give awards. 
Lots of awards. Not just the typical 
performance based awards- award 
for everything. Enjoy a few examples 

to get your creative juices flowing:

• Best looking family
• Best hair
• Customer favorite
• Most likely to win at arm wrestling

Small things like this make big 
differences in employee’s lives and 
their contribution to your organization. 
Few things are more rewarding than 
seeing awards given and pictures taken 
of you handing an employee an award 
proudly displayed in homes years 
later. Let loose, use your imagination 
and love on your people and you 
might just be surprised that you are 
the one that gets the most benefit.

SECRET #5
Put a Bow on it With Core 
Values

Core Values are your secret sauce to 
attracting top level talent without breaking 
the bank. Not an old school string of 
meaningless words displayed on a plaque 
at your front office. Three to four key 
beliefs; summed up in a word or two each. 
The guiding principles that provide your 
company’s special brand of awesome. 

Shared Core Values are the rules your 
company lives by to accomplish that 
community. They are a golden thread 
that runs throughout your company. 

• Employee hiring ads
• Your website
• Your interview process
• Your employee review process
• Your on hold music/script 

for your phone system
• Who you accept as customers, 

vendors and employees

Core Values is the final secret 
that brings the first four all 
together and gives them power. 

It is impossible to get people to 
act outside of their true beliefs for an 
extended amount of time. It is far easier 
(and more enjoyable) to help people live 
out your mutual shared beliefs and values 
for the benefit of a shared larger purpose.

Mike Campion is a celebrated 
speaker, entrepreneur and author 
of I’m a Freaking Genius, Why is 
This Business So Hard?. A small 
business expert, Mike has built several 
multi-million dollar businesses, the 
most recent achieving $4.3 million 
in sales in the first 18 months. As 
the host of the “Conversations with 
a Genius” podcast, Mike imparts his 
business wisdom on his listeners. 
For more information about bringing 
in Mike Campion for your next event, 
please visit www.MikeCampion.com. 
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I hear a lot of stories from sponsorship 
seekers. Stories filled with frustration,  
anguish, and sheer desperation. Most  
of the time, all of that could have been 
avoided, if they made some different  
choices along the way. This is a story – 
and some related advice – inspired by  
the emails I’ve received from the industry.

DIARY OF A 
SPONSORSHIP 

LOSER
By Kim Skildum-Reid
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Day 1
Woo-hoo, got the permit and the new festival is on!
I know seven months isn’t a lot of time to plan and run a community festival, 

especially with only one paid employee (me) for now. The board says if I raise  
enough sponsorship, I can get some help. This is a GREAT event, so that  
shouldn’t be a problem. Onward and upward!

Day 10
Spent most of the last week working on the sponsorship prospectus. Googled  

“sponsorship prospectus” and there was tons of advice and a few templates. I’m  
really happy with how it turned out. There are dozens of places I can put  
sponsorship logos, so they’ll get heaps of exposure. Plus, they can get a booth  
at the festival and they can donate a prize.

What Went Wrong
The first mistake was googling “sponsorship prospectus template”. Anyone who 

says a sponsorship prospectus is a good idea has no clue what they’re doing.
Never, EVER send a sponsorship prospectus. These people aren’t buying shares in an 

IPO, they’re considering a marketing opportunity that they will need to leverage into 
a result. You need to write a proposal template, with a proper story arc, and then you 
need to customise it for every potential sponsor to make it about how your property 
meets their needs and is relevant to their target markets. An uncustomised prospectus 
doesn’t achieve any of that, and is a huge red flag to potential sponsors. And don’t 
think for a second that “customising” them by doing a search-and-replace to insert 
their company names all over the document will get you any further, because it won’t.

And sponsorship levels – silver gets you this and gold gets you a few more 
of the same boring, commodity benefits? Sponsors hate them. Another huge 
red flag. What’s a commodity benefit? Logos on things, tickets to things, some 
kind of hospitality, an official designation, and possibly some kind of booth.

At this point, I could list several dozen blogs that are must-reads, but 
it’s easier if you just have a look at a couple of best-of blog roundups:

• 25+ Proposal Development Resources for Sponsorship Seekers (Click Here)
• 36+ Sponsorship Sales Resources for Sponsorship Seekers (Click Here)

Honestly, though, you might be best off getting a copy of The Sponsorship Seeker’s 
Toolkit 4th Edition (Click Here), which outlines the whole process of offer and 
proposal development, including a proper sponsorship proposal template.

Day 13
I had to work late the last few nights to do it, but I’ve created a list of almost 

500 big companies that would be great sponsors. A bunch of them had email 
addresses for submitting sponsorship requests, so that makes it easy. Maybe 
a third of them have online forms to submit requests, which is a little fiddly, 
but I can get those in over the next few evenings. I found webmaster@, 
customer service, and media relations emails for the rest of them. If I address 
those emails to the Sponsorship Manager, I’m sure they’ll pass them along.

If even ten or fifteen of these come on board, we’ll be swimming in revenue!

What Went Wrong
Oh, there’s so much wrong with this!
First, sponsorship is not a numbers game. Targeting twenty or thirty sponsors 

with super-customised offers will be far more successful than targeting hundreds 
with an uncustomised prospectus that’s all about you and your need.

Second, the sponsorship manager is NOT who you should send any offer to. One  
of the primary jobs of most sponsorship managers is to be a gatekeeper. Send it to the  
brand manager or regional marketing manager, or for a smaller company, the  
marketing manager or even the GM.

Third, don’t even think about submitting your offer via an online form. That’s  
where offers go to die, as it’s just automated gatekeeping.

Last, if you think a generic company email address will bother to forward your  
pitch anywhere, you’re wrong.

Day 21
Fitting it in with my other festival work, it’s taken over a week, but I got all of the 

emails out and sponsorship request forms filled in. I’ve loaded all of the contact details 
into MS Access, so I can track all of our conversations. I’ll start doing follow-up phone 
calls in a week, which will give me some time to catch up on the operational stuff.
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Day 34
Jesus, making 500 phone calls takes a 

bloody long time, especially when I have 
to go through the switchboard and then 
get transferred through. I tried to get the 
switch to give me their names and direct 
numbers, but I didn’t get ANY of them.

And these people must be incredibly 
busy, because I never got to actually 
speak with anyone about sponsorship. 
I swear, I left 450 voicemails for the 
sponsorship manager or sponsorship 
department. (Sponsorship departments 
have their own voicemails – who knew?) 
A bunch of them had voice mailboxes 
that were already full. They must be on 
holidays. I’ll call them back in a few days.

For the other ones, reception referred 
me to their ad agency for sponsorship 
queries. That was pretty much a wild goose 
chase, as most of them kept transferring 
me from one person to another until I just 
had to leave a voicemail.

Nothing left to do now but wait 
for the phone to ring. Bring it on!

What Went Wrong
That phone is not going to ring. 

Sponsorship managers wage war on 
crappy sponsorship offers, and their 
weapon of choice is voicemail.

Because everything leading up to this 
was done so badly, they’re not going 
to engage. You’re just another of the 
hundreds or thousands of unsolicited, 
uncustomised, and totally awful 
approaches they receive every month.

Day 50
This is crazy. Nobody has called back 

at all. I did another round of calls last 
week, but still nothing. I actually started 
wondering if the phone was okay. Called 
it from my mobile and it rang. Called 
the phone company and they said there 
hadn’t been any technical issues on this 
exchange. I don’t know what to make  
of this.

Actually, I have heard back from two 
of them – emails saying that all of their 
funds were currently committed. I guess 
that’s fair, but these are companies that 
spend millions on sponsorship. Surely, 
they have enough in the budget to sponsor 
this awesome festival for $25,000.

What Went Wrong
This is the very predictable 

result of the approach taken to 
selling these sponsorships.

By the way, “All our funds are currently 
committed” is a total lie 99.9% of 
the time. They’re just trying to let you 
down easy. If your offer was compelling 
enough, they’d find the money.

Day 86
How do other events do it?? I’ve been 

persistent – god knows I’ve been persistent. 

I’ve made literally thousands of phone 
calls, leaving thousands of voicemails. 
Twice, someone in sponsorship has picked 
up my call, but I think they thought I was 
someone else. One told me she’d call me 
back, but didn’t. The other one said it took 
6-8 months for them to make a decision, 
so I should be patient.

I have received 57 decline emails. 
Almost all of them say that all their 
funds are “currently committed”. IS 
THIS SOME KIND OF CODE???

The board is panicking, because we 
need to start paying for a lot of stuff – 
hiring equipment, security, traffic control. 
The list is as long as my arm, and the 
money we’re getting from exhibitors and 
City Council won’t cover nearly all of it.

I asked the board for some help, 
because I’m getting really behind on 
operations. They said there’s no money 
for more staff right now, and that I 
should look into getting a couple of 
unpaid interns. At least that’s something.

What Went Wrong
Yes, this is code. “All our funds are 

currently committed” is code for…
“Your proposal was a total crap-heap, 

but we can’t be arsed itemising all of the 
things that are wrong with it any more 
than you were arsed creating a compelling 
proposal for us. Now, go away.”

As for taking 6-8 months to make a deci-
sion, that is also a lie. If your offer was good 
enough for them to seriously consider, they 
would get back to you within a month or so. 
It just takes them 6-8 months to get around 
to sending the “all our funds are currently 
committed” emails to the rest of you.

Day 117
The phone is my enemy. I stare at 

it, willing it to ring, and it doesn’t. I 
wonder how many times I can leave 
follow-up voicemails without appearing 
unprofessional. I had a dream the other 
night where the phone was ringing, but 
I couldn’t answer it. My hand went right 
through it, like a ghost or something.

Email isn’t much better. I’ve received 
almost 200 emails declining the 
opportunity. You guessed it: All their 
funds are “currently committed”.

This is so depressing. My wife is saying 
I’m starting to depress her! If only she knew. 
If I don’t turn this around, I’ll be lucky to 
even HAVE a job in four months’ time.

If there was a silver lining, it would 
be that not dealing with sponsors has 
given me more time to concentrate on 
operational stuff. Unfortunately, that’s 
started being largely about putting off 
payments and scaling back costs.

At least the interns are proving helpful.

What Went Wrong
Mate, you appeared unprofessional 

the moment you clicked “send” on the 

prospectus email. As for following up, 
there is a point at which you will appear 
not only unprofessional, but desperate. As 
if your approach to sponsorship putting 
your chances of success near zero weren’t 
bad enough, any air of desperation 
will make those odds even longer.

For more on this, see “How 
Long Should You Follow Up on a 
Sponsorship Proposal?” (Click Here)

Day 134
Spent all weekend reading a sales 

book my wife had lying around, 
and I’m REVITALISED! Sales is 
all about networking, it says, so 
network I’m going to do!

Day 140
Well, that didn’t work.
I blew a whole day connecting with 

second- and third-degree connections 
on LinkedIn. I was super-proactive: As 
soon as someone connected with me, I 
messaged them my pitch and a link to 
the sponsorship prospectus. 170 of them, 
and not one positive response. 64 of 
them disconnected without responding 
at all. The ones that did respond weren’t 
very nice, and a lot of them disconnected 
as well. Seven people reported me for 
spamming and I got a nasty email from 
LinkedIn.

