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IFEA PRESIDENTS LETTER BY STEVEN WOOD SCHMADER, CFEE

T
he last year has been full of many and varied 
events – ranging from personal to global in 
impact – that certainly held my attention, along 
with most everyone else that I talk to on a regular 

basis. And while the events themselves are significant, 
the lesson that I have taken away from their cumulative 
effect, is how much the ultimate outcomes; the levels of 
stress (or not) that we incur as a result of those events; 
the definition/recognition of something or someone 
as either part of the problem or part of the solution; et 
al., comes from our individual, familial, organizational 
or other collective perspective of each event. 

Perspectives can be shaped by upbringing; age; 
education; cultural ties; relationships; politics, religion 
and other beliefs; financial risk; personal buy-in and 
responsibility; hierarchies; health; values; physical or 
mental capabilities and barriers; exposure to media and 
messaging; experience (professional and personal); and 
many, many other factors. Given the list of considerations 
that can influence our perspectives, it is remarkable 
that anything gets accomplished in our world. Now 
add to that consideration the fact that perspectives 
change constantly, as we (and all those around us) 
change and grow and move through each of the many 
elements noted above, and the exponential possibilities 
of keeping up with everything can seem quite daunting. 

Our industry and our events are no different. 
Our internal perspectives are shaped by our own 
realities – event age, staff size and experience, 
financial scenarios, target audiences, et al., while 
we must constantly be aware of, and respond 
accordingly to, the constantly changing perspectives 
of our audiences; community leadership; sponsors; 

volunteers; and even those that would do us harm. 
To do so effectively, we must do our best to 

stay ahead of the curve. To better inform our own 
perspectives and to understand the perspectives of 
others. From programming to risk management; city 
partnerships to volunteer management; marketing/
messaging to sponsorship activation; accessibility to 
operational expectations; and everything in-between. 

An important role that we play here at the IFEA is to 
help inform all of your perspectives; providing access to 
many points-of view; increasing awareness of changing 
technologies and risks; and extending educational 
and networking opportunities to share and grow your 
professional experience and expertise. We do so through 
a wide-variety of resources available year-round – from 
publications and webinars, to representation and advocacy 
on your behalf. Perhaps our most anticipated opportunity 
to bring all of the many professionals and elements of 
our industry together is our Annual IFEA Convention 
& Expo, in its 63rd edition this year. From October 1st 
to the 3rd (with advanced education and professional 
certification classes on September 28th to the 30th) we 
will meet together in beautiful San Diego, California at the 
Town & Country Resort, to focus on the many ‘Changing 
Perspectives’ that are impacting our success every day. 

I hope that you will plan now to be there (with your 
staffs, boards, key volunteers, city representatives, 
sponsors and vendors) as we welcome the world’s top 
events and experts, for an unforgettable opportunity 
to evaluate, prepare for and respond to the most 
critical changing perspectives that are influencing 
our industry and all those that we depend on. 

I look forward to seeing you there. 

PERSPECTIVES
CHANGING
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IFEA WORLD BOARD BY JEFF CURTIS

A
s I take the reigns as your IFEA World Board 
Chair, I am humbled to follow in the footsteps 
of some incredible event professionals from 
around the globe. Equally, I am proud to 

represent Portland, Oregon and the Portland Rose 
Festival Foundation. The International Festival and Events 
Association is an organization unlike any other I have 
encountered in my 25-year career in special events, offering 
the opportunity for networking and collaboration in both 
large and small ways. I feel some of my own personal growth 
in this industry stems from my IFEA involvement. And as the 
CEO of one of the festivals that helped establish IFEA, I've 
seen up close, the ways a festival can benefit from being 
associated with an overarching special events organization. 
Rose Festival's affiliation with IFEA has helped in our 
efforts to be a local leader in the special events industry.

I became Chief Executive Officer of the Portland Rose 
Festival in 2004, and like everyone else we struggled 
through some tough times in that decade. In 2008 
we developed a strategic plan that helped the festival 
weather the storm of a poor economy and loss of 
sponsorship dollars. That plan was based on building 
new relationships with key stakeholders in our community. 
With the passion and dedication of the board and staff, 
we made new connections with the City of Portland 
leadership and developed beneficial relationships 
with the Mayor's office and City Commissioners. 

Our relationship with IFEA and our connections with 
many festival friends across the country and around 
the world helped us keep our struggles in perspective. 
Old sayings like "a burden shared is a burden halved" 
and "many hands make light work" become more 
than words when you're able to face tough times 

together. Rose Festival's challenges and successes 
have been equally shared in the IFEA world.

And we have enjoyed notable successes both internal 
and external since I became CEO, including celebrating 
our centennial in 2007 and winning the IFEA/Haas & 
Wilkerson Grand Pinnacle Award in 2007 and 2011, 
the highest award given by the IFEA to Festivals and 
Events! Our 20-year recognition as one of the Cleanest 
and Greenest Festivals in the World is also a highlight.

As IFEA Chair, I hope to lead an effort focused on 
growing IFEA's membership base, working in partnership 
with both boards and the talented IFEA staff. I also 
want to encourage increased engagement among the 
membership with IFEA offerings. IFEA has dozens of 
resources available to its members, many of which could 
have a dramatic effect on your local efforts. Through 
a strong Membership recruitment effort, combined 
with increasing member activation of current IFEA 
programs and resources, I hope that the entire industry 
can take note of the IFEA Brand well into future. 

It's my great honor to Chair the IFEA World 
Board in 2018. I am grateful to my colleagues 
within IFEA for selecting me to represent the IFEA 
membership and affiliated organizations. I am looking 
forward to joining you in celebrating the world 
events of today, while planting the seeds for new 
ones tomorrow. Cheers to a successful 2018!

Jeff Curtis
2018 IFEA World Board Chair

CEO
Portland Rose Festival Foundation

Portland, OR 

8  IFEA’s ie: the business of international events Spring 2018

www.ifea.com


PERSPECTIVES
CHANGING

63rd ANNUAL IFEA  
                       CONVENTION, 
           EXPO & RETREAT 

OCTOBER 1-3, 2018
SAN DIEGO • CALIFORNIA • U.S.A.

CFEE CLASSES SEPTEMBER 28th - 30th 2018RESORT & CONVENTION CENTER

http://www.ifea.com/p/convention-and-expo/63rdannualconvention
http://www.ifea.com/p/convention-and-expo/63rdannualconvention
http://www.ifea.com/p/convention-and-expo/63rdannualconvention
http://hwins.com


IFEA FOUNDATION BOARD BY SAM LEMHENEY, CFEE

Happy New Year! My name is Sam Lemheney and 
I am the 2018 Chair of the IFEA Foundation 
Board. I am honored to be in this position 
and excited to work with such a talented and 

dedicated team of people such as yourselves. This is a 
new position for me, but I am not new to IFEA, I have been 
a member for 20 years. It is mind blowing to me that it 
has been that long. I discovered this great organization 
when I was working at Walt Disney World as the Manager 
of the Epcot International Flower & Garden Festival. 
And as many IFEA-ers say, it changed my life, literally. 

I was born and raised into a family that owned and 
operated landscaping, nursery and floral businesses. 
I was destined to work in horticulture. I had helped to 
create and decorate weddings and parties working for 
my father in his floral business and really enjoyed the 
adrenaline and transformation that occurred during 
the setup of these events. But I still always thought 
that I would have a career in the landscaping or floral 
business with my family. After my first IFEA convention 
in Phoenix, AZ, that all changed. I discovered an 
organization and a group of people that created events 
as a career. I was more than excited and knew this was 
the field I would be pursuing for the rest of my life. 

Here is a quick story about an experience that happened 
to me during that first convention. I think all of you can 
remember your first convention as being a little scary. Not 
knowing many people, finding your way around, and trying to 
understand which session to attend. And of course, feeling 
a little uncomfortable at the evening social events when you 
are not part of a group yet. Now granted, all the folks were 
very friendly as most IFEA-ers are, but I still was feeling 
like the new kid starting a new school mid-semester sitting 
alone on the playground at recess. So there I was, sitting 
alone on the bus waiting to go to the rodeo event planned 
for that evening. I was sitting there looking out the window 
when a very distinguished woman leaned in and asked, “is 
anyone sitting here?”. I said no, and she sat down. We did 
brief introductions, I said my name is Sam and she said her 
name is Jean. Remember, I knew very little about the industry 
and the top producers or rock stars of the industry. Jean 
began to ask me lots of questions about the flower show 

that I produced, my background, and how I got involved 
in the floral business. After what seemed quite a long time 
talking about myself, I asked her what she did and where 
she worked. She described that she also produced a flower 
show and a little parade on Thanksgiving in NYC for Macy's. 
You can imagine my reaction on the inside, while on the 
outside I tried to keep calm and cool. I was sitting next to 
Jean McFadden, long-time producer and creative mastermind 
of a parade that I grew up watching with my family every 
Thanksgiving morning. I was dumbfounded that she was 
sitting next to me, but even more so that she actually took 
interest in what I did and the event that I produced. It was 
a life changing experience. Jean and I made a connection 
and a bond that day that has lasted for 20 years. 

Over the years, I have made connections and bonds just 
like that with so many other IFEA-ers. This organization 
changes so many lives for the better and makes 
connections that better our industry every day. I know that I 
am preaching to the choir. Many of you have similar stories 
and experiences about IFEA and the impact it has had on 
your career and life. So now I have a request.  Make a New 
Year's resolution to tell your story to someone who is not 
part of IFEA. We all run in event circles in our respective 
home towns and cities, and you all know someone in the 
events industry who is not a part of IFEA. Tell them your 
story. Tell them how IFEA has benefitted you. Tell them how 
IFEA has connected you to some of your best friends and 
favorite people. Tell them the impact that IFEA has had on 
your career. Tell them what you have learned and what you 
continue to learn through the resources at IFEA. Invite them 
to the next IFEA Convention in San Diego, CA. Membership 
is the key to the sustainable success of this organization. 
We need to continue to cultivate and recruit new members 
so that the life changing experiences that happen at IFEA 
continue well into the future. If IFEA was life changing 
for you, why wouldn't it be life changing for them? 

SAM LEMHENEY, CFEE
2018 IFEA Foundation Board Chair

Chief of Shows & Events
Pennsylvania Horticultural Society (PHS)

Philadelphia, PA
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ENGLISH 101 WRITTEN BY STACEY ROBINSON

While it may seem like a simple task, the art of 
luring celebrities to participate in Derby festivities 
can be a challenge. Hollywood is known for 
its glitz and glamour, and it’s also the home 

of many “A” list stars. There are numerous celebrity events in 
their back yard, so what makes Louisville appealing at Derby 
time? We’ve asked Stacey Robinson, Senior VP and Chief of 
Staff for the Kentucky Derby Festival. In addition to her roles 
with HR and finance, Stacey works to identify celebrities & 
VIP’s for Festival events. Here’s what she had to say….

How do you determine who to invite for the Republic 
Bank Pegasus Parade?

Stacey: Typically, I’ll sit down with the Event Manager 
for the Parade and brainstorm ideas. We think about 
shows that are getting good ratings and those celebs 
that likely have a good fan base. And then there’s the 
Parade theme – we sometimes try to identify someone 
who will fit well within the overall theme of the Festival. 

Who do you work with to get invites to the celebrities?

Stacey: Over the past few years, I’ve coordinated with a 
number of publicists in both L.A. and NYC. I usually reach 
out to them right before the holidays to see who might 
be interested in participating. Some of those publicists 
contact me and “pitch” names for our consideration. 

I’ve heard that some publicists can be difficult to work 
with and sometimes you aren’t even able to get past the 
gate keeper – is this true?

Stacey: (as she chuckles…) Well, let’s just say not all publicists 
are alike. And yes, it’s true that the gate keeper can lock it 
down and throw away the key! Fortunately, the majority of the 
publicists are nice people. You can only imagine how many 
invitations some of these celebs receive over the course of 
time. I believe most of the invitations hit the radar of the celeb 
though I suspect there are some that never see the light of day. 

Diane Lane was Grand Marshal of the 2010 Parade – 
how did that come about? 

Stacey: It was a combination of timing, tenacity and luck. 
We were fortunate to have a friend of the Festival (Leonard 
Lusky) help make the pitch to the folks at Disney. Leonard 
also put us in contact with Penny Chennery who was very 
instrumental in getting Diane Lane to accept our invitation. 
From a timing standpoint, it could not have been better. 
“Secretariat” was due to premiere in the early fall and 
Disney determined that the Parade would be a good way 
to promote the movie. I think the rest was pure luck.

How was it to work with Diane Lane? 

Stacey: Diane Lane was very sweet and approachable. It 
was almost as if she left her Hollywood persona behind and 
became a Louisvillian for a few days. She seemed to really enjoy 
attending the Celebrity Luncheon and I think she was surprised 
by the number of fans who came out to see her in the Parade. 

So, you say Diane Lane was nice and approachable. … 
Have there been others who haven’t been so nice? 

Stacey: (laughing…) Without naming names…..yes! Really, 
it hasn’t occurred much but there have been one or two that 
were difficult. On one occasion, someone arrived in Louisville 
and immediately started to complain about the pollen and his 
allergies. He then decided that he didn’t like his hotel and 
insisted upon moving to another location with the Festival 
footing the tab. I pretty much told him that he needed to 
stay put and stop complaining OR he could go back to 
L.A. Needless to say, he made a miraculous recovery! 

GETTING CELEBRITIES TO 
PARTICIPATE IN DERBY 
FESTIVAL EVENTS?

