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IFEA PRESIDENTS LETTER BY STEVEN WOOD SCHMADER, CFEE

It has been just one month since the tragic shootings at the 
Route 91 Harvest Festival in Las Vegas on October 1st. In 
the short four weeks that have followed, we, like many others 
in our field, have discussed and debated what occurred; we 

have expressed our heartfelt sympathies to all those affected 
by that terrible night; and we have recognized and thanked 
the multiple heroes who, thankfully, stepped up in the midst of 
the chaos…police, medical personnel, friends, strangers, hotel 
security staff, and more…to protect, treat and comfort those 
at the Festival, both during and following this horrific ordeal. 

But beyond what have become almost obligatory, routine steps, 
I am discouraged at how quickly our industry, our governments, 
our media and our society, tire of a topic – even one this shocking 
and disturbing - and are willing to/allow us to move on, without 
any concrete actions or expectations that may help to minimize 
or prevent future such occurrences. As after other similar and 
far too prevalent events, our politicians and lobbying groups 
(such as and including the National Rifle Association – NRA) do 
their predictable dance of demanding change - with the other 
side denying the value of such change; claiming the excuse 
of ‘not the right time’ for larger, bipartisan and more focused, 
national and international discussions, without ever identifying 
those ‘right times’ and setting a plan in place to ensure that 
happens; but instead, quietly allowing the fervor to fade away 
into the mist of time, quickly replaced by other headlines and 
crisis, waiting until the next tragedy to do it all again. Remarkably, 
that entire dance has taken just about a month, following the 
largest mass shooting in the history of the United States. 

Until we can find an answer to this unacceptable gridlock 
and lack of concern by those in elected positions (a 
self-inflicted conclusion, based upon historical lack of action), 
we must commit to ourselves, as a worldwide industry, to 
do whatever we can, within our own realms of control and 
influence, to ensure the safety of our events and audiences.

The IFEA has started a new Safety & Security / Risk 
Management Resources page on our web site at www.ifea.com, 
currently populated by our friends and partners at the Department 
of Homeland Security (DHS), Safety Set Consulting in New 
Zealand, Event Risk Management Solutions, LLC, and those of 
you who have offered to share your own resources, templates, 
etc. for reference by your peers (if you have additional resources 
to share, please send them to the attention of Nia Hovde nia@
ifea.com). We have opened new dialogues with the Event Safety 
Alliance, who, since the terrible stage collapse at the Indiana 

State Fair in 2011, have been consciously spear-heading the 
promotion of life safety first as a priority in the live events industry. 

We continue our provision of risk management training sessions 
at our annual conventions, in selected cities, on-line through our 
IFEA Webinar Series, as part of our Event Management School 
(in partnership with the National Recreation & Parks Association), 
and within our professional certification program (CFEE – Certified 
Festival & Event Executive). We have, and will continue, to track 
and provide access to global media coverage of lessons learned 
from Las Vegas and other global incidents through our weekly IFEA 
Event Insider. We have added regularly reoccurring columns and 
topic-specific articles in our quarterly magazine, ie: the business of 
international events. And, in 2018, we are getting ready to launch 
a new IFEA Safety Audited Event program, that will help events, 
around the world, to ensure that they have taken all reasonable 
precautions to protect their attendees and stakeholders. 

On your own home front, please do not let this conversation go 
quiet. While there are no new guidelines to prevent what occurred 
in Las Vegas, there are plenty of lessons learned and raised from 
this tragedy. Recommit your event at every level – your staff, 
your volunteers, your boards, your sponsors, your vendors, your 
technicians, et al. – to ensure a safe and memorable experience 
for everyone. Revisit your current risk management plans; fill in 
any action or communication gaps that may need filling; plan 
for table-top exercises to ensure that everyone knows your 
plan: relook at your event site through new eyes; and rethink 
how you can prepare your audiences – before and during 
your event – for any possible (even if unlikely) occurrence. 

As unconventional as it might sound, think like an airline. Tell 
attendees before they arrive what they can and cannot bring with 
them; what security measures they can expect when they get there; 
and encourage them to arrive early to avoid any delays. Make sure 
your exits are clearly identified and marked. Assign all staff and 
trained volunteers what to do/communicate and when, in the event 
of any type of unexpected ‘turbulence.’ And, maybe start off your 
main events by communicating – from stage – what to do ‘in the 
unlikely event of an emergency.’ Point out the exits; tell them who 
they should listen and respond to; make them stop – for just a 
minute – that may save lives if the oxygen masks ever drop during 
your event. If we all did that, at every event, on a regular basis, it may, 
over time, take away the fear and replace it with a new assurance 
that our events are watching out for their safety from every angle. 

Moving forward, I would rather add and repeat words of 
guidance, then express any more words of condolence.

EMERGENCY…
IN THE UNLIKELY EVENT OF AN
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IFEA WORLD BOARD BY STEPHEN KING, CFEE

My journey into the festivals and events industry started 
24 years ago. It wasn’t what I thought I would be doing 
with my life and now I can’t imagine doing anything 
else. To find myself at the end of this year serving as 

the chair of the International Festivals and Events Association is 
somewhat surreal and something for which I will be forever grateful. 
I carry a deep appreciation for this organization and the people 
who bring celebration to communities throughout the world. 

Our industry recently gathered in Tucson for the 62nd 
Annual IFEA Convention, Expo & Retreat. We were gifted 
with remarkable presentations and the opportunity to steal 
several new ideas. I have many highlights from the weekend, 
including a fantastic IFEA Foundation Party & Live Auction 
and Kendra Wright’s closing session. Highest among them 
was experiencing the analysis of Ottawa 2017 by our good 
friend and the event’s Executive Director, Guy Laflamme. Never 
have I been to a convention where those attending responded 
to a presentation with a sustained standing ovation. 

We all emerged from the 2017 Convention with renewed 
energy, ideas and focus. My hope is you have translated that 
into action in your community. The convention strengthened 
our relationships and resolve to build better communities. 

Since the Convention we have been witness to uncertain 
discourse and unspeakable tragedy. During times in which 
we question almost everything, I am reminded of our primary 
responsibility as festival and event organizers. To build community. 
Our expertise and vision are needed now more than ever 
given this uncertain time to bring our communities together in 
celebration of those we’ve lost and the first-responders who 
risked their lives to save others. Thank you for your continued 
efforts to celebrate what is good in the world and your community.

I wish to congratulate the members of the IFEA World and 
IFEA Foundation Board of Directors for their leadership and 
support of the organization during the past year. The folks that 
make up these boards dedicate their time and treasures to ensure 
the organization continues to exceed your needs and aspirations. 
They too have a deep appreciation for this organization and 
I’m humbled to work alongside them to further our industry.

The past year has afforded me the opportunity to experience 
the organization from the inside. I’ve witnessed the tireless efforts 
of Steve Schmader, CFEE and the IFEA staff. I’ve celebrated with 
professionals from across the country who received their CFEA at 
the Event Management School. I’ve been thrilled by the increasing 
number of young professionals and students engaging with our 
industry. I traveled to South Korea to champion the virtues of 
festivals and events as a catalyst for revitalization and growth. 
And I visited Ottawa, Canada to witness the work of visionary 
event leaders who bolstered a nation through celebration. 

In January, Jeff Curtis takes over as your chair. Jeff just  
celebrated his 20th year with the Portland Rose Festival. We  
are fortunate to have someone with Jeff’s experience and  
passion lead the organization. 

Thank you for the opportunity to serve as your chair. I look  
forward to my continued involvement in the organization that  
is our beacon of support.

Stephen King, CFEE
2017 IFEA World Board Chair

Executive Director
Des Moines Arts Festival®

Des Moines, IA

INTO THE FESTIVALS AND 
EVENTS INDUSTRY

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

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

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. (More Details)

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

The Georgia Festivals & Events 
Association Scholarship 
Providing support to a deserving individual/organization 
from Georgia. (More Details)  

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

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

The 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. (More Details)

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. (More Details) 

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

The Richard Nicholls  
Memorial Scholarship 
Providing support to a deserving High School senior 
or College Student with a history of 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. (More Details)

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. (More Details) 

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

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

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

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

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

The Kay & Vernon Wolf Scholarship 
Providing support to a deserving individual/organi-
zation from Texas. (More Details)  

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

Each of the following IFEA Foundation Legacy Scholarships serve a selected audience(s) within our industry, as identified, 
by providing an annual scholarship to the IFEA Annual Convention & Expo (registration only). We invite you to look 
through the opportunities, take a moment to learn a little more about the special individuals and groups attached to each, 
and apply for those that you may qualify for in 2018. For more information, visit the Foundation page at ifea.com.

For more information about how you can sponsor an IFEA Foundation Legacy Scholarship, 
call +1-208-433-0950 ext 815 or email kaye@ifea.com. 

INTERNATIONAL FESTIVALS & EVENTS ASSOCIATION

mailto:kaye@ifea.com
http://www.ifea.com/p/about/foundation/foundationlegacyscholarships
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ENGLISH 101 WITH JEFF ENGLISH, CFEE

Checking boxes for the next three to five years. That 
was my original perception of how a strategic plan 
is supposed to work. Or better yet, get a group of 
people together for a day, come up with a book 

full of stuff to do, present it to the Board of Directors, have 
everyone clap and nod, then put it on the shelf and don’t look 
at it for three years until it’s time to develop the next plan. KDF 
needed a strategic plan, but it had to be one that we could 
use. For the past year, we’ve been working on one, but maybe 
in a different format than what most are used to seeing.

In November of 2016, I was assigned the task of leading a team 
of KDF directors and staff in developing a three year strategic 
plan. I sat down with Darren Hobbs, VP of Finance at Zirmed and a 
member of our board. His role at Zirmed is focused on developing 
strategic initiatives. I had a stack of documents next to me that were 
examples of “check the box” plans from other major companies. 
Darren told me at that first meeting that we were NOT going to do 
that. Or if we were, he wasn’t going to help us develop that kind 
of plan. Darren’s thinking, which I’ve come to believe is absolutely 
correct, is that a company should focus on initiatives that will 
address key areas of need and build on its structural foundation. That 
type of thinking was our north star as we began a series of meetings 
with the Administration Committee beginning in January, 2017. 

The committee consisted of approximately 20 people and 
was a mix of board members and staff. The objective was to 
meet monthly, except during April when the actual Festival was 
in production. Our goal was to have a presentation ready for the 
KDF Board Workshop in late July, with a full presentation of the 
plan at the November, 2017, KDF Board Meeting. This meant 
we had a lot of work to do in a relatively short period of time. 

The Process:
We started by doing a standard SWOT analysis that helped to 

fully identify KDF’s Strengths, Weaknesses, Opportunities and 
Threats. Each member was then asked to force rank each of the 
issues they identified in these categories. Through a process 
of slowly filtering this feedback, we narrowed down the areas 
where KDF needed to focus its time and resources over the next 
three years. Again, we were not creating a check lists of things 
to do, but rather figuring out where our focus needs to be.

What resulted were three strategic initiatives:
• Orient the organization on collecting data 

and making data-based decisions
• Broaden the revenue base of the festival by increasing 

sponsorship and non-sponsorship revenue
• Enhance and expand participation in the volunteer program

Orienting the organization to collecting data and making 
data based decisions must be at the core of KDF’s strategic 

process. What we found in evaluating our budgets, ticket sales, 
attendance numbers, and surveys is that we don’t have enough 
concrete information to make informed decisions. In order to 
make decisions on events at a macro (leadership) level, we 
need to do more customer surveys that include demographics 
and buying information, compile the ticket information we 
have, gather more reliable attendance estimates, and consider 
commissioning a market research survey (for a hefty fee). The 
questions that ultimately need to be answered through this 
initiative are: 1) What are we “guessing” on? ; and 2) What 
information do we need to make these decisions, i.e. these are 
the things we need to see to eliminate/improve/create events?

Broaden the revenue base of the festival includes both  
sponsorship and non-sponsorship revenues. Are sponsors 
happy and how can we better accommodate their needs? 
What can KDF do to produce more non-sponsorship 
related income through Pegasus Pins, vendors, VIP 
opportunities, and food & beverage sales?

KDF’s volunteer program has over 4,000 people annually  
who assist with the production of our events. It’s a massive 
operation, but our volunteer forces are aging and slightly 
diminishing. Understanding and establishing the needs of 
each committee and the volunteer requirements specific 
to their operations is the focus of this initiative.

As you see, the three initiatives are broad in scope and that 
was intentional. The implementation of the plan will rely on the 
committees within KDF focusing at every meeting on how they 
are improving these three areas. In a sense, KDF will permeate 
the culture of the organization by requiring every committee, 
staff meeting and executive board meeting to address the three 
initiatives. We are bringing these areas to top of mind with 
everything we do. The strategic planning committee felt strongly 
that by building this bedrock foundation of improvement within 
KDF, moving forward we can focus on some smaller themes. 
While checking boxes can still be an effective tool for many 
companies, our goal is to ensure that KDF’s new approach 
allows for flexibility, growth and change. All with the hope that this 
plan doesn’t collect dust on my shelf for the next three years!

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.

ON ITS HEAD
TURNING THE STRATEGIC PLAN
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Someone once told me that a crisis 
communication plan is like an insurance policy: 
you have to have it and you hope you never have 
to use it. But when a crisis happens, you’ll be so 
glad you have that “insurance policy” in place.

In today’s world, large scale special events 
planners continue to be challenged with increased 
security plans and one of the pillars to that plan 
is having a crisis communication plan in place.

As the producer of Pittsburgh Pride, the 
largest lesbian, gay, bisexual and transgender 
(LGBT) event in Pennsylvania, we face the 
unusual challenge of planning an event that has 
a political element to it in a very contentious 
climate. We have well over 100,000 folks in 
attendance and we are proud to be the 4th 
largest special event in Pittsburgh but with that 
comes the need to ensure a safe and secure 
environment that is safe for our attendees and 
reflects well upon the City and our sponsors.

After having our “insurance policy” in 
place for years, it was put to the test in June 
of 2016 when our event experienced a “triple 
whammy” of occurrences over the course 
of the weekend, none of which we were 
directly responsible for but which indirectly 
influenced us and led us to adapt quickly.

The first incident occurred when we learned 
that singer Christina Grimmie was fatally shot 
during a meet and greet with fans. As event 
planners I’m sure that many of us have arranged 
meet and greets with performers for sponsors 
and VIPs, but does your meet and greet have 
security procedures in place? Because of this 
unfortunate tragedy, our previous plan was 
changed and the morning of our event, we had 
to contact each of our sponsors, determine who 
would be attending the meet and greet, obtain 
background information, and provide that to 
our law enforcement partners. In addition to 
screening everyone who came, we had to rework 
the actual meet and greet itself to have our security 
partners on hand to bag check and wand each 
person prior to them entering a private room. 

The second incident occurred Saturday evening 
when we had a major car accident occur just 
directly outside our festival entrance. It was a 
beautiful evening and we were expecting around 
7,000 folks to attend our Pride in the Street 
ticketed concert which is held outside on Liberty 
Avenue, one of the main streets in downtown 
Pittsburgh. We had just opened the ticket gates 
when a drunk driver barreled through the 
intersection just outside the gates causing a chain 
reaction of events. In the end, six people were 
critically injured and while the driver was not 
attending our event, because we had our EMS and 
public safety partners in place for our event, we 
were able to react immediately to the situation. 

The third incident occurred the morning of 
our Pride March when we were alerted to the 
shooting at Pulse nightclub in Orlando. Alerts 
about the shooting, which is now the largest 
mass shooting in US history, started filtering 
in around 4 AM. An emergency phone call to 
discuss safety measures was held immediately 
with our law enforcement partners to discuss 
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what additional measures needed to be 
put in place to protect our attendees. Our 
security plans shifted to full alert status, as 
we prepared to deal with the onslaught of 
media coverage and what we were going 
to do to respond appropriately to the 49 
victims who had just lost their lives. 

While none of these three events were 
as a result of anything we had control 
over, having our Crisis Plan in place gave 
us a roadmap of how we were going 
to respond and also gave us further 
thought as to what changes would 
need to happen for our 2017 festival.

Some of those changes included:
• Communicating directly with our 

150 vendors about how they can help 
be our “eyes and ears” and maintain 
a safe and secure environment. 

• Require all vehicles and floats 
participating the Pride March to 
be registered prior to the event.

• Require that all vehicles entering 
and exiting the festival footprint area 
be registered prior to the event.

• Put additional safety measures and 
vehicles into place to “harden the 
perimeter” at either end of the festival 
footprint as well as cross streets.

• Increase our level of credentialing and 
vetting for all personnel and volunteers 
to include background checks.

• Key staff and volunteers received 
additional training which included 
active shooting training.

In the past 10 years of producing 
Pittsburgh Pride, we are proud that we 
have had just two arrests. We attribute 
this to our strong relationships with 
our local public safety partners and 
our planning, which involves the 
following four components:

1. Develop a strategic vision 
centered on establishing a 
friendly and safe environment.

The Delta Foundation of Pittsburgh 
has an overall philosophy and specific 
tactics and strategies for Pittsburgh 
Pride that ensures the safety of 
attendees, demonstrators, and public 
safety. Our strategic vision is aligned 
with the local public safety strategy to 
effectively maintain security and public 
safety, while preserving Constitutional 
rights and civil liberties; to minimize 
disruptions caused by demonstrators; 
and to avoid unnecessary arrests.

2. Create a core planning 
team to oversee major deci-
sion-making and planning.

The nature of Pittsburgh Pride requires 
collaboration among a multitude of 
local, regional, and federal entities, each 

with their own roles and responsibilities. 
Working with our local public safety 
partners, the Delta Foundation has 
established a core planning team staffed 
with personnel from each of the key 
participating agencies including police, 
fire, emergency management agencies 
and the Port Authority. The personnel 
selected to serve on the core planning 
team have the appropriate command-level 
authority to identify, assign and ensure 
the completion of tasking identified for 
event preparedness and conduct. We 
meet regularly with all the stakeholders 
and develop solid relationships that will 
likely be called upon during the event.

3. Develop scalable plans that 
can be altered should intelli-
gence indicate that differing 
resources are required. 

All large-scale security events include 
worst-case scenario planning and as 
Pittsburgh Pride approaches, intelligence 
is constantly monitored and adjusted 
accordingly. Our safety and security 
plan is flexible and can accommodate 
changes in resource demands as needed.

During Pittsburgh Pride, there 
are regular daily shift briefings 
with command staff so that all key 
stakeholders maintain situational 
awareness. There are also regular 
briefings with decision-makers from 
the federal, state, county and city. These 
meetings review operations from the 
previous day and expected activities 
and challenges for the upcoming day.

4. Partner with the "If You See 
Something, Say Something" 
national campaign.

Developed by the Homeland Security 
Department, this campaign raises 
public awareness of the indicators of 
terrorism and terrorism-related crime, 
as well as the importance of reporting 
suspicious activity to state and local 
law enforcement. The phrase “If you 
see something, say something” was 
born on September, 12, 2001.

The "If You See Something, Say 
Something" campaign respects citizens' 
privacy, civil rights, and civil liberties 
by emphasizing behavior, rather than 
appearance, in identifying suspicious 
activity. Factors such as race, ethnicity, 
and/or religious affiliation are not 
suspicious. We are only interested in 
reporting suspicious behavior and 
situations such as an unattended 
backpack or package, or someone 
breaking into a restricted area.

What is considered “suspicious?”

Suspicious activity is any observed 
behavior that could indicate terror-

ism or terrorism-related crime. This 
includes, but is not limited to:
• Unusual items or situations: A vehicle 

is parked in an odd location, a package 
is unattended, a window/door is 
open that is usually closed, or other 
out-of-the-ordinary situations occur.