I didn’t think it was possible, but 
LinkedIn groups was even worse. I joined 
several sponsorship groups and posted 
my pitch and link there, as well. The 
posts were reported to admins several 
times and I was removed from one group 
that called itself “a spam-free zone”. The 
only responses I got were people trying to 
pitch ME for tent hire, event management 
software, and other crap I don’t need.

This is a good event – why 
can’t people see that?!

What Went Wrong
LinkedIn is a great way to find out who 

might be the right contact to receive your 
offer. Actually pitching them out of the blue 
via LinkedIn is a very bad idea, however.

Sponsorship-oriented LinkedIn 
groups tend to have few sponsors, for 
the specific reason that there is so much 
spam. Some groups have realised how 
much sponsorship spam is hurting them 
and have a very low tolerance for it.

Either way, your pitch falls into the 
category of “crap I don’t need” and 
pitching a bunch of strangers on LinkedIn 
is not going to get you anything but scorn.

Day 145
Agencies!! I’ll target sponsorship 

consultants and agencies and get them 
to pitch the event to their clients! One 
agency will have a bunch of clients, so it 
will be super-efficient. Why didn’t I think 
of this before??
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Now that I’ve got a couple of interns 
around, they can do the research and 
send out the prospecting note with the 
link. If they reach out to a few hundred, 
that could mean the event will reach 
a few thousand potential sponsors.

Day 148
Agency people are just rude. No 

interest at all, and several of them 
sent snotty messages like I am 
somehow a pain in THEIR arse.

One consultant I contacted through her 
company Facebook page responded with, 
“Spamming won’t get you sponsorship”. 
When I replied that it wasn’t spam, she re-
plied, “Any message addressed to ‘To whom 
it may concern’ is spam”, and blocked me!

What Went Wrong
Don’t pitch agencies and consultants. 

Their clients pay them for objective, 
expert advice. They’re not going to 
abuse that relationship by pitching a 
crap proposal from a total stranger.

For more on this, see “5 Reasons 
You Shouldn’t Send Your Sponsorship 
Proposal to Consultants.” (Click Here)

PS, that consultant that 
replied, “Spamming won’t get 
you sponsorship”, was me.

Day 150
Still smarting from the arse-kicking 

I got at the board meeting yesterday. 
They think this sponsorship thing 
is EASY! I wish they could spend 
just one day in my shoes.

At least we’ve got a plan. I’m going 
to find a broker to sell sponsorship 
to the big corporates on commission, 
while I concentrate on getting 
sponsorship from local businesses.

Day 163
I’ve now done a new prospectus for 

local businesses, asking them to give 
back to the community. The top level is 
$5000 and the bottom is $500. The City 
Council has agreed to put a notice in 
their next e-newsletter to local businesses 
in a couple of weeks, and we’re going to 
email the prospectus to every business 
on the Chamber of Commerce website.

God, I hope this works.

What Went Wrong
I’ve already harped on enough 

about the folly of a prospectus and 
sending uncustomised offers to a 
big, unqualified list, but there are 
a couple of other red flags here.

The idea that companies will invest 
marketing money to “give back to 
the community” doesn’t work, even 
at the local level. If they want to give 
altruistically, they’ll do a donation to a 
local charity or community organisation, 

not back your festival. Even at the local, 
SME level, you still need to prove that this 
will work for them against their objectives.

And although the temptation to 
back-fill your sponsorship hole with 
tiny investments from local businesses 
may seem like a good Plan B, even if 
you are successful at selling some of 
these – and you probably will sell some 
– you’ll end up with a sponsorship 
portfolio full of what’s referred to as 
“rats-and-mice” sponsorships. They’ll 
bring in tiny amounts of money, but 
every one of them will be at least as 
needy and demanding as a big sponsor 
would have been. The time and effort 
you put in, and the benefits you need 
to provide, will probably outstrip 
every dollar they spend with you.

If you’re going to go to local 
businesses, the same rules apply as for big 
corporations. Sell with lots of lead-time, 
customise the offers, go to businesses that 
are sizeable enough that they can achieve 
significant results from a significant 
sponsorship, and price it accordingly.

Day 165
If nothing else, the interns are good at 

web research. They found and emailed 
140 sponsorship brokers. Most of them, 
we haven’t heard back from. The ones 
we have said that a) the festival is way 
too small for it to be worth their while 
to broker; and b) the timeframe is way 
too short. Like I don’t know that.

I’ll do another round of follow-up calls 
to sponsors tomorrow. I’ll offer them a 
huge discount. There’s got to be someone 
out there who rewards persistence.

What Went Wrong
The timeframe being too short has 

nothing to do with you running out 
of time and cash, it has to do with 
the sponsor’s requirements. You need 
to be in the market and selling far 
enough out from your event/launch/
season/etc. that the sponsor can make 
a decision, plan their leverage activities 
(often across several departments), 
and then implement those leverage 
activities BEFORE it starts.

What’s leverage, you ask? Sponsors 
don’t get results from the benefits 
you’re selling them. They get results 
from what they do with those 
benefits. Are you a fan of a sports 
team? Look at what the sponsors do: 
Social media, content creation, sales 
promotions, media promotions, 
special edition products, on-site 
events and activities at the stadium or 
arena, and so, so, so much more.

That’s all leverage, and it takes 
months upon months to plan and 
set up. Add onto that the time it can 
take for them to assess a proposal and 

say “yes”, and you should be in the 
marketplace with customised proposals 
at least six to eight months before 
launch, and the more time the better.

So, not only is the timeframe too 
short for a broker to be interested, 
it’s too short to be in the marketplace 
and trying to sell direct. And offering 
the same benefits at fire-sale pricing 
won’t get you the sale, it will just 
make you appear more desperate.

Day 190
It’s three weeks until the event and 

I’ve run out of time. I’m working a 
hundred hours a week just trying 
to ensure the festival happens. I 
can’t make any more calls.

Council pulled a few strings and got 
a few local businesses on board, for a 
total sponsorship income of $12,400. 
A local car dealership offered $5500 
for naming rights, but Council nixed 
it. It was “inappropriate”, they said. 
They had to bail us out financially, and 
said that if anyone should get naming 
rights, it should be them. I can’t really 
argue. Neither could the board, so 
Council is now naming rights sponsor.

The writing’s on the wall for me, I 
think. Sponsorship was critical to making 
the festival happen, and despite all of 
my best efforts, I couldn’t do it. Big 
companies just aren’t into community 
festivals, I guess. As soon as the event 
is over, I’ll need to look for another 
job – one with no sponsorship.

What Went Wrong
Big sponsors invest in properties at 

all levels, right down to local, as long as 
they are relevant to their target markets.

This is a new event. Making 
sponsorship a large part of the required 
revenue to run it was a big mistake. Even 
if you do everything right, sponsors 
will tend to gravitate toward more 
established properties. There are clearly 
exceptions, and some new events have 
done very well with sponsorship, but 
that should be considered an enormous 
bonus, not a requirement for making 
your event happen. Budget low, do 
it right, and consider yourself lucky 
to exceed your target in year one. 

Stay tuned to the next issue of “ie” 
magazine where Kim will share the “Top 
Ten Tips for Sponsorship Seekers.”

Kim Skildum-Reid is a sponsorship 
strategist, speaker, coach, and author of 
industry bestsellers, The Sponsorship 
Seeker’s Toolkit 4th Edition and The 
Corporate Sponsorship Toolkit. Kim 
is also the brains behind industry 
hub, PowerSponsorship.com.
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Music is a universal language, one that 
transcends time, place and language. 
It speaks to our souls with “charms to 
soothe the savage beast”. On a more 
practical level, it also entertains our 
guests and sells tickets, beer & food!! 

Behind the magical elixir of every 
successful concert, lay months of planning, 
negotiating and of course, paperwork! 

What does it take to get the artists and 
musicians you want for your audience? 

Here is an overview of our experience 
at the Canadian National Exhibition:

The Canadian National 
Exhibition (CNE)

The Canadian National Exhibition 
(CNE) in downtown Toronto is Canada’s 
largest annual fair, lasting 18 days from 
mid-August to Labour Day Monday 

every year. In 2016, we hosted more 
than 1.54 million guests on our 192 acre 
site. How do you keep them occupied 
and happy? How do you appeal to all 
demographics, because the CNE draws 
everyone…across all age groups, cultural, 
and socio-economic categories!

We have seven stages featuring music 
throughout the grounds, from jazz trios 
at our Wine and Craft Beer Garden, to 
Canada’s mid-range country bands at our 
Northern Comfort Saloon, to headline 
acts at our 80 year-old outdoor Bandshell 
Stage modeled after the Hollywood Bowl, 
with capacity of just under 10,000 people. 
All our entertainment and attractions 
are free with admission to the fair.

The Planning Cycle
We start our planning before the 

end of each year’s event. We evaluate 
the attendance, crowd reaction, 
ancillary revenue (food and beverage, 
merchandise, etc.) and any other 
indicators we observe. As an organization, 
we will decide which demographic(s) 
we will target to help boost attendance. 
We watch demographic trends including 
which cohorts are most highly populated, 
where they live, and how they attend 
our event (with friends, family etc.).

Once our demographic road map is 
in place, we start to meet with all the 
agencies … face-to-face if they have 
an office in Toronto … or by phone 
or at a convention, if they don’t. Like 
everything else, booking artists is about 
trust and relationships. Our success 
at staging concerts at the Bandshell is 
based on this “trust”, as well as on our 

To Book or Not to Book 
Navigating Through Musician’s Contracts

By Zis Parras
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first class treatment of the artists while 
they are at the CNE, make conducting 
future business much easier. 

Agencies are looking for long term 
relationships and want the best for 
their artists as well as for your venue. 
While it’s important to tread carefully, 
trust your booking agent or band 
manager, you must also look out for 
the best interests of your organization.

Sometimes you take the plunge on an 
artist/band you aren’t sure of, because 
the agent knows they are putting out 
a new album, or they are getting more 
play on radio stations or a label is 
starting to show interest in them.

We also work closely with local radio 
station partners to ensure that the artists 
we are booking are on their current 
playlists so that there is a natural fit and 
the individual stations can help promote 
the concert leading up to the event.

With our demographic road map in 
hand, the CNE seeks to offer a variety 
of genres over the 17 nights at the 
Bandshell. We categorize our offering 
into themes: Nostalgia (Seniors), 
Classic Rock (Boomers), Country, Indie, 
(Millennials), Youth Bands (Generation 
Z) and ‘80’s or ‘90’s Retro (Generation X).

The Offer Sheet
It all starts with the Offer Sheet. Get a 

sense from the booking agent what the 
fee is and how much flexibility you have, 
don’t be afraid to ask for a price range. 
And don’t be afraid to offer at the lower 
end, but remember, this is a business, 
and everyone wants to make a buck. If 
you are going to offer at the lower end 
of the range, be sure you can justify that 
offer, again, the artist wants to make 
money and the agent wants his cut. Do 
you charge a separate gate admission 
for the shows, or is entry to the concert 
included in the Admission to your event? 
The fact that the CNE shows are free 
with admission is advantageous to us; 
we don’t have to negotiate percentage of 
gate in our offer. It can also work against 
us however, since some artists insist on a 
percentage of the ticket revenue; in this 
case, it can be difficult to achieve a deal.