WHAT PREP WORK GOES INTO

Continued on page 96 
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Welcome to the world of festivals 
and events. We have processes, and 
timelines, and a way of organizing every 
little detail like nobody else. If you are 
familiar with this world of festivals and 
events, you are aware that everyone wants 
to end the whole shebang with having 
had a successful event. We want happy 
attendees and an unspoken (or better yet, 
spoken) excitement for the event’s return. 
One sure way to help yourself succeed is 
to start the whole process with everybody, 
from the clerk signing your permit to 
the Saturday Market vendor down the 
street, as an advocate. Community buy-in 
can be the most helpful first step to 
creating a successful event. The business 
neighbors can be your cheerleaders… 
but they can also be a nail in the coffin. 
Getting in the right place BEFORE your 
event takes place is crucial. Even if your 
event has been happening for years, its 
never too late to start. Here’s an easy 
step-by-step process and reasoning 
behind why creating community buy in 
and working with your neighbors can 
make or break your event’s success.

My personal and professional 
experience with this comes from being an 

event planner who holds 20+ event days 
in the heart of the downtown where I live, 
on the street and in public plazas. This 
requires significant communication and 
support from surrounding businesses, 
as that is a significant impact. In the last 
two years, 15 of these event days have had 
a change in the footprint of the event, 
effecting new businesses and previously 
effected businesses in a new way. Moving 
an event goes both ways- if it was the 
busiest day for the people on the street, 
letting them know you are moving is just 
as important as letting the new block of 
businesses know you are coming. Think 
through getting quotes of support from 
community members who appreciate 
your event, to help in conversations 
where it is being questioned. Imagine if 
you were putting on a cycling race, which 
the course zips by a busy, local favorite 
coffee shop. If this event felt like it was 
to negatively impact this business, you 
don’t want the weeks leading up to your 
event to have unsupportive dialogue 
inside the coffeeshop. Spending a little 
time following these steps to insure you 
have the appropriate community buy in 
prior can help make or break your event.

HERE'S WHERE TO START:

STEP 1: Early Decisions
Once you have a date in mind, and 

even a loose outline of your event, its 
time to start. Think, if its early enough 
to start recruiting sponsors, its time 
to fill in the people on the footprint. 
Why? Imagine if your family owned 
bread business is relying on the timely 
delivery truck each Saturday morning 
and your new event footprint closes 
down their delivery alley. Would you 
appreciate knowing ahead of time and 
being reassured by the event organizer 
that they’ll help you figure out a solution 
BEFORE it becomes a problem? In many 
cases that very small business owner will 
have heard through the grapevine that 
an event is coming and closing down the 
street, at the “expense of his business.” 
Even though that was never the intent, it’s 
important to make sure those impacted 
by your event footprint or traffic control 
plan know upfront what you are doing, 
when and why you are doing it, and 
that you care enough about it being a 
successful day for everyone to spend the 
time to work through a solution. It can 

& Creating Community Buy-in Before Hosting An Outdoor Event
By Karlee May

WORKING WITH YOUR NEIGHBORS
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be as easy as just informing them ahead 
of time, letting them know to schedule a 
delivery for early/late, but the little effort 
goes a mile when it comes to event day.

STEP 2: The Planning Stages
As you are developing the timing and 

layout for your outdoor event, think 
through your location. A successful 
event in a park or on a downtown/
neighborhood street has thoughtful 
placement of equipment, services and 
food/beverage – and I don’t mean just 
for the attendees. Think through the 
logistics and where you are placing 
all components of the event from the 
eyes of the people along the street. 
Example, you wouldn’t want your 
portable bathrooms, although perfectly 
located for those attending the event, 
to be along the front of the fine dining 
restaurant along the street. And you 
wouldn’t want to set up your row of 
pizza-by-the-slice food trucks in front 
of a brick and mortar pizza restaurant. 
Businesses know these components will 
be at your event, but playing in to the 
sensitivity of placement will again help 
you create allies from the neighboring 
business community. Business owners 
and operators have a strong voice, so 
why not have that voice on your side?

STEP 3: Marketing
Your event details are (mostly) finalized 

and it is time to start marketing to the 
public. This is the next point on your 
radar for working with your neighbors. 
That’s right, its time to circle back with 
the businesses and residential units 
around your event location and share 
with them the marketing materials; the 
date, timeline, event schedule and poster/
graphic associated with the event. With this, 
encourage them to be involved. Maybe they 
sponsor? Or, maybe they offer a related 
food/drink special that day. Maybe they 
shut down for the day and host an event- 
related something on your behalf? Maybe 
they agree to provide water and food for 
your volunteers throughout the day… and 
maybe they do nothing. The key here is that 
you gave them the chance. I have personally 
experienced festivals creating a specific level 
of involvement and offering that only to 
businesses on the footprint of their event. 
This is another great way to feel inclusive, 
instead of exclusive. Even if nobody takes 
you up on it, a good event planner thinks 
about the nearby community. (Think: 
there’s nothing bad to say if they turned 
down the opportunities to be involved 
on their own). Drop off a poster for their 
shop window, or dedicate a social media 
post to the tune of checking out the cool, 
unique shops along Main Street while 
you wander through the festival. Paying 
attention to the surrounding community 

shows that you are not just taking, but 
giving back as well. Remember that for 
your event to be completely successful it 
can’t be detrimental to someone else.

STEP 4: Event Day! 
We know it’s busy for you, but 

guess what? It’s probably busy for the 
businesses on the festival street as well. 
Send a volunteer or intern around to the 
businesses, especially those who perhaps 
didn’t have the buy in to the event in 
the first place, to snap photos of walk-by 
traffic or in-store busy shoppers/diners. If 
you had 20,000 people walking by your 
door in a day, wouldn’t you want to know? 
Realistically you probably cannot stop in 
and do this yourself, but knowing how 
the surrounding areas are effected by your 
event helps you in your future planning 
as well, so think of this as a win-win.

STEP 5: The Aftermath
You are done. Your event was a hit. 

You are exhausted, and you should be. 
But it’s time to prepare a review for your 
major stakeholders and sponsors, so why 
not include your business neighbors? If 
you haven’t already put it together, the 
businesses in and around your event 
location are also going to want to know 
if it was successful. This is a wonderful 
opportunity to slide in the photos you 
took when they were busy, in relation 
to your event. Maybe they want to 
sponsor it next year? Your review can be 
a simple and not overly detailed, but it’s 
important to take the time to say thank 
you to the people who helped you out, 
even just by being there. Because if they 
were not there, and that street or parklet 
was abandoned or not a vibrant “place 
to be”, you most likely would not have 
picked it for your event location either.

These same steps work for the 
community as well, even if not directly 
located on your event or festival 
footprint. Creating early engagement and 
appropriate communication from start to 
finish builds more support for you and 
your event than you can ever imagine. 
The community and the neighbors to 
your event can be your biggest advocates 
for the event returning or being successful 
in the first place, so harnessing the 
power of their support is crucial.

There are a couple additional 
great places you can turn to for 
generating community support. Any, 
or all of these combined can be useful 
organizations to touch base with.

First, if your event is taking place 
in a downtown or neighborhood 
business area, look for a Business 
Improvement District or Downtown 
Association. (There are many different 
names for these associations worldwide, 
but the idea is the same.) These 

organizations are in regular contact 
with the businesses in the area, as well 
as the community at large, and can be 
a great resource for information and 
help in contacting the right people. 

Next, look for the neighborhood 
association in the area of your festival 
or event. From the standpoint of a 
supportive organization with contacts to 
all the residential buildings which may 
be effected, this is a great organization 
to connect with. In many cases a 
neighborhood association will offer 
to take your information and share it 
on your behalf, which can expedite 
the contacting process, but make 
sure it doesn’t feel “passed off”. 

Another great place to reach out to 
for information and support are local 
visitors centers, and convention and 
visitors bureaus. From the standpoint 
of engaging with people who might be 
in town visiting and not aware of your 
event, they can be great advocates for 
your event as it relates to travel business.

Lastly, don’t forget about the businesses 
we just talked about. The shops, restaurants 
and services in and around your festival 
location can help you spread the word 
to the community. If they’re excited to 
be a part of something, or supportive 
of an event in the area, they’re going to 
talk. Their employees are going to talk. 
The people sitting there, looking at the 
poster in the window are going to talk. 
And since they are all talking, seems best 
to make it the conversation you want 
them to have. Getting support from the 
business community is one of the easiest, 
but often forgotten measures an event 
planner can take. It is very easy to set these 
extra efforts to the side as the details of 
your festival need to take place, and that 
is completely understandable. But it is 
important to remember that if you want to 
leave everyone with a positive experience, 
potentially increase your revenue and 
be welcomed back next year, taking 
the time to get the community buy-in 
upfront will be paid back in spades.

Karlee May is the Events & Pro-
grams Manger for the Downtown 
Boise Association, in beautiful Boise, 
Idaho, and is working currently to ob-
tain her CFEE. Karlee has worked for 
the DBA for about 5 years, and has 
over 20 event days each year. Having 
deep roots in the business commu-
nity in her hometown, relationships 
are the most valuable asset she can 
advocate for. You can’t imagine how 
much you can get done if you have 
good people on your side.
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THE UN-COMFORT ZONE WITH ROBERT WILSON

Recently I watched the motion 
picture Underdogs. It is a formulaic, 
feel-good movie, about a losing high 

school football team that is motivated by 
a new coach to win a championship.

The coach teaches them the skills 
necessary to succeed, yet they still 
don’t win any games. He realizes that 
what they lack is the hunger to win. So, 
he says to them, “My playing days are 
long past. These games are for you; 
and they are precious, because once 
you’re done, you’re done forever.”

I thought of the precious few baseball 
games I played; how I wished I could 
have played more; and how the moments 
I remember and talk about the most were 
those games we won. I said aloud to the 
television screen, “You tell ‘em, Coach!”

The coach played the Scarcity Card, 
and to me those were very moving 
words. I’ve lived long enough to have 
experienced regret, but I wondered if 
scarcity would motivate a high school kid 
who still has so much life in front of him?

For people like me, who are more in 
touch with their mortality, it has become 
popular to write out a “bucket list” of 
things we want to do or accomplish. We 
are frequently reminded to live as if today 
is our last. However, as a motivational 
mantra that saying has become cliché. The 
problem with overstated wisdom is that it 
loses its impact. Add to that the fact that 
most people don’t believe - or don’t want to 
consider - that they will die any time soon. 

Nevertheless, rock band, Nickelback 
puts this idea to music in their song 
If Today Was Your Last Day:

If today was your last day
and tomorrow was too late...
Would you live each moment like your last

So do whatever it takes
'Cause you can't rewind a moment in this life.

I like their metaphor that there is no 
“rewind” in life. If you could actually 
know that today was your last day, 
obviously you wouldn’t waste it. But, 
even if you did know, there’s not a heck 
of a lot you could do in 24 hours. 

I frequently encourage people to 
take more risks, or to take bold action, 
because I have personally found that doing 
so brings many benefits. I know that if 
people could genuinely perceive life as 
limited that they would take more risks. 
The trick is to pretend that it’s your last 
day (which becomes easier the older you 
get) by consciously making an effort to 
cross off the items on your bucket list. 

When scarcity is believable, we respond 
to it. Back in 1973, Johnny Carson, as 
the host of The Tonight Show, caused a 
run on toilet paper. He joked, “You know, 
we’ve got all sorts of shortages these days. 
But have you heard the latest? I’m not 
kidding. I saw it in the papers. There’s a 
shortage of toilet paper.” So many people 
heard it, believed it, and reacted to it that 
within a day, toilet paper disappeared 
from the shelves of supermarkets creating 
an actual shortage. Carson explained to 
his audience that it was all a joke, but the 
rumor continued, and it took weeks for 
toilet paper supplies to return to normal.

Advertisers love to use scarcity. That’s 
why you so often hear advertising phrases 
such as “limited time offer” or “limited 
supplies available.” It creates a sense 
of urgency, and we are moved to act.

Scarcity will move us when we’re afraid 
we won’t be able to get something we 
need (bread and milk when it snows), 
or when we fear we will miss out on 
an opportunity (Have you noticed how 
investors have rushed from stocks, to real 

estate, to gold, then back to stocks?). It 
also moves us when we want the exclusivity 
of owning something others can’t.

The big curse of the starving artist 
is that he knows his work will become 
more valuable after he dies. Exactly 
when he no longer needs it. 

Some companies have learned to 
get around this problem by intentionally 
limiting the release of their products 
to create a sense of scarcity. This is 
true for diamonds which are not rare 
gems as most of us believe. Instead 
they are a tightly controlled commodity 
which artificially drives up their cost. 

Italian auto-maker, Ferrari creates 
notoriety and demand by limiting their 
production to 7000 cars per year. 
This number increases the cache of 
owning one; and generates a waiting 
list of people who want to buy one. 

“Use it or lose it,” is another 
clichéd nugget of wisdom that warns 
us not to waste precious talents, 
possessions, or opportunities. Again, 
advertisers love to remind us of what 
we stand to lose (think insurance ads), 
because it motivates us to buy.

All in all, I believe scarcity is a 
good thing. It teaches us to be 
productive and efficient with our time 
and resources; and hopefully guide 
us to end up with no regrets.

Robert Evans Wilson, Jr. is an 
author, humorist and innovation  
consultant. He works with compa-
nies that want to be more compet-
itive and with people who want to 
think like innovators. Robert is also 
the author of the inspirational book: 
Wisdom in the Weirdest Places. For 
more information on Robert, please 
visit www.jumpstartyourmeeting.com.