• Eliciting information: A person 
questions individuals at a level beyond 
curiosity about a building’s purpose, 
operations, security procedures and/
or personnel, shift changes, etc.

• Observation/surveillance: Someone 
pays unusual attention to facilities 
or buildings beyond a casual or 
professional interest. This includes 
extended loitering without explanation 
(particularly in concealed locations); 
unusual, repeated, and/or prolonged 
observation of a building especially with 
binoculars or a video camera; taking 
notes or measurements; counting paces; 
sketching floor plans, etc. 

Some of these activities could be 
innocent—it's up to law enforcement to 
determine whether the behavior warrants 
investigation. The activities above are not 
all-inclusive, but have been compiled 
based on studies of pre-operational 
aspects of both successful and thwarted 
terrorist events over several years.

In conclusion:
• Your observations and reports can 

AND do make a difference in helping 
to protect your event when you share 
them with the right authorities.

• Do not hesitate to report 
something that doesn’t feel right

• If it looks suspicious, it is suspicious.
• Never take unnecessary risks 

or try to act as an official 
investigator when observing or 
reporting what you’ve seen.

• TRUST YOUR INSTINCTS.

Christine Bryan is the Director of 
Marketing & Development with the 
Delta Foundation of Pittsburgh, the 
leading lesbian, gay, bisexual and 
transgender (LGBT) organization in 
Western Pennsylvania. The organi-
zation’s largest project is Pittsburgh 
Pride, which is the 4th largest special 
event in Pittsburgh and the largest 
LGBT event in Pennsylvania with over 
150,000 attendees at its 2017 event. A 
25-year marketing veteran, Chris landed 
in the non-profit world by accident and 
says her job is “the hardest, yet most 
rewarding because I get to make and 
see real change happen.” She can be 
reached at cbryan@deltafoundation.us
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EXHIBITOR SPOTLIGHT

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

LiveGauge provides event organizers 
and sponsors a way to automatically 
gain objective ROI insights on their 
events and sponsorship spending. Using 
a portable sensor that you place at your 
footprint, metrics such as foot traffic, 
engagement counts, dwell time, A to B 
conversion funnels, busiest/quietest time, 
etc. are all provided to you instantly after 
each day of your event. You essentially 
get all the benefits online marketers get 
with that deep level of measurement, 
but in the real-world at your event. 

How many employees does 
your company have?

LiveGauge as of this publication 
has 16 employees. 

How has your company 
grown over the years? 

We have grown on all fronts since 
our original founding team started 
LiveGauge in 2013. Employees, 
products, capabilities, and operational 
regions have been on a healthy upward 
trend. We now sell in over 8 countries, 
operate in two, and have been investing 
heavily into R&D to continue to 
enhance our already industry-changing 
ROI and engagement solutions for 
sponsorship and live event marketing.

What areas do you serve with 
your product/service? 

We operate locally and internationally. 
Our primary customers we serve are 
marketing agencies, brands/sponsors, 
organizers/festivals, and governments 
and business improvement associations.

What new or improved prod-
uct/service do you have to 
offer that attendees need to 
know about?

We recently introduced our 
demographics profile service, which 
for most events means we can provide 
demographic and sociographic insights at 
a ZIP-code level detail of your attendees. 
This is invaluable to attaining quality 
sponsorship and proper planning of 
your event. In 2018, we are planning 
to introduce a seamless lead-capture 
solution to integrate into your existing 
LiveGauge insights dashboard, bringing 
a true 360o coverage for your event.

What sets your product/service 
apart from your competitors?

Any current measurement solution 
cannot capture the information we 
can. Counters, surveys, pictures, etc. 
do not provide the same level of 
insight LiveGauge provides, nor can 
any measurement solution collect that 
information as easy and automatically 

as LiveGauge does. Simply place the 
battery-powered sensor that has a built-in 
internet connection to where you want to 
measure, and turn it on. It’s that simple.

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

This year was our first time, but 
we will definitely be back. It was 
great to connect with our new and 
existing customers in this way!

Why did you decide to exhib-
it at the IFEA’s 62nd Annual 
Convention, Expo & Retreat? 

We felt that it was a perfect opportunity 
to get to see our customers face to face, 
get integrated into the community that 
we are happy to serve, and have others 
learn and ask questions to us directly.

What is your customer  
service philosophy? 

Customer service is as important to us 
as the product and insights we provide. 
Especially in an industry where there 
can be multiple points of contact, we 
ensure that our processes accommodate 
all of those wild cards we experience 
in our industry to guarantee we deliver 
the best customer service possible.

CONTACT INFORMATION

Nathaniel Bagnell
Director, Business Development
LiveGauge
10 Dundas St. E, Suite 600
Toronto, ON, M5B 2G9, Canada
+1-888-998-1716
info@livegauge.com
www.livegauge.com

LiveGauge was founded by ex-agency'ers 
who knew the value of measurement solutions 
in digital, and noticed a lack of solutions in 
real-world marketing. Today, the team consists 
of account managers, product specialists, and 
developers all from agency backgrounds. Every 
team member of our company has experience in 
the agency space.

16  IFEA’s ie: the business of international events Winter 2017

http://www.livegauge.com
mailto:info@livegauge.com
http://www.livegauge.com


ASKING YOUR  
BROTHER-IN-LAW  

TO FILM YOUR  
EVENTS IS  

A RECIPE FOR  
DISASTER. HIRE  

PROFESSIONALS.  
HIRE ORKESTRA.

From your favorite  
Quebec Video Crew.

ORKESTRA.CA
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THE UN-COMFORT ZONE WITH ROBERT WILSON

Mike passed the stack of test papers 
over his back to me. I lifted one off the 
top, sniffed the blue mimeograph ink, 

then passed the rest behind me to Laylah. 
The teacher instructed us to begin. It started 
out easy enough; all I had to do was select 
the proper word, from two or three choices, 
to complete a sentence. I quickly answered 
several when I hit a roadblock. Suddenly, 
I could not remember the difference 
between the words “want” and “went.” 

My mind was going, “I know this; I studied 
this; why can’t I think of it.” Worst of all I thought, 
“I have to get this right.” I raised my hand and 
asked the teacher for help. She explained that 
she couldn’t help me because it was a test. 

I looked at the two words again and 
again. The more I looked at them, the more 
I got confused. They began to look like the 
same word. Have you ever said a word 
over and over until it sounds like gibberish? 
That’s what was happening to me.

The teacher announced that we had just 
a few more minutes to finish the test, and 
I still hadn’t gotten past this one question. 
I realized that I wasn’t even going to be 
able to finish the test. I panicked, and 
began to cry. I was a six year old in First 
grade; and I was already a perfectionist. 

That perfectionism spilled over into every 
aspect of my life. I recall getting plastic models 
of cars, planes, and ships as birthday gifts. They 
were fun to build, but I was frequently frustrated 
by the modeling glue. Too often I would 
accidentally smear the glue on the outer surface 
of the model ruining its finish. I would get so 
angry at the “imperfection” that I would throw 
the model in the trash rather than complete it. 

The problem is that kids don’t become 
perfectionists on their own. It begins with a 
critical parent, who pushes their children to 
succeed, often for the sake of their own pride 
and glorification. My parents were constantly 
raising the bar. I may have cried over tests, but 
my sister’s perfectionism went even higher. 
She made straight A’s all the way through 
elementary school, high school, and college, 
but not without a price. She was hospitalized 
twice with stomach ulcers from the stress. 

Perfectionism is a de-motivator. It can cause 
someone to sacrifice their goals too soon. I 

remember giving up baseball and guitar playing 
because the skills were too difficult for me to 
acquire quickly. If I had stuck with either just 
a little bit longer, I may have obtained enough 
ability to enjoy them as ends in themselves. 

Perfectionism also leads to procrastination. 
Surprising to many, procrastination has 
nothing to do with laziness. I recall many times 
as a young man having trouble beginning 
a project. I would gather all the materials 
I would need. I’d go over the instructions 
multiple times. But, I was reticent about taking 
the first step. Deep down inside of me was 
doubt - doubt that I could accomplish the 
task without flaws. Knowing that it wouldn’t 
be perfect prevented me from even starting.

As a writer that would manifest with me 
doing tons of research, taking copious 
notes, mapping out extensive outlines, but 
hesitating over writing the first paragraph. 
When I did actually write something, I would 
never show it to anyone. I feared the criticism. 
If it were not for the compliments from my 
teachers in high school on essays that I “had” 
to turn in, I may never have developed the 
confidence to become a professional writer. 

I began both my writing and speaking careers 
as a perfectionist. Overtime, my perfectionism 
evolved into mere over-achieverism. But, 
the difference between the two is huge. You 
see, the solution is to focus on the journey 
and not the results. The journey is where and 
when you get to be creative, experiment, and 
take risks. As I became more confident in 
each skill I relaxed and learned to enjoy the 
process instead of the goal. Today I write as 
much for fun as for profit. I take risks with my 
writing, and can’t wait for people to read it.

As an older child, I began to relax enough 
to stop trashing my marred models. Oh, I still 
managed to smear way too much glue on them, 
but rather than freak out, I creatively included 
them into the model as battle damage. It even 
inspired me to take it further. One time I took 
one of my mother’s turkey trussing pins, heated 
it up over a candle, then melted tiny bullet-holes 
along the fuselage of a WWII plane model. 

I know a number of people who have had 
great ideas for starting a business, but whose 
perfectionism never allowed them to begin. I 
understand that. The first company I owned 

was a dealership in a multi-level marketing 
business. I would procrastinate in doing any 
selling until I had followed all the rules, read 
all the materials, listened to all the recorded 
seminars, etc. I kept thinking that at some 
point I would accumulate enough knowledge 
that I could do the work fearlessly. Instead, 
I spent tons of time in preparation, and little 
time in actually doing. As a result I failed.

My next company began without intention 
and grew organically a little at a time. I made 
a necklace for a girlfriend. Her friends loved 
it and wanted one too, so I made more. Then 
their friends wanted necklaces. I started 
making earrings too. I even got some stores 
to carry my products. Before I knew it, I had a 
thriving jewelry business. I believe it was this 
early success in business - where everything 
did not have to be perfect to get started - 
that enabled me go on to found numerous 
companies. The idea is to start somewhere 
doing something, then you can build, adjust, 
grow, tweak, learn, and add-on as necessary. 

In 1997, when I first became a professional 
public speaker I would practice a speech until 
it was perfectly memorized. I was terrified of 
making a mistake. It was the actual making of 
some mistakes that helped me get over my 
perfectionism. Somehow I didn’t die right there 
on the platform, and people still enjoyed my 
presentation. Go figure! Eventually, with each 
new experience I became more comfortable 
in front of an audience; I worried less about 
failure and kept calm. If I did make a mistake - I 
could laugh it off. I was enjoying the journey.

If you are a perfectionist, the trick is to allow 
some imperfection into your life a little at a time 
so that you can get comfortable with it. Like 
any other addiction, you must wean yourself.

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

My Parenting, Perfectionism and Procrastination
TO SUCCESS

THE PERFECT POISON
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Have you ever had a day that looked 
exactly like yesterday? Have you ever 
had a week? How about a few years? 
Sometimes it’s nice when you know 
today is going to look exactly like 
yesterday. You know what is expected 
of you, you’ve done it before and you’re 
good at it. But when you stay like that 
for too long, a word that starts creeping 
into our vocabulary is burnout. Have you 
ever used that word to describe how you 
were feeling personally or professionally? 
What is burnout? Burnout is a feeling 
you get when you’ve been working so 
hard for so long but nothing seems to be 
getting any better. It’s when there’s a lack 
of improvement in your life and without 
improvement there’s a lack of excitement. 

No one wants to feel like that, but 
can there be benefits to the feeling of 
burnout? Yes! Burnout is your mind and 
your body’s way of telling you it’s time for 
growth. It’s time to get better and faster 
at your job, learn something new, gain 
a new experience, acquire a new skill, 
or set a goal and achieve it. It’s time to 
feel progress, advancement, momentum, 
and the excitement that comes with 
improvement. It’s time for today to be 
different and better than yesterday.

I am not recommending that you 
wait for the feeling of burnout to act on 
improving your life, your relationships, 
and your business. You can make things 
better without having to wait for such 
a desperate feeling. However, if you’re 
already there, don’t despair. Once you 
reach burnout you still have a choice 
to make. You can do nothing about it, 
stay in the rut, and give in to depression 
or even a mid-life crisis… or you can 
attack the problem and let it inspire you 
to do great things. This is one of the 
benefits of burnout. Without reaching 
this level of dissatisfaction you may 
have continued at a level of mediocre 
comfort and never challenged yourself 
to do what you are capable of doing.

The Four Benefits of Burnout
Inspiration - Burnout makes us 

wonder, ask, experiment, read, ponder, 
dream, think, brainstorm, and look 
at the big picture of our lives. If we’re 
going to make tomorrow better than 
today we’re going to need ideas. 
Burnout inspires us to start looking. 
A lot of personal bucket lists have 
been created in times of burnout. 

Introspection. The true feeling of 
burnout touches us in a profound way. 
It calls us to assess our lives and take 
personal inventory. We start listing our 
strengths and weaknesses, our assets 
and liabilities, our likes and dislikes, our 
allies and foes, and it puts us in touch 
with reality. The last thing we want to 
do if we are going to change things is 
to end up in the same situation we are 
in now. Getting in touch with reality 
and assessing what we are truly capable 
of is important if we want things to get 
better. There is no other feeling that 
calls us to take a look at the true reality 
of our lives the way burnout does. 

Motivation – Burnout not only inspires 
us with new ideas it provides us with the 
motivation and energy we will need to 
act on those ideas. It takes a lot of time, 
energy, and effort to make your life better 
and burnout is often the impetus behind 
all of that work. The feeling of burnout 
has motivated people to get MBAs and 
PHDs, start new companies, disrupt 
industries, pivot their careers, launch 
new products, write books, read books, 
run marathons, learn new languages, 
lose weight and pull all-nighters to 
get things done. Some of the greatest 
personal achievements ever accomplished 
started with the feeling of burnout.

Courage – Burnout challenges us to 
get out of our comfort zones, try new 
things, do something we have never done 
before, face our fears, be courageous, take 
risks, and become vulnerable. Stepping 
away from what you know, what is safe, 

and what you have done in the past is 
scary. The fear of failure prevents a lot of 
people from pursuing their dreams and 
the feeling of burnout has given a lot 
of people the courage to face that fear. 
Fortunes have been risked, bullies have 
been confronted, causes have been fought 
for, marriages have been saved, cures have 
been found and movements that changed 
the course of human history were started, 
because of the courage found in times 
of burnout when brave people have 
decided to act instead of surrender to it.

THE 4 BENEFITS OF BURNOUT
Feel Inspired, Take Inventory, Get Motivated and Become Couragous 

By Steve McClatchy

Steve McClatchy is a keynote speaker 
and author of the award-winning New 
York Times Bestseller Decide: Work 
Smarter, Reduce Your Stress & Lead 
by Example. Decide has enjoyed global 
success and has been translated 
into 10 languages including Chinese, 
Russian, Japanese and Spanish. In 
every speech Steve weaves insight, 
interaction, and actionable content 
with humor, inspiration and motivation. 
Over the past 16 years Steve has 
worked with the most prominent 
organizations in the world including 
Google, Under Armour, Disney, John 
Deere, Microsoft, NBC Universal, 
Accenture, HP, Tiffany’s, Wells Fargo, 
Campbell’s Soup and many teams in the 
NFL, NBA, NHL and MLB. He speaks 
frequently at Harvard, Wharton and 
Chicago Booth. He has appeared on 
CNBC, ABC, CBS, Fox News, WSJ TV 
and NBC’s The Today Show. Steve’s 
passion is for continual improvement 
and believes that when we stop 
growing, learning, gaining experience 
and achieving goals we stop living. 
If you would like to learn more about 
having Steve deliver a keynote speech 
or workshop for your organization or 
association, email Steve@Alleer.com or 
call 800-860-1171. www.Alleer.com
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Facebook. Twitter. Instagram. 
SnapChat. YouTube. Flickr. LinkedIn. 
Periscope. Pinterest. Yelp. Don’t for one 
second think that this is the end of the 
list of social media channels. In fact…
there are most likely new platforms 
being created and uploaded to app 
stores around the world as we speak. 
Each social media channel is making 
promises to increase your online 
footprint substantially – allowing you 
to reach thousands of new faces simply 
by joining their new platform. Is this an 
accurate statement? Potentially. But the 
question isn’t “WHERE should we be 
connecting?” but “HOW should we be 
connecting?” in an ever increasing world 
full of ways to communicate socially.

During my tenure in the world 
of digital and social media a lot has 
changed. What was once a tool built to 
connect co-workers and fellow students, 
Social Media has evolved into the most 
inexpensive and opportune way to 
promote your brand and products. It 
allows you to skip past the middle man -- 
newspapers, radio stations and television 
sets -- and connect directly with your 
existing community, and potentially new 
attendees. Just because new platforms and 
tools will pop-up and cause you to adjust 
your existing strategies, it doesn’t mean 
that everything has to change. Below you 
will find 6 tips that I have followed over 
the past 6 years that have structured my 
day-to-day thinking when it comes to 
crafting content for various social media 
presences for an individual brand.

TIP #1 – Quality is More 
Important Than Quantity.

I chose to start with this tip because 
I think there is an impression in the 
world that you should constantly be 
posting new content because the more 
you post the more interaction you will 
have. In my experience that is far from 
the case. On average, businesses that 
post constantly on their social channels 
tend to have a higher opt-out rate than 
those that are posting quality content a 
couple of times a week. This is kind of 
like being that one person in a crowd of 
people that talks too much. There will 
be a point when people stop listening 
to the things you have to say because 
they are tired of hearing you speak. 

Different platforms allow for different 
opportunities in the amount of posts 
that are appropriate. Social media 
platforms like Facebook provide you 
with a “timeline” for your homepage, 
constructed to build a snapshot of what’s 
been happening over the past few days. 
Twitter, on the other hand, has built 
a homepage that is predominately a 
real-time scrolling opportunity so you see 
things as they are happening. Ultimately 
your social media strategy will vary from 
platform to platform, but one rule that 
never changes is that good content is 
always better than a lot of content.

Obviously, in the Festival industry, there 
will typically be a time of the year where 
you have more to say than other times…
and that is ok! It’s probably over the 
course of a month when your events are 
taking place dominating the television, 

newspapers, radio, and much more. Quite 
frankly, people are more interested in 
you when it benefits them, and naturally 
they will have more opportunity to 
participate in the heart of your season.

TIP #2 – Talk to Your Audience 
Like You Would Your Best 
Friend.

I graduated from college less than 10 
years ago and when I was studying there 
was absolutely no discussion about social 
media in the business world. Most of 
the journalistic topics in curriculums 
educated you on how to properly write 
a press release using the standards set by 
the Associated Press Stylebook. While 
all of that information is crucial when 
learning the structure of writing, it can 
also create an invisible wall between 
you and your followers if you stick to 
its formal structure too closely. You 
want your followers to be engaged in 
conversation with you, and they are more 
likely to talk to you when you speak 
like a person and not a term paper.