What time of the year is your event? 
Can you be part of a routing? These 
circumstances can affect your offer. We 
often remind agents that the exchange 
rate between the U.S. dollar and the 
Canadian dollar is 25% - 30%.

Also, importantly, is that artist/band 
worth the money? You have to make 
that decision based on the performer, 
your community, your audience and 
your needs. The music industry has 
always had “one-hit” wonders. We begin 
contracting in January for an August 
event. What’s “hot” in January may 

disappear off the map by August. At the 
same time, an artist or band that is just 
making its way through the charts in the 
winter or spring may win an award and 
take off. We’ve been affected once with 
the “one-hit-wonder” phenomenon, 
but more than a few times with the 
“up-and-comers” success story. The latter 
will come to you at a better price and you 
can look like a “forward-thinking” event 
that could foresee the rise of this star!

Add Your Own Rider
We also add our own rider to the 

offer sheet, noting that our rider is part 
of the offer, and if the offer is accepted, 
so is our rider. Our Rider includes: 
• Fees (see notes above)
• Accommodations & Travel (flights 

and local transportation) 
❍ You can usually negotiate 

accommodation requirements. If 
you have a deal or sponsorship with 
a local hotel, make that hotel part 
of your offer. You may shake your 
head when a four-piece band needs 
eight rooms, but remember there 
is usually an entourage of tech/
production managers, tour manager, 
merchandise seller, roadie and more 
if the artist is more established or 
very popular. If the number seems 
way out of whack, ask (respectfully) 
for a breakdown. If you are part 
of a routing, sometimes the needs 
change because the crew may have 
to leave immediately after a show 
and not need accommodation.

❍ Covering travel is not usually fun. 
Performers who are touring on a 
routing will either bus in or make a 
direct flight as a group. Bands that are 
picking up a gig may be coming in 
from different parts of the continent. 
The drummer may live in California 
and wants to come in a day earlier 
to adjust to the time change, while 
the bassist lives in Texas and can 
only come in on the day of the show, 
and the vocalist insists on a specific 
airline, although they don’t fly directly 
to your town. More and more we 
offer a bit more but insist on the band 
booking their own travel. It is one 
less headache for you or your staff 
person who looks after the bands.

• Backstage Access & 
Complimentary Passes
❍  Be clear on Backstage Access (can 

anyone come backstage or do 
you limit access to the band and 
their entourage, and what about 
their cousin who lives nearby 
and wants to hang out with his 
relative, or the local sponsor?); 

❍  Specify the number of 
complimentary passes/tickets 
allocated to each performer. 

• Billing
❍  Clarify a hierarchy in terms of 

artist billing. Confirm who the 
headliner is, if there is more 
than one band/artist on stage 
and what does that mean?

• Merchandising:
❍  Our standard agreement for 

“merch” sales is: we offer a secure 
tent by the stage, they sell and 
we get 25% of gross sales.

• Radius Clause:
❍  Do you need a radius clause? The 

City of Toronto hosts hundreds 
of events and festivals all year, 
especially in the summer. The CNE 
wishes all artists well, but if they 
take a booking every weekend across 
the Greater Toronto Area, we are 
less likely to book them because 
they have been seen all summer 
long. While we are stricter about 
acts appearing before our dates, we 
do make exceptions. You need to 
know how this will affect your sales.

• Legal Jurisdiction 
❍  Regardless of where the agent’s 

office or the band’s home base is, 
we insist on operating within the 
laws of the Province of Ontario. That 
is where the show is taking place 
and where a potential incident that 
may happen, therefore the laws 
of California, for instance, have 
no relevance in this jurisdiction.

• Cancellation Policies:
❍  Every agreement has cancellation 

policies that favour the artist. Don’t 
be afraid to stand up for yourself. 
If the artist is at the venue ready to 
perform and it rains, yes we will pay 
them. As an outdoor venue we know 
we can’t control the weather, and 
it’s not the artist’s fault. If they get 

It all starts with the Offer Sheet. Get a sense 
from the booking agent what the fee is and 
how much flexibility you have, don’t be afraid 
to ask for a price range.
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drunk or eat too much at the rib fest 
and can’t perform, that is on them. 
Stand up for yourself, but be fair.

• Marketing & Media Requirements 
(types of photo, video, audio 
clips, meet & greets etc.), 
❍  All artists or their management want 

to sign off on promotional material 
and advertising, because naturally 
they want to control the artist’s image. 
But what does that mean for your 
advertising and media partnerships? 
If you can’t get sign off in time, what 
might you lose out on? Try to negotiate 
a reasonable time frame and what 
recourse do you have if they don’t 
respond within the agreed timeframe. 
If we don’t get sign off in time to get 
into an important publication and 
miss out, this could potentially affect 
our attendance. If we go ahead without 
artist sign off, what recourse does the 
artist have? Don’t be afraid to ask for 
time lines that make sense for you, or 
that you need to hear within a certain 
time or else you are free to go ahead.

❍  Determine if the artist is willing 
to do “meet & greets” and if so, 
whether they will take place 
before or after the show.

• Insurance 
❍  Lawyers are taking over our business, 

and so insurance becomes more 
important. We insist on a liability 
insurance certificate from the artist. 
Some artists also look for a certificate 
from the venue or festival, this 
cost is minimal if anything at all.

• Labour Agreements: 
❍  We operate on a unionized site and 

must conduct business accordingly. 
We must ensure that all artists and 
their parties are aware of the terms 
and conditions of these agreements.

• Technical Set Up:
❍  Our technical set up is very high 

end, but offered as a festival set 
up. We will negotiate additional 
components if we feel it adds to 
our guests experience…if we can 
create magic for a few thousand 
dollars more, then it’s worth it.

❍  Not all bands travel with all 
the instruments they require. 
You may need to supply them. 
Backline is backline. We get the 

best overall price we can and 
do our best to accommodate 
the needs of the bands.

❍  We are in an outdoor open venue, 
so we can’t promise private, 
unattended sound checks.

❍  Since we have two large screens on 
either side of the Bandshell stage 
with three camera positions – two 
cameramen and a stationery camera 
and a director and cutter, we have 
negotiated, for a small upcharge, 
with the tech crew the right to keep 
the final aired performance for our 
use. We include the right to keep the 
recording in the artist’s agreement.

• Hospitality: 
❍  There is third-party fine-dining 

restaurant right behind the 
Bandshell stage, so we have 
negotiated a very good menu at a 
very good price. The performers 
can go into a secluded dining 
area to get away from the stage; 
alternatively, the food is brought 
to the Green Room if they prefer.

❍  Since the backstage area is 
not licenced for alcohol, we 
do not allow drinking or 
alcohol backstage, regardless 
of what their rider requests.

Other Things to Keep in Mind

Security
Security is becoming more important 

and we’ve seen more contracts with security 
clauses. If you have a security plan or rider, 
attach it. If you don’t have one, create one 
or have a plan you can fall back on. You 
will be hosting thousands of guests, often 
in an outdoor venue. What if the weather 
changes? How do you control the crowds? 
Do you offer food and beverage and if you 
do what is your policy on the following: 
• Age limit?
• Bottles or cans or pour in a glass? 
• Plastic or glass? 
• How close to the stage?
• Number of guests allowed 

in the venue? etc.

Taxes & Dues
We try to keep in mind our specific 

circumstance while we go through the 
agreement and rider. For example, in 

Canada, we are obliged to withhold 
15% of the fee as a tax (there is a tax 
treaty between Canada and most other 
countries so that if a professional pays a 
tax in one jurisdiction, it is recognized 
as being paid in their home country), 
so the “tax clause” is struck out. 

Also specify who is covering taxes, 
fees, local fees, dues etc. and what 
does that mean to you and any 
precedent you may be setting.

The Red Pen
After years of learning our lessons, 

we take out our red pen and cross out 
many sections of the artist’s contract 
and rider and we approach our offers 
and negotiations like this: Everything is 
negotiable!! Be honest and upfront!!

There are certain things you can’t do, 
so say so up front, there is usually a 
simple solution or compromise. If you 
have to take a request off the table, be 
prepared to offer something similar, 
or something else. If the other side 
rejects one of your requests, expect 
the same efforts to compromise.

The Devil & the Deal Breakers
Ultimately, every so often, some terms 

are deal breakers. You may try to change 
or add clauses that the band management 
insist on retaining. They may have had a 
bad past experience, or saw another band 
affected by certain clauses, or their lawyer 
won’t change it. You have to decide 
what is most important to you and your 
event. If a certain clause will cost a few 
dollars more, but you know this artist 
will be a big draw, weigh the difference 
and make a decision. But if you can’t 
fulfill a clause or your organization’s 
policies don’t allow something, you may 
need to stop pursuing this particular 
performer. We can’t win them all.

There will always be additional clauses. 
Read the contract through carefully, or have 
your lawyer do so for you. Communicate 
with your marketing and media teams 
so they are clear on what and when they 
can promote. The artists appreciate that 
you make the effort, and you may catch 
things that you can change to your benefit. 
You can’t take any of the negotiations 
personally so don’t be afraid to speak out. 

Enjoy the Show!
After months of negotiating and 

piles of paperwork, it is finally time to 
enjoy the show! It is worth all the effort 
when you see the crowds at your concert 
swaying to the music and having fun!

Zis Parras is the Director of 
Programs at the Canadian National 
Exhibition in Toronto, Canada. Zis can 
be reached at: ZParras@TheEx.com

You have to decide what is most important 
to you and your event. If a certain clause will 
cost a few dollars more, but you know this 
artist will be a big draw, weigh the difference 
and make a decision.
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LEGACY SCHOLARSHIPS
Supporting and Educating the Festivals & Events Industry Since 1993.

Application Deadline: June 30, 2017

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. Includes the states 
of NY, CT, RI, PA, NJ, DE, MD, DC, and WV. 

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 Memorial 
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. 

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 in 2017. For applications and more information, visit 
the Foundation Page at www.ifea.com.

For more information about how you can sponsor an IFEA Foundation Legacy Scholarship 
contact Kaye Campbell at  +1-208-433-0950 ext 815 or kaye@ifea.com.

http://www.ifea.com/p/about/foundation/foundationlegacyscholarships
mailto:kaye@ifea.com
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Please check appropriate scholarship box
  The Nick Corda Memorial Scholarship    The Daniel A. Mangeot Memorial Scholarship    The Tennessee Festival & Event Professionals Scholarship 
  The Carolyn and Lee Crayton Legacy Scholarship    The Jean McFaddin Legacy Scholarship    The Pete Van de Putte Scholarship
  The Judy Flanagan Scholarship    The Mid-Atlantic Festival & Event Professionals Scholarship    The Joe & Gloria Vera Memorial Scholarship
  The Georgia Festivals & Events Association Scholarship    The Richard Nicholls Memorial Scholarship    The Don E. Whiteley Memorial Scholarship
  The Bill & Gretchen Lofthouse Memorial Scholarship    The Bruce & Kathy Skinner Scholarship    The Kay Wolf Scholarship
  The Mampre Media International Scholarship    The John Stewart Memorial Scholarship    The George Zambelli, Sr. Memorial Scholarship

SECTION I: APPLICANT INFORMATION  

 Mr.     Ms.     Mrs.    Full Name: _________________________________________________________________________________

Street Address:  __________________________________________________________________________________________________

City:  ________________________________________________  State/Province:  _____________________________________________

Country:  ____________________________________________  Zip Code:  __________________________________________________

Phone:  ______________________________________________  Mobile Phone:  ______________________________________________

E-mail:  __________________________________________________________________________________________________________  

  I attest that I meet the requirements of the _________________________________________________________ Scholarship.
                                                                                                                                                       (fill in name of scholarship)
I am a:
   Full Time Student (Major: _____________________________________________________________________________________ ) 

   Current Festival/Event Professional (even if on a volunteer basis)

   A Festival/Event Volunteer (For:  _______________________________________________________________________________ )

Annual Income: a) Personal $:  _______________________________  b) Household $:  ___________________________________

Which of the following best describes your ethnic background? 