HOW TO FINISH  
WITH NO REGRETS

TICK-TOCK… TALENT, OPPORTUNITY, AND STUFF
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Please check appropriate scholarship box
  The Nick Corda Memorial Scholarship    The Daniel A. Mangeot Memorial Scholarship    The Tennessee Festival & Event Professionals Scholarship 
  The Carolyn and Lee Crayton Legacy Scholarship    The Jean McFaddin Legacy Scholarship    The Pete Van de Putte Scholarship
  The Judy Flanagan Scholarship    The Mid-Atlantic Festival & Event Professionals Scholarship    The Joe & Gloria Vera Memorial Scholarship
  The Georgia Festivals & Events Association Scholarship    The Richard Nicholls Memorial Scholarship    The Don E. Whiteley Memorial Scholarship
  The Bill & Gretchen Lofthouse Memorial Scholarship    The Bruce & Kathy Skinner Scholarship    The Kay & Vernon Wolf Scholarship
  The Mampre Media International Scholarship    The John Stewart Memorial Scholarship    The George Zambelli, Sr. Memorial Scholarship

SECTION I: APPLICANT INFORMATION  

 Mr.     Ms.     Mrs.    Full Name: _________________________________________________________________________________

Street Address:  __________________________________________________________________________________________________

City:  ________________________________________________  State/Province:  _____________________________________________

Country:  ____________________________________________  Zip Code:  __________________________________________________

Phone:  ______________________________________________  Mobile Phone:  ______________________________________________

E-mail:  __________________________________________________________________________________________________________  

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

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

   A Festival/Event Volunteer (For:  _______________________________________________________________________________ )

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

Which of the following best describes your ethnic background? 

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

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

Organization: _____________________________________________________________________________________________________

Street Address:  __________________________________________________________________________________________________

City:  ________________________________________________  State/Province:  _____________________________________________

Country:  ____________________________________________  Zip Code:  __________________________________________________

Phone:  ______________________________________________  Mobile Phone:  ______________________________________________

E-mail:  ______________________________________________   Fax:  ______________________________________________________  

Web Site:  ___________________________________________   Number of Annual Events:  ____________________________________

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

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

 1) Proposed Dates: ____/____/____ 

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

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

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

  a) Budgeted Revenues: $ _____________________________________

   1. Gate/Tickets: $ ________________________________________

   2. Sponsorship: $ ________________________________________    

   3. Food & Beverage: $  ____________________________________  

   4. Merchandise: $  ________________________________________  

   5. Other: $  ______________________________________________  

  b) Budgeted Expenses: $  ____________________________________  

INTERNATIONAL FESTIVALS & EVENTS ASSOCIATION

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

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

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

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

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

  a) Benefit You Personally

  b) Benefit Your Event/Organization

  c) Benefit Your Community

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

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

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

  a) Yes. Please provide amount:

   1. Source of funding:  ______________________________________________________________________________________ 

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

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

   _________________________________________________________________________________________________________

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

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

Applicant Signature:  _____________________________________________ Date: __________________________________________

FOR THOSE RECEIVING AN IFEA FOUNDATION SCHOLARSHIP  

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

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

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

 4. If you are awarded an IFEA Foundation Scholarship, you will be notified by Friday, July 20st, 2018. At this time, 
  you will also be asked to complete an IFEA 63rd Annual Convention Registration.

Return your completed application and attachments by Friday, June 29, 2018 to 
IFEA Foundation Scholarship Selection Committee

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

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

INTERNATIONAL FESTIVALS & EVENTS ASSOCIATION

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


Take a moment to think about all your hard-working 
volunteers that will be with your event this year, or 
have been with you for many years. Would your event 
be possible without their hard work and dedication? 
They all deserve to be recognized just for the fact that 
they’re volunteering, but is there anyone who stands 
out above the rest; goes that extra mile to help you and 
your event? Someone that makes your life easier, just 
by volunteering to help your event! You thank your vol-
unteers every day for all their hard work, but wouldn’t 
it be great if they could be thanked by the entire events 
industry with the IFEA Volunteer of the Year Award? Af-
ter all, for all they do for your event - what’s a few mo-
ments of your time to jot down a few nice things about 
them and submit a nomination. 

Do something amazing today and submit a nomina-
tion for that hard-working volunteer to the 2018 IFEA 
Volunteer of the Year Award.

Nominations are currently being accepted for the 2018 
IFEA Volunteer of the Year Award. 

ABOUT THE AWARD:
Whether an individual acts as a volunteer administrator of an event 
or contributes his or her time and resources in support of a larger, 
multi-event organization with a paid staff, the efforts that are put 
forth by volunteers to our festivals and events deserve our heart-
iest congratulations and recognition. It is for that reason that the 
IFEA Volunteer of the Year Award was created. 

The IFEA Volunteer of the Year Award recognizes those outstand-
ing event volunteers whose unselfish and dedicated service to a 
member festival or event has made a significant difference in their 
community and mirrors the commitment to success in our profes-
sional ranks. 

GIVE THANKS TO THOSE 
WHO SELFLESSLY GIVE 
SO MUCH TO YOUR EVENT

2018 IFEA 

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


NOMINATION CRITERIA:
To be eligible for consideration for the IFEA  
Volunteer of the Year Award, the nominee shall: 
• Be a current volunteer of an IFEA member organization 
• Have provided significant enthusiasm, organizational assis-

tance and specific expertise 
• Be a volunteer of the nominating festival or event for at least 3 years 
• Have shown initiative and leadership in his or her efforts 
• Have a positive attitude 
• Have exemplified his or her dependability 
• Have a significant depth of involvement 
• Have made a difference to the festival or event 
• Have received no remuneration for services directly associated 

with his or her volunteer duties 

HOW THE WINNER IS SELECTED:
Once nominations have been received, the IFEA Volunteer of the 
Year Committee, comprised of members of the IFEA World Board 
of Directors, will review all nominations and select the Volunteer 
of the Year winner from all of the candidates submitted. 

Volunteer nominations submitted for the 2017 Award may be 
carried over into the 2018 competition with the permission of 
the nominator. The nominator will have the option to re-write the 
nomination if desired.

HONORING THE WINNER:
The winner of the 2018 IFEA Volunteer of the Year award will 
be honored at the 63rd Annual IFEA Convention & Expo at the 
IFEA Awards Luncheon. As the guest of the IFEA, the winner 
will receive an all expense* paid trip to the convention to accept 
their award. Additionally, the winner will be promoted through 
local and national media releases, be featured in an issue of “ie” 
magazine, on the IFEA Website and in email promotions. 
*Includes 2 nights hotel, airfare and Convention registration. 

Each semi-finalist will receive a certificate of recognition and will 
be highlighted in an upcoming issue of “ie” magazine.

PAST WINNERS:
To view a complete list of past winners and their nominations, go 
to the Awards Section on www.ifea.com

NOMINATION DEADLINE:
Nominations should be submitted no later than 5:00 PM (MST) 
Monday, June 4th, 2018 

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

SUBMIT ENTRIES TO: 
Nia Hovde, CFEE, Vice President/Director of Marketing & Com-
munications at nia@ifea.com. 

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

THE NOMINATION PROCESS
Please submit the following information for your nomination: 

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

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

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

1. Explain your volunteer’s significant depth of involvement.  
(20 points) 

2. Show specific examples of your volunteer’s roles and  
responsibilities. (10 points) 

3. Describe how your volunteer has provided significant enthusiasm, 
organizational assistance and specific expertise. (10 points) 

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

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

6. Describe your volunteer’s positive attitude. (10 points) 
7. Describe how your volunteer has made a difference to the 

festival or event. What impact has your volunteer had on your 
festival/event? What void would there be without him or her 
as a volunteer? (20 points)  

D. ADDITIONAL INFORMATION: 
Please also submit the following with your nomination. 
1. A high-resolution photograph of the volunteer you are nominat-

ing. (300 dpi or higher)
2. A local media list (up to 15 contacts) in order for IFEA to send 

Press Releases to your media.
• Please submit in Excel format. 
• Please include: Name; Organization; City; State; Email

mailto:nia@ifea.com
mailto:nia@ifea.com
www.ifea.com
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Why Is It An Issue?
The budget for an event is arguably the 

most important element of the planning 
process. If there is an insufficient budget it 
can affect all aspects of the event and the 
planning process. Subsequently, predicting 
the financial outcome of an event can 
be the most critical aspect of event 
planning, albeit not the most invigorating 
or fun element of the process. Time and 
time again, event budgets are initially 
drafted by a promoter / committee 
who have little or no experience in the 
development of event budgets, leaving 
glaring omissions or insufficiencies in the 
budget preparation. While promoters and 
organisers typically have the best interests 
of the event at heart, during the early 
planning stages it is almost impossible 
to truly scope the full extent of the event 
requirements which can add further 
complications to budget development. 
This is particularly relevant for one off 
spectacles and large-scale outdoor events 
when the stakes (and budgets) are much 
higher and organisers do not have the 
luxury of past (similar) event budgets to 
compare against. The development of an 
accurate and all-encompassing budget 
can require weeks of work and analysis 
by a range of industry professionals with 
expertise across multiple departments. 
Regardless of your personnel experience 
level, I would always recommend 
contracting experienced professionals 
to, at least, review your budget figures.

Often as professionals, we will come 
across events where the planning is driven 
by extremely tight margins. The tighter 
the budget and the more budget driven 
decisions are made, the less focus is 
placed on key event elements such as the 
customer experience, overall look and feel 

of the event and, in some drastic cases, the 
safety and welfare of event attendees. As 
you can imagine, or may have experienced, 
a tight budget drafted by an inexperienced 
team can overlook crucial details which 
can in worst case scenarios lead to law 
suits, loss of contracts and professional 
damage to the reputation of the business. 

Frequently, one of the major issues with 
high profile festivals and large-scale events 
is that organisers haven’t allocated enough 
budget for contingency or underestimate 
the costs associated with requirements for:
• General Security and Crowd Control 
• Bad weather contingency plans and 

equipment; ground protection etc. 
• Installation and removal of 

infrastructure such as staging, 
temporary structures, and 
perimeter barriers.

• Compliance with local authority 
and statutory agency requirements. 

Regrettably there have been countless 
cases where budget deficits have proved 
deleterious to the public’s perception of an 
event. Historically speaking, one such high 
profile case, the 1976 Summer Olympics 
in Montreal, left the city with a debt of 
$1.6 billion. An economic disaster beset 
with bureaucratic complications, the final 
bill for the event came in at 13 times the 
original estimate. The 1970 estimate was 
that the Games would cost circa $120m in 
total, with $71m budgeted for the Olympic 
Stadium itself. By 1976 it was evident, 
however, that the budget had gotten out of 
control, promoting a series of investigations 
and tribunals into what had happened. 
More recently in the news was Fyre 
Festival, a self-styled luxury music festival 
scheduled to take place on the Bahamian 
island of Great Exuma over two weekends 

in April and May 2017. A PR disaster for 
its organisers, they are now being sued 
for $3.5 million by their ticketing vendor, 
Tablelist, for refunds which they had 
to pay out to patrons. While the issues 
surrounding both were arguably larger 
than budget mismanagement, it is evident 
that if there had of been meaningful 
establishment of budget monitoring in 
the lead up to the event, organisers may 
have been able to rectify various concerns, 
or perhaps, in the case of Fyre Festival, 
even postpone the event for the greater 
good of the promoters’ reputations and 
the reputations of all those involved. 

As the two above examples prove, 
developing a budget for a large-scale event 
is not for the faint hearted with millions 
or even billions (in the case of the 
1976 Olympics) on the line. As a direct 
consequence of budget mismanagement, 
any errors can become quite catastrophic, 
resulting in loss of jobs, liquidation of 
suppliers and professional, brand and 
reputational damage for all involved. 
In certain cases, the personal toll can be 
detrimental with event organisers losing 
their homes, businesses and life savings. 
As a result, it is my professional opinion 
that good budgetary planning and 
communication from the initial stages 
between all stakeholders is imperative. 
Accordingly, I now turn to the manner in 
which such budgetary concerns can be 
overcome in the early planning stages of 
an event leading to client transparency 
for the duration of the planning process 
and the successful execution of the event. 

How to Approach a Client When 
You Suspect There Are Issues

Depending on your role within the 
event, it may not always be evident that 
there are budgetary issues, therefore I 
would recommend building in safeguards 
which protect both your professional 
reputation and, where possible, the 
integrity of the event itself. In term 
of these safe guards, I would endorse 
the following courses of action:
• Building in a sufficient 

contingency, personally I begin 
with a 15% contingency reducing 
down to 5% at the most,

• Regular budget updates from 
all departments, striving for 
transparency where possible,

• Identification of critical 
equipment and resources,

• Assessment and mitigation of 
potential budgetary risks by creating 
a budget orientated risk register.

Once you (as an event professional) 
are happy that these, and other safe 
guards, are in place you may now 
begin to move forward into the 
planning stages of the event itself. 

As event professionals, there are points throughout your 
career where you are faced with a variety of challenges, but 
none can be quite so detrimental as an insufficient budget. 
Seemingly insurmountable budget deficits can undermine the 
credibility of the event, the promoter and brands associated 
with it and can even have a negative impact on your perceived 
role within the event, through no fault of your own. As a result, 
chief amongst your planning processes must be an awareness 
of the status of the budget (or your specific section of it) on 
an ongoing basis. Throughout the course of this article, I will 
present instances and examples in which good budgetary 
planning can make or break an event and how to professional-
ly and diplomatically choose the best course of action for you 
and your client when budget deficits cannot be rectified. 
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Moving Forward
Throughout my experience in the event 

industry, I have come to recognise a 
number of key elements that are essential 
to the planning process. While your 
role in the event will dictate the level of 
involvement you have with the overall 
budget, there are a number of specific 
areas that can be addressed across all 
departments to protect against budgetary 
issues. These include the following:
• Breaking the budget down and 

including as much detail as possible
• Conducting an event feasibility study 

at the earliest possible opportunity
• Seeking advice from industry 

professionals with specific 
experience for each section

• Establishing methods for 
documenting costs that are 
concurrent across all departments

• Identifying the roles that heads of 
departments have with regard to 
budget management and cost control

• Establishing cost change control 
measures across all departments

• Establishing your variable costs, (e.g. 
on-site facilities such as toilets that 
can vary according to the anticipated 
number of attendees – this is 
particularly relevant for ticketed events 
as these are items that can be reduced 
in quantity should ticket sales be low). 