When posting on social media, don’t 
be afraid to use characters, stylings and 
phrases that are not AP Style approved. 
While “…”, “y’all” and “!!!” are not AP 
Style approved, and would most likely 
never be used in a press release, you have 
to remember…SOCIAL MEDIA IS NOT 
A PRESS RELEASE! You want it to feel 
like a conversation amongst friends. We 
need our audience to feel how excited 
we are in our text, and know when we 
are taking a breath; they should even be 

SOCIAL MEDIA:

BY GARY STINSON

TIPS FOR  
INTRODUCING 

YOUR AUDIENCE 
TO YOUR BRAND
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able to anticipate our sarcasm. I challenge 
you to look through old text messages 
you have shared with your best friend, or 
even listen to the conversations you have 
every day a little closer, and find a way 
to translate that type of communication 
to your social media postings. 

Another thing to consider with this tip 
is determining the voice of your brand. 
For many festivals and organizations, it 
is very important to steer as clear from 
anything offensive as possible. However, 
many brands have found a place in the 
social-sphere that have succeeded while 
airing on the more playful…slightly fiery…
side. One “fiery” example is Taco Bell, who 
has managed to get away with requesting 
a DNA test for one user who claimed to 
have a “food baby and I think @TacoBell 
is the father” and suggesting to another 
user that they had the idea to include 
nachos inside of a burrito while drunk.

TIP #3 – Create Sharable 
Content.

Anyone in a social media role can spend 
a lot of time creating fascinating, visually 
striking content for their social media 
channels, however, those posts means 
nothing if they don’t elicit engagement and 
interaction. Ultimately, your focus must 
be on creating the type of content that 
you would want to “Share” or “Retweet” 
onto your own social media pages.

Creating content that is shared is one 
of the most crucial tools in growing your 
online presence. What you need to know 
is that every time a post is shared, you 
have the potential to reach an individual’s 
social audience. This consists of their 
own friends and family, that may not 
currently follow and interact with you 
online. If that extended audience sees one 
of their “friends” interacting with a brand, 
they are in return more likely to interact 
themselves. It’s the same thing as shopping 
at a mall. If you see a friend in a new pair 
of jeans that they really like, there’s a better 
chance you’re going to purchase those 
jeans based on the user feedback. Or, if you 
see a friend who has joined a Facebook 
event for the upcoming “Blossom Kite 
Festival” at the National Cherry Blossom 
Festival, you are more likely to attend 
this event based on how much your 
interests align with that specific friend.

Going into your posting schedule 
with this mindset is also a great way 
to get added media exposure. Taking 
content that you would distribute in a 
press release and giving it a great graphic, 
along with removing some of the uptight 
structure that would be necessary for a 
press release will encourage social sharing. 
More often than not reporters from 
local television stations, newspapers and 
other publications will “Retweet” posts 

from organizations. While this is not a 
story on the 5:00 news, it is a respected 
reporter sharing the content you have 
posted with their personal audience. In 
this day and age, that is sometimes more 
valuable than 30 seconds on a broadcast.

TIP #4 – See What All of the 
Chatter is About

There is so much conversation 
happening online that it can be difficult to 
track it all. While you receive notifications 
on your profiles when someone tags 
your business page or comments on your 
profile, it is also important to use each 
social platform’s search tools to see the 
full spectrum of what people are saying 
and not interacting with you directly 
on. By doing this you will potentially 
be talking with people that didn’t even 
know you had a social presence, as well 
as driving their user traffic to your official 
page for updates, and hopefully a “Follow” 
or “Like” for that long term investment.

Not only should you be searching the 
exact name of your organization or event, 
but also commonly referenced names. 
For example, the Kentucky Derby Festival 
has such events as the “Kentucky Derby 
Festival Pegasus Parade” and the “Kentucky 
Derby Festival Marathon & miniMarathon” 
– these events are often referenced as the 
“Kentucky Derby Parade” and the “Derby 
Marathon” online. There’s an entire world 
of feedback that lives online that you 
won’t see if you don’t look in the right 
places…low hanging fruit, my friends.

TIP #5 – Treat Your Graphics 
Like They’ve Come Straight 
From Your Cell Phone

Our audiences have gotten smarter over 
the years. Like in many traditional print 
publications, we often find ourselves 
(and our advertising agencies) creating 
graphics that have very professional stock 
photos and high resolution pictures 
from our events that include logos and 
a lot of text. When these graphics are 
posted online, audiences have begun to 
treat these just like advertisements in the 
pages of the nation’s top magazines…
and they will very quickly flip past them. 

What we have to do is make the 
audience feel like we are just another 
one of their friends online. After all, 
that is where social media started; as a 
place for friends to connect and share 
photos and stories with each other. 
Sometimes your best post is one that 
comes straight from the camera roll on 
your cell phone. One of my favorite 
fast food chains, Wendy’s, does a great 
job of this. They will post pictures of 
a product they are promoting directly 
from the location where most fast food 
lunches are consumed…the front seat of 

the car. More specifically, they will take 
a picture of a lunch combo, unwrapped 
in someone’s lap, with a drink in the 
cup holder (and potentially a little 
ketchup on the console). When flipping 
through social media I’m more likely 
to stop on this picture because I am led 
to believe it is one of my friends eating 
lunch versus a business advertisement. 
In turn I am more likely to engage with 
the post. That’s a win for Wendy’s (and 
a win for me, since I don’t have to figure 
out what I want for lunch anymore).

TIP #6 – #Hashtag Your Way 
into the Conversation!

Have you ever walked into a party 
and felt overwhelmed by all of the 
conversations that have already started? 
How can you insert yourself into these 
conversations without appearing 
awkward? Hashtags are an easy way of 
joining the overall topic, and in the case 
of your Festival it is your opportunity to 
be the one starting the conversation.

There are a few important things to 
consider when creating a hashtag for your 
event. First, you want something simple. 
When your hashtag is too long there is 
#toomuchopportunityforerrorwhentypingit-
inyourtweet -- It’s difficult to remember! 
Secondly, you want something that is 
obviously connected to one of your events. 
ANYTHING in the world can be a hashtag. 
Make sure the hashtags you promote are 
not being used to promote other events 
or products. You can do this by searching 
the hashtag on social media. Lastly, you 
want to create something that could exist 
inside of a sentence that someone would 
already post online. An example of this 
is “Can’t wait to start training for the 
#IndyMini.” Some social platforms, like 
Twitter, limit the amount of characters 
that can be used in a message, so make 
sure your hashtag isn’t taking up too 
much space in the user tweets.

Every brand is different. Each voice 
speaks at distinct levels and to very diverse 
people. There is not one structure out there 
that will work for every festival and event 
in existence. But there are roadmaps that 
you can follow that will help you drive 
in the most beneficial direction. Always 
be willing to take a turn that you’re not 
familiar with, in hopes that the return 
will be an overwhelming success. And if it 
doesn’t…at least you tried something new.

Gary Stinson is a Communication 
& Social Engagement Consultant 
for Humana. Prior to that he 
was the Digital Media Manager 
for the Kentucky Derby 
Festival in Louisville, KY.
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I’ve spent a bit of time over the 
past year or so covering the traits you 
want and don’t want in sponsorship 
managers, but as important as it is to 
have the right people in the job, it’s 
even more important to have the right 
organisational approach to sponsorship.

Below, I’ve listed my take on the 
eight most critical organisational 
traits of successful rightsholders. 
These are the gears that transfer 
the power of your properties into a 
compelling sponsorship opportunity. 
Miss any of them, and hitting 
financial targets gets more difficult.

Senior Management with  
a Clue

Seeking sponsorship is HARD, 
and trying to do it when your board 

or senior management doesn’t 
understand what’s involved is even 
harder. If they don’t have at least a basic 
grasp of best practice, they will…

• Ask you to make up budget shortfalls 
with sponsorship, whether there is the 
commercial value to do that or not.

• Task you with raising sponsorship 
when the lead time is far 
too short (see below).

• Want to deliver as little as possible to 
the sponsors for the money they invest.

• Not understand the value of 
the other, non-cash benefits a 
sponsor brings to the table

• Sell sponsorship to their buddies for 
way less than it’s worth, or offer them 
things you can’t actually deliver.

Successful rightsholders make an 
organisational commitment to best 
practice sponsorship. They educate 
up and down the chain, and senior 
executives and board members 
actually get involved in parts of the 
sponsorship process from time to 
time, giving them a lot of insight as 
to the strategy and rigour involved.

Courage
All organisations face tough challenges 

and have to take calculated risks, and 
sponsorship seekers are no exception. 
In fact, the nature of sponsorship is 
such that rightsholders need to not 
only stand up for what’s right for their 
organisation, but for their fans, as well. 

Successful sponsorship seekers have 
the courage to keep sponsors and 

By Kim Skildum-Reid

Must-Have Organisational Traits For 
Successful Sponsorship Seeking
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stakeholders in the loop as soon as an 
issue is identified, rather than living in 
hope that it will all work out. Successful 
sponsorship seekers have the courage 
to walk away from a sponsor that isn’t 
good for the organisation – a sponsor 
that pays too little money, demands 
too much, a Sponzilla – so they’re 
free to pursue better sponsors. And 
successful sponsorship seekers have 
the courage to say no to sponsors that 
want to disrespect the fan experience.

They Know What has Value to 
a Sponsor

Successful sponsorship seekers 
understand that sponsorship is an 
investment of marketing funds, and to 
justify that investment, it must deliver 
returns against marketing objectives. 
It’s not a handout, nor is it altruistic. 

Successful sponsorship seekers know 
that needing money for something has 
no bearing on the commercial value to 
a sponsor. They’ve identified their most 
commercially valuable properties and 
sell as much sponsorship as they can 
around those properties, using any excess 
money to fund their less sexy properties.

Psychographic Research
Successful sponsorship seekers 

know their audience. They know the 
motivations, priorities, and lifestyles. 
They know why they care, why they’re 
fans. They know those fans don’t love the 
club, museum, event, charity, or whatever 
because they’re 24-39-year-old females. 
They know age and gender don’t drive 
decisions, nor do they drive sponsorship.

Rather than doing research by tick-box, 
they ask the fans what the best and worst 
parts of the fan experience are. They ask 
why they decided to donate or attend or 
join, and let the fans answer in their own 
words. They know psychographics are both 
meaningful and useful, and demographics 
really only tell you who your fans aren’t.

For more on why psychographic 
segmentation is crucial, click here to 
read “Psychographics: A critical building 
block for sponsorship seekers”.

Agreement on What is on  
the Table

This is the way most sponsorship 
seekers approach creating an offer:

• They offer the same boring 
4-5 benefits over and over

• They offer the fewest benefits 
possible to do the deal

• They put any creative requests from 
sponsors into the too-hard basket

• They hit the panic button if a sponsor 
wants to influence the property in any 
way (even if it’s good for the fans)

This is in stark contrast to successful 
sponsorship seekers, who know 
that different sponsors need vastly 
different things, and they have a 
huge number of benefits that they 
could offer. (How huge? Click here 
to download my Generic Inventory 
for pages and pages of options!) 

But shifting to a flexible, 
best-practice approach, offering fully 
customised proposals to sponsors, 
can put organisations right out of 
their comfort zones. And creating 
that huge list of options invites 
overthinking by every stakeholder 
and self-styled sponsorship expert.

The answer lies in the inventory. 
Virtually all truly successful 
sponsorship seekers work from 
some kind of inventory, customised 
to reflect everything they could 
offer, if the circumstances warrant. 
If there are potentially problematic 
benefits, or benefits that substantially 
change the property (such as 
selling naming rights), these can be 
flagged for further assessment and 
approval before offering them. 

Responsive Producers
Operations people are often 

preternaturally disposed to hate 
sponsorship. They shouldn’t be, but 
they’ve been burned over and over 
by commercial managers selling 
sponsorship benefits that are really 
difficult to deliver. Sponsorship has 
been the bane of their existence, and 
they assume it always will be.

Really successful sponsorship seekers 
have changed this up completely. 
They make operations/producers 
part of the sponsorship process, 
so that their needs and challenges 
are taken fully into account when 
developing sponsorship offers.

One trick that works really 
well is to incorporate their 
challenges and limitations into 
your inventory of benefits. 

Once you’ve customised your inventory 
of benefits, work with your operations 
team to identify any benefits that are 
difficult for them to deliver, or that need 
a lot of lead time to do, and mark them 
with an asterisk. (They may also have 
some suggestions for benefits that you 
haven’t thought of.) Then, undertake 
to never include one of those benefits 
in a sponsorship offer unless you talk 
to operations first. That way, it’s still 
possible to offer those benefits, but only 
if the logistics, timing, and revenue work.

Humility
This is a hard one for some 

sponsorship seekers to swallow, 

but sponsorship isn’t about you. 
Sponsors don’t want to connect with 
you or align with you. They want 
to connect and align with your fans 
– the people who care about your 
organisation and what you do.

Successful sponsorship seekers embrace 
this idea, take their organisational 
ego out of the picture, and anchor 
their offers and their servicing around 
helping sponsors to build and nurture 
bonds with the fans, and add value 
to their relationships with fans.

Realistic Lead Times
I feel like I’ve written about lead 

time a lot recently. That’s because 
it’s both an overlooked problem 
and an overlooked asset.

Sponsors need lead time – the 
more the better – in order to turn the 
opportunity you’re trying to sell them 
into a result for their brand. They need 
time to make a decision, plan, and then 
implement the leverage program. To that 
end, successful sponsorship seekers…

• Finalise all major components 
of the program or event they’re 
selling sponsorship around early 
– when, where, themes, etc.

• Get customised sponsorship proposals 
into the marketplace at least six months 
before launch, and longer is better.

• Know how to create a short lead 
time proposal, which could 
lengthen the sales window by 
another couple of months.

• Stop selling when there’s no 
longer time for the sponsor to 
do what they need to do.

If producers, bureaucracy, or whatever 
is making it hard to get into the market 
early, then that is going to greatly 
affect your bottom line, and that’s 
a problem you need to solve before 
you’re going to be truly successful.

Kim Skildum-Reid is one of the 
sponsorship industry’s most influential 
thought leaders. She has a blue 
chip list of consulting and training 
clients spanning six continents, is 
author of global industry bestsellers, 
The Sponsorship Seeker’s Toolkit 
and The Corporate Sponsorship 
Toolkit, and commentates to major 
business media around the world. 
She is the brains behind industry 
hub, PowerSponsorship.com, and 
offers sponsorship consulting, 
training, speaking, and coaching.
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Stop me if you’ve heard this one before… “Millennials 
are an important segment for marketers to reach.  They are 
the key to our long-term sustainability and existence.”

Hopefully this is doesn’t come as a surprise to you – but 
we’ve heard this all before with the dawning of the Baby 
Boomers several decades ago. For over half a century, we’ve 
been hearing about the “Boomers” and now as they age 
into their golden years, a ripe, new, even larger generation 
stands ready to pick up the mantle and move forward.

While the cultural explosion of the Boomer generation 
was tied with the invention of the television, the Millennials 
will forever bridge the divide between digital natives 
and immigrants and the advent of the internet.

After attending a recent youth marketing conference 
to understand where the next generation will take us, 
it is easily understood that while the technology may 
change, the roots of consumerism from packaged goods 
to events remains the same, yet there’s still something 
missing between all of the bite, bytes and selfies.

This most critical link is the personal connection 
between individuals and the products or services of 
marketers in your community and around the world.

What we offer in the event, festival and arts space is the 
generation of the social capital necessary to build brands and 
engage communities. Social capital is the glue that holds us 
all together and in these days of increasing communication 
via social media, we rarely are in the same place at the same 
time with our neighbors, friends, peers or colleagues. 

The connections and the sense of belonging felt 
by being together in person enjoying a concert or 
engaging in a work of art or participating in a community 
event is precisely the type of experience that all of the 
Instagram posts in the world can not provide.

The magic happens when you combine a fabulous in-person 
experience with individuals who want to communicate and 
share that in-person experience. These influencers work on their 
own to build the desire to attend or participate amongst their 
friends and peers. Those types of remarkable events are what 
many of us offer, yet few of us leverage to its fullest extent.

A current article published by Digiday “Why the New York 
Times and other publishers are adding experiential marketing 
services” says that experiential marketing is just at the beginning 
of a trend that will only grow over the coming years.

Gone are the days of digital web banners on media sites. 
Replacing them are experiential opportunities that pair the 
media and the experience to drive awareness and build 
business for their clients. We as event promoters are first 
in line to be able to provide those unique opportunities 
to brands, but also to the media who are looking to 
revamp their models to make them more relevant.

Brand marketing agency Freeman, quoted in the Digiday 
article reported that experiential marketing will soak up 
at least one-fifth of marketing budgets in three to five 
years. Experiential being defined as “events, trade shows, 
sponsorships, exhibits, permanent installations, virtual 
or augmented reality experiences and/or pop-ups.” 

According to another survey by the Event Marketing 
Institute, 90% of Chief Marketing Officers would increase 
the amount of money allocated to events and experiences 
in the coming year, rising by 11% from 2016 to 2017.

When you personally think of experiential marketing, 
what comes to mind? Perhaps augmented or virtual reality 
displays are the first examples you can think of when 
experiential is in the activation plan. However, these integrated 
technologies come at a hefty price along with set-up and 
a touring team to help manage and troubleshoot. 

For sophisticated marketers, these displays are part of a 
traveling road show that may be booked months in advance. 
But clearly from the demand for these activations, they are 
popular and successful platforms for you not only to provide a 
high profile opportunity for your partner, but also assists to build 
your own brand to have people buzzing about your event.

Creativity is the name of the game when packaging 
experiential opportunities for your partners. Sometimes those 
ideas are tied in very closely with the product or service of your 
partner. Other times it is more about building the brand and 
there isn’t a direct business case for the onsite experience.

Either way, it takes time to roll up your sleeves and find 
out the outcomes your partner needs to see to justify the 
return on investment. It is always best to head into these 
planning meetings with a blank sheet of paper and an open 
mind to investigate what all of the possibilities can be.

Sure, sometimes you can be challenged by budget and at 
other times it is logistics, but either way showing your partner 
you are open to new solutions for marketing and branding 
challenges will go a long way in building your relationship.

TURNSTILES MARKETING FOR EVENT MANAGERS

YOUR EVENT
EXPERIENTIAL MARKETING AND

WITH SEAN KING

Continued on page 67 
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There isn’t a day that goes by that 
we don’t hear about diversity and 
inclusion. But what does it really mean 
to be inclusive and diverse and how 
can we, as festival and event producers, 
make sure that our events are? In the 

politically charged atmosphere that 
we are in today, it is more important 
than ever to make sure your events 
are welcoming and diverse. 

Let’s start with diversity. The concept 
of diversity encompasses acceptance and 
respect. It means understanding that each 
individual is unique, and recognizing 
our individual differences in a safe, 
positive, and nurturing environment. 
It is about understanding each other 
and moving beyond simple tolerance 
to embracing and celebrating the rich 
dimensions of diversity contained within 
each individual. Think of a world where 
we all looked the same, acted the same, 
liked the same things and even loved the 
same type of people. Personally I would 
think that would be a very boring world. 

Inclusion is a little bit trickier. 
Inclusion is recognizing, valuing and 
fully leveraging the diversity of others 
to create an atmosphere that promotes 

equality and delivers results. It is the 
very act of celebrating and utilizing 
people’s differences, not merely tolerating 
them. Nobody really wants to be 
tolerated…they want to be included. 
You can be diverse and not inclusive.

I will tell you right now that inclusion 
is hard. It’s hard for people to understand 
and it’s hard to do. But in a world where 
every word or action can become news 
instantly due to social networking, it is 
more important than ever to look at your 
festival and events and make sure that 
everyone feels welcome. The last thing we 
want as event organizers is to be on the 
front page news because we had a lapse 
in judgement and weren’t as inclusive 
and diverse as we should have been.