   African American     Anglo/European    Asian, Pacific Islander    Hispanic, Latino, Mexican 
   Middle Eastern     Native American (First Americans)    Other: ___________________________________________ 

SECTION II: ORGANIZATION INFORMATION (Skip to Section III if you are not currently with an organization)  

Organization: _____________________________________________________________________________________________________

Street Address:  __________________________________________________________________________________________________

City:  ________________________________________________  State/Province:  _____________________________________________

Country:  ____________________________________________  Zip Code:  __________________________________________________

Phone:  ______________________________________________  Mobile Phone:  ______________________________________________

E-mail:  ______________________________________________   Fax:  ______________________________________________________  

Web Site:  ___________________________________________   Number of Annual Events:  ____________________________________

To help the Scholarship Selection Committee understand the scope of your organization’s event(s), please complete one of the  
following sections for first time or existing events.

First Time Events: 
Please attach a brief description of your proposed/new event and/or organization. 

 1) Proposed Dates: ____/____/____ 

 2) Projected Gross Revenues: $  _________________________________   Expenses: $  __________________________________  

 3) Sponsorship Revenues: Projected: $  ___________________________  Committed: $  _________________________________

Existing Events:  
 1) Year Event was Founded: _____________ 
 2) Financial History of Current Organization (most recent fiscal year): 

  a) Budgeted Revenues: $ _____________________________________

   1. Gate/Tickets: $ ________________________________________

   2. Sponsorship: $ ________________________________________    

   3. Food & Beverage: $  ____________________________________  

   4. Merchandise: $  ________________________________________  

   5. Other: $  ______________________________________________  

  b) Budgeted Expenses: $  ____________________________________  

http://www.ifea.com/p/about/foundation/foundationlegacyscholarships
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Scholarship Applicant’s Name:______________________________________________________________________________________

SECTION III: INSIGHTS AND IMPACT (To be completed by all applicants)  

The Scholarship Selection Committee would like to hear in your own words what this scholarship would mean to you. There are no
wrong answers, but along with need, the IFEA Foundation and Our Donors would also like to award scholarships to those who will 
appreciate, benefit and use the opportunity to its fullest potential. 

 
Please answer questions 1- 3 in expanded written format, using an additional typed page.

 1) In detail, describe how attending the IFEA Convention & Expo would: 

  a) Benefit You Personally

  b) Benefit Your Event/Organization

  c) Benefit Your Community

 2) What are your personal goals for the next five years?

 3) What are your industry/professional goals for the next five years?

 4) Have any other scholarships/grants/funding been provided from other resources for you to attend this convention?

  a) Yes. Please provide amount:

   1. Source of funding:  ______________________________________________________________________________________ 

   2. Purpose (hotel, transportation, etc.): ________________________________________________________________________ 

  b) No. If no, what other funding is available to you from your organization or other sources to cover travel and lodging expenses?

   _________________________________________________________________________________________________________

 5) Please attach a resume or other information, which helps to describe/support your educational background and/or
  relevant professional experience (optional for student applicants).

I certify that all information provided in this application is true and correct. If I should receive a scholarship award from the 
IFEA Foundation, I confirm that I am able to and will attend the program for which the award applies. I also agree to 
participate in IFEA Foundation activities during the program as needed and requested.

Applicant Signature:  _____________________________________________ Date: __________________________________________

FOR THOSE RECEIVING AN IFEA FOUNDATION SCHOLARSHIP  

 1. If a scholarship recipient’s financial, personal or professional status changes in such a way, so as to create a conflict with any of 
  the above requirements, the recipient must notify the IFEA Foundation immediately so that the scholarship can be released to 
  give other applicants an opportunity to attend the convention. In the event an applicant is not awarded the scholarship they 
  applied for, they will automatically be considered for any other remaining scholarship opportunities.

 2. Please be aware that it is the policy of the IFEA Foundation to publicize and promote the IFEA Foundation Scholarship 
  program by all methods possible, including the publication of the names and/or photos of scholarship recipients, in print and 
  electronic publications. By submitting this application (and the potential receipt of an award) you consent to the use of your 
  name and likeness for this purpose.

 3. Transportation, lodging and optional fees (such as CFEE and Continuing Education courses) will be the responsibility of 
  the recipient.

 4. If you are awarded an IFEA Foundation Scholarship, you will be notified by Friday, July 21st, 2017. At this time, 
  you will also be asked to complete an IFEA 62nd Annual Convention Registration.

Return your completed application and attachments by Friday, June 30, 2017 to 
IFEA Foundation Scholarship Selection Committee

c/o Kaye Campbell, CFEE at 
Email: kaye@ifea.com  or Fax: +1-208-433-9812

Questions 
Contact Kaye Campbell, CFEE at +1-208-433-0950 x815 or kaye@ifea.com

http://www.ifea.com/p/about/foundation/foundationlegacyscholarships
mailto:kaye@ifea.com
mailto:kaye@ifea.com


Resources & Networking

   

With an extensive network of members, membership with the 
IFEA not only allows you access to this professional group of your 
peers, but also provides many resources and tools to allow you to 
communicate and network with them. 

• www.ifea.com (mobile ready)
• Member Only Web Resource Access
• IFEA Facebook, LinkedIn, Twitter and YouTube sites
• Online Membership Directory
• Online Event Resource Marketplace
• Professional Industry Representation
• Global Networking Opportunities 
• IFEA Career Network
• Member Event Calendar
• Online Entertainment Showcase
• PointsMap Event Locator
• Referral Service 
• Professional Industry Services at Affordable Pricing  
• Industry Surveys and Research
• IFEA Resource Center 
• Industry Templates
• Use of the IFEA Logo for Recognition Purposes and  

Expanded Descriptions of your own Event 
• IFEA Foundation Live & Silent Auction
• Sponsorship Opportunities
• Virtual Tradeshow

Education

   

At IFEA, we believe that learning never stops, and we’re pleased to 
be able to offer a variety of ongoing opportunities to help meet 
your educational goals.

• Annual Convention
• Annual Expo
• Regional/International Events
• Webinars Series 
• CFEE Professional Certification 
• Event Management School
• Professional Publications & Resources 

 

Awards & Industry Recognition
Professional recognition by your peers can help to establish your 
event and take it to the next level. As the professional body for 
the festivals and events industry, the IFEA provides a number of 
awards that recognize quality, creativity, 
excellence, service and achievement in 
our business. 

• IFEA World Festival & Event City 
Award - Recognizing those global  
cities that have created the most  
positive environments/partnerships  
to help ensure the success of and  
maximizes the return from festivals 
and events, at a local level.

• IFEA Hall of Fame Award - Honors 
association professionals that have 
demonstrated a lifetime of excellence 
and achievement.

• IFEA/Zambelli Fireworks Volunteer 
of the Year Award - Recognizes indi-
viduals who have given unselfish and 
dedicated service to a member festival 
or event, mirroring the commitment 
of their global peers around the world. 

• IFEA/Haas & Wilkerson Pinnacle 
Awards - Honors the many outstanding 
promotional and operational initia-
tives. In doing so, the standards and 
quality of operational and marketing 
programs have been raised to new 
heights, industry-wide.

• Leadership Legacy Recognition 
Program - Recognizing individuals 
who have made a significant impact 
through their work and accomplishments in the festivals and 
events industry within their local community. 

Discounts to IFEA Programs, Conventions, 
& Resources 

    

Membership with the IFEA not only allows you access to the 
many programs, services and tools that are not always offered 
to non-members, but you are able to access them at a reduced 
member rate.

• Annual Convention & Expo - $200 discount on registration fees 
• Online Webinar Presentations - $40 discount on registration fees
• IFEA/Haas & Wilkerson Pinnacle Awards Competition -  

$15-$45 discount on each entry-depending on entry.
• Resource Center - Up to 20% Discount on publications   

IFEA Bottom-Line Member Benefits
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• IFEA World Festivals & Events City Award - $200 discount  
on entry fee

• Member Discounts to all IFEA & IFEA Affiliated Conventions, 
Seminars, Behind-the-Scenes and other Special Events

• Reduced Rates for advertising in IFEA Publications, Newsletters 
and Online Resources

• Event Management School $150 discount on registration fees
• CFEE Professional Certification Programs over $600 discount 

on registration and enrollment fees
• Member Pricing for selected ‘Association Alliance’ education 

programs 

Discounts on Industry Products
IFEA uses its group buying power to secure discounted members-
only pricing on a variety of products and services that can help 
ease bottom-line spending for your event. 

• Discounted Directors and Officers Insurance by Kaliff Insurance
• 15% discount on SESAC Music Licensing
• 15% discount on IEG’s products and Annual Conference
• 15% discount from QuickEdge™
• Up to a 30% discount on Lenovo products
• 10% discount on Office Depot products in-store and online.
• 20% - 40% discount on SCOTTeVEST active wear apparel
• Up to a 21% discount in freight shipments through UPS and YRC
• 25% discount on a dedicated PointsMap package
• Exclusive benefits on TRIPinfo.com - a top travel site  

referenced by group planners

Advocacy & Media Representation
The IFEA exists to serve the needs of the festivals & events industry. 
We are here to represent and stand by you on anything that you need. 

• Awareness - Promoting awareness of issues affecting the festival 
& event industry.

• Unified Voice - IFEA provides the industry with a unified voice 
in policymaking and legislative processes.

• Recognition - Recognizing and rewarding professionalism 
within the festivals & events industry.

• Media Representation – Providing an industry spokesperson 
on issues and hot topics that may be directly applicable to you 
and your event. 

Communication & Outreach
Getting information out to our members is important, whether it 
be industry alerts, news of our next convention, our latest webi-
nar, upcoming issues of our magazine, or tools that you can use 
to stay up to date such as our social media sites. 

• IFEA’s Website
• IFEA’s Update and Events
• IFEA’s Event Insider  
• Social Media Sites (Facebook/LinkedIn/

Twitter/YouTube)
• “ie: the business of international events” 
• IFEA’s PointsMap
• IFEA’s Event Resource Marketplace
• IFEA’s Career Network 

Financial Assistance
We understand that not everyone has it in their budget to be able 
to attend the convention or other educational seminars, which is 
why we offer financial assistance to those who qualify.

• IFEA Foundation Legacy Scholarships – Providing financial 
support to students, new professionals and financially chal-
lenged events allowing them to attend the IFEA Annual Con-
vention, regional training seminars and other special programs.