Ideally, you want to be in a position 
whereby you are able to make crucial cuts, 
should the need arise, with the knowledge 
that you are not jeopardising the event as 
a whole. But, it’s not enough to just try 
to protect yourself against these potential 
issues, the budget needs ongoing focus 
and attention throughout the process. 
The budget document, in itself, will 
become more useful as the planning 
continues as the detail from it can form 
a basis for other documents such as 
equipment lists, production schedules, 
etc. When obtaining quotations, building 
in deposits or instalments, date payment 
deadlines can also form an early warning 
system whereby red flags are easily 
identifiable. For example, if your client 
is experiencing issues making deposit 
payments or constantly being chased by 
suppliers for payments there is due cause 
for concern. Now is the time to trust your 
instincts. If you believe something may 
be wrong, you should address it as soon 
as possible with the client. Things only 
tend to get worse when an event budget 
isn’t working out and the larger the event 
the more severe the consequences. 

Approaching the Client
Personally, I endeavour to make every 

decision with the “best interests” of the 
event in mind, in some cases that has led 

to awkward conversations with clients 
regarding their event’s financial exposure 
and requests for access to all event related 
financial information in the hope that a 
solution can be found. Some clients regard 
their event budgets as containing quite 
personal and confidential information. As 
a contractor, even broaching the subject 
can be perceived as very intrusive however, 
I believe that all event professionals 
have a duty of care to both their client 
and the event attendees to ensure that 
the event will be of adequate standard. 
Unfortunately, sometimes things may 
have already gone too far, regardless of 
safe-guards and systems that have been 
put in place. Occasionally, you may be 
drafted in at a later stage in the planning 
of an event to specially rectify or at 
least alleviate a failing budget. Having 
identified that there are serious budgetary 
issues there are a number of steps that 
can be taken to ameliorate and alleviate 
the most pressing concerns as it becomes 
almost an issue of crisis management. 

Budgetary Crisis Management
Having established that there is an 

issue with the budget, it is now time to 
isolate various aspects of the event that 
will have to be cut / reduced in order 
to make up the deficit. Now is the time 
to step back from the ledger or in other 
words, reassess your situation. The event 
itself may have to fundamentally change 
to accommodate the budget deficit. This 
can be achieved in a number of ways:
• Renegotiating with suppliers 

and contractors (you can always 
promise future contracts).

• Utilisation of interns and volunteers in 
roles that were originally to be filled with 
paid personnel. (Be sure to first check if 
that is a legal option in your country.)

• Reducing attendee requirements such 
as general on-site facilities, e.g. toilets 
and tiered seating (when possible).

• Reducing the size of temporary 
venues (marquees, etc.).

• Re-evaluating sponsorship and 
stakeholder agreements.

• Removing non-imperative (but nice 
to have) items such as; site dressing, 
hospitality and event branding.

Such actions will hopefully decrease the 
budgetary deficit leading to the successful 
delivery of the event. Unfortunately, there 
may be cases where every avenue has been 
exhausted and you reach the conclusion 
that moving forward may be detrimental 
to you as a professional, the integrity of 
the client’s business and the event itself. In 
such circumstances, the only route is event 
cancellation. This may not be the easiest 
of tasks but, as an event professional it is 
in your interest to protect your reputation 

in the competitive world of event 
management. No one wants to be the 
next Billy McFarland or Ja Rule. Though 
a painful process for all involved, this 
may be the only rational course of action. 
Cancelling an event may actually be 
advantageous as it opens up the possibility 
to reassess, re-evaluate and move 
forward with future events as opposed 
to delivering an event that is below par 
and leaves all stakeholders dissatisfied.

In conclusion, throughout the course 
of this article, I have endeavoured 
to highlight the importance of good 
budgetary planning and management, the 
importance of good communication with 
all stakeholders, and the identification of 
various strategies for the implementation 
of a successful budget. As discussed, we 
all are aware that sometimes things do 
go wrong and, often these are out of our 
control for various reasons. In such cases, 
it is imperative that swift action is taken 
as soon as concerns are raised and that 
the client is approached in a diplomatic 
and respectful manner. Regardless of the 
potential outcome, it is important to 
remain calm throughout, communicate 
with all parties, work through the problems 
and take a step back from the ledger.

Elaine O' Connor MSc CSEP 
is a multi-award-winning Event 
Producer and the Managing Director 
of Magnum Events, one of Ireland's 
most renowned Event Management 
& Event Infrastructure providers. 
Over the course of her career, to date, 
Elaine has produced some of Ireland's 
most lauded large scale public events 
and spectacles, the highlights of which 
include RTÉ Reflecting the Rising 
2016, Tall Ships 2012 Dublin, Bavaria 
City Racing and the Battle of Clontarf. 
In addition, she has held key roles on 
events such as St. Patrick’s Festival 
and the Festival of World Cultures. 
Always striving to further her own 
education Elaine maintains an active 
role in the Events Industry in Ireland, 
lecturing, taking an active role in 
Industry associations and seeking 
professional accreditation such as the 
IFEA’s C.F.E.E. After graduating from 
Leeds Beckett University with a Master 
of Science in Event Management 
in 2013, Elaine progressed on 
to Dublin Institute of Technology 
where she is currently pursuing 
a Ph.D. in Event Management. 
Elaine can be contacted at 
elaineoconnor@magnumevents.
eu and more information about 
Magnum Events can be found 
at www.magnumevents.eu.
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It’s time to present the IFEA’s most 
prestigious honor. It’s time to induct 
someone into the IFEA Hall of Fame 
for 2018.  Who will it be?  Will it be 
your own Executive Director?  Will it 
be one of your mentors?  Will it be 
a colleague you’ve met at an IFEA 
Annual Convention?  Will it be . . . 
you?  Who that person will be is up 
to you. Now is the time to submit a 
nomination for that leader and rec-
ognize them for their outstanding 
achievements and contributions to 
the festivals and events industry.  

ABOUT THE AWARD:
Known as the associations most prestigious 
honor, the IFEA Hall of Fame recognizes 
those outstanding individuals who, through 
their exceptional work and achievements, 
have made a significant contribution to the 
Festivals and Events Industry and a profound 
difference in the communities they serve, 
both locally and internationally.  The Interna-
tional Festivals & Events Association is now 
accepting nominations from its members for 
those individuals who meet this standard for 
the 2018 Induction Ceremony. 

NOMINATION CRITERIA: 
Nominations must represent a current or 
past IFEA member who has made substan-
tial achievements and/ or contributions to 
the festivals and events industry. Nominees 
can be retired and represent any facet of 
our industry (i.e. vendor, supporter, senior 
professional, etc.). 
(Current IFEA World Board of Directors, 
IFEA Foundation Board of Directors and 
IFEA Staff Members are not eligible to be 
nominated*).  
*Exceptions may be made at the discretion 
of the IFEA Hall of Fame Committee.

HOW INDUCTEES ARE  
SELECTED:
Once nominations have been received, 
the IFEA Hall of Fame Committee, com-
prised of members of the IFEA World 

IT’S TIME TO RECOGNIZE THE 
LEADERS OF OUR INDUSTRY

Board of Directors, will review all nominations 
and select one or more individuals to be hon-
ored in to the IFEA Hall of Fame. 

HONORING THE INDUCTEE:
The Honoree (s) will be the guest (s) of the 
IFEA on an all-expense* paid trip to the 63rd 
Annual IFEA Convention & Expo, where they 
will be inducted at the IFEA Awards  
Luncheon, in their honor. 
*Includes 2 nights hotel, airfare and Convention registration. 

PAST NOMINATIONS:
To view a complete list of past inductees  
and their stories, go to the Awards Section at 
www.ifea.com. 

NOMINATION DEADLINE:
Nominations should be submitted no later than 
5:00 PM (MST) Monday, June 4th, 2018 

ENTRY FORMAT: 
Please EMAIL your 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 – nia@ifea.
com +1-208-433-0950 ext: 3 

THE NOMINATION PROCESS
Please submit the following information for 
your nomination: 

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

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

C. NOMINATION QUESTIONS 
Please submit a 1-2 page general overview of 
your nominee’s career, including organizations 
they have worked for, positions held, titles, 
awards, IFEA involvement, etc., highlighting 
how your nominee has made a difference to 
the festival and events industry.
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Marketing is such a multi-faceted world that there is now a 
need more than ever to rethink the roles and responsibilities 
for typical non-profit arts and events marketing.

If organizations are not putting their best foot forward 
and producing results in ticket sales, donations, 
sponsorship, attendance and brand building, their efforts 
are going for naught and spending good money after bad 
in search of a holy grail that will never be achieved.

It is understood that no Executive Director or Board of 
Directors will ever be truly satisfied with the results of their 
marketing. While we pay finance departments to deal with the 
figures, present financials and file reports, the marketing staff 
always seems to have a question hanging over their heads 
“what exactly do you do all day?” Well, I can attest for marketing 
teams everywhere, they do quite a lot. Which is why there needs 
to be time for a change in roles, responsibilities and results.

Job One
Marketing is responsible for the day in and day out 

transactional elements of selling and promoting and my least 
favorite phrase: “getting the word out.” But marketing also 
assumes a larger responsibility in defining, shaping and building 
the brand of the organization, impacting results in today’s 
sales, and also in the weeks, months and years to come.

When marketing executes all of its plans, combined with the 
promised programmatic delivery, seats are filled, donations 
are made and organizations prosper. When anything is out of 
phase, results languish and it is ever more difficult to capture 
the momentum necessary to make progress happen.

The goal is to present precisely the right content at the 
right time for the right audience on the right channel. 

Data assists in evaluating the outcomes (SCIENCE), but 
the real work in marketing is creating the content (ART), which 
is a several step process from art to copy to images to video 
to scheduling to distributing and everything in between.

Even before the content is developed, the marketing team 
needs to be represented in the room where the decisions 
are made regarding programming, fundraising and strategy. 
Marketing needs to have a voice in the elements that will 

eventually determine success or failure. After all, if the project, 
program or fundraiser is ill conceived, or is promoting an idea 
that does not gain traction with the audience it seeks, it will fail. 

Hard work is a necessary element of success and one can not 
give up too soon on a project or program, yet we must be aware 
of when it is time to edit, revise or reboot an entire campaign.

The Marketing Team of Tomorrow
The marketing team structure many organizations 

currently use is a top down VP/Director of Marketing 
with Marketing Managers, Coordinators, Social Media 
Managers with Photographers, Videographers and Writers 
populating the lower rungs of the ladder. But few of us are 
flush with the talent and resources to fill every position.

The answer for the Marketing Team of Tomorrow (MTT) is 
more people. But not in the form of FTEs. It is a great time 
for us to consider that people’s passions and talents can be 
used to benefit organizations, while providing the flexibility 
of not having the traditional bonds of full time employees.

The MTT means more responsibility needed at the Content 
Manager level – but in the role of talent manager as much as 
anything. Determining what content is needed when and where 
and from whom is the key to keeping the content beast fed.

Double Rainbows
Let’s face it, there will ALWAYS be double rainbows. 

Those once in a lifetime moments that are captured 
because someone is in the right place at the right time. 
But how many times does that actually happen?

For the majority of us, the content our audience seeks can and 
should be planned and scripted. While we may not have access 
to the actual event, artist, actor, musician until a precise date and 
time, the more serendipity we take out of a situation, the more 
possibility there can be for creativity as the campaign rolls out.

It is in the best interest of the MTT to work hard up 
front on securing the creative talent and thinking through 
the different elements of the campaign and let the 
execution part be handled by vendors or volunteers.

The key is having everyone know his or her exact 

TURNSTILES MARKETING FOR EVENT MANAGERS

MARKETING TEAM 
OF TOMORROW, 

TODAY

MANAGING THE

WITH SEAN KING
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responsibility to the project. Who is writing? Who is filming? 
Who is editing? Who is curating? What are the deadlines? 
Once these planning and artistic elements are put in place, 
it’s time for the scientific elements to be put to use.

The science of marketing comes from the reams 
of data generated page by page, email by email 
and social click per social click. Analyzing this data 
in real time is where the challenge gets real. 

If our emails are not being opened, do they need to 
be sent? If they are being opened and nothing done 
with them, what does that say about the presentation, 
the method or the subject of the content itself?

The same can be said about social media marketing as 
well, which is why the metric of engagement is much more 
important than likes. ‘Likes’ allow the door to be opened, 
but the party going on inside only gets better once your 
content is being engaged, shared and acted upon.

You need someone to be analyzing this data and 
making tweaks and recommendations as you execute 
the plan. Ideally, this person can also be working on 
database and CRM management and should be a little 
more left brained than right. Be sure you are hiring 
for the job description and not the department.

The Flattening of the Marketing Org Chart
I’ve never been much of a fan of org charts – especially in 

the realm of arts and non-profits that are resource-challenged. 
For me, marketing has always been an example of “all 

hands on deck.” We can never create enough content 
to satiate our audiences and in the world of arts and 
events, we are creating as fast as possible in order to 
make those connections and engagements possible.

With this in mind it truly takes an Army vs. An Army of One. 
As most organizations currently function, there is one person 
responsible for all elements of content creation, curation 
and distribution for all elements. Above this overworked, 
underappreciated professional, usually one person is overseeing 
the department who engages with other department leaders 
and senior management. If your organization is lucky, below 
these two levels are one or two folks who are writing releases, 
updating Twitter feeds and curating Instagram posts.

What we are looking to do is to make the most out of our 
teams. If our Marketing Team leader is more analytical, then 
our content manager can carry a little more responsibility 
in creation and curation. If the opposite is true, then the 
content manager’s responsibility will be reporting on the 
impact of the work, while the Team Leader spends more 
time with the creative team. Together they should work 
seamlessly while bringing on as much outsourced talent as 
possible to create content according to the master plan.