Diversity and inclusion isn’t just 
hard, it is almost like a bank. When 
you are present and work with diverse 
communities you build relationships. 
You get credit for the work you do 

Is Your Event Diverse & Inclusive?
By Gary Van Horn Jr.

28  IFEA’s ie: the business of international events Winter 2017



in welcoming different people to the 
event. You make deposits with leaders 
within different groups of people. 

Then something happens! A volunteer, 
staff member, vendor or security person 
does something or says something that is 
not “inclusive or diverse” and you have 
to go to the bank and do a withdrawal. 
If you haven’t made any deposits you 
are sitting there with an empty checking 
account and now on the front page 
news all alone. If you had made deposits 
and were inclusive you have credibility 
with diverse communities and you will 
have allies that will stand up with you 
and denounce the action but support 
you, your event and the work you have 
done with those diverse communities.

Making small adjustments to your 
event can set an example for attendees, 
staff, vendors and volunteers that 
treating everyone with dignity and 
respect is a core value of your event or 
festival. Real change can continue to 
happen as a result of strong leadership 
in the event industry and beyond. 

Embracing diversity and inclusion 
is about more than just societal 
expectations. A diverse group of 
individuals from different background 
brings a diverse array of insights and 
I encourage you to include these 
individuals on your Board and in the 
planning of your events as well. 

Let’s take some time to discuss 
specifically the lesbian, gay, bisexual 

and transgender (LGBT) community 
and ways to be inclusive with this 
community. This community is yearning 
for acceptance and inclusion and there 
isn’t a news cycle that goes by that 
this community isn’t represented.

While laws, legislation and policies 
are on the rise in favor of the LGBT 
community, personal acceptance and 
inclusion is just starting to happen. Daily 
we continue to see hearts and minds 
change but there is still work to be done.

While the LGBT community loves to 
use acronyms, (you have probably seen 
GLBT, LBGTQIA+ etc.) we must first 
understand that the LGBT community is 
very diverse. Think about the “LGB” and 
how it deals with a person’s sexuality or 
whom they love vs the “T” deals with a 
person’s gender or whom they identify as. 
On top of that, the LGBT community is 
truly a rainbow as you can be a member 
of the LGBT community and be a 
different race, religion, ethnic origin, etc.

Marriage equality has been the law of 
the United States since June 26, 2015 and 
today more than ever this community 
is longing to be included. What is your 
event doing to attract members of the 
LGBT community? What is a typical 
family today? Is it one with a mother & 
father and two children or could there 
be two fathers or mothers and two 
kids? What marketing material are you 
using to attract members of the LGBT 
community to your events and festivals?

Many studies have looked at the LGBT 
community. These studies have shown 
that they tend to have higher disposable 
incomes then their heterosexual 
counterparts. They also are willing to 
take bigger risks in living in urban areas 
because many are empty nesters although 
that is changing with many same-sex 
couples are now adopting children. 

ALL GENDER
RESTROOMS

Continued on page 66 
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About 10 years ago, Google introduced Chrome, which 
has slowly nudged out its competition to become the 
most used browser on the web. Part of its charm is 
that it gives us the ability to add helpful extensions 

to our browsing experience. Extensions are little apps which 
can connect websites and interact with web pages. They’re 
like robots waiting to help you gather information, speed 
things along and even transform documents & images.

If you haven’t explored the world of extensions, I recommend 
you hop over to the Google Chrome Web Store and take 
a look! There are all kinds of time-saving options available. 
So many that it can actually be overwhelming to choose 
which ones you should install. The Saffire team and I put 
together a list of some of our favorites extensions that have 
improved our team’s digital life to help you narrow it down! 

Honey 
Honey tells you when 

you can save money when 
shopping online. Click on 
the Honey button during 
checkout and Honey will 
automatically apply any 
coupon codes available on 
the web to your shopping 
cart. Click on the Honey 
button on a supported online 
store website and instantly see all the coupons and sales 
available for the store before you head to check out.

Rapid Rewards Shopping Button 
Southwest Airlines 

has one of the easiest 
and best rewards 
systems in the industry 
and they just made it 
easier to earn points! 
Southwest wants to 
make sure that you 
never accidentally forget to activate your Rapid Rewards points 
when shopping at one of their 800 popular partner stores online. 
This new tool will alert you when you’re shopping on a website 
that offers bonus Rapid Rewards points. This Rewards button 
will even let you see points you can earn in your search engine, 
allowing you to easily compare earning rates at different stores. 

Amazon Assistant 
I love a good deal and Amazon 

helps me find the best deals 
online! The Amazon Assistant 
extension shows Amazon pricing 
on products while you are on 

other websites. It gives you access to the Deal of the Day, 
Product Comparisons, Universal Wish List and shortcuts 
to popular Amazon destinations right in your browser.

Awesome Screenshot 
So let’s say that you have a 

new website and you want to 
show it off but can’t always link 
to it. The Awesome Screenshot 
extension takes amazing 
entire webpage screenshots 
for you to save as an image. Another great feature of 
this extension is that you can record your screen.  

WhatFont 
WhatFont can identify any 

font used on a web page. When 
you use WhatFont on your own 
websites, you can ensure you 
have consistent branding by 
always using the same size & 
type of fonts. You will never 
have to wonder if you are using 
the correct font ever again. 

ColorZilla 
This extension 

includes an advanced 
eyedropper, color 
picker, gradient 
generator and other 
colorful goodies. The 
dropper allows you 
to highlight over any 
color and generate 
its custom color 
name. This is handy for keeping consistency in 
your brand by using the same colors. 

These are just a few out of hundreds of great extensions 
available. There are too many great ones to list! Do you have 
a favorite extension that improves your digital life and that 
we didn’t mention? If so, let us know at info@saffire.com! 

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. 

SIMPLIFY YOUR LIFE

THE DIGITAL LIFE WITH KENDRA WRIGHT

CHROME EXTENSIONS TO
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YESTERDAY’S INCIDENT IS TOMORROW’S RISK WITH PETER ASHWIN

UNCERTAIN WORLD
SECURING OUR FESTIVALS AND EVENTS IN AN

The Evolution of Threats to our 
Festivals and Events

While terrorist and homegrown 
extremist’s attacks targeting festivals 
and events have been relatively rare 
in the past, recent tragic events at 
Breitscheidplatz Christmas Market 
in Berlin (hostile vehicle ramming), 
Manchester Arena (suicide bombing) 
and London Bridge borough (hostile 
vehicle ramming and bladed weapons 
attack) have shown that spontaneous 
attacks not previously anticipated, 
can happen anywhere and without 
warning. Closer to home in the US, we 
are all still trying to comprehend the 
underlying intent associated with the 
recent tragic mass shooting in Las Vegas. 

Transnational terrorists and inspired, 
self-radicalized homegrown extremists 
have demonstrated both the desire 
and intent to attack crowded places 
by any means, particularly through 
low capability attack methods 
which are low cost, require limited 
capability (training, equipment and 
resources) but have a high probability 
to achieve a devastating effect. 

This recent evolution in security 
threats has presented new and complex 

challenges for local organizing 
committees, and their respective 
Law Enforcement and Public Safety 
delivery partners on how to protect 
our festivals and events where we bring 
large crowds of people together in 
one location, on a predictable basis. 

A Risk Based Approach
So how do we balance the 

requirement for enhanced security 
measures to mitigate current and 
future security risks against the 
escalating cost of these measures and 
the impact on attendee experience? 

To achieve this balance, it requires 
a transparent, collaborative and 
pragmatic approach throughout all 
phases of the event planning cycle 
between event organizers, municipalities 
and the respective law enforcement 
and public safety agencies.

By adopting a security risk 
management approach and 
methodology1, we ensure that credible, 
worst case risk scenarios are properly 
considered and treated through the 
implementation of cost-effective 
risk control measures to reduce the 
potential likelihood of a terrorist attack 

occurring, enhancing the ability to 
detect pre-attack indicators triggers 
(e.g. hostile reconnaissance), or in the 
event of a critical incident, reduce the 
severity of the consequences through the 
initiation of emergency response and 
management plans (ERPs) which have 
been exercised and tested with safety and 
security stakeholders prior to the event.

The Manchester arena and Las Vegas 
incidents have reinforced the requirement 
to look beyond the typical boundaries 
of the event site or venue into the 
“gap” or what’s commonly known 
as the “Last Mile”, from the point of 
arrival to the point of ingress for event 
attendees.  Local organizing committees 
should now consider a “whole of 
community” approach with their Last 
Mile stakeholders on how to address 
and respond to highly improbable but 
catastrophic risks such as terrorist attacks. 

The DHS2 Comprehensive 
Preparedness Guide (CPG 201) - 
Threat and Hazard Identification 
and Risk Assessment (THIRA) 
Guide, 2nd Ed. 2013, reinforces this 
approach, “……an effective THIRA 
requires active involvement from the 
whole community” supported by a 

Continued on page 67 

Minerva Studio / Shutterstock.com
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THE SPONSOR DOC WITH BRUCE L. ERLEY, APR, CFEE

Dear B.G. 
To most people, autumn means falling leaves, Spiced Pumpkin 

Lattes at Starbucks and family outings to the nearby pumpkin patch. 
To the person responsible for sponsor sales, it means renewal time.

Here at CSG, we spend most our effort and attention on preparing 
and scheduling renewal meetings from September – mid-November. 
As I look at my calendar for just next week, I have three booked. 

Needless-to-say, if your event takes place in the late spring or  
summer, NOW is the time to get this year’s sponsors committed  
for 2018. These are prime months for renewals as most  
companies conduct their annual planning and budgeting cycle  
during the fourth quarter. 

We regard renewals as creating the crucial financial foundation  
upon which to build for the coming year. Typically, we can expect  
to renew 80 – 90% of our sponsors. The ones we lose are usually  
a matter of changing marketing strategies and staff changes vs.  
ineffective results.

Here are some of the key things you will want to have to assure  
renewals for next year.

1. You produced a great event in 2017 that delivered the vast 
majority of promises made to your sponsor and even better, you 
over-delivered on what they expected. 

2. You have prepared a customized Post Event Report for each  
individual sponsor that provides clear information and  
“performance” results on their sponsorship. Information that  
your recap report must include are:

• Event summary – What happened!
• Accurate attendance and audience demographics
• Media summary and samples of ads
• Digital and social media recap
• Samples of collateral materials such 

as posters, program, etc.
• Photos of the sponsors specific activation on site
• General photos or video of the event

Post Event Reports are not just important for archival 
documentation, but they should stir up great feelings about 
the event and lead you into the renewal sales pitch.

3. We create a Sponsorship Renewal Sheet for returning 
sponsors rather than a whole new proposal, as after 
they have experienced the event personally, they don’t 
need you to describe it to them again. Our renewal 
sheets are specific to each sponsor and include:

• Next year’s dates
• Sponsor level
• Exclusive category the sponsor is receiving
• Assigned event asset
• 2018 Rights & Benefits
• Fee (including any increase)
• Deadline for which renewal is expected

4. We do not want to do these renewals by phone or email, so I 
schedule face-to-face meetings with each sponsor to go over 
their experience and discuss ideas and improvements for next 
year. This gives me the opportunity to continue to grow our 
personal relationship and get a read on their likelihood to renew. 

5. Don’t leave the meeting without asking for their sponsorship 
again. Most of my sponsors say they are back during the 
meeting. If they can’t confirm right then, I ask when they 
expect to have a final answer and I am sure to follow-up.

I hope these ideas help you with your renewals. It’s great  
ending the year with most or all of your 2017 sponsors  
locked down for 2018. 

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: 
We are beginning to work on our sponsorship renewals for 2018 and I am hoping you 
can provide some tips that will help me with closing our deals?

B.G. Rockford, IL

THE GIFT THAT 
KEEPS ON GIVING!

RENEWALS:
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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


WITH GAIL LOWNEY ALOFSIN

Jennifer Aaker, a behavioral psychologist and a professor 
of marketing at Stanford Graduate School of Business, 
emphasizes how harnessing the power of story and engaging 
others is the key to success in everything you do – whether 

you are selling an idea to a client or co-worker, inspiring an audience 
or teaching a student, your goal is to engage your audience.

What’s your story? Your story is evolving every day 
through your interactions with people and your reactions 
to all types of situations. While we are not always able 
to control our circumstances, we have the power to 
control our response. As your story evolves, you have 
the opportunity to improve and share it, every day.

How do you share your story in the workplace? Your 
personal brand is not what you think it is, it is based on the 
perception other people have of you. Are you known as 
a team player? Do you exhibit leadership skills no matter 
what your position? Are you someone that your co-workers 
want to spend time with? Perception is reality. What is the 
perception that people have of you? Self-awareness is 
curative. Let’s review a few suggestions that will contribute 
towards crafting your positive and attractive personal story.

No gossip, period. You do not want to be known as 
the office gossip. In lieu of sharing the news that a person 
is getting divorced, lost their job or had an accident, why 
not share news of a wedding, baby or promotion? When 
you are the arbiter of positive news, you gain more trust 
than a person who shares negative news. You have seen it 
in the workplace, negative people form negative clusters. 
This is not a cluster that you want to be aligned with. 

Get noticed: Do you work hard? Are your colleagues and 
boss aware of what you contribute? Challenge yourself in the 
workplace – don’t wait for others to offer you more responsibility. 
Ask your supervisor how you can make their day better - is 
there a project that you can assist with? Keep track of what 
you accomplish and create a personal annual report that you 
can share in your review. This report should focus on the 
impact you had on the company. During your meetings with 
your boss, keep track of what is discussed. Follow up with an 
email, attaching the meeting notes with your follow up items 

noted. Communicate as you complete these tasks as they 
may impact the work of other members of your company.

Keep your net open: What’s your plan? Impactful 
performance, connections and results will not guarantee your 
current job, but it will help you secure a new one should the 
need arise. Companies close, departments evaporate; spend 
time crafting your story and building your brand. Kaizen is the 
Japanese word for “continual improvement.” Be a life-long learner, 
it will add to your story and serve to enhance your personal brand. 

Be nice: Talk to everyone, you never know who you are 
meeting with and everyone has something to offer. It does not pay 
to judge others. Compliment your co-workers – “You crushed it – 
great presentation, terrific sales numbers – can you share your 
knowledge with us?” Building relationships with your colleagues 
is as important as building a relationship with your clients. 

The B20 Theory. Brian Cotsonas, Regional Manager 
for Smith Optics subscribes to the B20 Theory – Be 20% 
better at everything you do – 20% is so attainable. For 
instance, if you are going to run 1 mile, run 1.4 miles. Start 
now – the sooner you start, the better you will be. 

Build your own tool box. You never know when you 
can use the knowledge and skills. Stop focusing on your 
flaws and share your expertise. Your story is your currency; 
craft it carefully and spend it wisely so that the people 
you encounter will want to finish the chapter, and turn the 
page. Once upon a time…make it a story to remember!

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. Since being published in April, 2016, it has raised 
over $35,000 for non-profit organizations. 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.  

STORY
WHAT’S YOUR

“Peop le  a re  l i ke  s t a ined  g l ass 
windows: They sparkle and shine 
when the sun is out, but when the 
darkness sets in, their true beauty is 
revealed only if there is a light within.”

 Elisabeth Kubler -Ross

LEADERSHIP AT ALL LEVELS 
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Pay It Forward and Help Us Reach Our Goal 
on #GivingTuesday 11.28.17

Online donation or PDF donation form at
IFEA.com / Foundation / Fund for the Future

Individual and Organizational Contributions are welcomed and encouraged.

Questions? Contact Kaye Campbell, CFEE, Director of Partnerships & Programs 
at kaye@ifea.com or +1-208-433-0950, ext. 815

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

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

INTERNATIONAL FESTIVALS & EVENTS ASSOCIATION

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


MAY I HELP YOU? WITH FLORENCE MAY

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. 

Is Your Website Accessible? 
(Why you and your volunteers should care.)

Volunteer managers (and Event Owners) are about to 
hear a lot about accessibility. Why? Because. Lawsuits.

Over the past few years, WinnDixie and Target were, among 
others, sued because their websites did not meet the spirit of the 
American with Disabilities Act (ADA). The ADA indicates (broadly) 
that places of public accommodations will be made accessible 
to disabled populations. While the ADA does not specify the 
internet in specific terms, several courts have started to interpret 
the internet as a public place, the entry point to our services.

WinnDixie and Target are enormous companies. What does 
this have to do with my event management company?

I suspect the producers of “Hamilton” and the owners of the 
theatre asked the same question when they recently got sued.

The US federal government adopted Web Content Accessibility 
Guidelines (WCAG) 2.0 AA in January 2017 as the standard for 
federal agency websites. This step to set standards and meet 
the spirit of the ADA, leads many in the accessibility community 
and the technical community to believe that full adoption of these 
standards for public and private websites will be forthcoming. But 
bluntly the lawsuits and the heightened public awareness is here!

So as of right now no one is forcing us to make our web-
sites accessible by a certain date?

Correct. However, as the number of accessibility lawsuits 
expand public attention to issues of accessibility are heightened. 
Waiting until 2018 could have consequences in both time and 
money. Law firms representing private litigants are increasingly 
aggressive regarding web accessibility. Firms send letters 
stating that your website is not accessible and request 
the opportunity to develop a plan to bring the website into 
compliance while emphasizing payment of attorney’s fees and 
possibly alleged damages as terms to settle if you don’t. 

Your organization would be wise to consider the cost and time 
as an opportunity to expand your business with both disabled 
and aging customers who are presently unable to navigate your 
website or mobile application. Incorporating website accessibility 
designs and requirements is just smart [especially if a website or 
mobile application revamp is in your near-term business plans]  
business planning.

What exactly does “accessible” mean? And is it difficult to 
make your website accessible? 

The “Accessible name is the name of a user interface 
element. Its value is a big part of what is communicated 
to users of assistive technology” (eg screen readers) says 
accessibility expert, Joe Watkins. “Without it, people who rely 
on those technologies would have difficulty understanding 
or interacting with much of the content on the page.

My volunteer management software, TRS, has gone through 
two accessibility audits over the past few years. The first for a 
federal event client and the second with a national Not For Profit 
multi-event client. These audits are becoming more prevalent 
across our industry. We found that the biggest accessibility 
concerns include 1) incompatibility with speech recognition and/
or screen reading software, 2) no option to only use the keyboard 
3) lack of or no text-based alternatives to media content, 4) poor 
color contrast and/or small text size, and 5) transaction timing 
requirements that didn’t account for intellectual disabilities or age. 

We had to make a few adjustments and the process 
made us more aware of the challenges of our users.

Bottom Line?
Save your company a lot of misery and make all your 

site volunteers and users happy. Remember many of these 
changes impact both people with disabilities and the aging. 
Many of our volunteers are older and often retired so these 
additions make it easier for them to use online systems.

Take these extra steps. 1) Ensure your programmers and graphic 
designers are referencing the ADA guidelines when updating and 
building your sites. 2) When you buy software ask specifically if 
they meet Web Content Accessibility Guidelines (WCAG) 2.0 AA.

Yep. Make the Internet a Better Place.  

I, Florence May, love volunteers. Maybe it is the 15 years 
spent managing events with Visit Indy, Simply Hospitality and 
the United 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 Festival, the Kentucky Derby Festival, the Republican 
National Convention, the Democratic National Convention, 
Celebrate Fairfax, the Gilroy Garlic Festival, the US Mayors 
Conference, the Azalea Festival, USA Special Olympics Na-
tional 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. 

May I Help You?  
Contact me with volunteer Management related questions at 
fmay@my-trs.com. 