Professional Products & Services
Responding to the changing marketplace that those in our  
industry must now do business in, the IFEA has created a menu  
of cost-effective programs and resources that can help your event  
or organization succeed even in turbulent times. Take a moment  
to consider how you could maximize your return by using the 
following IFEA professional products and services. 

• Sponsorship Audit
• Economic Impact Studies
• Sponsor Summit 
• Materials Review
• Online Marketing Audit
• On-Site Consultation/Project Teams
• Phone Consultation
• Professional Facilitation Services
• Training Presentations

Special Benefits for 
Vendors & Suppliers 

At the IFEA, all members are considered equal and critical to 
the success of our industry, and vendor members have the same 
access to the full range of member benefits that festival and event 
organizations do.

• Access to Online Membership Directory 
• Event Resource Marketplace Inclusion
• Calendar of Events
• Discounts on Advertising
• Discounts on Expo Registration
• Convention Attendees Mailing  

Lists (Expo Vendors) 
• Discounts on IFEA Mailing Lists
• Sponsorship Opportunities
• IFEA/Haas & Wilkerson Pinnacle Awards Vendor Category 
• Priority Expo Booth Selection (Expo Vendors)
• Virtual Trade Show Inclusion (Expo Vendors)
• Product / Service Promotion through an IFEA Foundation 

Auction Item Donation
• Discounts for Online Entertainment Showcase Listings
• Priority Referral on Inquiries
• Opportunity to Become a ‘Bottom-Line Benefit Provider’

To view detailed descriptions of each of these benefits, go to www.ifea.com/membership 
Contact Beth Petersen, Director of Member Services

+1-208-433-0950 ext 816 or email beth@ifea.com

2603 W Eastover Terrace, Boise, ID 83706 USA - fax +1-208-433-9812 - Website www.ifea.com

http://www.ifea.com/membership
mailto:beth@ifea.com


For IFEA sponsorship opportunities, contact Kaye Campbell, Director of Partnerships & Programs  at (208) 433-0950 ext. 815 or kaye@ifea.com

ASSOCIATION ENDORSED PARTNERS

ASSOCIATION SPONSORS

ASSOCIATION SUPPORTERS

mailto:kaye@ifea.com
www.hwins.com
http://www.lantisfireworks.com
http://www.saffire.com
http://www.kaliff.com/
http://www.dixieflag.com
http://www.ifea.com/p/about/foundation
http://www.zambellifireworks.com
http://www.pointsmap.com
http://www.sponsorship.com/
http://edgeworksgroup.com/
http://tripinfo.com/
http://www.teamworkonline.com


For IFEA sponsorship opportunities, contact Kaye Campbell, Director of Partnerships & Programs  at (208) 433-0950 ext. 815 or kaye@ifea.com

ASSOCIATION ENDORSED PARTNERS

ASSOCIATION SPONSORS

ASSOCIATION SUPPORTERS

IFEA is pleased to present our 2017 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! 

 2017
   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 

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 addi-
tional charge!

Buy More, Save More
Webinar Special Offers:  
The more Webinars purchased, the 
more available for free. May com-
bine Live Webinar Presentations and 
Webinars on Demand to take advan-
tage of this special offer. (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 Mar-
keting & Communications at: nia@
ifea.com

2017 IFEA WEBINAR SCHEDULE

THURSDAY, MAY 11, 2017
A Proactive Approach to Claims, Incident Reporting  
and Cyber Liability Risks for Festivals
Andrew Vandepopulier, Producer
Mike Rea, Recreation Sales Manager
Haas & Wilkerson Insurance, Fairway, KS

THURSDAY, OCTOBER 26, 2017
20 New Ideas for Online Marketing
Cassie Roberts, Partnership & Marketing Director
Jessica Bybee-Dziedzic, Director of Partnerships, Saffire, 
Austin, TX

THURSDAY, NOVEMBER 2, 2017
We the People: The Effect of Constitutional Amendments 
and Other Laws on Events
Jeff English, CFEE, Senior Vice President/General Council
Kentucky Derby Festival, Louisville, KY

THURSDAY, NOVEMBER 9, 2017
Merchandise Strategies Built for Results
Stephen King, CFEE, Executive Director
Des Moines Arts Festival, Des Moines, IA

THURSDAY, NOVEMBER 16, 2017
Keys to a Successful Volunteer Management Program
Stephanie Donoho, CFEE, Owner
Stephanie Donoho Consulting, Honoka’a, HI

THURSDAY, NOVEMBER 30, 2017
Sponsorship Jumpstart! 45 Sponsorship Ideas  
in 45 Minutes
Gail Alofsin, Director of Corporate Partnerships
Newport Harbor Corporation, Newport, RI

THURSDAY, DECEMBER 7, 2017
17 Spectacular Special Event Trends and Ideas from 2017
Ted Baroody, President, Norfolk Festevents, Norfolk, VA

© Copyright 2017. The presentation, materials and content of these Webinars are the intellectual property of the Inter-
national Festivals & Events Association (IFEA) and the specific presenter for each webinar. They are presented for the 
educational use of each paying customer to the IFEA. Any reproduction, rebroadcast or reselling of this webinar, or the 
content contained within, by an outside party, without the expressed written consent of the IFEA is strictly prohibited.
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Thursday, May 11, 2017
11:00 a.m. – 12:00 p.m. Mountain Time

A Proactive 
Approach to 
Claims, Incident 
Reporting and 
Cyber Liability 
Risks for 
Festivals
Andrew Vandepopulier,  
Producer
Mike Rea, Recreation  
Sales Manager
Haas & Wilkerson  
Insurance, Fairway, KS

                                     
When your festival 

has a claim, whether it be a trip and fall or 
a catastrophic weather incident, you should 
always have an action plan and incident 
reporting procedure in place. We will discuss 
the areas which we find the most important 
and how to help your team prepare for these 
difficult times at your event.  Additionally, we 
will also touch on the new exposure, Cyber 
Liability, facing many of your events today, 
highlighting the risks and the best ways to 
manage this risk through contracts, reputable 
providers and insurance programs built 
specifically for Cyber Risks.

After graduating from the University 
of Central Missouri with a degree 
in Business and Education Andrew 
Vandepopulier 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, Andrew 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 26, 2017
11:00 a.m. – 12:00 p.m. Mountain Time

20 New Ideas for 
Online Marketing
Cassie Roberts, 
Partnership & Marketing 
Director
Jessica Bybee-Dziedzic, 
Director of Partnerships
Saffire
Austin, TX

                                   
Become an online 

marketing super star! 
If you are looking for a 
session jam packed with 
practical, usable strategies, 
then this one is for you! You will learn 20 
revolutionary ideas you can implement 
for your organization throughout the year, 
including social media, best mobile practices 
and more. We’ll also cover recent changes to 
online platforms so you can ensure that you 
are always using the latest best practices. Your 
“genius status” awaits!

Cassie Roberts has extensive 
experience with online marketing and 
event planning. She started working 
with Saffire in 2011 and since then, the 
company has grown from supporting 
a few great organizations in Texas to 
partnering with over 200 unique events, 
venues and destinations across the 
country. Cassie lives in Austin, TX, and if 
you’re looking to visit, can rival any tour 
guide in the city! 

Jessica Buybee-Dziedzic has a 
comprehensive background in online 
marketing, social media and website 
strategy. In 2007, she joined Wright 
Strategies, managing online projects 
for clients including KEEN Footwear, 
Nike and Frito Lay. In 2009, the Wright 
Strategies team created Saffire, providing 
events, venues and destinations with 
websites and ticketing in a simple 
integrated platform. Today, the Saffire 
team serves hundreds of clients 
nationwide. Jessica is a Partnership 
Director for the company and in her free 
time loves to travel.

Thursday, November 2, 2017
11:00 a.m. – 12:00 p.m. Mountain Time

We the People:  
The Effect of 
Constitutional 
Amendments and 
Other Laws on 
Events
Jeff English, CFEE
Senior Vice President/General Council
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 such hot topics as 
protestors, open carry, intern/volunteer labor, 
trademarks, and taking (and using) pictures 
of your patrons at events. We’ll reserve some 
time for Q&A so you can save your budget on 
those legal bills back home! 

Jeff English, CFEE, is the Senior Vice 
President and General Counsel for the 
Kentucky Derby Festival. After graduating 
from Washburn University School of 
Law in Topeka, Kansas in 2004, Jeff 
worked in politics and practiced law 
before joining the Derby Festival staff in 
2007. He is charged with overseeing all 
of the Festival’s legal issues and serving 
as its risk management officer. He also 
manages the Merchandise Department 
and serves as the President of the 
Kentucky Derby Festival Foundation, the 
501(c)3 charitable arm of KDF. He was 
named a member of the 2014 class of 
Business First’s Forty Under 40. 

Thursday, November 9, 2017
11:00 a.m. – 12:00 p.m. Mountain Time

Merchandise 
Strategies Built 
for Results
Stephen King, CFEE
Executive Director
Des Moines Arts Festival
Des Moines, IA

Winner of IFEA’s Best Overall 
Merchandise Program, the Des Moines 
Arts Festival’s merchandising program nets 
significant income as a result of a fresh and 
strategic approach. Stephen will present his 
strategy to key fundamentals of building a 
merchandise program that is built for results. 
Identifying a strategy, determining your 
market, tips on discovering what is fresh and 
current in the retail market, POS options, 
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and managing an RFP process and budgeting 
will be just some of the topics covered.

Stephen M. King, CFEE, is the 
executive director of the award-winning 
Des Moines Arts Festival® in Des Moines, 
Iowa. Projects throughout his career in 
events have garnered more than 200 
awards from the International Festivals 
and Events Association, International 
Downtown Association and numerous 
publications. Before turning his full 
attention in July of 2011 to the Des 
Moines Arts Festival®, King led Des 
Moines’ Downtown Events Group 
from 2006-2011 producing the U.S. 
Cellular® World Food Festival, Holiday 
Lights Des Moines, Skywalk Golf, and 
GuideOne ImaginEve! He arrived in Des 
Moines after serving as president/CEO 
of Celebrate Fairfax, Inc. in northern 
Virginia. Prior he was the director of 
the festivals and events division of 
Downtown Fort Worth, Inc. in Fort 
Worth, Texas, where he produced the 
MAIN ST. Fort Worth Arts Festival. King 
is a 25-year veteran of the festival and 
events industry, a Certified Festival and 
Events Executive (CFEE), Chair-Elect of 
the International Festivals and Events 
Association World Board of Directors, 
member of the IFEA World President’s 
Council and IFEA’s Foundation 
Board and instructor for IFEA’s Event 
Management School at Oglebay. He 
serves on the board of directors of Bravo 
Greater Des Moines, is a past board 
member of the National Association of 
Independent Artists and is a founding 
member of arts festival’s industry 
universal online application system, 
ZAPPlication™. 

Thursday, November 16, 
2017
11:00 a.m. – 12:00 p.m. Mountain Time

Keys to a 
Successful 
Volunteer 
Management 
Program
Stephanie Donoho, 
CFEE
Owner
Stephanie Donoho Consulting
Honoka’a, HI

This Webinar will first help event planners 
and organizers understand the reasons 
why people volunteer, and then help them 
design a successful Volunteer Management 

Program to meet those volunteers’ needs. 
During the webinar, we’ll review the steps 
of the Volunteer Management Cycle; review 
industry standards used to measure the 
Return on Investment (ROI) for a volunteer’s 
time; and explore how lessons learned 
throughout the year can be incorporated, 
to create an even stronger program moving 
forward. This webinar is a great overview 
for those new to volunteer management, as 
well as division heads, committee chairs, and 
management staff responsible for supervising 
volunteers in action.  