Developing job descriptions and purposes for each 
function is first and foremost as we try and build our TMM.

Help Wanted: Aluminum Siding Storytellers
What if we flattened this chart and took the resources 

committed to the entire marketing department and 
distributed them evenly over for hire journalists, authors, 
videographers, editors, with just one person managing 
the marketing flow, and embracing the talents and 
passions of many independent content providers.

In a recent conversation on the status of tv/film graduates, 
a colleague lamented that our institutions of higher learning 
are doing a great disservice to their students and employers 

by teaching 20th century techniques that are no longer 
needed. Rather, the current environment is ready for art-
ist-journalist-marketers that can make aluminum siding 
as emotionally engaging as the next appeal for shelter 
animals and a $150 million Hollywood blockbuster.

The solution must be more people to capture and catalog the 
content. An army of volunteers, interns and hired guns who are 
great at what they do – to make you look great at what you do.

The Gig Economy 
New market forces and the willingness for young people to 

want to engage and build their exposure and portfolio allows 
for a great opportunity to hire folks for short stints, equal to 
the seasonal employees hired by retailers and logistics for the 
holidays and theme parks and recreation centers for the summer.

But a basic structure needs to be present in 
order for this plan to succeed and flourish:
• There needs to be a definition and understanding of MMC 

(Minimum Media Coverage). What is the agreed-upon 
minimum coverage for any specific event or program in real 
time and in post-event phases? From there you can build 
to what can be achieved in coverage and storytelling.

• Developing hard and fast deadlines is next. There 
needs to be a level of accountability at a level higher 
than ever before to maximize this approach.

• Agreement as to what the goals are to be. Marketing 
can only be responsible for the managing of the 
schedule and creation and execution of the content 
and reporting on their results. The outcomes are 
generally the domain of the department leaders.

• Participation by the Department leaders in a weekly meeting 
to discuss short term and long-range goals. Meetings are not 
to exceed 30 minutes and focus on elements of timeline, 
deliverables and previous results for the short term.

• Responsibility for creating content needs to be determined 
from the very beginning. A mix of creative comes 
from marketing as well as the department, especially 
in the realm of social media. Everyone must be aware 
of their role in capturing events as they happen. 

• Content creation vs. content curation – It is 
marketing’s responsibility to sift through content 
from all sources to come up with the right image, 
gif, meme or video to tell the story of the project or 
program while maintaining the brand standards.

• Interns are always an attractive proposition however, new 
work rules and the discussion of paid vs. course credit will 
need to be decided before opening up this as a viable option.

As you can see, the components of the Marketing Team of 
Tomorrow are already in place in many organizations. The reliance 
on tech and data has become one game changer. While flattening 
the org chart allows for us to add more individual talents to 
the mix in order to continue to feed the social media beast. 

Good luck as you keep the seats filled, the bank accounts 
growing, sponsors pleased and guests delighted while 
supporting the marketing team to deliver the best work possible.

Sean King is a Principle at Aspire Consulting Group in Allen-
town, PA and has been consulting with small businesses and 
non-profit organizations for over 20 years. He also blogs regular-
ly at www.artsmarketingblog.org. You can follow Sean on Twitter 
@skingaspire or contact him at: sking.aspire@gmail.com. 
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HAVE YOU THOUGHT OF THIS? 
SELLING MORE TICKETS 

TO YOUR FESTIVAL BY USING 
Micro-Influencers. 

By Natalie Gleba
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If you’re in the events or festival space, 
then you likely turn to your marketing 
team to strategize ways to build hype 
and sell more tickets to your event. 
What does this strategy include? Maybe 
it includes a paid social media push 
and maybe it includes airing details 
on your local radio station. One trend 
I’ve seen growing, however, is the use 
of micro-influencers to help spread 
the word and help festival and event 
organizers sell more tickets. Here’s how.

What are Micro-Influencers 
Anyways? 

First off, a little debrief on what 
micro-influencers are might help 
explain why they are so effective with 
social media selling. Micro-Influencers 
are social media users with a niche 

following who come across more 
authentic, genuine and trustworthy 
when sharing personal interests to their 
above-average number of followers. 

Although they have a smaller following 
(1,000-20,000) on social media, their 
content resonates with followers as they 
have a personal brand to uphold and 
they would hate to share something they 
don’t personally identify with (i.e. an 
influencer with a beard wouldn’t help 
promote razor products). Consider these 
social media savvy influencers your brand 
ambassadors, cheerleaders, and loyal 
customers. Payment and influence aside, 
they would likely be buying your product 
anyways. We have been seeing a huge rise 
in brands trying to find micro-influencers 
to share the love about their product. The 
details below will explain why that is. 

What would be your first go-to strategy 
for trying to sell more tickets to your 
event or festival? 
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Why Does Micro-Influencer 
Marketing Work in the Events 
and Festival Space? 

So now that you have a better 
understanding of who these 
micro-influencers are, let’s chat about 
how they can help you sell more tickets 
for your event/festival. There are many 
tools out there that can help you locate 
the most engaged and influential 
micro-influencers but we suggest you run 
searches based on popular conversations 
that might directly relate to the theme 
of your event or festival. For example, 
if you are hosting a country music 
festival and need to find influencers to 
help promote attendance, you might 
start off by tracking conversations 
surrounding the following obvious 
topics: #countrymusic, #countrygirl, 
#cowboyboots, #countryfestival, 
#plaidshirt, etc. You might then want 
to include hashtags relevant to the city 
the festival is taking place in, artists 
that are performing and sponsors who 
are involved in the festival. In addition 
to this social listening tactic, some 
influencer marketing platforms will let 
you download the followers of lighthouse 
accounts. For example, imagine being 

able to download social media accounts 
following Blake Shelton, who also follow 
@CMA, who live in the city the festival 
is taking place, and also has 10,000 
followers. Now that might be someone 
you’d want to hit up! The key to any 
successful influencer marketing campaign 
is authenticating the influencers you’ve 
chosen to work with. You’ll want to 
know their average engagement rate (the 
calculation that computes how many 
followers they have versus how many 
‘likes’ and ‘comments’ they get on each 
post) to determine the effectiveness of 
their promoting efforts. It’s important 
to remember that quantity does not 
trump quality and so just because an 
influencer has 2,000 followers, doesn’t 
mean they will be less effective than 
someone with 10,000. Remember, it’s 
about how vocal the micro-influencers 
are with their followers and how those 
engaged followers react to the messages. 

As mentioned, the most effective 
way to ensure a successful campaign is 
to rank influencer’s engagement rates 
and be able to human-vet them. It 
might be worthwhile investing in an 
influencer marketing software to help 
manage the process. Not only is it useful 

in helping quickly identify attractive 
influencers, it will also help with 
campaign tracking and management, 
something that could save your in-house 
marketing team hours of review and 
logging. There are also companies out 
there that have expertise in executing 
these campaigns and guarantee results. 
It’s wise to do your research ahead of 
time to see which one makes sense for 
you and your organization’s goals. 

Once you have narrowed down 
a list of micro-influencers and have 
communicated all of the details to them 
(either through your internal team 
or through the influencer marketing 
agency), it’s time to see how the magic 
works. If you have put in the efforts to 
diversify your influencers, you will be 
reaching a wide range of followers who 
you might not have reached otherwise. 
Micro-influencers who have worked 
with brands before have their branding 
methods down pat. It’s important to 
leave the messaging up to them as it 
comes across the most authentic to their 
followers. In most cases, the followers 
feel they are closely connected to and 
value the opinions of thought leaders 
they follow on social media, namely 
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instagram. With that understanding, if 
they know their favourite instagrammers 
are going to this event or festival and 
will have the chance to network with 
them while having a good time, they 
will be interested in making a purchase 
to join. Again, it’s important to find the 
right micro-influencers who have this 
type of relationship with their followers, 
and surprisingly, there are unique ways 
to find this out. Ask your influencer 
marketing specialists to find out how.

What’s In It for the Micro-
Influencers? 

This is a common question organizers 
are concerned about when thinking 
about utilizing micro-influencers. This 
will obviously be unique in every single 
campaign however I can give you a 
general idea of what to expect when 
“hiring” influencers to take your ticket 
sale push to the next level. With festivals 
and events I’ve worked with, the average 
number of influencers used to effectively 
spread the message is 10-50. If you are 
finding the right influencers to help build 
event hype and increase ticket sales, they 
will be the perfect mix of passionate 
festival goers or interested event 
attendees (this is widespread as it could 
be marketing events, sales conferences, 
guest speakers, product sampling, vendor 
booths, etc.), and those who generally 
fit within the market it is that you are 
promoting in. What does this mean? 
Campaign goals and incentives aside, 
these are going to be strong advocates 
or interested attendees to your event/
festival regardless of the incentives you 
are going to provide. So what are those 
incentives exactly? This is your call as 
every budget will vary however what I 
can tell you is that if you’ve found the 
right micro-influencers, they are going to 
be quite happy with a unique VIP event/
festival experience designed specifically 
for your influencers. In campaigns I’ve 
worked on, influencers were provided 
with free VIP tickets and the organizers 
invited them out to an ambassador-only 
event the day before the event/festival 
kicks off. This really gets them excited 
to be a part of this unique experience 
and they’ll be able to further promote 
the event through their Instagram 
stories during the VIP event, increasing 
engagement and awareness. There may 
be some cases that influencers might 
request a monetary compensation for 
their posts, and this may be something 
you’ll have to evaluate; have you found 
the right influencers, or, is their value 
in budgeting for monetary payments in 
addition to offering them free VIP tickets? 
There is no right or wrong answer but it 

may be wise to consult with an influencer 
marketing specialist who can help you 
determine if you will get a plausible ROI 
from paid influencers and shockingly 
this might not always be the case. 

In Closing, 5 Ways You are 
#winning: 

1. Broadening Your Social Visibility 
- aside from increasing your ticket 
sales to your event or festival, there 
is huge value in the organic visibility 
you are gaining from putting 10-50 
influencers to work! I’ve seen client’s 
Instagram profile following increase 
anywhere from 15-40% over a 60 
day campaign! This is additional 
bonus you can expect from executing 
an influencer marketing campaign 
and in my opinion I think it’s a 
pretty valuable one. 

2. Touch a Market You Might Not 
Have Reached Otherwise - as 
mentioned, through influencer 
marketing, you’re reaching an 
audience you might not have gained 
attention from otherwise. Sometimes 
it’s ok to take risks too. I’ve tested 
some influencers who might not 
have been the most obvious to 
use, but have turned around some 
amazing results! It’s really just 
finding a diverse balance between 
brand ambassadors and those who 
are just so close with their followers, 
they are willing to support them 
because of the personal brand they 
have created for themselves.  

3. Establish Long-Time Brand 
Supporters - these influencers who 
you’ve carefully chosen to work with 
will be available to you for any other 
campaigns you have in the future. 
You’ve built close rapport with them 
and have gotten to meet and connect 
with them in person, why not 
keep them around to help further 
promote your organization?  

4. Low Investment Required - as 
you can see, this type of marketing 
strategy has a relatively low 
investment cost and can turn around 
some amazing results. In campaigns 
I’ve worked with, I’ve seen upwards 
of 9x ROI from running one 
influencer marketing campaign - 
seriously though, Google Country 
Thunder 9x ROI and see for yourself! 

5. Re-Usable Marketing Materials 
- whether it’s 10 or 50 influencers 
you choose to help promote your 

event or festival, they will be creating 
amazing content for you on social 
media. You’ll be able to see the 
quality of work they produce on 
their page before you choose to 
work with them and they put a lot of 
effort into making visually appealing 
and on-brand photos to accompany 
the description they are sharing 
with their followers. Some will want 
a little more direction of details 
to include over others, however 
it’s best practice to allow them 
to have some level of autonomy 
over their posts as their followers 
will catch on if it’s not coming off 
authentic and this could impact 
the effectiveness of the campaign.

There you have it, some high-level 
tips and insights on what you can 
expect from running a micro-influencer 
marketing campaign to help gain hype 
and sell more tickets for your next event 
or festival! This is a topic I could talk 
about endlessly so this is definitely 
not an exclusive discussion of all of 
the positive outcomes of influencer 
marketing campaigns. If there’s one thing 
I want to emphasize, it’s that I’ve worked 
with various clients with varying product 
and service offerings and out of them 
all, influencer marketing is the most 
effective for clients who are looking to 
sell tickets. It could be that influencers 
are targeted in the general location of 
where the events or festivals are taking 
place and so there is a level of locality 
involved with promoting, or, it could be 
that people are excited to find an excuse 
to buy tickets and get out of the house! 
Regardless, micro-influencer marketing is 
a growing trend and I only see it growing 
into organizer’s 2018 marketing budgets! 

Natalie is the Campaign Marketing 
Manager at a Waterloo, Ontario, 
Canada Influencer Marketing 
software company, Socialpeeks. 
She works closely with clients to 
help locate relevant influencers and 
help strategize creative campaign 
initiatives for clients all over North 
America. Socialpeeks specializes 
in the development and execution 
of micro-influencer marketing 
campaigns specifically for clients 
in the events and festival space. 
Contact her at natalie.gleba@
socialpeeks.com for more information.
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Facebook Messenger is becoming an important tool 
for events, venues and destinations to communicate 
with their visitors and customers. However, when 
dozens of messages are received at once, it can 

be overwhelming to manage! Luckily, organizations can 
benefit from using various Facebook Messenger tools that 
help manage the influx of Facebook messages during your 
events or busy season. Hopefully these tips and tricks will 
help you manage your Facebook Messenger inbox!

Welcome Greeting
Creating an informative “Welcome 

Greeting” will lower the number of messages 
that you receive by answering your top 
questions before a visitor pushes send. 
Focus your customized greeting to help 
answer your two or three most frequently 
asked questions. You’re only able to use 160 
characters, so be sure to keep the greeting 
message short, sweet and to the point!