ACCESSIBLE?
IS YOUR WEBSITE
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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 Online Entertainment 
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 tool – let 
us shine the spotlight on you!

Reserve your space at ifea.com under Resources or contact:

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

SHOWCASE LISTING:         $245/YR MEMBER
• 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:       $295/YR MEMBER
• All items within Showcase
• One (1) ‘Featured Entertainment’ space video. Videos play 

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

Less Than
$25/mo!

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


EVERYONE’S INVITED

Pets Can Be Dangerous
Service animals provide critically important, sometimes 

life-saving, assistance to people with disabilities. We want all 
patrons with disabilities to feel comfortable bringing their service 
animals to events. It is a serious safety issue when patrons 
falsely represent their pet as a service animal so that they are 
then allowed to bring it into your festival. It is unsafe for patrons, 
for staff, and for other animals, including service animals! 

Even a well-trained pet can become frightened and may act 
aggressively in unfamiliar, crowded, noisy surroundings. It might 

protect their person from what they perceive as a threat, a child 
running by, another dog, or the mounted patrol on horseback. If a 
dog becomes lost in the crowd, imagine how terrified it could be.

I’ve seen dogs lunging at patrons and staff. I’ve seen a dog 
growling and barking at a horse ridden by mounted patrol. 
Security staff members have told me of their personnel and 
other staff getting bitten. One person was bitten in the groin. 
We freed a dog that was left in a zipped up and locked hot tent 
with a bowl of water that the dog had tipped over. Its whines 
alerted passersby. We cut the lock and called in animal control.

WHAT CAN WE DO?

INCLUDING PEOPLE WITH DISABILITIES

FAUX SERVICE ANIMALS,
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WITH LAURA GRUNFELD

Taking Advantage
Faux service animals have become a serious problem at events 

and other public places. People are so attached to their pets that 
they want to bring them everywhere. While many public places 
prohibit people from bringing pets into their establishment, the 
Americans with Disabilities Act protects the rights of people 
with disabilities to bring their trained service animals with 
them just about everywhere. The law falls short, however, as it 
doesn’t give us a way to definitively identify a service animal.

I am not revealing any secrets when I tell you that festival 
attendees and other people with pets have learned that they can 
go online to purchase fake service animal identification including 
vests, harnesses, collars, “certification” papers and the like. 
Ironically, the law prevents staff from legally asking for any of 
this identification because there is no such officially sanctioned 
national certification or training facility. Additionally, the law allows 
people to train their own service animal which is why certification 
from a school is not required. These circumstances make it easier 
for people to falsely present their pets as service animals. By 
taking advantage of the laws that protect people with disabilities, 
these pet owners are taking advantage of people with disabilities! 

Working with many festivals through the years, I 
saw this problem grow across the nation. At some 
events, the camping areas looked like a dog-fest, 
with many unattended dogs running free. 

Developing a System
Some years ago, I developed a service animal screening 

system that I have applied to events in different states 
across the nation. We have significantly reduced the 
number of pets attending these events and it is much safer 
for all involved. The system components are listed here. 
If you need help, see my contact information below.

1. You must research the laws in your state, county, and 
municipality. The federal law requires that service dogs and 
miniature horses who have been trained to assist a person 
with a disability be allowed in places open to the public. In 
some cases, local laws cover emotional support or service 
animals in training. Look into it! 

2. Develop a service animal policy for your festival and post 
it on your website. Does your state penalize those who 
falsely represent their pet as a service animal? What other 
local laws might apply? 

3. Train your service animal screeners very well. The law 
narrowly restricts what questions can be asked of the 
person handling the animal. Help staff understand 
when they can ask follow-up questions. This is a 
potentially litigious area and you want to get it right. 

4. Develop a record keeping system. 

5. Train all of your staff what to do if there 
is a misbehaving animal. 

Misinformation
I can’t tell you the number of times I have heard poorly informed 

staff tell me that all they have to do is ask for certification papers or 
look for an official vest on the animal. The patrons who are bringing 
in their pets are happy to oblige by presenting the fake identification. 
Meanwhile, it is illegal to ask for any such identification! The patrons 
with pets don’t report these infractions because they want to 
perpetuate the ruse. Persons with disabilities and their genuine 
service animals often present their legitimate identification even 
though they know it is not required, just to ease the process. 

Protect All of Your Attendees
The pets are not safe either. One of the images seared into 

my memory is of a puppy, tied to a bumper on a short lead, at a 
camping festival on a hot summer’s day. The pup was frightened, 
thirsty, and whimpering. Its owners had gone into the venue, leaving 
the puppy alone for the day. We brought it water and called animal 
control. They took the puppy to their facilities for safekeeping. 

If a service animal is attacked and hurt or killed by someone’s 
poorly trained pet, it can cost many thousands of dollars to 
replace or retrain a service animal. If a pet harms a person 
or animal at your event, will you be able to say that you have 
done all that you can do to prevent such an occurrence?

 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.
© Laura Grunfeld, Everyone’s Invited, LLC, November 2017

I am not revealing any secrets when I tell you that festival attendees 
and other people with pets have learned that they can go online to 
purchase fake service animal identification including vests, harnesses, 
collars, “certification” papers and the like. 
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THIS EVENT PROMOTION PACK IS IDEAL FOR ANYONE KEEN TO SPREAD 
THE WORD ABOUT THEIR EVENT FAR AND WIDE.

THE EVENT ORGANISERS’

TOOLKIT
FOR PROMOTING EVENTS

Part 2 of 4
By Dan Rose
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In Part 1 of this article, included in the 
July 2017 issue of “ie” magazine, we 
learned about Pre-Event Promotion, 
including Website Promotion, Social 
Media, Email, Traditional Marketing 
Techniques, Partnerships and Public 
Relations.  

In Part 2 of this article, we will learn 
more about promoting events during 
and after the event, in addition to re-
viewing the Event Promotion To-Do List.

PROMOTION DURING  
THE EVENT

The day of your event is an ideal 
opportunity to promote your message 
or future events to attendees. It is also 
an opportunity to show those who 
did not attend exactly what they are 
missing. You will probably be very busy 
ensuring the event runs smoothly during 
the day, so make sure you do as much 
preparation beforehand as possible.

BRANDED        
MATERIALS

Make sure you 
have plenty of 
branded materials 
such as flyers and 
banners at your event. If 
someone takes a photograph 
at your event, you want your brand 
to be in the picture! You might want to 
include goodie bags too with branded 
pens, information and other useful 
bits and pieces. This will ensure people 
remember your brand when they leave.

Keep in mind that your brand isn’t just 
your logo, it’s everything your company 
stands for, so make sure you portray 
your brands image appropriately. Try 
to educate attendees about your event/
brand and give them useful information 
such as an events calendar so they can 
book on to the next one there and then.

SOCIAL MEDIA       
Social media will be 

immeasurably important 
on the day of your event. 
This is where anyone 
who couldn’t attend 
your event will see just 
how good it really is and 
can engage with your 
brand or event attendees 
instantaneously. Make sure you are 
posting photos, videos, quotes from 
speakers and regular updates on your 
event throughout the day. You might 
even want to try using Facebook Live 
to give anyone on Facebook an insight 
into your event. It’s a good idea to set up 
your own hashtag too if you want to try 
and get your event trending on Twitter!

If you don’t think you will have much 
time to post on social media throughout 
the day, you can use a tool such as 
Hootsuite to schedule some social 
posts. Although this isn’t as effective 
as doing it live, it will encourage your 
attendees to get involved. Try to start a 
conversation with your audience, ask 
them questions and really get them 
engaged to spread your message further.
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DATA                

DATA
COLLECTION

COLLECTION  
Getting 

information 
from your event 
attendees such as 
email addresses will 
give you a way to 
follow up with them after the event and 
continue promoting your brand. If your 
attendees didn’t need to sign up to your 
event, you may not have already collected 
this data, so you’ll need to find a way to 
convince them to hand over their details.

Simple techniques such as 
competitions or prize draws are very 
effective, but generally networking 
with people and taking contact details 
directly is a much more personal way 
of doing things. You might also want 
to try interviewing people to get their 
opinions on the event. You can use 
these interviews in any blogs or videos 
you make after the event and remember 
to ask for contributors contact details 
so you can share it with them later.

POST EVENT PROMOTION
Once the event is over, you don’t want 

people to just forget about it straight 
away. The promotion work is far from 
over as you need to remind attendees 
of what they experienced on the day 
and get people who didn’t attend to 
kick themselves for missing out! 

BLOGGING         
MY BLOG

AND IMAGE 
GALLERIES

Now is the time 
to start blogging 
and telling the story 
of your event. Don’t just send out 
one blog and leave it at that, create a 
series of blogs or richer content such 
as slideshows, videos or infographics 

detailing different parts of your event. 
Include mentions of specific attendees 
and they will be more likely to share 
your blogs. You can schedule these 
blogs to be published for weeks to 
come, ensuring the impact of your event 
continues long after the event itself.

You might have had a photographer at 
your event, or perhaps you were taking 
photos yourself or encouraging attendees 
to do so and then post them on social 
media. Gather these images together 
and create an image gallery on your 
website. People are keen to engage with 
this type of rich media and will be eager 
to see if they are in any of the photos!

SOCIAL                 
MEDIA

Once again, social 
media is ideal for 
continuing to promote 
your event once it’s 
over. You can reach 
out to individual 
attendees, engage with 
anyone who used your 
events hashtag and 
push out any relevant 
information regarding your event (e.g. 
competition winners). Social media 
also gives you an opportunity to thank 
any contributors or attendees publicly.

If you are producing any blog content 
regarding your event or image galleries, 
social media is a great place to promote 
it. Don’t be afraid to tag people who you 
think it might interest and continue using 
your events’ hashtag after the event.

EMAIL          
A follow up 

email to the 
people who 
attended your 
event will allow 

you to continue contact and provide 
them with personalised information 
about the event they attended as well as 
a reminder for future events. You might 
have captured more data at your event, 
so be sure to add these people to your 
mailing list. Again, if you have created 
blogs or photo galleries, you should 
share them via this follow up email.

Email can again be used to contact 
those who didn’t manage to attend your 
event with a personalised message, letting 
them know what they missed out on 
at the event. You want to be careful not 
to seem like you are spamming people 
though, so don’t overdo it and give 
people the opportunity to unsubscribe.

In Part 3 of this article, due out 
in the January 2018 issue of 
"ie" magazine, we will review 
the many event promotion 
resources including Event Press 
Release Templates, Event Invi-
tation Templates, Event Email 
Templates and a Social Media 
Strategy.

Dan Rose is Managing Director of 
Hampshire based Event Insurance 
Services, one of the leading 
providers of all types of event 
insurance in the United Kingdom. 
The company prides itself on a 
reputation built on outstanding 
personal service and is celebrating 
its 20th Anniversary this year. 
Dan has been with the company 
for nine years and has long been 
a festival goer himself. https://
www.events-insurance.co.uk

44  IFEA’s ie: the business of international events Winter 2017

https://www.events-insurance.co.uk
https://www.events-insurance.co.uk


PRE-EVENT PROMOTION

• Decide on your promotion budget

• Audience research – where/how can you target them?

• Create your promotion plan (a Gantt Chart 
will help you to stay on track) 

• Get any physical promotional branded materials printed/created

• Organise your partnerships/sponsorship and 
supply them with promotional materials

• Book any printed advertising

• Create your ‘event page’ on your website and publish it

• Write and schedule blogs surrounding your event

• Send out your first email invitation to your guest 
list – include links to your website event page

• Announce the details of your event on your Social Media channels

• Create a Social Media schedule so you are sending out 
updates and relevant information on your event often

• Set up and schedule paid social advertising

• If you are using flyers/posters – send these 
out to consenting businesses

• Prepare and send out your press release to relevant publications

• Send out reminder emails to your guest list

PROMOTION DURING THE EVENT

• Lay out your branded materials or be available 
to hand them out to attendees on arrival

• Start posting live updates on Social Media 
before guests even arrive

• Implement your methods of data collection 
and actively encourage participation

• Promote your next event / business to 
your audience during the event

• Try to get people to sign up to your next event there and then

POST EVENT PROMOTION

• Send your ‘thank you for attending’ email to attendees and a 
‘here is what you missed’ email to those who didn’t make it

• Pull together all your photographs and 
create an image gallery on site

• Start blogging about your event

• Send another email out to your database 
linking to your blog and photo gallery

• Post blogs and image galleries on social media

• Perhaps send out another press release post event detailing 
anything significant from the day (e.g. money raised for 
charity, records broken, business developments etc.)

• Analyse the success of your paid advertising

THE EVENT PROMOTION TO DO LIST



WITH SCOTT FRASER

As I write this column, the smoke is still clearing both 
literally and figuratively from the awful mass shooting in Las 
Vegas. This one hits a bit closer to home for a lot of us, 
because it happened at the Route 91 Harvest Festival.

In the midst of this awful tragedy, we are also seeing example 
after example of the goodness in our fellow citizens helping 
one another at one of the worst moments in the victims’ lives. 
Real life heroes, whose identities may never be known.

We are also seeing the benefits of having a crisis plan 
(including crisis communications) in place and ready to go. We 
have seen the benefits of not only having a crisis plan, but regular 
practicing of what to do in the event of a mass casualty event.

Just think of how many entities had to put their crisis plan 
into effect late on that Sunday evening. First, there was the 
Las Vegas Police Department. Not only did they have to deal 
with the deadliest mass shooting in modern history, they had to 
deal with literally thousands of inquiries from the news media, 
concerned family members and the public. And they had to try 
to continually get updates internally so they could intelligently 
inform the media and the public of what was going on.

Then there were the hospitals—several of them. They had 
to immediately implement their disaster plan. This, of course, 
included calling in all medical staff, making sure they were working 
in their proper places, triaging the victims and caring for all the 
patients. And, they had a communications portion of that plan so 
they could deal with calls from the media and worried relatives 
wanting to know if their loved ones were being treated and where.

The promoters for the Route 91 Harvest Festival had to put a 
crisis plan into effect. They were dealing not only with 22,000 
concert goers, but had to think about their communications with 
all the musicians and event staff as well. Plus, at some point 
they had to think about their message in terms of future events.

Then there was the City of Las Vegas. While showing love 
and compassion for all of those who were killed or injured, 
they also had to be thinking about what kind of pall this casts 
on their city. How will this affect tourism and/or future events? 
A good crisis plan will help them through these tough times 
and ultimately work to continue to attract visitors to the area.

Don’t forget all of the performers at the festival. I’m sure 
this is the last thing any of them had ever thought about. 
Still, on that Sunday evening, publicists for Jason Aldean 
and others had to jump into action. They had to ensure 
their musicians were safe, communicate this to their 
fans, and of course express their heartfelt sympathy and 
concern for all of those affected by this terrible event.

The Mandalay Bay hotel also would have had to implement 
a crisis communications plan. Because the shooter used the 
hotel to fire on the crowd, I expect many people cancelled 
their reservations for any number of reasons. This is a very 
tricky position for the hotel because in some ways they are a 
secondary victim of the shooting. However, they couldn’t exactly 
portray themselves as such because many have questioned how 
this individual could get such an arsenal set up in his room.

There are more businesses and organizations 
that had to implement their crisis communications 
plan that night, but you get the picture.

By now, many of you may have reviewed your plans, updated 
them and made sure you are ready to go. Some of you may even 
be considering holding mock drills. Those in Las Vegas that had 
done so on a regular basis performed admirably that tragic night.

In fact, I can’t point to any examples of where a business or  
entity did not do a good job with their crisis plan that fateful evening.

For those of you who have said you will get to this 
“someday”, I hope you are rethinking your timetable. As the 
saying goes, “someday” is not a day of the week. Some of 
you have been brought to the stark realization that maybe it 
really is time to put a crisis communications plan in place, 
and practice it. Whether you are in a major metropolis like 
Las Vegas, or a tiny little hamlet, it CAN happen in your city 
or town at your event. And once you create your plan, test it, 
and find where improvements need to be made. Then revisit 
this plan every so often to see if it needs to be updated.

Remember, your goal is to have a nearly foolproof plan in  
place…….that you never need to use.

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

THAT YOU NEVER 
NEED TO USE

HAVING A CRISIS COMMUNICATION PLAN…
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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


WITH RENE MICHAELY

Applying for a city permit to host an event on public 
land is common practice in most communities. 
Unfortunately, application processes are usually 
paper-based, arduous for both the applicant and the 

approving Event Office, and can take an exorbitant amount 
of time to approve (in some cases, months prior to an event). 
Overhauling your application process may seem daunting, 
but there are a few simple changes your Event Office can 
implement that will improve customer service, make your life 
easier, and hopefully reduce overall administrative costs. 

1. Make sure your permit application is clear 
and concise. 

Event organizers are intrinsically passionate, but event 
production likely isn’t their area of expertise or what pays 
the bills. Navigating an event permit application may be 
daunting for a novice applicant, or even worse, feel like 
unnecessary red tape. It’s up to the Event Office to ensure 
the application is clear, concise, and well explained. Invite 
staff from another department to complete your form and 
welcome feedback from event organizers on their permitting 
experience. Do this regularly to ensure your form remains 
current and efficient. Small tweaks to your form could 
make a world of difference for a novice event organizer.

2. Get everything online. 
It’s fair to say that providing access to information, forms, 

and templates online is now expected. Make sure that you have 
all of the required documents easy to access on your website. 
The more tools you can provide online, the easier it will be for 
event organizers to self-serve and the less time you will spend 
answering emails and calls requesting the same information, over 
and over again. Consider providing templates for waste and traffic 
management plans, maps of public parks, an emergency plan 
template, or event suggested questions that could be included 
on an economic impact event survey. By adding useful tools to 
your website, you will add value to the permitting process and 
streamline the information used and submitted by events.

3. Be transparent. 
Provide a simple step-by-step breakdown of the approval 

process and how long it can be expected to receive an 
event permit. If processing times vary from month to month, 
especially if you have only one or two intakes for permits, then 
update these times regularly on your website. By advertising 
how long an event organizer can expect to wait for a permit, 
you are removing the vail of mystic often associated with 

government approvals, and helping event organizers to determine 
how early they should be submitting their application.

4. Debrief, debrief. 
Event debriefs can provide valuable insight into what worked 

and what needs improvement especially for recurring events. 
Event debriefs with the event organizer and with other approving 
departments and agencies can help bring to light small, and big, 
issues that may have otherwise gone overlooked. Debriefs also 
help identify how events impact citizens, visitors, and businesses. 
By addressing issues after or before they arise, you’re also 
delivering good customer service to the broader community.

5. Green light events. 
Producing an event is no small feat. Most event organizers find 

themselves busier than they ever imagined, juggling location require-
ments, programming, advertising and marketing, waste management, 
traffic management, health & safety, liquor permits, volunteers, and 
so on and so on. Waiting for an event permit and not knowing if an 
event will be approved, can cause undue stress and delays in event 
production. If an event meets some basic/minimum requirements 
(e.g. the location is available, the event has been hosted in previous 
years), then an Event Office could “green light” an event, granting 
them permission to proceed prior to being issued their final permit.

These are just a few examples of how you can reduce  
processing bottlenecks, open up the lines of communication  
with all of your stakeholders, and improve how you interact with  
and serve event organizers.

If you work in an Event Office and would like to share how 
you’ve improved customer service, I’d love to hear from you. Join 
the conversation on Twitter by using the hashtag, #eventpermit

In the next issue of “ie” Magazine, I’ll discuss ways your Event  
Office can address Council priorities..