Stephanie Donoho, CFEE is the 
owner of Stephanie Donoho Consulting, 
which provides small business and 
non-profit management services to 
companies in the areas of: government 
relations, communications, fundraising 
and development, strategic and 
business planning, event sponsorship 
development and activation, and events 
management. Selected clients include: 
Kohala Coast Resort Association, Friends 
of Hawaii Volcanoes National Park, 
Hawaiian Legacy Tours, Visitor Aloha 
Society of Hawaii, Kona Brewfest, Duke’s 
Ocean Fest, Tiffany’s Art Agency, and the 
County of Kauai.

Prior to starting her consulting 
company, Stephanie served as the 
Tourism Specialist for the County 
of Hawaii for eight years, where 
she managed an annual budget of 
more than $1.5 million in transient 
accommodations taxes that were 
re-invested in tourism product 
development, community festivals, 
marketing and events.  Stephanie 
has a Bachelor of Arts degree in 
communications and sociology, cum 
laude, from Tulane University in New 
Orleans, Louisiana, and her CFEE from 
the International Festivals and Events 
Association.

Thursday, November 30, 
2017
11:00 a.m. – 12:00 p.m. Mountain Time

Sponsorship 
Jumpstart! 45 
Sponsorship 
Ideas in 45 
Minutes
Gail Alofsin
Director of Corporate 
Partnerships
Newport Harbor Corporation
Newport, RI

 
Get your roller skates on while Gail 

shares over 20 years of best practices and 
award-winning ideas in this fast paced, 
content rich Webinar. From KidStops to 
greyhounds in addition to creative activations 
and social savvy (both media and in person) 
– you will be ready to jumpstart your event 
with new programs and a renewed passion 
for what you do.

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

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

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

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

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

computer with a high-speed 
internet connection.

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

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

Along with the Webinar 
itself, all registered attendees 
will receive a copy of the 
presentation used for the 
webinar prior to the webinar 
start time start time.  All paid 
registrations will also receive 
the recorded version of the 
Webinar after the live Webinar 
presentation.

Thursday, December 7, 2017
11:00 a.m. – 12:00 p.m. Mountain Time

17 Spectacular 
Special Event 
Trends and Ideas 
from 2017
Ted Baroody
President
Norfolk Festevents
Norfolk, VA

What was spectacular in ’17?  Tune in to 
this Webinar as it will present research and 
highlights from around the globe showing 
you some of the most spectacular trends and 
ideas from the world of events, sports and 
entertainment.  Whether these timely trends 
and innovative ideas are from the big city 
or the small stage, they will all come to life 
for you to make your own.  Let this be the 
catalyst to planning your 2018 of eventful 
experiences!

Ted Baroody is a graduate of North 
Carolina State University, Raleigh, 
North Carolina, USA. After college he 
moved to Norfolk, Virginia to start his 
own small sports marketing company, 
Victory Promotions. After a couple of 
years of power boat racing production 
under Victory Promotions, he served 
as Marketing Director for a group of 
local radio stations in Virginia Beach, 
Virginia for 5 years. From 1996 to 2011 
he was the Director of Development 
of the not-for-profit event marketing 
company, Norfolk Festevents, Ltd. known 
as “Festevents,” and is now the President 
of Festevents. Ted also works with many 
non-profit organizations as a volunteer, 
event coordinator and as a board member 
and serves on both the IFEA World and 
IFEA Foundation Boards of Directors.
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International Festivals & Events Association • 2603 W Eastover Terrace • Boise, ID 83706 - U.S.A.
Questions: Contact Nia Hovde, Director of Marketing & Communication at nia@ifea.com or Phone: +1-208-433-0950 ext: 3, Fax: +1-208-433-9812 • www.ifea.com

2017 UPCOMING LIVE WEBINARS: To register please make your selection by checking (√) from the webinars below:

REGISTRATION CONTACT INFORMATION

Webinar Participant:  ___________________________________________________________________________________________________________  

Webinar Participant Email: _______________________________________________________________________________________________________

Organization: ________________________________________________________________________________________________________________  

Address: __________________________________________________________________________________________________________________  

City, State/Province, Zip Code: ______________________________________________________________________  Phone: _________________________

PURCHASE INFORMATION
  IFEA Member  Non-IFEA Member Total
  Association Alliance 

Individual Webinars:________Quantity X   $59 (USD)  $99 (USD)  ___________ 

Purchasing Webinars in Bulk:
BUY 3 Webinars and Receive 1 FREE   $177 (USD)  $297 (USD)  ___________

BUY 5 Webinars and Receive 2 FREE   $295 (USD)  $495 (USD)  ___________

BUY 10 Webinars and Receive 5 FREE   $590 (USD)  $990 (USD)  ___________

                TOTAL  ___________
PAYMENT INFORMATION

Select method of payment:       VISA      MasterCard      American Express       Discover      Check (make check payable to IFEA in U.S. funds)

Print Cardholder Name:  _________________________________________________________________________________________________________  

Signature: _________________________________________________________________________________________________________________

Credit Card Number: ___________________________________________________________________________________________________________  

Expiration Date: _______________________________________________ CVN Code: _______________________(MC/Visa-3 digit code back) (AMX-4 digit code front)

Upcoming Live Webinar Presentation Registration Form

Registration cost is per computer site for as many people as you can sit around your computer.
Once your registration has been submitted, you will receive an email from the IFEA confirming that you have been registered for the Webinar. The week before the  

scheduled Webinar, you will receive an email with specific instructions on how to log in for the Webinar. You will receive this email again, the day before the Webinar and the hour before the scheduled Webinar.
Webinars in Bulk offer is applicable to both Upcoming Live Webinar Presentations and Pre-Recorded Webinars On Demand.

Payment must be received in full at time of registration to participate in Webinars. No refunds on webinar registration unless notified 24 hours prior to start of webinar.

 ❍ Thursday, May 11, 2017

A Proactive Approach to Claims, Incident 
Reporting and Cyber Liability Risks for 
Festivals
Andrew Vandepopulier, Producer

Mike Rea, Recreation Sales Manager

Haas & Wilkerson Insurance, Fairway, KS

 ❍ Thursday, October 26, 2017

20 New Ideas for Online Marketing
Cassie Roberts, Partnership & Marketing Director

Jessica Bybee-Dziedzic, Director of Partnerships

Saffire, Austin, TX

 ❍ Thursday, November 2, 2017

We the People: The Effect of Constitutional 
Amendments and Other Laws on Events
Jeff English, CFEE, Senior Vice President/General Council, 

Kentucky Derby Festival, Louisville, KY

 ❍ Thursday, November 9, 2017

Merchandise Strategies Built for Results
Stephen King, CFEE, Executive Director, Des Moines Arts 

Festival, Des Moines, IA

 ❍ Thursday, November 16, 2017

Keys to a Successful Volunteer Manage-
ment Program
Stephanie Donoho, CFEE, Owner, Stephanie Donoho Consult-

ing, Honoka’a, HI

 ❍ Thursday, November 30, 2017

Sponsorship Jumpstart! 45 Sponsorship 
Ideas in 45 Minutes
Gail Alofsin, Director of Corporate Partnerships

Newport Harbor Corporation, Newport, RI

 ❍ Thursday, December 7, 2017

17 Spectacular Special Event Trends 
and Ideas from 2017
Ted Baroody, President, Norfolk Festevents, Norfolk, VA

If working towards your CFEE Cerification, each individual webinar is eligible for one CFEE Elective Credit.
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Please submit the following information for 
your nomination:

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

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

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

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

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

F. QUESTIONS:
Please contact: Nia Hovde, CFEE – 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 

recognizes those outstanding 
individuals who, through their 

exceptional work and achievements, 
have made a significant contribution 

to the Festivals and Events Industry and a 
profound difference in the communities they 

serve, both locally and internationally. The 
International Festivals & Events Association is 
now accepting nominations from its members 
for those individuals who meet this standard 
for the 2017 Induction Ceremony.

The Hall of Fame Committee will review all 
nominations and select one or more individuals 
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 62nd Annual 
IFEA Convention & Expo, September 14-16, 
2017 in Tucson, Arizona, U.S.A., where they will 
be inducted at a reception, in their honor.

NOMINATION CRITERIA
Nominations must represent a current or past 

IFEA member who has made 
substantial achievements and/
or contributions to the festivals 
and events industry. Nominees 
can be retired and represent 
any facet of our industry (i.e. 
vendor, supporter, senior pro-
fessional, etc.). (Current IFEA 
Board of Directors and Staff 
Members 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 5th, 2017

2017 Call for Inductees
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“Recognizing the best in city-event 
leadership and partnerships around 
the world.”

IFEA WORLD
FESTIVAL & EVENT CITY©

                         AWARD PROGRAM

http://www.ifea.com/p/industryawards/worldfestivalandeventcityaward


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 recipient 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; Krakow, Poland; Philadelphia, Pennsylvania, USA; Greater Palm  
Springs - CA, 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 10, 2017
• 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 Monday, August 14, 2017. Notification 
will go to the primary contact listed on the 
entry application. 

• The 2017 IFEA World Festival & Event 
City Award© will be presented during the 
IFEA’s 62nd Annual IFEA Convention & 
Expo, Date and Location TBD. Each recip-
ient city will be highlighted in a brief video 
presentation at the award ceremony 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 2017 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. An individual photograph representing your 
city - preferably of a festival setting within 
your city (at 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 Fes-
tival & Event City Award© recipient entries, 
go to: www.ifea.com / Industry Awards / 
World Festival & Event City Award / Past 
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 - preferably of a festival setting within your 

city (at 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 and Event City Award / Past 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. Green Initiatives: What assistance does the city offer to encourage and support green initiatives by festivals & events?
i. City Provided Festival and Event Training Programs  

(For example: Marketing, Planning, Budgeting, Risk Management, Alcohol Service, City Department Introductions, Professional  
Certification, etc.)

j. 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 

(For example: special discounted rates for use of a local performing arts venue; provision 
of ticketing services, etc.)

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?)



2016 IFEA World Festival & Event City Award Recipients 
• Coffs Harbour, New South Wales, Australia
• Dubai, United Arab Emirates
• Greater Palm Springs, California, United States
• Krakow, Poland
• Newcastle, New South Wales, Australia
• Philadelphia, Pennsylvania, United States
• Sydney, New South Wales, Australia
• Taupo-, Waikato Region, New Zealand

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 10th, 2017
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 - preferably of 

a festival setting within your city (at 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?

http://www.ifea.com/p/industryawards/worldfestivalandeventcityaward
mailto:nia@ifea.com
mailto:nia@ifea.com
mailto:leslie@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 
2017 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 62nd Annual 
IFEA Convention & Expo, September 14-16, 2017 
in Tucson, Arizona, U.S.A. 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 releases, available on request. The finalist will be 
featured in a future issue of “ie” magazine, and each 
semi-finalist will receive a certificate of recognition.