For instructions on how to 
create your Welcome Greeting, go 
to http://bit.ly/FBgreeting 

Instant Replies
Instant Reply messages will appear 

immediately after someone messages you. 
We recommend that you do a quick audit 
of your Facebook messages and have your 
Instant Reply cover your most frequently 
asked questions, like hours, prices, and daily 
deals! Since instant replies allow you to use 
up to 250 characters, you’re able to provide 
links to more in-depth answers to your FAQs.

For instructions on how to 
create your Instant Replies, go to 
http://bit.ly/FBInstantReply 

Saved Replies
For remaining Frequently 

Asked Questions or questions 
that need more explanation, 
you’re able to create and save 
personalized responses. You 
can use these Saved Replies 
to address more complicated 
questions like directions, policies, 
varying ticket prices, etc. Saved 
replies do not have a character 

limit and can even include images. One thing to note is that 
these messages are not automated, which means you will need 
to go in and select the saved reply in order to respond to the 
message. However, Saved Replies do save you time in that 
you don’t have to write the same thing over and over again!

For instructions on how to create your Saved 
Replies, go to http://bit.ly/FBSavedReply 

Facebook 
Pages 
Manager

To help you 
respond on 
the go, be sure 
and download 
the Facebook 
Pages Manager 
app to your 
phone. 
Just like on 
your desktop, this app will allow you to manage all social 
interactions across Facebook (comments, likes, reviews, 
etc), Facebook Messenger and even Instagram!

To help manage your inbox, we recommend marking 
messages as Done, Unread, Follow Up or Spam.

Chatbots
If you still find yourself overwhelmed by the number of 

Facebook Messages coming in every day, you may consider 
implementing Chatbots into your marketing plan. A Chatbot 
is a tool that automatically provides your customers with 
an immediate response to their questions. For example: If a 
person asks, “What is the height requirements for the rides?” 
a Chatbot will be able to answer the question without you 
or your staff responding. Due to Chatbot’s complex setup, 
we recommend seeking someone experienced in building 
bots for your industry if you’re wanting to use this feature.

We hope that you have found these Facebook 
Messenger tips and tricks helpful! If you still have 
questions, the Saffire marketing team would love to 
help you out! You can email marketing@saffire.com.

Cassie Roberts Dispenza is the Senior Partnership & Marketing 
Director at Saffire and has extensive experience with online market-
ing 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 hundreds of 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! 

TIPS AND TRICKS

THE DIGITAL LIFE WITH SAFFIRE

FACEBOOK MESSENGER
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When you are organizing an event, 
the last thing you may think about is 
permit applications. After all you are 
working on your budget, looking for 
entertainment, booking food vendors 
and so many other things. It’s probably 
not the most fun part of your event, but 
without these permits you can’t move 
forward and have all the attractions you 
have been working on. On the other 
hand, you could be the type that starts 
early to get it done so you can focus your 
attention on the event itself. Whichever 
your process, below is a general list of 
tips that can hopefully help your next 
permit journey be a little smoother. 

Submitting the Application
City liaisons typically have to work 

on multiple events at once. If it is a busy 
month, they could be processing 10, 
maybe 20 permits in one month so the 
application process is very important. 

Make sure you always submit your 
application with ample time and 
before the deadline. Late applications 
may be denied because there isn’t 
enough time to process it. 

Fill out the application completely. 
Incomplete applications cannot 
get processed properly. Give as 
much information as you have 
and if something is still pending, 
state that in the application. 

Read the application thoroughly and 
make sure to include any supplement 
documents required. As an example, an 
event proposal and draft site plan may 
be required along with your application. 
If an application fee applies, follow the 

payment instructions carefully. Missing 
payment and other items could hold up 
the process and put you behind schedule. 

Wait and hear back from your city 
liaison regarding the status of the 
application before moving forward 
with any other applications and/
or payments. If you are not sure 
what the next step is, send them a 
follow-up email or give them a call. 

Submitting Early
Most cities work with multiple 

departments when it comes to permitting 
an event, Fire, Police, Transportation, 
etc. Applications are routed to the 
various departments for approvals 
and that can take some time. 

For those of you who work on 
gathering permits regularly, you know 
that you need to give yourself enough 
time to turn in applications and wait 
on approvals. More times than not, 
the departments need additional 
information about the event before they 
will sign off, that can hold up the process 
another 2-3 weeks. You want to make 
sure you allow time when planning, 
should any problems like this arise. 

Plan ahead. As soon as you have 
that date, get the application in and 
get your date on the books. If you have 
an annual event that takes place in the 
same city, at the same venue every year, 
get that date secured a year out, this 
way you avoid any potential conflicts.

Do not wait until the very last minute 
to submit your paperwork to your 
city liaison. If it’s a new event, apply a 
year in advance; if the city allows you 

to. You want to make sure you have 
time to make adjustments or look for 
a new venue should you need to. 

Requesting an Estimate 
Gathering an estimate for a large 

special event takes time. There can 
be multiple fees from all the various 
departments and fees that may 
require some additional research. 

If you know you will need an 
estimate, or specific information, give 
the liaison ample time to prepare it 
for you. You could find yourself very 
frustrated if you need an estimate, 
but did not ask your city liaison 
with enough time to prepare one. 

Addition Permits
All cities have a different set of 

requirements. The municipal/county 
codes and/or ordinances in one city 
wouldn’t be the same in another. It’s 
good to do some research as to the 
requirements before spending hours 
planning an activity that may or may 
not be allowed in that city. For example, 
you may be planning to rent a Ferris 
wheel because it was a big hit in the last 
place you held your event. So you place 
a deposit, but when you go to apply for 
the permit in the next city, you learn 
Ferris wheels are not allowed there. 

Permits can get expensive. Look 
into permit fees for a specific 
attraction or activity before putting a 
non-refundable deposit down for it. 

Get all the permit forms and/or 
applications in within their deadlines. 

Tips for Submitting City Permits
By Dolores Mendoza
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You could end up paying late fees 
or worse not getting the appropriate 
permits in time for your event. 

Communicating with Your City 
Liaison 

Everyone has a specific method of 
communication, e-mail, text, phone, 
possibly fax. Ask your city liaison 
what works best for them and try to 
communicate that way. You might get 
a quicker response if you communicate 
via their preferred method. 

Some events are coordinated by 
multiple committees and have a different 
committee for each area of their event 
and that’s a great way to coordinate 
an event. However it is not always the 
best way to coordinate with your city 
liaison. Multiple contacts for one event 
can become very confusing, especially 
for large scale events. When emails are 
sent from multiple email addresses, it’s 
hard to keep track of who sent what 
and what got sent to whom. Try to have 
just one person coordinate with the city 
liaison, this will save a lot of time and 
help eliminate any miscommunication. 

You may have a specific deadline for 
your budget or need to get updates to 
your supervisor on where your permit is 
in the process with the city. Let your city 
liaison know what those deadlines are. If 
they know what your timeline is, they can 
properly plan to get you the information 
you need in a timely manner. 

Meetings 
Every person works differently. 

There are event organizers who are 
more comfortable with the permit 
process than others, and then there 
are those are a little terrified of all 
the forms, very understandable. 

Schedule a face to face meeting with 
your city liaison to go over the process, 
applications and to get any additional 
information you may need, if they 
don’t already do this themselves. 

Be mindful of the city liaison’s 
time. Try to avoid scheduling multiple 
meetings and walk through with them 
for your event. Get everyone you need 
together at one meeting so they can 
ask all their questions that day. If 
coordination is by committee, ensure that 
all members are present so that they can 
receive all the information first hand. 

Asking Questions
There is a lot of information given 

upfront when applying for permits. 
When you are preparing your one 
on one meeting with the city liaison, 
prepare your list of questions for 
them. It’s good to have them written 
down because you will more than 

likely get information that prompts 
new questions, and you don’t want to 
forget what your original ones were. 

Once you have met, or talked to the 
city liaison about the requirements, 
send a follow-up email about what was 
discussed and include any other questions 
you may have about the applications. It’s 
great to have those answers in writing 
so you have that email to refer to later 
if you need it. Phone calls are great too, 
but it’s always good to have answers in 
writing just in case you are asked for it.

Before You Advertise 
Don’t assume because your 

application was submitted that it 
was reviewed and approved.

Get an approval before you advertise 
your event. Give the allotted time for 
the application to be reviewed and then 
follow up if you haven’t heard back from 
the city liaison. The last thing you want 
is for the city to come back and say there 
are conflicts or concerns. Rescheduling or 
changing venues can have an impact on 
attendance if you have already printed 
flyers or sold tickets. Always wait to get 
the green light from your city liaison. 

 
City Calendars

Know what is happening in the city 
that you are proposing your event in, 
before you submit paperwork for a 
date. Check the calendar. Cities with 
popular event venues have a lot going 
on and some restrict the number of 
events they allow per month or year. 

Have a backup date when you submit 
your application so your city liaison 
has an option should your original date 
already be taken. This way they can put 
a hold on it before someone else can.

If you have to change your date, 
send it in writing. Even if you already 
gave the liaison a call, follow up with 
an email. You want to make sure that 
the change is documented and get a 
confirmation it was made for you. 

Required Services 
Events of all sizes require some level of 

city resources. You may wonder at times 
why there are so many requirements, but 
know they are all put in place for you, the 
safety of your event attendees and the city. 

Know what you need far enough in 
advance so your city liaison can place any 
necessary work orders or put in request 
for staffing. These are different requests 
from permit applications so it’s important 
you discuss all the small details.

Site Plans
Having a great site plan can make the 

whole process so much easier. Other 
departments, such as Fire, require a 

site plan in order to issue their permit. 
The site plan should answer as many 
questions as possible; where is the 40x40 
tent? Where are the portable restrooms? 
Where is cooking taking place? 

Use a clear image of the site, 
Google Earth is usually great to use or 
check the city website for images. 

Have your items clearly marked and 
include all information required by the 
city, this can be items like inflatables, 
tents, generators, emergency access 
lanes, etc. Label the items in your site 
plan or include a map key. If possible, 
try to avoid hand drawings. They are 
messy and usually aren’t clear enough 
to scan and send out via email. 

Insurance
Every city will require that you have 

general liability insurance for your event; 
however what they require will vary 
from city to city. Some may be easier 
than others, but if the requirements are 
more than you are used to providing you 
may want to start that process early. 

Look over the requirements and ask 
your city liaison for any clarification 
before going to your insurance provider. 
A lot of cities will provide you with 
samples of the types of documents they 
need with the limits and specific wording 
they need on the Certificate of Insurance. 
Give those to your insurance agent to 
use as reference. These are very helpful.

Always allow time for revisions. 
Submit at least 1- 2 months prior 
to your event just in case something 
needs to be corrected. If you submit 
a week before your event you risk it 
not getting it approved in time and 
may have to reschedule your event. 

The permitting process can sometimes 
be overwhelming, but the job of a city 
liaison is to help get you through that 
process and make it as easy as possible. 
At the same time, they need your help 
too. Try to be patience and know that we 
understand how important your event 
is to you, it is very important to us as 
well. If you start early and communicate 
regularly with your city liaison, the 
process will be much smoother.

 

Dolores Mendoza is currently the 
Special Events Coordinator for the 
City of Pasadena, Human Services 
and Recreation Department. She has 
been with the City for over 10 years. 
She handles permits and producers her 
department’s community events. When 
she is not working on events, you can 
find her binge watching FRIENDS and 
having ice cream. She can be contacted 
at dmendoza@cityofpasadena.net
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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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THE SPONSOR DOC WITH BRUCE L. ERLEY, APR, CFEE

Dear E.F. 
A blank white sheet of paper…I know the feeling when you 

are putting together a list of sponsor prospects for the first 
time.  It can be quite daunting!  But I have found there are some 
effective ways to develop and research sponsor leads lists.

The first thing is to develop a list of the types of businesses 
that you think would have a natural interest in your event based 
either upon the theme of the event or the profile of your audience.  

For example, if it is a home and garden event, your 
list of endemic prospects connected with the theme or 
type of event might include home improvement retailers, 
window companies, online home service advisors, etc.  

Non-endemic categories, which are comprised of 
prospects which are interested in the home show’s 
audience profile, might include home insurance agencies, 
truck/SUV automotive dealers, and credit unions or 
banks that make consumer home equity loans.

Next, you need to flesh out your category list with specific 
companies in your geographic region that you feel might 
be candidates for solicitation.  Generally, I try to identify 
companies that are demonstrating aggressive marketing 
efforts or competitive positions in their advertising, might be 
rebranding or that are already active sponsoring other events.

In terms of conducting the actual research, there 
are three effective sources to where I typically compile 
my leads lists…online, business & trade publications 
and through person-to-person networking.

• Online Research – Clearly search engines are a remarkable 
tool to identify sponsorship leads.  Google has become my 
most helpful platform.  The first thing I do is search other similar 
events across the country.  Who are their sponsors? What 
business categories sponsor them?  Would that translate to my 
event?  Are there any specific companies that have operations 
in my geographic area? 
    Then I dig into the websites of specific companies that make 
my prospect list.  I try to discover their mission & values, their 
history, (do they have an upcoming business anniversary?), 
their past sponsorships or granting criteria. 
    To identify specific people, I go to LinkedIn.  In the search 
bar, put in the company name, the word “sponsorship” or 
“marketing” and your state. I have found this to be a fountain of 
information for locating specific contacts. 

• Business & Trade Publications – I get many sponsor leads 
by perusing publications.  You are looking for activity in the 
business sector that might create an opportunity for sponsor 
interest -- new company coming to your community, a bank 
changing its name, a company on a hiring spree. 
    Check the business section of your local newspaper or 
your regional business journal.  Subscribe to sponsorship and 
marketing publications such as the ESP Sponsorship Report, 
Event Marketer, Advertising Age or Advertising Week. They 
provide a fountain of ideas. 