Rene Michaely is the founder and chief visionary of eproval, 
a software platform designed to automate and streamline 
complex application and approval processes including event 
permits. Based in Vancouver, BC Canada, his team has an 
intimate understanding of government permitting and approval 
processes through their experience working with and for 
event offices. Rene has also been a product manager at an 
event registration startup and founder of a web development 
firm specializing in event websites and complex applications. 
You can reach Rene at rene@eproval.com, learn more about 
eproval at www.eproval.com, or follow @eproval.

CUSTOMER 
SERVICE

5 WAYS YOUR EVENT OFFICE CAN IMPROVE

#EVENTPERMIT
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IFEA Convention Speakers         IFEA Tucson Volunteers

CONVENTION SUPPORTERS

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

62nd ANNUAL CONVENTION PARTNERS

®

INTERNATIONAL FESTIVALS & EVENTS ASSOCIATION

mailto:kaye@ifea.comASSOCIATION
https://kaliff.com/
http://www.lantisfireworks.com/v3/
http://www.saffire.com
http://www.dixieflag.com
http://www.ifea.com/p/about/foundation
www.hwins.com
http://www.zambellifireworks.com
http://www.pointsmap.com
http://tripinfo.com/
http://www.teamworkonline.com
http://www.sponsorship.com/
http://orkestra.ca
https://www.grapevinetexasusa.com/Default.aspx
http://www.visittucson.org
www.americanmetro.com/
www.fabulousinflatables.com
http://atomicdesign.tv/rental.aspx
http://www.bigeventsonline.com/
http://www.custompin.com/contact.htm
http://sched.org/
http://www.ticketfly.com
http://azcine.com
http://rionuevo.org
http://www.marriott.com/hotels/hotel-rooms/tussp-jw-marriott-tucson-starr-pass-resort-and-spa/
http://featsaz.com
https://www.newtarget.com


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

mailto:nia@ifea.com
mailto:nia@ifea.com
http://www.ifea.com/p/resources/iemagazine/publishingdeadlines
http://www.ifea.com/p/resources/iemagazine/publishingdeadlines
http://www.ifea.com
http://www.ifea.com/p/industryawards/leadershiplegacy


Gold • Grand Pinnacle • Under $100,000
City of Pigeon Forge Office of Special Events • Wilderness Wildlife Week • Pigeon Forge, TN U.S.A.

Great Smoky Mountains National Park is one of the world’s most beautiful places to take in everything the 
great outdoors has to offer. The primary message of this year’s Wilderness Wildlife Week was to illustrate all 
the phenomenally engaging and immersive experiences attendees can partake in both our community and 
Great Smoky Mountains National Park as our entire community continues to promote how our area is back 
up and running from the devastating November 2016 Chimney Top 2 wildfire. The week-long event which 
took place between May 9 -13, 2017, featured a series of free, family-friendly activities designed to educate 
budding and experienced outdoors people and instill a love of nature in all those who attend.
For more information: Click Here

Silver • Grand Pinnacle • Under $100,000
Main Plaza Conservancy • Mariachi Corazón de San Antonio High School Group & All-Star Competition • San Antonio, TX  U.S.A.

Now the seventh-largest city in the nation, San Antonio is a pivotal location in the story and identity of the 
United States and North America. Charged with preserving the cultural heritage of this great City, Main Plaza 
Conservancy debuted “Mariachi Corazón de San Antonio” Festival, High School Group and All-Star 
Competition in 2012. Known as the “heart of the city™”, Main Plaza is the “original” historical City center. What 
better place to experience mariachi music at its finest than in the “HEART” of the City, Main Plaza, where the 
essence of the Texas-Mexican Border music runs deep through its core?  MPC is vested in preserving tradition 

and heritage and in promoting the cultural and educational enrichment of San Antonio area students.  It is our premise that all 
youth should have the opportunity to participate in an ensemble of the caliber of an all-area youth choir or orchestra and that 
mariachi music is every bit as credible and viable an art form as is a symphony orchestra, especially in Texas where mariachi has 
become a sanctioned University Interscholastic League ensemble.
For more information: Click Here

Gold • Grand Pinnacle • $100,000 to $500,000
RedFilo Events • The Festival at Masdar City • Abu Dhabi, UAE

The 4th edition of The Festival @ Masdar City, took place on Friday the 20th of January and Saturday the 
21st, 2017 as part of Abu Dhabi Sustainability Week. As an initiative towards raising awareness on 
adopting more sustainable habits, the festival has remained as a catalyst to attracting families and children 
to the concept of sustainability within the UAE.  This year, The Festival @ Masdar City 2017 was set up in a 
way to incorporate ten different zones, which all included the theme of sustainability; Hype Central, 

Greenhouse, Innovation Factory, Oasis, Art on Track, Hands-On-Crafts, The Bazaar, Tales & Legends, Arcade Alley, & Carnival Square. 

The festival theme appeared in several locations throughout the iconic Masdar City. Our objective was to deliver an outstanding  
event, which promoted Masdar as a major destination in the UAE. Overall, practicing sustainability is a duty of every citizen, and  
raising awareness on its importance in everyday life was the core mission of the festival.
For more information: Click Here

CONGRATULATIONS 
to our 2017 Grand Pinnacle Winners

Proud to insure excellence in the festivals & events industry
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Silver • Grand Pinnacle • $100,000 to $500,000
RedFilo Events • The Neorun™  • Abu Dhabi, UAE

The NEORUN™ an original event concept, created and managed by RedFilo™, was the first ever 
Night Fun Run in the Middle East, bringing together more than 3,500 people in Dubai, to take 

part in the first event in April 2015. It is a 5K track through a NEO World, were runners are splashed and sprayed in glowing Paint. 
They wrap up the night with a psychedelic Enigma Party with mind-blowing music from top acts across the UAE. The runners, an 
integrated part of the show, light up the track with Glowsticks, Neosabers, and wacky outfits which glow in UV light.  Since its 
inception, the NEORUN – The Place to GLO, has evolved into a spooky Halloween themed event, ‘The Scariest Place to GLO’. The 
event now takes place annually every October on Halloween Weekend.  This year the track became host to some new and improved 
zones such as Hologram Horrors, Undead Disco and a UV tunnel and exciting new acts such as fire breathers and a LED parade.
For more information: Click Here

Bronze • Grand Pinnacle • $100,000 to $500,000
City of Richardson • Cottonwood Art Festival • Richardson, TX  U.S.A.

Cottonwood Art Festival, produced by the City of Richardson’s Community Events Department, is a free, 
two-day event that happens twice a year in Cottonwood Park. Throughout the years, renovations to the 
park were made to accommodate the growing popularity of the art show. The trees, lake and general 
beauty of the park has a relaxing atmosphere which cause people to want to stay all day. The park is 
transformed into a fun-filled festival where we provide the community a juried exhibition of gallery fine 
art and craft by exhibiting artists from around the world. Cottonwood also presents live entertainment 
from local and regional bands, a hands-on art area for children, a craft beer garden and a select group of 

fine food vendors. While the art education programs, community outreach, number of artists, and crowds have increased, the up 
close and personal attention from the artists and the warm atmosphere of Cottonwood Art Festival has remained the same.
For more information: Click Here

Gold • Grand Pinnacle • $500,000 to $1.5 Million
Saint Louis Art Fair • Saint Louis, MO  U.S.A.

Cultural Festivals produces the annual Saint Louis Art Fair (SLAF), a free, three-day celebration of the arts 
and the community that surrounds it. Altering the urban landscape into a festive art-filled environment, 
downtown Clayton, MO becomes a lively showcase of art, music, and food. The most defining aspect of 
the fair is its juried exhibition of fine art and craft, providing patrons the opportunity to view, purchase, 
and engage with the artists. In addition to visual arts, the SLAF includes musical performances, street 
performers, hands-on activities for children, and delectable food from St. Louis’ top restaurants. The Art 

Fair hosts 130,000 people during the three-day event. By incorporating art into the area, partnering with local organizations, and 
providing a free event, the SLAF has become an irreplaceable asset to the Saint Louis area.
For more information: Click Here

Silver • Grand Pinnacle • $500,000 to $1.5 Million
Downtown Fort Worth Initiatives, Inc. • MAIN ST. Fort Worth Arts Festival • Fort Worth, TX  U.S.A.

The MAIN ST. Fort Worth Arts Festival (MAIN ST.), Fort Worth’s most honored event, celebrated its 32nd 
year on April 20-23, 2017. Presented by An drews Distributing Company and Blue Moon, and produced 
by Downtown Fort Worth Initiatives, Inc., MAIN ST. hosted tens of thousands of people during the 
four-day visual arts, entertainment and cultural event. Showcasing a nationally recognized fine art and 

fine craft juried art fair, live concerts, performance artists and street performers on the streets of downtown Fort Worth, the Arts 
Festival stretched along nine blocks on Main Street from the Tarrant County Courthouse to the Fort Worth Convention Center.
For more information: Click Here

Bronze • Grand Pinnacle • $500,000 to $1.5 Million
Des Moines Arts Festival • Des Moines, IA  U.S.A.

The Des Moines Arts Festival®, Iowa’s only free, three-day celebration of the arts, celebrated its 
20th-Year Celebration this past June 23-25, 2017 with an exciting line-up of visual art, live 
entertainment, film, community outreach, interactive activities, eclectic foods, craft beer, and fine 
wines in Downtown Des Moines’ Western Gateway Park.  At the heart of the Festival is the juried art 
fair.  The Festival has truly put Des Moines, Iowa, on the map, drawing more than three million 

guests to the three-day event during the past 20 years. The Festival has something for everyone to enjoy and it’s all free to attend.
For more information: Click Here
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Gold • Grand Pinnacle • Over $1.5 Million
Pennsylvania Horticultural Society • 2017 PHS Philadelphia Flower Show • Holland: Flowering the World • Philadelphia, PA  U.S.A.

The PHS Philadelphia Flower Show is the longest-running horticultural event in the United 
States, with its first exhibition being held in 1829. Participation has soared from a few dozen 
PHS members displaying their garden produce on long tables, to 44 major exhibits created by 
the nation’s leading floral and landscape designers and hundreds of other group and 

individual exhibitors. The Flower Show now includes stages that host professional design and gardening contests; educational 
exhibits built by high school and university students and national plant societies; and the $1 million structure, the Hamilton 
Horticourt, where expert and novice gardeners compete for blue ribbons and show their finest plants – much as the first exhibitors 
did in 1829. The Flower Show has grown and blossomed, while preserving its strong horticultural roots.
For more information: Click Here

Silver • Grand Pinnacle • Over $1.5 Million
Patronato de la Feria Estatal de León y Parque Ecológico • Feria Estatal de León 2017 • León, Gto., Mexico.

The foundation of the Villa of León took place in 1575 and the first written records of the celebration 
are dated since the years 1753 and 1754 as a religious holiday. But it was not until 1825 that the 
Nation’s Supreme Congress authorized the Villa of León to celebrate an annual fair, lasting 8 days. 
Since then, it has become a professionally organized event which is a meeting place for locals and 
foreigners where a varied activity and content program is presented; tradition, music, dancing, food, 
performing arts, literature, media presentations, parade, business and sport, among others, for all ages 

and social classes, with a record of attendance to the fairgrounds higher than 5 million.
For more information: Click Here

Bronze Tie • Grand Pinnacle • Over $1.5 Million
Destination NSW • Vivid Sydney • The Rocks, NSW  Australia

Established in 2009 as part of the NSW Government’s strategy to generate economic growth through 
tourism and major events, Vivid Sydney takes place over 23 nights in the May/June period. These 
weeks mark the transition from Autumn to Winter and have traditionally been the year’s lowest 
visitor season.  The festival program is structured around three core ‘pillars’– Light, Music and Ideas. 
The unifying element of the three programs is their focus on creativity, innovation and the 

cutting-edge applications of digital technology. 
The festival’s geographic footprint has continued to expand, with event programs and lighting installations extending across 
the city to encompass eight precincts and close to 100 venues around the main harbour and foreshore precincts, Central 
Business District (CBD) as well as inner city and suburban town centres. Vivid Sydney is now Australia’s largest festival and 
has retained its focus on creative innovation in the arts, music and creative industries. It encourages widespread community 
engagement and interaction, and is a strong catalyst for visitation to Sydney and subsequent dispersal to Regional NSW.
For more information: Click Here

Bronze Tie • Grand Pinnacle • Over $1.5 Million
Kentucky Derby Festival • Louisville, KY  U.S.A.

Since its first event stepped off in 1956, the Kentucky Derby Festival has grown to become a world-class civic 
celebration showcasing the best-known events in Louisville. The Festival has taken the “Greatest two minutes 
in sports” and turned it into more than a two-week, community-wide celebration.
Serving Louisville for 62 years, the Kentucky Derby Festival produces Kentucky’s largest single annual 
event as well as the largest single-day road race. Between the 70+ events listed on its official schedule each 
year, attendance averages 1.5 million for the run of the Kentucky Derby Festival. While some events do 
charge entry fees for participation, most events are free with the purchase of a Pegasus Pin®, a plastic or 
metal souvenir pin. From the kick-off event, Thunder Over Louisville, to Derby Eve, the Festival works 
closely with local officials and other civic organizations to produce high quality events. Our network 

of 4,000 volunteers is an invaluable asset to the Festival, and working with these groups make the Festival possible.
For more information: Click Here

To view the complete list of 2017 IFEA/Haas & Wilkerson Pinnacle Award Winners, Click Here.

MARK YOUR CALENDARS FOR THE 
2018 IFEA/HAAS & WILKERSON PINNACLE AWARDS ENTRY DEADLINES

Earlybird Deadline:  Mid-June, 2018 • Final Deadline:  Mid-July, 2018
(Exact Dates Available Soon)
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2017  
IFEA World
Festival & 
Event City 

Award 
Recipients

“Recognizing the best 
in community leadership 
and festival and event 
partnerships around the 
world.”

The International Festivals 
& Events Association an-
nounced and recognized the 
2017 recipients of the “IFEA 
World Festival & Event City” 
award during the 62nd An-
nual IFEA Convention, Expo 
& Retreat in Tucson, Arizo-
na, United States on Sep-
tember 14, 2017. The IFEA 
would like to congratulate 
all of our 2017 IFEA World 
Festival & Event City Award 
Recipients.

Tucson
Arizona, United States

Tucson, population 530,706 (pop. 
1,016,206 in its MSA) is the second-largest 
city in Arizona, located in the southeast part 
of the state, in Pima County, 65 miles north 
of the Mexican border. Surrounded by five 
mountain ranges—“sky islands” rising above 
the Sonoran Desert valley—Tucson is the 
longest continuously inhabited site in the 
U.S, and was part of Spain and Mexico be-

fore joining the United States. Its culture re-
flects these roots. Home to the University of 
Arizona, a premier research university ranked 
high nationally in many fields of study, 
Tucson is an incubator to growing high-tech-
nology industries in the fields of biosciences, 
defense, aerospace, and mining equipment. 
Blessed by virtually endless sunny days, Tuc-
son is a year-round destination for outdoor 
enthusiasts, nature-lovers, and competitive 
athletes. Tucson has been investing in its 
transportation infrastructure, including a 
regional multi-use recreational path (The 
Loop) and a streetcar circulator connecting 
business districts and the university campus 
in the central city area. Investment in the 
downtown area has been significant in recent 
years and is gathering momentum with the 
development of new housing, hotels, restau-
rants, and entertainment venues. 
Click Here to view Entry 
Click Here to view Video

Hadong-gun
Gyeongsangnam-do, South 
Korea

Hadong includes Jirisan National 
Park, the Seomjin River and Hallyeosu-
do and is the first place in Korea where 
green tea was planted. The area is rich in 
unique foods, agriculture and indige-
nous products during four seasons in-
cluding wild tea, Daebong persimmon, 
plum, strawberries, chestnut, corbiculae, 
green tea and Yellow Mullet. Three small 
but competitive festivals represent the 
Hadong region including the Hadong 
Tea Festival, the Bukcheon Cosmos and 
Buckwheat Festival and Alps in Korea 
Seomgin River Marsh Clam Festival. 
Click Here to view Entry
Click Here to view Video

New Taipei City
Taiwan

Situated in the northern part of Taiwan, 
New Taipei City wholeheartedly integrates 
religious, cultural, sporting, and other 
events that display Taiwanese artistry and 
innovation. The picturesque natural land-
scape makes New Taipei City abundant 
in tourism resource. The famous natural 
parks, hot springs and the Northeast Coast 
known for its beautiful mountain and 
ocean view have attracted numerous tour-
ists and taken their breath away. Highly 
valued as a multicultural society, the city 
continues embracing traditional as well as 
foreign festivals and showcasing its pas-
sions for innovation and preservation.
Click Here to view Entry 
Click Here to view Video

Sydney
New South Wales, Australia

Sydney is a city that channels its extraverted 
creative energy into expressive events that 
engage the nation and the world. Its beautiful 
natural environment, welcoming spirit and 
exuberant joy in celebration have always set 
Sydney apart as an event destination; now too 
Sydney’s thriving creative industries are add-
ing a layer of technological brilliance to its 
event delivery while construction of transfor-
mative new event infrastructure is ensuring a 
future in which Sydney will continue to excel. 
Click Here to view Entry 
Click Here to view Video
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Philadelphia
Pennsylvania, United States

The City of Philadelphia, the birthplace 
of the nation and home to the Liberty 
Bell and Independence Hall, is synon-
ymous with freedom. In Philadelphia, 
people of all colors, religions, races and 
creeds are invited and encouraged to 
express their beliefs, cultures and pas-
sions in a manner that reflects the truest 
meaning of the word “free”. Philadelphia 
is the sixth largest City in the United 
States, but somehow manages to main-
tain a welcoming, small town feel inside 
each of its signature neighborhoods. The 
diversity of Philadelphia’s communities is 

represented proudly through more than 
1,400 local and citywide special events, 
festivals, parades and conventions.

If your passion is in the arts, Philadel-
phia has you covered with over 4,000 
public art installations, museums and 
cultural institutions clustered along the 
Avenue of

the Arts, the Benjamin Franklin Park-
way, the Historic District and Old City. 
The Fairmount Park System, the largest, 
landscaped urban park system in the 
world, provides 9,200 acres of natural 
beauty and public green space for recre-
ation, exercise and celebrations.