Volunteer nominations submitted for the 2016 Award 
may be carried over into the 2017 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

http://www.ifea.com/p/industryawards/volunteeroftheyearaward
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 2016 
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, CFEE, Director of Marketing & Communications at nia@ifea.com

G. QUESTIONS: 
Please contact Nia Hovde, CFEE, 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 5, 2017

* Pixels Per Inch   ** Pixels Per Centimeter

2017 CALL FOR NOMINATIONS
Please submit the following 

information for your nomination.

mailto:nia@ifea.com
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Leadership Legacy Nomination Criteria
Leadership Legacy nominees must represent 
a current or past IFEA Member. Nominees can 
be retired and/or represent any facet of our 
industry (i.e.: vendor, supporter, event profes-
sion, senior professional, etc.)

Please Submit the Following Information 
for a Leadership Legacy Nomination.
Nominees may have someone else submit a 
nomination on their behalf, or are able to nomi-
nate themselves.

Leadership Legacy Nominee Contact 
Information
Name, Title
Organization
Address, City, State, Zip, Country
Phone, Fax, Email

Leadership Legacy Nominee Questions
Please answer each of the following questions 
citing specific examples using no more than 
500 words per answer.

1. Explain the impact through their work 
and accomplishments the candidate 
has made in the festival and event 
industry within the local community. 

2. Describe the level of involvement the 
candidate has had with the IFEA during 
their career. 

3 .  Submi t  a  genera l  overv iew o f  the  
candidate’s career including organizations 
worked for, positions held, titles, awards etc. 

Entry Format:
Please email the nomination in a word Document.

Submit Entries to:
Nia Hovde, CFEE, Vice President/Director of 
Marketing & Communications at nia@ifea.com.

Questions:
Please Contact Nia Hovde, CFEE, Vice 
President/Director of Marketing &Communications 
at Email: nia@ifea.com or Phone: +1-208-
433-0950 ext: 3.

Deadline:
Nominations may be submitted at any time during 
the year. Leadership Legacy Recipients will be 
featured in the January, April, August and October 
issues of IFEA’s “ie” Magazine. “ie” Magazine 
deadlines can be found at http://www.ifea.com/p/
resources/iemagazine/publishingdeadlines.

IFEA World
International Festivals & Events Association

The I FEA Leadership Legacy 
Recognit ion Program recognizes 
individuals who have made a signif-
icant impact through their work and 
accomplishments in the festivals 
and events industry within their own 
town/city/community. Someone who 
may not necessarily have the inter-
national impact that the IFEA Hall 
of Fame Award calls for, but has 
accomplished great things within 
their own town/city/community.  

Throughout the year, up to four 
Leadership Legacy recipients will be 
selected by their peers from nomi-
nations received. Each recipient will 
be recognized through a feature in 
an issue of IFEA’s “ie” Magazine – 
specifically in January, April , August 
and October. This is an ongoing 
recognition program throughout the 
year, nominations can be accepted 
at any time. “ie” magazine deadlines 
can be found at  www.ifea.com.

LEADERSHIP
LEGACY

RECOGNITION PROGRAM

2017

http://www.ifea.com/p/industryawards/leadershiplegacy
mailto:nia@ifea.com
mailto:nia@ifea.com
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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 62nd Annual IFEA Convention 
& Expo, 

Gain the recognition your event deserves…

2017 IFEA / Haas & Wilkerson

Pinnacle Awards
Competition
Call for Entries

      Summer 2017           IFEA’s ie: the business of international events    89

http://www.ifea.com/p/industryawards/pinnacleawards
www.hwins.com


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

MONDAY, JUNE 19, 2017
 ❍ Entries received on or prior to June 19, 2017 will receive the 
Member early bird rate of $35 per entry or $100 per Grand 
Pinnacle Entry or the Non-Member earlybird rate of $70 per 
entry or $200 per Grand Pinnacle entry depending on IFEA 
Membership status.

• FINAL ENTRY DEADLINE: 5:00 p.m. (MST), MONDAY,  
July 17, 2017

 ❍ Entries received between Tuesday, June 20, 2017 and 
Monday, July 17, 2017 will receive the Member final entry 
rate of $40 per entry or $125 per Grand Pinnacle Entry or 
the Non-Member earlybird rate of $90 per entry or $250 
per Grand Pinnacle entry depending on IFEA Membership 
status.

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

between July 19, 2016 and July 17, 2017.
• 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, 

40-71) means that the entry should be submitted in some sort of 
bound format in order to keep all the materials together. For ex-
ample, 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 40-71, 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. If submitting one or more entries from categories 
1 or 40-71, please include all entries on the same single USB 
Thumbdrive 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 2017 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, 40-71 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.

• Scores will be available upon request.
• 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 by Wednesday, August 16th, 2017. 
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 notification email, please contact nia@ifea.com.

• The 2017 IFEA/Haas & Wilkerson Pinnacle Award winners will 
be announced at the 62nd Annual IFEA Convention & Expo.  
All winners will receive an email on the evening of the Awards 
Presentation which will include a complete list of winners, press 
release, logos, etc.  This email will go to the primary IFEA Mem-
ber 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 catego-
ry must register at least one person for the 62nd Annual IFEA 
Convention & Expo, or arrange for a representative to accept any 
award won on your behalf.

• Gold winning entries will be on display during the 62nd Annual 
IFEA Convention & Expo.

• Winning entries will also be available to view at www.ifea.com 
shortly after the 62nd 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 / 2017 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 / 2017 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, 40-71) 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 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, 40-71?
• 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, 40-71, 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 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, 40-71 that require a lot of 
work to create… if you have time, make 2 copies! What better 
way to keep a record of what you did each year not only at your 
event, but also for the next year’s Pinnacles! 

• Remember the eligibility period for the pinnacles. Entries must 
have been produced and/or used for the first time between July 
19, 2016 and July 17, 2017. 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, 40-71 (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, CFEE, Director of Marketing & Communica-

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

Industry 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 Thumb-
drive. Attach Thumbdrive to overall payment form. If submitting one 
or more entries from categories 1 (or 40-71), please include all 
entries on the same single USB 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.

• Grand Pinnacle entry must score a minimum of 80 points or higher 
to be considered as a Gold, Silver or Bronze winner.

• 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 62nd Annual IFEA  
Convention & Expo.  
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 PROMOTION
(Include video on a thumbdrive or submit online link. 
Clearly print or type link on entry form under section 3.) 

6) BEST RADIO PROMOTION 
(Ad Spot or PSA)

ENTRY INFORMATION FOR CATEGORIES 2-7:
• Submit categories 2-6 each on an individual Thumbdrive. Only 

one entry per Thumbdrive. 
• Each TV/Video entry should be viewable in Windows Media 

Player or QuickTime.
• All Radio entries should be submitted on a Thumbdrive and 

should preferably be submitted as a wave file, MP3 file or WMA.
• Please clearly label each Thumbdrive, with Organization Name 

and Category number, and attach entry form. 
• Only one video/radio spot per Thumbdrive. 
• Submit EACH entry SEPARATELY. 
• DO NOT combine multiple entries on Thumbdrive. 
• These are standalone items and no written information  

is required.  

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 7-14:
• For categories 7-14, 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

13) BEST SINGLE DIGITAL/SOCIAL AD
(Submit link to view ad online - clearly print or type link on 
entry form under section 3.)

14) BEST DIGITAL/SOCIAL AD SERIES
(Submit a maximum of 5 ads.) (Submit link to view ads 
online - clearly print or type link on entry form under 
section 3.)

      Summer 2017           IFEA’s ie: the business of international events    93



PROMOTIONAL PRINTED ENTRIES

15) BEST EVENT PROGRAM 
(For programs that are provided during festival or event.)

16) BEST NEWSPAPER INSERT / SUPPLEMENT

17) BEST PROMOTIONAL BROCHURE 
(For brochures that are sent out prior to the festival or event to 
promote the event.)

18) BEST MISCELLANEOUS PRINTED  
MATERIALS (MULTIPLE PAGE)

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

19) 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.)

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

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

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

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

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

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

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

27) BEST EVENT PROMOTIONAL  
PHOTOGRAPH

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

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

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

ENTRY INFORMATION FOR CATEGORIES 15-18: 
• These are stand alone items and no written information is 

required.
• Submit each entry in original format if possible
• Submit categories 15-18 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 19-28: 
• Submit categories 19-24, 27-28 each mounted on a single, black 

display board with a maximum of 2 inch margins.
• Submit categories 25-26 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

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

31) 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 30-31:
• Submit categories 30-31 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?

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

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

34) BEST HAT

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

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

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

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

39) BEST GIVE-AWAY ITEM
(For merchandise items that are given out at festival/
event and are not for sale, i.e. - Race medals, T-Shirts, 
Beverage Mugs, etc.)

ENTRY INFORMATION FOR CATEGORIES 32-39:
• Submit actual merchandise items for categories 32- 39 

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?

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

40) 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.)

41) 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 40-41: 
• Submit category 40-41 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 Thumb-
drive. Attach to overall payment form. If submitting one or more 
entries from categories 1 or 40-71, please include all entries on the 
same single USB 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

42) 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 42:
• Submit category 42 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 Thumb-
drive. Attach to overall payment form. If submitting one or more 
entries from categories 1 or 40-71, please include all entries on the 
same single USB 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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SPONSORSHIP ENTRIES

43) 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.

44) 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.

45) 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 43-45:
• Submit category 43-45 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 
Thumbdrive. Attach to overall payment form. If submitting one 
or more entries from categories 1 or 40-71, please include all 
entries on the same single USB 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 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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46) 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.

47) BEST GREEN PROGRAM
(For festivals/events with implemented green/recycling 
programs 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 46-47:
• Submit categories 46 & 47 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 Thumb-
drive. Attach to overall payment form. If submitting one or more 
entries from categories 1 or 40-71, please include all entries on 
the same single USB 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 provided? 
• Have all requirements been met?

FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES

CATEGORIES
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48) BEST PARADE 
For parades that are stand-alone parades or part 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, background, purpose and objective of Parade
b. Introduction and background of overall festival/event, if Parade is part 

of a larger festival/event (if applicable)
c. Tie-in of Parade to main festival/event (if applicable)
d. Target audience / attendance of Parade
e. Number and type of entries in Parade
f. Overall revenue and expense budget of Parade
g. Duration of Parade (start to finish) and years Parade has been in 

existence
h. Activities planned before, during and after Parade
i. Description of sponsor / charity / volunteer / school / other group 

involvement with Parade and benefits to each (if applicable)
j. Community involvement and impact of Parade
k. What makes the Parade unique and creative?
l. Overall effectiveness / success of Parade
2. Supporting Question – Answer question listed to the right, here
3. Supporting Materials – Place at the end of the entry.

49) BEST EDUCATIONAL PROGRAM
(For festivals/events who have a specific educational com-
ponent 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 / curricu-

lum
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.

ENTRY INFORMATION FOR CATEGORIES 48-49: 
• Submit categories 48-49 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 Thumbdrive. 
Attach to overall payment form. (If submitting one or more entries from 
categories 1 or 40-71, please include all entries on the same single 
USB 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 cre-
at-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 provided? 
• Have all requirements been met? 

FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES
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FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES

50) 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.

51) 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.

52) 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.

ENTRY INFORMATION FOR  
CATEGORIES 50-52:
• Submit categories 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 Thumbdrive. Attach 
to overall payment form. If submitting one or more 
entries from categories 1 or 40-71, please include 
all entries on the same single USB 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?

CATEGORIES
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53) 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.

54) 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

55) 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 53-55:
• Submit categories 53, 54, 55 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 Thumbdrive. Attach to overall 
payment form. If submitting one or more entries from 
categories 1 or 40-71, please include all entries on 
the same single USB 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, Recruit-
ing materials, evaluation forms, signage, etc.)

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

 ❍ Supporting photographs
 ❍ Measurable results: tangible & intangible 

4. Judging Criteria: (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
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CATEGORIES
FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES

56) 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.

57) BEST NEW PROMOTION ACTIVITY
(Entry should focus on a specific promotion done by festival/event/vendor/supplier to 
promote 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.

58) BEST NEW ATTENDEE SERVICE 
(Any product or service designed with the intent of enhancing the attendee experi-
ence 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.

59) 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 56-59:
• Submit categories 56-57-58, 59 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 Thumbdrive. Attach to overall 
payment form. If submitting one or more entries from 
categories 1 or 40-71, please include all entries on 
the same single USB 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?



60) BEST OVERALL MERCHANDISING 
PROGRAM
(Entry should focus on the entire merchandising pro-
gram 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 60:
• Submit category 60 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 Thumb-
drive. Attach to overall payment form. If submitting one or more 
entries from categories 1 or 40-71, please include all entries on 
the same single USB 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

61) 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 61:
• Submit category 61 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 
Thumbdrive. Attach to overall payment form. If submitting one 
or more entries from categories 1 or 40-71, please include all 
entries on the same single USB 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?
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CATEGORIES
MEDIA RELATIONS ENTRIES For effective media campaigns that generated news coverage, instead of paid or donated advertising time.

62) 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.

63) 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.

ENTRY INFORMATION FOR CATEGORIES 62-63:
• Submit categories 62, 63 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 Thumb-
drive. Attach to overall payment form. If submitting one or more 
entries from categories 1 or 40-71, please include all entries on 
the same single USB 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?

 104  IFEA’s ie: the business of international events Summer 2017



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

64) 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.

65) BEST SOCIAL MEDIA CAMPAIGN
Overall social media campaign used to promote a  
festival, event, parade, 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 
b. Description, purpose and objective of Social Media Campaign
c. Social Media Platforms used (please provide up to 5 screen-

shots of each platform used)
d. Social Advertising used (please provide up to 5 screenshots of 

each social advertising used)
e. Target Audience for Social Media Campaign
f. Editorial Calendar and Timeline for Campaign
g. Examples of Hashtags, Contests, Polls & Quizzes etc., used 

during Campaign
h. Additional Media exposure received from Social Media Campaign
i. Estimate of revenue and/or attendance increase as a result of 

Social Media Campaign
j. Analytics Overview (Listing Demographics, Impressions, Shares, 

Mentions etc.)
k. What makes the Social Media Campaign unique and creative?
l. Overall effectiveness / success of Social Media 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 64-65: 
• Submit categories 64, 65 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 Thumb-
drive. Attach to overall payment form. (If submitting one or more 
entries from categories 1 or 40-71, please include all entries on 
the same single USB 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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66) 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 program was founded & time frame 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 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 program was founded & time frame 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.

68) 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 program was founded & time frame 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 66-68:
• Submit categories 66, 67, 68 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 
Thumbdrive. Attach to overall payment form. If submitting one 
or more entries from categories 1 or 40-71, please include all 
entries on the same single USB 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 the Degree from the year 

before? Were your updates/changes successful? Please pro-
vide 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
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69) 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 program was founded & time frame 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.

70) 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 program was founded & time frame 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.

71) 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 program was founded & time frame 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 69-71:
• Submit categories 69, 70, 71 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 
Thumbdrive. Attach to overall payment form. If submitting one 
or more entries from categories 1 or 40-71, please include all 
entries on the same single USB 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 the Degree from the year 

before? Were your updates/changes successful? Please pro-
vide 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 PROGRAMSEDUCATIONAL INSTITUTIONS OFFERING EVENT MANAGEMENT PROGRAMS



ENTRY FORM REQUIREMENTS

•    PAYMENT: Submit one overall entry form with total payment - list all 
entries submitted on this form. (Be sure to complete sections 1 & 4.)

•    ENTRIES: 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 sections 1, 2, 3 on each entry form.) Be sure payment 
information is NOT filled out on these copies.

• Please PRINT or TYPE all information as information from this 
form will be used for any awards if won.

• Please email a high resolution copy of either your organization  
or event logo (Only one logo will be used.) to nia@ifea.com -  
subject “2017 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 #: ____________________________

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 $100,000       $100,000 - $500,000       $500,000 - $1.5 Million        over $1.5 million  

3. ENTRY INFORMATION (Required for each entry) 
Category Name (required): _____________________________________________________________  Category Number (required): ________________

Name of Event (if different from organization):  ________________________________________________________________________________________

Name of Program / Program Sponsor / Vendor, etc. - if applicable: _______________________________________________________________________  

Entry Link for Categories 7-14: ____________________________________________________________________________________________________

Entry Description: _______________________________________________________________________________________________________________ 
Provide brief identifying description for each entry. This helps to identify your entry if you enter 2 or more entries for the same category.  

 
4. PAYMENT INFORMATION                     Complete section 4 ONCE (along with section 1). Attach payment for all entries combined. 
Entries received with payment by 5:00 p.m. June 19, 2017 (MST) will receive the Member early bird rate of $35 per entry or $100 per Grand Pinnacle 
Entry; or the Non-Member early bird rate of $70 per entry or $200 per Grand Pinnacle entry, depending on IFEA Membership Status. Entries received 
between June 20, 2017 and July 17, 2017 will receive the Member final entry rate of $40 per entry or $125 per Grand Pinnacle entry; or the Non-Member 
final entry rate of $80 per entry or $250 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 19, 2017) (June 20 - July 17, 2017) (June 19, 2017) (June 20 - July 17, 2017) 

Grand Pinnacle:  $100 x _____= $_______  $125 x _____= $_______  $200 x _____= $_______  $250 x _____= $_______

Pinnacle Entries:  $35 x _____= $_______ $40 x _____= $_______  $70 x  ______= $_______ $90 x ______= $ _______
(Categories 2-71)

TOTAL CATEGORIES ENTERED: Please list which categories you are entering and how many of each so we are able to confirm all of your entries have arrived.

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

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 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
2017

RELEASE AND USAGE

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

http://www.ifea.com/p/industryawards/pinnacleawards
www.hwins.com
mailto:nia@ifea.com
mailto:nia@ifea.com
mailto:nia@ifea.com
http://www.ifea.com
http://www.ifea.comAWARDS2017RELEASE


MARKETPLACE
Continued from page 32BANNERS/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.

COSTUMES
HISTORICAL EMPORIUM - Historical Emporium specializes in authentic, durable, high  
quality historical clothing and accessories. Victorian, Edwardian, Old West and  
Steampunk for men and women. Since 2003. Contact: Noel Matyas;  
Address: 188 Stauffer Blvd, San Jose, CA 95125-1047; Phone: (800) 997-4311;
Email: amusement@historicalemporium.com; Website: www.HistoricalEmporium.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: www.lantisfireworks.com.

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

INSURANCE
HAAS & WILKERSON INSURANCE – Over 50 years experience in the 
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.

KALIFF INSURANCE - We insure the serious side of fun! Founded in 1917, 
Kaliff is celebrating 100 years of providing specialty insurance for festivals, fairs, 
parades, rodeos, carnivals and more. Contact: Bruce Smiley-Kaliff; Address: 
2009 NW Military Hwy. San Antonio, TX  78213-2131; Phone: 210-829-7634;
Email: bas@kaliff.com; Website: www.kaliff.com.

K & K INSURANCE – For 60 years, K & K insurance has been recognized as the leading 
provider of SPORTS-LEISURE & ENTERTAINMENT insurance products. Contact: Mark 
Herberger; Address: 1712 Magnavox Way, Fort Wayne, IN 46804; Call: 1-866-554-4636; 
Email: mark.herberger@kandkinsurance.com. 
Website: www.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 - Saffire is award-winning software providing events & venues with 
beautifully designed, online event destinations, including integrated content 
management, mobile, social, ecommerce, email and more. Contact: Kendra 
Wright; Address: 248 Addie Roy Rd, Ste B-106, Austin TX 78746-4133; Phone: 
512-430-1123; Email: info@saffireevents.com; Website: www.saffireevents.com.

PUBLICATIONS
TRIPInfo.com - The site used by 30,000 tour operators, group leaders and travel agents 
each month, to book their group travel. Travel professionals spends more time on tripinfo.
com than any other travel site. Address: 3103 Medlock Bridge Rd, Norcross, GA 30071-5401; 
Phone: 770-825-0220; Email: mark@tripinfo.com; Website: www.tripinfo.com.

more attendees, promote inclusion, and spread the good vibe 
among all of your patrons, employees, and the community.

If you would like a free copy of “A Checklist for Outdoor 
Festivals,” write to Laura@EveryonesInvited.com with your 
name, title, organization, and website. I do not share my list.

 Laura Grunfeld writes a regular column helping producers 
make their events accessible to people with disabilities. Sug-
gest topics to her by writing to Laura@EveryonesInvited.com. 
She has worked many festivals across the nation and read-
ers can learn more about her event accessibility consulting, 
training, and production company at www.EveryonesInvited.
com. www.linkedin.com/in/lauragrunfeld, www.youtube.com/
lauragrunfeld. www.facebook.com/everyones.festival, www.
instagram.com/everyonesfestival.

      Summer 2017           IFEA’s ie: the business of international events    109

www.historicalemporium.com
mailto:sales@dixieflag.com
http://www.dixieflag.com
mailto:amusement@historicalemporium.com
http://www.HistoricalEmporium.com
mailto:lantispyro@yahoo.com
http://www.lantisfireworks.com
mailto:steve@fabulousinflatables.com
http://www.fabulousinflatables.com
mailto:carol.porter@hwins.com
http://www.hwins.com
mailto:bas@kaliff.com
http://www.kaliff.com
mailto:mark.herberger@kandkinsurance.com
http://www.KandKinsurance.com
http://www.PointsMap.com/SLAF
http://www.PointsMap.com/SLAF
http://www.PointsMap.com/WichitaRiverFest/
mailto:jerryw@videoideas.com
http://www.pointsmap.com
mailto:info@saffireevents.com
http://www.saffireevents.com
mailto:mark@tripinfo.com
http://www.tripinfo.com
mailto:Laura@EveryonesInvited.com
mailto:Laura@EveryonesInvited.com
http://www.EveryonesInvited.com
http://www.EveryonesInvited.com
http://www.linkedin.com/in/lauragrunfeld
http://www.youtube.com/lauragrunfeld
http://www.youtube.com/lauragrunfeld
http://www.facebook.com/everyones.festival
http://www.instagram.com/everyonesfestival
http://www.instagram.com/everyonesfestival


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