Dear Sponsor Doc: 
I have asked my intern to research prospective sponsors, but so far, when I've assigned this 
task, I find that my staff doesn't understand what I'm looking for, so it hasn't been very helpful.

I was wondering before I re-invent the wheel of coming up with a "research template," 
if you had any advice or anything you could share regarding where to start when doing 
sponsor research.  Any insight you can provide would be incredibly helpful.

E.F.  Indianapolis, IN

PROSPECTIVE SPONSORS
RESEARCHING:

Continued on page 97 
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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…

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


WITH GAIL LOWNEY ALOFSIN

This past January 2018, I had the privilege of teaching my 
fourth New York City J-term course for the Harrington 
School of Communication and Media at the University of 
Rhode Island. This one week course offered the students 

an opportunity to network and learn from over 70 business 
professionals in 55.5 hours. We had the privilege of visiting the 
corporate offices of Thomson Reuters, MetLife, Citi, CNN, Union 
Square Hospitality Group, Hulu, Coty, Initiative, Google, Momentum 
and Hungry Root to name a few. The executives shared their 
respective experience and attributed their success to leadership, 
life-long learning, communication, initiative and work/life balance. 

Leadership
Why would anyone follow you? Hire you? Buy from you? As 

the students enter the workplace, among the leadership traits 
that will serve to advance their career are integrity, competence, 
follow through, inspiration and vision. If you have been working 
for several decades, it is important to re-visit and hone these 
skills as well. Dom Cerio of CNN discussed the importance of 
your delivery and your “pitch.” Dom questioned the students 
– “In sales and life in general, what are you bringing to the 
table? Why should a person take your call or meet with you?” 
Think about what you offer. How would people describe you? 

Leaders are Learners
Life-long learning will increase your knowledge. Margie 

Fox, President of Fitz and Hen, encouraged the students 
to watch a TED Talk every day and listen to business 
podcasts. There is always something to be learned and 
skills to be enhanced that will serve to improve your value, 
personally and professionally. She also shared her “Plus 
One” theory: Do one more thing than what is asked of you.

Communication
Being able to communicate clearly and effectively is crucial. 

Communication will assist you in improving your interactions with 
clients, vendors and colleagues. It begins with your credibility; 
people do not believe the message if they do not believe the 
messenger. Be clear about what is important and why. As Kay 
McKean, Founder of SALT Leadership discussed, “Think of your 
last communication with someone. How much of that approach 
reflected your values?” Our communication reflects our values. 
Focus on connecting with the person or people in front of you. 

Put down your phone and offer the gift of your full attention.

That’s Not My Job? 
Geoff Leonard of Google encouraged the students by sharing 

sage advice: “You will find a place where your skills are most 
needed and when you do, always do 5% more that everyone 
else, every day!” Do your best at every task you are assigned and 
you may be the best candidate when another position opens. 
You will be asked to do things that are not your job – do them! 
Everything is your job. Are you able to do the job of the person 
in a position above you and below you? Take Initiative! Look for 
opportunities to volunteer on projects in both your company and 
community. This will assist you in expanding your internal and 
external network. Volunteering is an opportunity versus obligation. 

 
Walking the Balance Bar

Search for balance. Set boundaries – you cannot be your 
best self in your career if you cannot find time for the things 
that matter to you. Work and life balance is a challenge; 
especially when you are new to your position or work for a 
demanding industry. You spend so much time at work leading 
to why loving your job is so important. And if not loving it, 
enjoying it! As Michael Stefanski of MetLife advised: “You 
don’t regret the things you do, but the things you don’t do.” 

As you approach the day, week, year – be a shining star. 
Shift your mindset to what you can contribute versus what 
life “owes” you. Establish your personal values and pave your 
own personal path to professionalism. In the insightful words 
of guest speaker, Erica Keswin, Founder, The Spaghetti 
Project. “How do you bring yourself to work? It’s all about 
the human connection. Bring your human to work.” 

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

YOUR CHOICES
YOU ARE

"Eve r y  cho ice  moves  us  c lose r  t o 
o r  f a r t he r  away  f r om some th ing . 
Where  a re  y ou r  cho ices  t ak ing 
y ou r  l i f e?  D o  y ou r  behav io r s 
demons t r a te  t ha t  y ou  a re  say ing 
yes  o r  no  to  l i f e? ”

 Eric Allenbaugh

LEADERSHIP AT ALL LEVELS 

40  IFEA’s ie: the business of international events Spring 2018

mailto:gail@gailspeaks.com
https://gailalofsinspeaks.wordpress.com


Pay It Forward with a Gift to IFEA’s
‘Fund for the Future’

Online and PDF donation forms available at
IFEA.com / Foundation / Ways to Give

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

Now it’s time to lend yours. 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 orga-

nization 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 the Helping Hands that 
Got You Where You are Today?

INTERNATIONAL FESTIVALS & EVENTS ASSOCIATION

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


MAY I HELP YOU?

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

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

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

In Search of The Right Product
“What do you seek in an online volunteer management 

system?” is the first question in our factfinding meeting 
with potential clients. The leadership response typically 
includes elements of the following response: we are seeking 
a product that enhances our brand, integrity, efficiency, 
partnerships and relationships with our volunteers. 

Our follow-up session is with the manager of volunteers. 
This person is responsible for one of the organization’s most 
valuable assets: the relationship with the volunteer team. The 
discussions with the managers of volunteers tend to be less 
aspirational and more focused on the following challenges: 
• “My boss doesn’t understand how much time it 

takes to recruit, register, schedule, coordinate, 
train and manage our volunteers." 

• “We have a system but it wasn’t designed for volunteer 
management. It was the least expensive option.” 

• “We need the volunteer management tools to 
do the work efficiently and effectively.” 
Managers of volunteers want to do their jobs efficiently 

with tools they can operate effectively. Managers want 
the organization to look good in the process AND 
they also want to look professional personally. 

The reality is that it is difficult to ascertain the differences 
in the numerous system options on the market today 
as the promotions for products sound very similar. 

The following article will help your organization differentiate 
and enhance your brand, integrity, efficiency, partnerships 
and relationships with your volunteers while using your 
financial and personnel resources appropriately. 

Understanding Options
Five years ago, there were a dozen online volunteer 

management systems in North America. Today every technical 
service provider claims to have registration and volunteer 
management options. Your database provider, your e-mail 
provider, your ticket system provider and many others try 
to repurpose their existing software to force a volunteer 
management solution. They can sell the additional services to you 
cheap or even provide them for free with your existing contract. 

If your organization manages a very small number of 
volunteers and has limited reporting needs, this type of “no 
frills” solution might work. Unfortunately, decisions are often 
based simply on price and not on the core needs addressed 
in the opening paragraph: brand, integrity, efficiency, 
partnerships and relationships with our volunteers. 

The old adage “you get what you pay for” often applies 
as organizations end up with an online system that: 
• Frustrates the volunteer as the process does 

not match the organization’s purpose, 
• Infuriates the manager of volunteers with lack of functionality, 
• Does not create efficiency for the organization and 
• Leaves the organization looking weak and disorganized. 

Step 1: The Shopping List
Identify the features and functions needed to be 

successful. Make a checklist and identify which 
items are a priority and which are nice to have. 

 ✓ Admin Access (e.g. number, roles)
 ✓ Communications. (e.g. email, text)
 ✓ Reporting. (e.g. by registrant, by shift, by 
day, by activity, by custom field)
 ✓ Registration. (e.g. individual, family, corporate group)
 ✓ Check-In. 
 ✓ Integrations. (e.g. background checks, payment 
processing, CRMs/Central Database)
 ✓ Mobile Friendly 

Step 2: Discuss the System’s Primary Purpose 
Shouldn’t this be step one? Yes, but most people are more 

comfortable starting with features & functions. So now, what type 
of volunteer management system will support your organization’s 
primary needs?  

ONLINE VOLUNTEER 
MANAGEMENT SYSTEMS

SEARCHING FOR THE PERFECT FIT:
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• Ongoing Activities - Every day? Set schedule at set  
location? Same hours? Small number of volunteers daily?  
(e.g. food bank, hospital) 

• Event Based - Specific periods of time? Multiple locations?  
Numerous positions in the same time period? Large numbers  
of volunteers in shifts? (e.g. championships, endurance, festivals) 

• Community Hub or Recruiting - Need to match 
volunteers to geographic interest-based requirements. 

• Enterprise - Central organization with numerous supporting 
organizations. (e.g. cause based, Special Olympics). 

Step 3: Avoiding Account Management 
Nightmares

When you have questions and worse yet problems, 
do you have confidence in the support team?
• Account Management - Does the company provide an 

assigned account representative or a pool of account reps? 
• Account Services - What services will you need from the  

account rep? Consultant? Task? Technical? Only tech  
support? No support? 

• Access - How can you access support? Phone? E-mail?  
Chat? Forum? When is support available (days/hours/holidays)? 

Step 4: Valuation 
Has your organization looked at how much 

volunteer management costs the organization?
• Tasks - Break down the tasks that consume the most 

time (e.g. recruiting, scheduling, communications, group 
coordination, check-in, reports, and management). 

• Staff Time - Do a time study. Do you know how much time 
your manager of volunteers is spending doing administrative 
tasks manually? Probably not, but you can take some sample 
situations and calculate the monthly time expenditure. 

• Program Pain Points - Determine which tasks are causing 
the most pain. Is there something unique about your volunteer 
management needs? Or do you have poor process requirements?

• Staff Turnover - Is your organization’s manager 
of volunteers position a revolving door? 

Step 5: Before You Sign on the Dotted Line. 
You think you are ready to send in that signed 

contract, but have you covered all the bases? 
Here is a quick quality control list.

• Operator - Who is going to operate the system? 
Has this person bought into the selection? 

• Demo - Has your manager of volunteers 
participated in a full-product demonstration? 

• Priorities - Understand that no system is going to give you 
everything you want. But the volunteer management system 
should be able to handle the majority of your top priorities. 

• References - Have you checked references? 
• Continuity - If your manager of volunteers leaves the 

organization will the system continue to provide your 
organization with the volunteer database, history of 
activity, activity schedules and templates for the future? 

The Final Question: What is the Return on 
Investment?

Is your organization putting a band-aid on your volunteer 
management needs or investing in the future of your program? 
Volunteer management systems should be measured in the 
broad return on investment (ROI), not just upfront expenditure. 

Review the guidelines above and consider all costs. The 
system needs to do more than just a series of functions and 
features; it also needs to build your brand, integrity, efficiency, 
partnerships and relationships with your volunteers. 

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. 

A few years ago, a client told me, “The day we bought this volunteer 
management system was the best day of my working career. It was a 
clear message that my organization believes my job is important and 
that they want me to have the tools to do it properly. I was ready to 
move on just like my predecessor, but the system changed everything.”
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EVERYONE’S INVITED

Deaf patrons often face obstacles when they attend 
musical events. For example, there can be no apparent way 
to reach festival organizers to request interpreters, or no 
response after repeated emails. There may be little attention 
given to interpreter placement so the patrons cannot see 
the interpreters. There can even be misunderstanding about 
how deaf people could possibly appreciate music! 

"I love attending music festivals because it is a way for me to 
experience an artists’ presence and to engage with the audience 
around me. I feel the beat and the interpreters complete the 
connection,” said deaf patron Joseph Hill, Assistant Professor, 
Department of American Sign Language and Interpreting 
Education, Rochester Institute of Technology. He continues, 
“Music is not solely an auditory experience. It is an artistic 
experience. It is a medium that facilitates meaningful human 
connections between artists and fans including deaf people 
who appreciate music through all the senses they have.”

Each festival is unique and producers manage their American 
Sign Language (ASL) interpreter services in various ways. 
There is certainly room for differences but some aspects 
of your service need focused attention in order to satisfy 
your deaf patrons and to comply with the Americans with 
Disabilities Act (ADA). The ADA requires that you provide 
effective communication and qualified interpreters. 

In an ideal world there would be interpreting services for 
every performance at every festival, but that is unrealistic. 
Festivals have multiple stages with many performances on 
each stage. Finding enough qualified interpreters to cover 
every performance can be difficult to impossible. Most 
festivals provide interpreting services upon request. 

Let’s discuss some of the essential aspects of 
creating a successful ASL Interpreter service.

1. Request for Services: Make sure that your website has 
easy-to-find information about your Access Program and 
your ASL services. Provide an email address and assign a 
person to respond to these inquiries in a timely manner. Be 
sure to ask for advance notice of the need for ASL services. 
Do your research and find out how long it will take to recruit 
interpreters in your area. Asking for one or two month’s 
notice is not unreasonable, as the interpreters need time to 
prepare, but you must also be willing to try to fulfill last minute 
requests when possible. In high demand areas like New York 
City, you many need more time to book the most highly skilled 
interpreters. You may want to ask the patrons for a ticket 
confirmation number before contracting with the interpreters. 

2. Specific Communication Requests: Not all deaf 
patrons communicate the same way. Some will want 
the lyrics translated into ASL; some will prefer a 
word-for-word English translation. A deaf-blind person 
may need tactile sign language. There are other options 
as well. Ask patrons about their language needs as 
soon as they connect with you, and then inform the 
interpreting team when you have this information.  

TWELVE TIPS FOR A

INCLUDING PEOPLE WITH DISABILITIES

SUCCESSFUL 
SIGN LANGUAGE 
INTERPRETER SET UP

44  IFEA’s ie: the business of international events Spring 2018



WITH LAURA GRUNFELD

3. Recruiting Qualified Interpreters: Interpreting music is 
a specialized skill. You are required to recruit interpreters 
who have this skill but you also want interpreters with 
experience. Interpreting at a festival can be grueling work, 
hot, long hours, last minute lyrics, distracting crowd, fans 
with phones posting videos. This job is not for the faint of 
heart or your friend who knows a little ASL. While almost 
all interpreters with this level of skill and experience are 
certified, be sure that at least one member of your ASL 
team is certified by the Registry of Interpreters for the Deaf 
in the event that emergency security or medical interpreting 
is needed. You may use an agency or recruit interpreters on 
your own. If you have a large team of half a dozen or more 
interpreters, I’ve found it very helpful to designate a Lead 
Interpreter to help recruit, organize, and schedule the team.  