As nearly 42 million visitors discov-
ered in 2016, the future looks bright in 
Philadelphia. We hosted Pope Francis 
and the Democratic National Conven-
tion. We hosted 250,000 fans during the 
NFL Draft. Hotels and restaurants are 
flourishing, and people are taking notice. 
The City of Philadelphia is ready for the 
next big thing, and we can’t wait to make 
it happen.
Click Here to view Entry 
Click Here to view Video

Coffs Harbour
New South Wales, Australia

The City of Coffs Harbour is a major re-
gional city on the Mid North Coast of New 
South Wales, midway between Sydney 
and Brisbane. It is the principal city of the 
tourism destination known as Coffs Coast, 
which also includes the delightful seaside 
and hinterland communities of Bellingen, 
Sawtell, Coramba and Woolgoolga. Highly 
valued as a place to live and a popular hol-
iday destination, Coffs Harbour continues 
to attract people seeking a lifestyle change 
or place to enjoy a diverse and expanding 
range of festivals and special events. 
Click Here to view Entry
Click Here to view Video

Des Moines
Iowa, United States

As Iowa's capital city, Des Moines is a 
hub of government action, business ac-
tivity and cultural affairs. Des Moines is 
a city where you can catch a Broadway 
show and spend Saturday morning at 
the Downtown Farmers’ Market. It is a 
city offering an extraordinary experience 
at locally-owned restaurants and live 
music venues. Explore hundreds of fes-
tivals, public art, endless trails and fam-
ily-friendly attractions. Catch a city 
where affordability and easy meet fun 
and unique. With a Metro population 
of 456,000, Des Moines is a bustling 
metropolis home of over 50 national 
and international insurance and finance 
companies. Our community offers 
quality schools, superb public services, 
and friendly neighborhoods. Truly the 
best of all worlds.
Click Here to view Entry
Click Here to view Video

Port Macquarie Region
New South Wales, Australia

Port Macquarie is perfectly located on 
Australia’s east coast, halfway between 
Sydney and Brisbane.  This vibrant 
region is home to 80,000 people, and 
is one of the fasted growing region-
al areas in the country. Over the past 
12 months, Port Macquarie Hastings 
Council (together with the community) 
has supported more than 130 cultural, 
arts, music, food, wine and sporting 
events. Boasting 17 gorgeous beaches, a 
lush hinterland, fabulous accommoda-
tion, unique venues, and one of the best 
climates in the Southern Hemisphere, it’s 
no wonder Port Macquarie is such a pop-
ular holiday and events destination.  To 
find out more, visit www.pmhc.nsw.gov.
au, and www.portmacquarieinfo.com.
Click Here to view Entry 
Click Here to view Video

Gold Coast
Queensland, Australia

Australia’s Gold Coast is a city com-
ing of age. Situated in the south east 
corner of the state of Queensland, the 
Gold Coast stretches along 57 kilome-
tres of coastline and is home to more 
than half a million people. Beyond 
the city’s beautiful beaches are vast, 
sub-tropical rainforests with breathtak-
ing scenery. 

The Gold Coast is perfectly positioned 
as a destination for business, investment, 
study, sport, events, tourism and lifestyle. 
The Gold Coast has developed into a 
diverse, cosmopolitan, forward-thinking 
city with a future full of promise. 

As host city of the Commonwealth 
Games in 2018, the Gold Coast is 
embracing transformative civic projects 
like never before, with more than $13.5 
billion in major infrastructure projects 
planned or underway set to change the 
face of our city in a way that is distinctly 
our own and position the Gold Coast as 
a global events destination. 
Click Here to view Entry
Click Here to view Video
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2017

Holly Blake
Nominated by Music for All, Indianapolis, IN

In 1999, Holly began volunteering at the 
Bands of America Grand National 
Championships. This event brought 
together the Ben Davis High School 
Band that Holly had been a part of in her 
youth, the Lawrence Central High School 
Band that Holly’s daughter had been a 
part of, and nearly 90 other marching 
bands from across the country. After 
volunteering at this pinnacle event for 

Music for All, Holly was beyond impressed with the organization 
and its mission. For nearly 20 years, Holly has continued to 
volunteer with Music for All through its Bands of America Marching 
Band Championships, the Music for All National Festival, and the 
Bands of America Honor Band in the Tournament of Roses Parade®. 
She has traveled to eight states, for 65 events, logging more than 
1,500 hours serving over 450,000 students, their parents, and music 
teachers across America annually. 

Bob Holt
Nominated by the Kentucky Derby Festival, Louisville, KY

Bob first got involved with the 
Kentucky Derby Festival in 2009 when 
a friend suggested he and his best 
friend, also named Bob, become 
involved with operations with one of 
their major events, Kroger’s Fest-a-Ville, 
a 9-day “mini-Festival” within the 
Kentucky Derby Festival. Bob began as 
an Assistant Operations Chairman 
with his primary responsibility of 

creating professional maps for each of the 9 days of Kroger’s 
Fest-a-Ville.  His best friend Bob Smith led the team as the 
Operations Chair until 2014, when he suddenly passed away.  
Bob Holt stayed dedicated to Festival and his friends on the KDF 
team and stepped up as Operations Chair, increasing his 
responsibilities tremendously. Over the course of the 9 days of 
Kroger’s Fest-a-Ville, the venue implements 25 events and Bob 
works with each of them. He is always on the venue to act as a 
conduit for easy load-in and breakdown. Whether it is being an 

advisor to these events, running to get tables or chairs for an 
event, or just acting as an ambassador, Bob is always there for 
whatever folks need.  

Patty Matthews 
Nominated by the Greater Columbus Arts Council, Columbus, OH

Patty has been volunteering on the 
Columbus Arts Festival Steering 
Committee for more than 20 years. 
She has always loved the festival and 
now chairs one of their key 
committees. She is a strong leader, 
loves to coach, and ensures her team of 
volunteers have what they need.  

Patty won the first Columbus Arts 
Festival Gwen Scott Volunteer of the 

Year Award in 2016, named in honor Gwen Scott, a long-time 
Festival volunteer who passed away in 2016.  This annual 
award is designed to honor individuals who have contributed 
at an extraordinary level of dedication to the Arts Festival.

Ray Sellers
Nominated by the Pigeon Forge Office of Special Events, Pigeon Forge, TN

Ray Sellers, at 88 years of age, 
constantly and consistently outdoes 
men and women less than half his own 
age when it comes to volunteering.  His 
passion and love for the Pigeon Forge 
community are phenomenal, so much 
so in fact not only does Ray volunteer 
for all seven of their city-sponsored 
special events, but he also volunteers 
for the cities of Gatlinburg and 

Sevierville with their special events as well as numerous 
non-profit organizations such as Friends of the Smokies. 

One would think Ray would be stretched thin considering 
the sheer scale and scope of the groups and events he is 
involved with; however, nothing could be further from the 
truth.  Without fail, Ray shows up to see where he can be of 
assistance for each event.  Whether it be preplanning or post 
production, he always tries to provide insight of what worked 
well and what needs improvement in a constructive manner.

The IFEA/Zambelli Fireworks Volunteer of the Year Program rewards our member’s supporters 
who give so unselfishly of their time.  Although, annually, one individual must ultimately be 

named Volunteer of the Year, hundreds are recognized by our member organizations and affiliated associations as the backbone of our 
industry.  Whether small or large, special events and festivals throughout the world consistently bring to our attention the talents of their most 
committed volunteers.  To select one is a daunting task; to learn the stories behind their contributions has been an honor.  The following 
outstanding volunteers were selected as Semi-Finalists in the 2017 IFEA/Zambelli Fireworks Volunteer of the Year Awards Competition.

To view information on this year’s winner and past Volunteer of the Year winners, Click Here.
For more information about the IFEA/Zambelli Fireworks Volunteer of the Year Award, Click Here
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Presented by a Partnership For Excellence in Event Education.
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THE SCHOOL
Quality festivals and events are among the 

most successful tools available to communities, 
states, regions, and even countries to increase 
tourism, create powerful and memorable 
branding and imaging opportunities, bond 
people together, encourage positive media 
coverage, enhance economic impact, and add 
to the quality of lives for those who live there. 
On the other hand, a poorly planned, managed 
and executed event can have a reciprocally  
opposite effect. 

Over time, events themselves have changed; 
from often informal affairs to spectacular  
productions, requiring new sets of skills, 
experience, creativity, financing, planning and 
leadership. As a result, event management has 
evolved into a business and an industry, with 
new demands, challenges and expectations  
every day; from attendees / participants; sponsors; 
host communities and a plethora of other part-
ners that the success of any event depends on.

Presented by two of the most respected  
professional associations in our industry – the  
International Festivals & Events Association 
(IFEA) and the National Recreation and Park  
Association (NRPA) – the Event Management 
School at Oglebay National Training Center in 
West Virginia was designed around the concept  
of bringing new and mid-career industry profes-
sionals together with some of the most highly-
respected and experienced professionals in 
the field, for a comprehensive educational and 
networking opportunity that will cover the  
critical basics of successful event management 
and then put students in an applied-knowledge 
project environment to test and further what they 
have learned.

“No other investment is more important for the 
board of a festival or special event than to assure 
that their staff is growing in their professional 
development. The Event Management School at 
Oglebay provides our industry with one place for 
new and mid-management level professionals to 
receive intensive, comprehensive training in the 
core competencies of event management, con-
ducted by many top professionals in the field. 
It is the equivalent of a full-brain download for 
those who want to have a well-rounded, working 
understanding of our profession.”
 

Bruce L. Erley, CFEE, APR
President & CEO

Creative Strategies Group
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The Event Management School is designed 
as a two-year continuing education program. 
Students live on-site at the Oglebay Resort 
and National Training Center with their 
professional peers and instructors during the 
one-week institute each year, adding a unique 
one-on-one networking opportunity for ev-
eryone. Year One Students at the Event Man-
agement School follow an intensive, interac-
tive, classroom pathway through 24 hours 
of topical training, from a clear definition of 
event management as a profession through to 
the final and important evaluation phase of 
an event. Year Two Students take it up a notch 
in applied workshop settings and a unique 
hands-on, deadline-driven, event concept 
design, team project experience that com-
bines many critical event management skills, 
that can be transferred to multiple, real-life 
scenarios. Event-expert team advisors help to 
guide event teams through a week of market 
research, concept creation/design, budgeting 
reality checks, human resource challenges, 
and presentation stages of an all-new event 
concept, for a specially selected city, with a 

limited-use “Client” contact. Teams will pres-
ent their completed plans/concepts to a panel 
of industry leaders and fellow-students on the 
last day, who will offer critiques, insights and  
accolades. Plans/Concepts approved by the 
expert panel will be shared with the selected 
city for consideration in their market.

THE REWARDS
The Event Management School will bestow 

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

top-level experience and continued education. 
Additionally, all students enrolled in the 

program will receive one full year’s access 
to the IFEA’s professional education on-line 
Webinar series (a $1000 value). (Live  
Webinar presentations only.)

WHO SHOULD ATTEND
• Current mid-management event staff look-

ing to broaden their knowledge base while 
enhancing their professional networks.

• Parks and Recreation managers and staff 
who produce and/or work with local events.

• Those new to the Event Management field.
• Event Management students looking to 

strengthen their professional resumes.
• Key event volunteers looking to expand 

their capabilities. 

INSTRUCTORS
Event Management School instructors 

are selected by the International Festivals & 
Events Association (IFEA) from among the 
top event management professionals in our 
industry today. 

THE PROGRAM

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

Jeff Curtis, CEO 
Portland Rose Festival Foundation



THE 
CURRICULUM 

The Event Management School first-year  
curriculum was created with the goal of 
providing a strong basic understanding and 
awareness of the multiple, critical components 
involved in event planning and management. 
The second-year curriculum builds upon that 
first-year knowledge-base by providing more 
applied workshop-styled opportunities in  
specific areas, together with a project-based  
opportunity to help bring the ‘real world’ a 
little closer to the classroom. 

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

“The Event Management School at Oglebay has 
created a vital tool in developing festival and event 
industry professionals. As any event producer can 
attest, training new staff often amounts to a “sink 
or swim” option. To have a venue where personnel 
can learn, interact and network with industry lead-
ers and instructors will increase professionalism 
and output multiple-fold.”
 

Mike Berry, CFEE
President & CEO 

Kentucky Derby Festival

60  IFEA’s ie: the business of international events Winter 201760  IFEA’s ie: the business of international events Winter 2017



Strong Foundations: Understanding Event 
Management and the Keys to Building a 
Successful and Sustainable Event 

The success and sustainability of an event 
is ultimately built upon the foundations 
that have been laid long before the public 
ever experiences it. Behind that success you 
will find a well-developed pattern of plan-
ning and processes, passionate leadership, a 
dedication to creativity and quality, and the 
ability to operate as a professional business 
that clearly understands their product, target 
market and industry. This session will lay the 
foundation for the realities of our field and 
the training to follow in the week ahead. 

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

works finale. Behind every exciting, fun-filled 
event is a well-run business, complete with 
paperwork, planning meetings, legal obliga-
tions to be met, and partnerships to be built. 
Reputations are often based far-more upon 
the business side of your event than on who 
your headline entertainers are. We’ll teach you 
what you need to be thinking about.

Arriving at the Bottom-Line: Event  
Budgeting and Budget Management

Every time there’s a good idea, some-
one brings up the budget! A realistic and 
informed budget can set the stage for a less 

stressful and more profitable event. We’ll 
teach you how to create and use a budget to 
guide your success.

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

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

Event Administration & Legal  
Considerations

Really? I have to think about that? Despite 
being a ‘fun’ industry, there are lots of be-
hind-the-scenes ‘t’s’ to be crossed and ‘i’s’ to 
be dotted; obligations to be met; risks to be 
avoided/protected against; staffs and boards 
to be managed and supported; services to be 
secured and contracts to be signed. We’ll do 
our best to help you understand them.

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

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

• Event Infrastructure: The infrastructure for 
many events is a lot like building a small 
village where the day before there was 
nothing. Stage, lights, sound, tents, vehi-
cles, decorations, bleachers, food delivery, 
trash pick-up, communications, utilities, 
parking, et al., we’ll talk about what you 
may need, where to go get it, and lots of 
insider-tips to remember in the process.

• Attendee & Support Services: Whenever you 
plan to draw a crowd, you’ve got to be 
thinking about what their needs may be: 
information, medical, lost kids, rest areas, 
ATM’s, restrooms, trash disposal, signage, 
communications, safety and security 
plans; accessibility; and much more. We’ll 
make sure you don’t forget anything.

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

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

YEAR ONE CLASSES

NOTE: All sessions are subject to change. 



Merchandise Programs
From keepsakes to entry tickets; sponsor 

promotions to retail outlets; on-line and on-
site; a successful merchandise program can 
drive both memories and revenues. This ses-
sion will cover the components and consider-
ations of a successful merchandise program.

The Basics of Sponsorship Sales and Service 
There are very few events today that can 

operate without sponsorship support, but 
successful sponsorship doesn’t just happen. 
This session will cover the basics of spon-
sorship and successful sponsorship sales, 
including why sponsors sponsor and how 
to identify and create a valuable menu of 
sponsorship benefits/assets for your event. 
Students will also learn about the valuable 
world of mobile-marketing. And we’ll cover 
the critical role of sponsor service; the key to 
renewing and keeping those all-important 
sponsor partners we all depend on.

Marketing & Mediums: Traditional, Social 
and Creative

All the planning in the world won’t make 
for a successful event unless it is properly 
marketed. This session will talk about how 
to develop an effective marketing plan and 
considerations for working with traditional 
media (television, newspaper and radio…yes, 
they are still around and still important) as 
well as today’s newest technology options.

Food & Beverage Programs
A well-run food and beverage program 

can add to both the event experience for 
attendees and the bottom-line for the event. 
This session will cover the components and 
considerations of a successful on-site food 
and beverage program.

Introduction to Event Risk Management
Risk management is a central part of any 

event organizing committee’s planning 
cycle – it’s both an operational and “duty of 
care” requirement. What is it? It is a process 
whereby the event planning team methodi-
cally addresses the risks associated with 
their activities, with the goal of treating or 
mitigating those risks which may have an 
adverse impact (financial, image, reputation, 
etc.) on the event if the risk is materialized. 
We’ll make sure you are focusing om the 
critical considerations.

Social Media Marketing: Understanding 
the Landscape, Benefits and Challenges

It’s a new and quickly changing world, 
with Facebook, Twitter, LinkedIn, Instagram, 
blogs and many, many more. How do you 
decide which ones are important and use 
them as an effective part of your event mar-
keting mix? This session will provide a more 
in-depth look at maximizing new technolo-
gies and opportunities. 

The New World of Event Ticketing, Financial 
Transactions and Audience Expectations 

Technology has impacted every part of our 
world, including events, in ways we could 
never have imagined just a few short years 
ago. This session will talk about options, 
changes and new considerations in the criti-
cal areas of event ticketing, financial transac-
tions, and the constantly changing expecta-
tions of those attending our events.

The Common World of Events and Cities: 
Building Community through Proactive 
Events Management 

For events to meet their full potential, 
to all interested parties, we must learn to 

see ourselves as a singular team of partners 
working toward common goals. Key among 
those partnerships is the one between events 
and cities. This session will talk about what 
a successful partnership looks and feels like 
when it works.

Is Everyone Invited? How to Include Fans 
with Disabilities

In the United States, events that are open 
to the public are required to comply with 
the Americans with Disabilities Act, known as 
the world’s most stringent disability rights 
law, but the lessons are important ones 
to consider at events around the world. 
This fast-paced session provides practical 
information and a format for designing a 
comprehensive Access Program for your 
festival/event. What are important but often 
forgotten aspects of a well-managed Access 
Program? Are you required to accommo-
date every request? What are some low-cost 
solutions? Help to avoid litigation by being 
prepared.

How’d You Do? Surveys, Evaluations and 
Economic Impact Studies

No event is complete until the last survey 
and evaluation is in. This is the first step  
in all future events and this session will 
teach you how to do it effectively and  
cost-effectively.

Year-Two Team Event Presentations
Year-One Event Management School 

students will participate in the City Event 
Concept Project reports by second year stu-
dent teams, asking questions, and serving in 
the shared role of Panel Judge #4.

NOTE: All sessions are subject to change. 



NOTE: All sessions are subject to change. 

YEAR TWO CLASSES
The Application of Project Management  
to Events

Events are the end result of countless 
details, processes, and tasks, all coming 
successfully together; but how do you man-
age all of those priorities and make sure 
nothing falls between the cracks? Project 
Management is an accountable management 
method using tools and techniques honed 
over 50 years of use around the world by 
governments, corporations, and selected 
events. This session will set the stage for co-
ordinating everything else that follows and 
provide an important tool for all  
those attending.

Applied Programming Development /  
Designing and Controlling the Event  
Experience

Like a work of art in progress, students 
will learn how industry professionals  
research and stay current with a selected 
city / event market and go from concept to 
reality, developing and visualizing event 
concepts and event programming/opera-
tional plans, taking into account original 
goals and visions, target audiences, venues 
and event site flow, hours of operation, and 
much more, providing a base from which 
to begin projecting realistic budget and 
resource needs, and a road map for making 
changes along the way.

A step beyond planning the event pro-
gram, the event ‘experience’ for attendees 
must be also be planned from start to finish, 
providing both ambiance and function for 
a safe, attractive, fun and easily navigable 
environment. Whether they are aware of it 
or not, attendees will be impacted by  
details covered in this session.

Advanced Risk Management / Contingency 
Planning and Event Security / Emergency 
Management

The tragedy of realities like the Las  
Vegas shootings and Boston Marathon 
bombings, together with concerns like  
stage collapse or vehicular incidents,  
airshow crashes, crowd panic or control  
situations, gang-related violence and drug-
related deaths at events and in cities of all 
sizes, serve as stark reminders of the need  
to plan and prepare for all the many inci-
dents / possibilities that can / may affect  
our events on a moment’s notice. This im-
portant session will address what keeps us 
up at night and the steps that we can  
realistically take to address those concerns 
through contingency planning and prepara-
tion, as well as on-site during an event. 

Inside Perspective: What Cities Want from 
Events and the New Age of Partnership in 
Municipal Event Management 

The relationship between cities and events 
has been evolving (sometimes devolving) for 
many years. Whether you are creating a new 
event or continuing to build upon a long-ex-
isting one, you must first start from a level of 
understanding about what cities want from 
events. Combining your goals with theirs, 
you can build a lasting and powerful partner-
ship that will provide exponential benefits 
for everyone. This session will define some of 
those key goals and how to achieve them.

Is Everyone Invited? Advanced Consider-
ations for Including Fans with Disabilities

Following on our introduction course in 
Year One, this important session will delve 
a step deeper into the design and manage-
ment of a comprehensive Access Program for 
your festival/event, assuring that everyone is 
invited and welcome. From service animals 
to signing to infrastructure, we’ll help make 
sure that you are prepared. 

Applied Sponsorship Research
Before you start selling your event, you 

have to first do your homework. This session 
will instruct students on how to conduct 
sponsor research, where to look, what to 
look for and how to use what you find. 

Applied Budget Development
Working from a draft event program plan, 

and other desired ‘bells and whistles’ that im-
pact the event ‘experience’, students will learn 
how to develop an event budget, discussing 
what to include, how/where to research, 
fair and realistic estimates, the keeping of 
formula and assumption notes/records, use 
of a budget in managing an event throughout 
the planning and production process, budget 
reports, tracking expectations and more.

Applied Sponsorship Proposals and 
Follow-Up Reports

“It’s all in the presentation…” or so goes 
the old (and true) adage. Students in this 
session will learn about and practice writ-
ing sponsorship proposals and follow-up 
reports; two points-of-critical-impact with 
sponsors. 

City Event Concept Project & Presentations
The City Event Concept Project will provide 

a substantial hands-on experience with an 
event focus. Event expert team advisors will 
help to guide event teams through a week 
of market research, concept creation/design, 

budget reality checks, and presentation stages 
of an all-new event concept(s) for an actual city 
(including limited-use “Client” contact). Teams 
will present their completed plans/concepts to 
a panel of industry leaders and fellow-students 
on the last day, who will offer critiques, insights 
and accolades. Final plans/concepts deemed 
the most feasible will be offered to the selected 
city for consideration in their own internal 
creative process and the winning team will be 
recognized for pride and posterity on the Event 
Management School ‘Oglebay Cup’ trophy.

During the week, each team (assigned 
randomly to reinforce the reality of an event 
environment) will participate in the follow-
ing project steps: 
• Research and Development of Creative 

and Innovative Event Concepts to Serve 
Market Audiences, Event Calendar, Orga-
nizational Mission, Available Venues, and 
Unique Capabilities

• Research & Development of an Event  
Programming / Management / Opera-
tional Plan and Expense Budget to Meet 
Defined Goals

• Research and Development of an Event 
Income Budget with Suggested and Real-
istic Sources, plus Sales Strategies, to Meet 
Defined Goals

• Professionally Delivered City Event 
Concept Presentations (all team members 
must play a role in the final presentation) 
in the format of an outside consulting 
firm presenting concepts to a client

Teams will be assessed on Team Work, 
Event Proposal / Plan and Presentation.



2018 Event Management School Schedule
TIME Monday 

January 15
Sunday

January 14
Wednesday 
January 17

Tuesday
January 16

Thursday 
January 18

6:00 p.m.

5:30 p.m.

5:00 p.m.

4:30 p.m.

4:00 p.m.

3:30 p.m.

3:00 p.m.

2:30 p.m.

2:00 p.m.

1:30 p.m.

1:00 p.m.

12:30 p.m.

12:00 p.m.

11:30 a.m.

11:00 a.m.

10:30 a.m.

10:00 a.m.

9:30 a.m.

9:00 a.m.

8:00 a.m.

8:30 a.m.

Educational
Sessions

Educational
Sessions

Lunch
11:45 a.m. - 1:15 p.m.

Educational
Sessions

Educational
Sessions

Lunch
11:45 a.m. - 1:15 p.m.

Educational
Sessions

Educational
Sessions

Lunch
11:45 a.m. - 1:15 p.m.

Educational
Sessions

Educational
Sessions

Lunch
11:45 a.m. - 1:15 p.m.

Welcome 
Reception
and Dinner

Free Evening: 
Oglebay Shops,

 Zoo and Festival of 
Lights Tour Open

Dinner  and 
Evening 

Roundtable 
Sessions

Free Evening 
and / or

Group Planning 
Sessions

Graduation 
Reception

and Banquet

7:00 a.m.

7:30 a.m.
Breakfast Breakfast Breakfast Breakfast

Registration

Orientation



GENERAL INFORMATION. 

Full Name: _________________________________________________________________________________________________________________   

Title: ______________________________________________________________________________________________________________________  

Name (as you wish it to appear on your badge):__________________________________________________________________________________    

Company / Agency: _________________________________________________________________________________________________________    

Mailing Address: ____________________________________________________________________________________________________________  

City: _________________________________________________________________  State / Province: _____________________________________

Zip Code:  ____________________________________________________________  Country: ____________________________________________  

Phone: _______________________________________________________________  Fax: ________________________________________________

Email: _____________________________________________________________________________________________________________________

Arrival Date: __________________________________________________________  Departure Date: ______________________________________  

For any special needs of accommodations, please contact Oglebay at (304) 243-4126. 
❍ 1st Year Student    ❍ 2nd Year Student

PACKAGE PRICES 

SINGLE PACKAGE NRPA / IFEA MEMBER NON-MEMBER

Tuition Rate  $ 700.00  $ 850 .00 

Single Premium Lakeside Room (Room, Board & Taxes)  $ 1,269.14   $ 1,269.14

Single Deluxe Room (Room, Board & Taxes)   $ 1,176.99  $ 1,176.99   

Single Value Room (Room, Board & Taxes)  $ 1,056.04   $ 1,056.04

Single Premium Lakeside Room (Includes Tuition plus Premium Single Room, Board & Taxes) ❍ $ 1,969.14  ❍  $ 2,119.14

Single Deluxe Room (Includes Tuition plus Deluxe Single Room, Board & Taxes) ❍ $ 1,876.99  ❍  $ 2,026.99

Single Value Room (Includes Tuition plus Standard Single Room, Board & Taxes) ❍ $ 1,756.04  ❍  $ 1,906.04

Early Arrival Saturday Additional Cost ❍  $ 164.71  ❍  $ 164.71

TOTAL amount enclosed: $____________________________  

Premium Rooms in the new wing of Wilson Lodge are assigned on a first-come, first-serve basis.
Please visit our website at www.oglebay-resort.com for Premium Room descriptions.

METHOD OF PAYMENT: A check, purchase order or credit card for the full package amount must accompany this form in order to complete enroll-
ment. When paying with a credit card, the package amount will be charged to your card upon receipt of registration. You will receive confirmation from 
Oglebay Wilson Lodge. NOTE: The balance must be paid prior to arrival.

❍ Check (make check payable to Wheeling Park Commission)   ❍ Purchase Order #_____________   ❍ VISA   ❍ MasterCard   ❍ American Express   ❍ Discover           

Print Cardholder Name: _____________________________________________________________________________________________________  

Credit Card Number: ________________________________________________________________________________________________________  

Expiration Date:  _____________________________________________  CVC Security Number: ________ (MC/Visa-3 digit code back) (AMX-4 digit code front)

CANCELLATION POLICY: A cancellation fee of $100 will be charged for cancellation at any time up to 30 days prior to the school; 30 to 7 days prior, 
50% will be charged; and with 7 days or less notice, no refund will be issued.

FOR MORE INFORMATION:

JANUARY 14-18, 2018

www.OGLEBAY-RESORT.com/schools 
800.624.6988, ext. 4126

www.IFEA.com
+1. 208.433.0950

www.NRPA.org
800.626.NRPA (6772) 7-1-1 for speech and hearing impaired

Presented by a Partnership For Excellence in Event Education.

EMAIL, MAIL OR FAX THIS FORM TO:
The National Training Center for Public Facility Managers at  

Oglebay Resort & Conference Center
465 Lodge Drive, Wheeling, West Virginia 26003
Phone: (304) 243-4126 • Fax: (304) 243-4106   

E-mail: ntc@oglebay-resort.com

PACKAGE INCLUDES:

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

Reception & Dinner
• Continous Coffee Breaks
• Beverage Tickets

http://www.oglebay-resort.com
mailto:ntc@oglebay-resort.com
www.oglebay-resort.com/schools
www.ifea.com
www.nrpa.com
www.nrpa.com
www.ifea.com
www.oglebay-resort.com/schools
http://www.ifea.com/p/education/eventmanagementschool


When planning your festival and 
events build relations with members 
of the LGBT community to understand 
what will attract them to come to 
your festival and events and also show 
them that they will be welcome.

Perhaps the most under-served and 
marginalized community right now 
is the transgender community. From 
Caityln Jenner and Chaz Bono to 
anti-transgender legislation in North 
Carolina and Texas and our 45th 
President tweeting about this community 
and the military, this community has 
taken center stage over the past few years 
and is perhaps the most misunderstood 
which often leads to fear from many.

Let’s take a second to understand what 
being transgender or trans for short 
means. Webster’s defines transgender as 
“denoting or relating to a person whose 
sense of personal identity and gender 
does not correspond with their birth sex.” 
For many of us, it is hard to understand 
the fact that some people’s brain and 
how they feel don’t match what their 

body looks like. As an advocate for the 
LGBT community who works with the 
transgender population, it is even hard 
for me to truly grasp. One thing I have 
learned is the world is a very diverse place 
and once you take off your rose-colored 
glasses and meet different people that 
aren’t in your circle of friends, you 
really see how interesting the world is. 
To further complicate the discussion, 
scientists are now looking at gender as 
spectrum rather than a binary male/
female. Please note that a person’s 
gender has nothing to do with their 
sexuality or who they are attracted to.

When most people talk about the 
trans community, the first point of 
discussion is always around bathrooms. 
There are many myths that have been 
spread by politicians regarding the 
trans community and bathrooms. 
First know that every trans person 
just wants to use the bathroom like 
everyone else. Nobody wants to “hang 
out” in the bathroom. They want to 
do their businesses and move on. 

Many events today already have single 
use bathrooms, or Porta Potty rentals, so 
in essence you already provide all-gender 
bathrooms, by definition. One simple 
way to make the trans community feel 
welcome is to change signage from the 
standard male/female on the exterior 
to more inclusive language such as 
all-gender restrooms. At a large festival in 
New York City, they took it a step further 
and sold a sponsorship that included 
inclusive and welcoming signage on the 
Porta Pottys. If you are using directional 
signage for restrooms throughout your 
festival, be sure to consider changing 
the standard male/female symbols 
to an all gender friendly symbol. 

If your event is using permanent 
bathrooms, consider designating one of 
them as all-gender. If you are holding 
your event at a newer facility, there may 
already be a family restroom. If you 
wish to be truly inclusive, considering 
updating the signage to all-gender.

Another area to review is your safety 
and security planning. Many of us are 
experiencing increased procedures being 
required by our law enforcement partners 
at our festivals and events. These may 
include walk-thru metal detectors. It is 
important that you have a plan in place 
for secondary screening procedures 
which may include hand-held metal 
detectors (or wands) and/or pat-down 
body searches. Your attendees should 
be given the opportunity to choose 
who and how they wish to be searched 
and you should have a private area 
available if someone doesn’t feel 
comfortable being searched in the open.

If you are doing any type of surveying 
at your festival and event, pay attention 
to the questions you are asking. If you are 
asking people to identify their gender, be 
sure to include an option for “transgender” 
or “gender queer.” At minimum include a 
“prefer not to say” or “opt out” option. 

Gary Van Horn is the President of 
the Delta Foundation of Pittsburgh, 
the leading non-profit organization 
in Western Pennsylvania whose 
mission is to promote and advocate 
for the Lesbian, Gay, Bisexual and 
Transgender (LGBT) community. The 
organization produces events and 
supports projects that help make 
Pittsburgh a vibrant and exciting 
city that is attractive to the LGBT 
community including Pittsburgh 
Pride, the largest LGBT event in 
Pennsylvania and the 4th largest 
special event in the city with over 
175,000 attendees in 2017.

Here Are 6 Simple Tips to Make Your Event More Inclusive:
1. Use gender-neutral terms such as they, them, their, partner(s), significant 

other(s), Ind. (individual), Mx. (gender neutral Mr./Ms.), he/she or s/he, and 
avoid all binary gender language in general. 

2. Display and publicize a non-discrimination statement on your website and 
at your event. For example: “The ________ Festival welcomes everyone 
regardless of people’s age, disability, gender, gender identity, race, religion 
or belief or sexual orientation.” 

3. If you’re documenting sex or gender at your event always include an opt-out 
option and ensure confidentiality to all staff, volunteers and attendees 
unless they personally choose to be ‘out.’ Confidentiality may also be a 
matter of personal safety rather than purely about privacy. 

4. Implement zero tolerance for racist homophobic or transphobic language at 
your event. 

5. Provide training for all staff and volunteers on trans issues and encourage 
them to enforce the event’s zero-tolerance policy for negative comments, 
slang or jokes about the trans community. Contact your local LGBT center 
for help with accessing organizations who can help you with this training. 

6. Taking the time to review all of your planning and policies is not only good 
business, but it sets an example for attendees. Take a look at anything that 
includes gender and ask yourself how you can change the language to be 
more inclusive.  

Welcoming more and diverse attendees can only make your festival and events  
even better. Do your part to build relationships with diverse communities 
including the LGBT community. You are in a unique positions to make the  
world a better place by changing one heart at a time and show what a truly  
diverse and inclusive event or festival is!

Continued from Is Your Event Diverse & Inclusive? page 29 
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As pressure continues to grow to maximize every dollar in the 
marketing budget, it is encouraging that experiential activation, 
even with some of its “squishy” characteristics such as quality of 
life and community engagement are finally being held up against 
the antiseptic, bland “data-driven” world which now envelops us.

The definition of success is not only the experiential 
engagements that provide a remarkable story to share, 
but also activations that have measurable outcomes that 
define the resulting impact for our partners. It may be the 
elusive, Holy Grail for marketers and event promoters 
alike, but finding the right balance of data outcomes and 
experiential satisfaction is a goal worth for us all to pursue.

Be creative. Be remarkable. Be effective. If you’re able to 
achieve all three of these goals, your partners will not only look 
to invest in your event, they will be looking for new ways to 
expand and further develop the relationship for years to come.

In closing, I’m always the eternal optimist. Despite the current 
discourse to the contrary, I am bullish that there is a great 
deal of opportunity for all of us in the events and arts space 
to leverage our unique assets to help build genuine, authentic 
experiences for Millennials, families, retirees, teens, Boomers… 
our neighbors. After all, we have to remember the oldest 
Millennials are now parents and the cycle will start once again.

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. 

collective, risk based community approach to “preparing 
for, protecting against, responding to, and recovering 
from” human, natural or technological hazards.

Considerations for Safety, Security and 
Resilience

The following are a list of key considerations (not 
meant to be an exhaustive list) based on major event 
best practices, that local organizing committees should 
consider incorporating into their planning processes to 
enhance safety, security and resilience for their events:

• Build strong, trusted relationships with your law enforcement 
and public safety partners, including the protocols for the 
trusted exchange of information and advice; Conduct a 
security risk assessment to identify and assess the credible, 
worst case risks and threats that your event may be exposed to; 

• Prioritize the critical assets and activities that you need to 
protect, their potential vulnerabilities and ensure that risk 
mitigation measures (and their cost) are proportionate;

• Your venue or site “secure by design” overlay will be more  
cost effective and achievable, if it is considered early during  
the event planning cycle;

• Embed security awareness as a part of your organisational 
culture for all event staff, volunteers and seasonal workforce; 

• Allocate budget and time for emergency response training and 
exercises for event workforce – training builds team capability 
and confidence, particularly in the event of a critical incident; 

• Conduct tabletop exercises, rehearsal and drills with your 
safety and security stakeholders to validate effectiveness of 
your ERPs within a joint agency operational environment; and

• Ensure that business continuity is considered – how your  
festival or event will respond and return to “normal  
operations” after an incident or other significant business  
interruption. 

Parting Thoughts
It is an unfortunate reality, that it is almost impossible to 

absolutely guarantee the safety and security of festivals, events  
and crowded places in today’s uncertain world. However, it is  
possible to reduce the residual security risk level, to as low as  
reasonably practicable through sound risk management practices. 

If a risk management approach and culture is embedded 
within your organization, you as event planners and organizers 
can demonstrate that an appropriate duty of care has been 
considered, and that reasonable steps have been taken to create 
a safe and secure environment for your festival or event. 

Based out of Boise, ID, Peter Ashwin is the Principal and 
Founder of Event Risk Management Solutions (ERMS), a 
consulting practice committed to enhancing organizational 
resilience through practical and effective risk management 
solutions for festivals and events. Peter is a former Austra-
lian Army special forces officer who has been engaged as a 
consultant on over 10 international major events including six 
Olympic Games, the Toronto 2010 G8/20 Summit, and has 
worked on a wide range of festivals and events in the US in-
cluding the Pasadena Tournament of Roses, Memphis in May 
International Festival, Gratitude Migration Festival (NJ) and His 
Holiness the Dali Lama visit to Sun Valley in 2005. Peter is a 
Director on the International Festivals and Events Association 
(IFEA) World Board and is a guest lecturer on risk manage-
ment and event security at the IFEA / NRPA Event Manage-
ment School and the IAVM Academy of Safety and Security. 
Peter can be contacted at peter.ashwin@ermsglobal.com or 
follow his posts @ www.facebook.com/ermsglobal.

Continued from Securing Our Festivals and Events in an Uncertain World page 32 Continued from Experiential Marketing Your Event page 26 
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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 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, 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.

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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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, 
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 
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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.

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.

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.



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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MARKETPLACE

BANNERS/FLAGS
dfest® - The ONE source for creative design, custom decorations, street banners, 
mascots, video marketing & installation for events. All services tailored to fit your 
unique needs. Contact: Vanessa Van de Putte Jr., 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

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.

SET CONSTRUCTION
ATOMIC - Set construction, rental solutions, lighting and design. Packs small, 
plays BIG! Address: 10 Wynfield Dr., Lititz, PA 17543; Phone: 717-626-8301; 
Email: info@atomicdesign.tv; Website: www.atomicdesign.tv. 

SOFTWARE
SCHED LLC - Conference and festival organizers use SCHED to manage their website's 
schedule of events, seamlessly integrate social networking and provide their attendees 
with tools like personal agenda builders, dynamic attendee directories and mobile 
applications. Contact: Taylor McKnight; Address: 5818 33rd Ave N St. Petersburg, FL 
33710-1810; Phone: 727-798-6898; Email: support@sched.org; Website: www.sched.org.

SPONSORSHIP
ESP | IEG - Need to grow your sponsorship revenue? Join 1,200+ sponsors, 
agencies, sports, entertainment, event, festival, and association pros at ESP/
IEG’s 35th Annual Sponsorship Conference, April 8-11, Chicago. Learn more 
or register now (discount code IEG2018IFEA) at IEG2018.com. 
Contact: Mike Maggini; Address: 350 North Orleans Street, Suite 1200, Chicago, 
IL 60654; Phone: 312-725-5150; Email: mike.maggini@sponsorship.com.

LIVEGAUGE - LiveGauge helps event organizers, properties and brands better quantify 
sponsorship ROI for live events – automatically and passively, with no app, badge or 
tickets required. Contact: Nathaniel Bagnell; Address: 10 Dundas St. E, Ste. 600, 
Toronto, ON M5B 2G9 Canada; Phone: 1-888-998-1716; Email: info@livegauge.com.
 
TRAVEL PLANNING
TRIPInfo.com - The site used by 30,000 tour operators, group leaders and travel agents 
each month, to book their group travel. Travel professionals spend 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.

VIDEO PRODUCTION
ORKESTRA - Advertising, Events, Social and Video. Our agency is a giant think 
tank full of young talents who like to have a little fun with serious business, and 
where simple and good ideas are the fuel to effective and creative projects and 
events. We produce projects you may have never thought possible to get the results 
you want. Contact: Dominic Faucher; Address: 37 St-Joseph Blvd., Gatineau, 
QB J8Y 3V8 Canada; Phone: 819-205-1782; Email: dominic@orkestra.ca.
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