4. Placement of the Interpreter: Position the interpreter 
where the deaf patrons can see both the musicians and 
interpreter in one line of sight. Patrons should not have to 
swivel their heads back and forth. While there are other 
possible locations, I am going to focus on what I have 
seen to be the best solution. Place interpreters in the 
security or press pit, on a raised 4’x4’ platform, set in front 
of the stage but off-center, usually on the same side as 
the monitor engineer’s console, not in front of but on the 
stage side of the speaker tower. The height of the platform 
depends on the height of the stage but might be about 2 
to 3 feet high. Provide a sturdy, stable step or stairs so that 
the interpreters can get up and down safely. Some festivals 
have so much activity in this area, filming, extra security, 
and so forth, that it is not safe to place the interpreter in 
front of the stage. 

5. Placement of the Patrons: Deaf patrons are usually 
best served when they are up front by the speakers so 
that they can feel the vibrations and are close enough to 
see the expressions on the faces of the musicians and the 
interpreters as this is an important part of communication 
and helps provide equal access. Bike rack or barricade 
a reserved viewing area for your deaf patrons and their 
companions, and provide a way for them to get to this area. 
Make signage using the ASL Interpreter symbol showing 
where this area is and how to get there. Don’t forget to train 
your Access Team and the other staff about the location of 
these viewing areas and put these locations on your patron 
map. 
    Another option worth noting is a “Deaf Zone” like 
the one created at the 2015 Grateful Dead concert in 
Chicago. This Facebook post describes the scene well, 
although you will find other accounts by searching for 
“Deaf Zone Grateful Dead.”  

6. Set Lists: It is best to provide a set list weeks in advance 
so that the interpreters have adequate time to study the 
lyrics. Lyrics are poetry and usually require more than just 

a word-for-word interpretation. It takes a great deal of 
study to get at the true meaning of the song. Remember 
that the interpreters are often covering many performances 
and they need plenty of time for their research. Performers 
often have a deep catalog of music so we should help the 
interpreters by limiting the amount of preparation they need 
to do.          
    Unfortunately, many musicians refuse to release their 
set lists or do not even create a set list, until shortly before 
they take the stage. Musicians may be concerned about 
confidentiality but they should be assured that professional 
interpreters know that their certifications can be revoked 
if they were ever to leak such confidential information. The 
Artist Relations team should make a concerted effort to 
obtain the set lists in advance. When they are not able 
to, arrangements need to be made to get the set lists as 
soon as possible once the performers are on site. I cannot 
stress enough how important set lists are to a truer, more 
accurate interpretation of the music. This benefits the 
musicians as well as the patrons. 

7. In-Ear Monitors: Vocals-only in-ear monitors make it 
possible for the interpreter to hear what is being said 
or sung over the instruments and crowd noise. The 
interpreters sometimes bring their own headphones but 
the production company needs to provide the monitors. 
Wireless units are best. It is helpful if there are two 
monitors so that the transition is seamless when the 
interpreters swap positions during the show.  

8. Lighting: For nighttime performances, if the ambient 
light is not consistent or bright enough, then provide a 
dedicated stage light, focused on the interpreter. It should 

Continued on page 97 
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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 3 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, included in the 
October 2017 issue of “ie” magazine, we 
learned about promoting events during 
and after the event, in addition to review-
ing the Event Promotion To-Do List.

In Part 3 of this article, we will review  
the many event promotion resources in-
cluding Event Press Release Templates, 
Event Invitation Templates, Event Email 
Templates and a Social Media Strategy.

EVENT PRESS  
RELEASE TEMPLATES

Sending out a press release to 
relevant publications can get your event 
some valuable publicity. While some 
newspapers and other publications 
will allow you to post your event 
on their site anyway, getting a story 
published about the event would get 
it some extra attention. There are three 
basic rules you should stick to when 
sending out your press release:

PERSONALISE     
YOUR PRESS 
RELEASE

Journalists and 
editors receive a lot of 
emails each day from 
people hoping to get 
their stories published. 
If you don’t take a personalised approach, 
you may not capture their attention 
and will miss your opportunity. Do 
some research and at least find out the 
name of the person you are contacting 
and try to include some reasons why 
the story is perfect for their publication 
and relevant to their audience.

HAVE AN            
ENTICING HOOK

You can’t just write 
about how great you 
think your event is 
going to be and expect 
it to get published. You 
need a juicy hook that will make your 
story a more attractive offering to editors. 
Are you doing anything for charity? Is 
there a local community angle you can 
use? Are there any shocking statistics 
coming out of your event? If you can 
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find that hook, you’re more likely to 
engage the audience and get published.

MAKE IT EASY         
FOR THEM

Finally, don’t expect 
the editor or journalist to 
put in any ground work. 
You want to serve your 
press release up on a silver 
platter, ready for them 
to publish. Attach your 
press release in a Word Document, PDF 
and paste it into the body of your email 
so they have multiple ways to access it. 
Make sure spelling, grammar and styling 
are all on point and remember to attach 
a high- quality image which can be 
published alongside the article. Leave a 
note to editors containing any additional 
information and all your contact details. 
The easier you make it for them, the 
more likely they are to run the story.

EVENT INVITATION 
TEMPLATES

Formal, printed event invitations 
still have a place in the modern, digital 
world of today. They will be particularly 
valuable if you have an older audience 
who are less tech savvy. However, don’t 
rule printed invitations out for a younger 

audience either as nostalgia plays a 
huge role in engaging younger people.

EMAIL

EVENT EMAIL 
TEMPLATES

When you send out your event 
invitation emails, you don’t want 
to overload the recipient with 
information. Keep it simple and 
give the essential details such 
as date, time, location and most 
importantly, the reason why they 
would want to attend this event. You 
can then link to more information 
on your website or include an 
area for signing up to the event.

If you are charging for your event, 
you might want to include ‘early bird’ 
prices to encourage faster sign ups to 
the event. Send these emails out to your 
existing database of clients, customers 
or contacts. You can also buy marketing 
data lists; however, the response rate 
will be much lower than that of your 
own, personal list of contacts.

SOCIAL MEDIA 
STRATEGY

Social Media is such a valuable tool 
when it comes to event promotion 
and should be used throughout each 
stage of the event. But you shouldn’t 
just blindly start posting whatever 
you want, whenever you want, 
wherever you want. You need to know 
where your audience are, what time 

they will be active and what type of 
content will get them engaging.

FACEBOOK       

Target audience:
Facebook is better 

used for B2C (business 
to consumer) as it is 
the place people go to 
for social interaction, research and fun.

Timings:
Studies suggest that the best time 

to post on Facebook is between 12pm 
and 3pm on Monday, Wednesday, 
Thursday and Friday. The best time 
to post on a Saturday or Sunday 
is between 12pm and 1pm.

What to post:
Video content is extremely popular 

on Facebook, as well as more fun 
content such as Memes. Try to keep 
your posts visual with minimal 
written content if possible.

Advertising:
Facebook has very specific advertising 

targeting. You can target people based on 
age, gender, location, interests and more.

TWITTER            

Target audience:
Twitter is ideal for 

both B2C (business to 
consumer) and B2B 
(business to business) 
and is the platform where businesses 
really get to show their personality.

Timings:
Studies suggest that the best time to 

post on Twitter is between 12pm and 
3pm on Monday to Friday (consumers 
will be checking social platforms at 
lunch and as the day ends and businesses 
will be looking to get active on social 
as part of their marketing strategy)

AS A BONUS TIP, TRY USING MORE THAN ONE FORM OF 

COMMUNICATION TO GET YOUR STORY IN FRONT OF THE 

RIGHT EYES. SEND IT BY EMAIL, PICK UP THE PHONE AND 

DON’T LET YOURSELF BE IGNORED!
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OF COURSE, THERE ARE MANY OTHER SOCIAL PLATFORMS 

YOU MIGHT CHOOSE TO PROMOTE YOUR EVENT ON, 

INCLUDING THE MORE VISUAL PLATFORMS SUCH AS 

INSTAGRAM AND PINTEREST. IT’S IMPORTANT TO DECIDE 

WHICH PLATFORMS WILL BE MOST RELEVANT TO YOUR 

AUDIENCE AND THEN PUSH THE RIGHT CONTENT OUT ON 

EACH ONE.

What to post:
Again, visual posts work well with 

Twitter but you also have the option 
to include polls and other forms 
of engagement on Twitter. Try to 
start a conversation, ask questions 
and mention specific people and 
business in your posts. And of 
course, don’t forget to hashtag!

Advertising:
Twitter also has vast targeting 

capabilities as well built in tools to 
analyse your ads performance.

LINKEDIN          

Target audience:
LinkedIn is the perfect 

platform if your event 
is B2B (business to 
business). People  
 
 
 
 
 
 
 

use LinkedIn to network and discover 
updates/events relative to their industry.

Timings:
The best time to post on LinkedIn is 

in the morning (8am – 10am) and late 
afternoon (3pm – 5pm) on weekdays.

What to post:
LinkedIn is a great place to post your 

articles or opinion pieces relating to 
your event. The type of content may 
depend on the day of the week though, 
with informative, inspiring content 
working better on a Monday and the 
fun stuff working better on a Friday.

Advertising:
LinkedIn also has some great 

audience targeting options included 
in their advertising. Target by job 
position, industry and more.

In Part 4 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

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


WITH SCOTT FRASER

So, what’s the latest crisis in the news? Well, that depends…..
what day is it today? Seriously, if you have been paying any 
attention to this column over the last year or two, and if you pay 
any attention to the news around you, you know there is just 
about always a new crisis being discussed on a daily basis.

Lately the topic has been male sexual harassment, or 
even worse, sexual assault, of women who work for, or 
with, men. Almost always, the man is in a position of power 
and the woman feels trapped. As we know, the topic first 
surfaced in the motion picture and entertainment industries. 
Then the allegations spread, like wildfire, to Congress, 
the business world, and just about everywhere else. And 
I guarantee you there are more allegations to come.

And you know what? This issue is not going away any time 
soon. Nor should it. With many crises, they make a large and 
loud splash, may cause a bit of controversy, are addressed 
(either successfully or not so) and then quickly fade away, 
usually because some new crisis comes along to capture the 
headlines. This subject is different. It is here to stay—at least 
until the problems are addressed. And that probably will take 
a while. This subject is here to deal with incidents of the past 
and present, so that they are not repeated in the future.

“How does this affect me?” you ask. Well, most crises are 
unexpected. They come when you least expect it. Sometimes 
crises are caused by third parties that you have no control 
over, but create an issue that needs to be addressed and 
managed. With this particular issue, it is a safe bet that 
sooner or later your organization will be asked about sexual 
harassment in your workplace or at your venue. You now have 
the luxury of preparing yourself for when the questions come.

The subject of sexual harassment in the workplace is a 
veritable tsunami that all can see coming. And you must prepare 
for it. Now. As I tell you in most columns, if you have a crisis 
communications plan, good for you! Now is the time to take 
it out, review it, update it if you must, and keep it handy for 
when that inevitable phone call comes. If you still have put 
off creating such a plan, I strongly suggest you spend some 
time immediately preparing such a plan. Start with deciding 
how you would address allegations of sexual harassment.

Now, I can still hear some of you saying, “But this would 
never affect me,” or “We have a small office, and it is 
made up of all women,” or “I know for a fact this has never 
been a problem for our organization.” All of this may be 
true. But I dare say that many of the previously affected 
organizations would have said the same thing, prior to 
someone in their group being accused of these acts.

Just like any other crisis, the allegations may not directly 
affect you or your organization. What if someone on your 
Board is the target of these charges? Or maybe one of your 
largest donors? Or maybe one of the acts that you have 
booked for your event later this year is facing such allegations? 
When this information gets out, and it will, your organization 
will soon be hearing from the media, and in droves.

You will face questions like: 
• “Are you going to replace that Board member?”
• “What are you going to do to ensure 

this doesn’t happen again?”
• “Are you going to return the money they donated?”
• “Are you going to cancel this performer’s 

appearance? Why or why not?”

You will need to be ready with definitive answers. If you 
are not decisive with your actions, or clear with your media 
responses, rightly or wrongly, you will appear complicit, 
if not supportive of the individuals against whom the 
allegations are made. Even if you go back and end up 
correcting or improving upon your initial responses, those 
first statements will be the ones that are remembered.

And don’t be lulled to sleep by the fact that you are operating 
a small venue or in a small town. As we are seeing every day, 
the allegations of sexual harassment are everywhere—big cities, 
small towns, large industries, small mom-and-pop operations.

But this column is not all doom and gloom. As I say, you 
are fortunate in this instance because you can prepare.

Sit down today, or at least in the very near future, with 
your key communications team. If yours is a small operation, 
this might include your key leaders and any outside 
communications advisors you might retain. Ask the tough 
questions. How would you respond if asked about this issue 
as it relates to your company or event? How would you 
address allegations involving people inside your organization 
or those who are supporters? Will you cancel the appearance 
of someone who is accused of sexual harassment?

As with all crisis planning, let’s hope you never are asked 
these questions, never touched by this issue, and never 
called upon to give your answers. But no matter where you 
are located, you must be aware that this issue is not going 
away, and sooner or later will be addressed in your locale.

Better to be prepared with the answers long before any  
questions are asked.

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.

IN THE WORKPLACE
SEXUAL HARASSMENT
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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 2018 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:cindy@ifea.com
http://www.kaliff.com


WITH RENE MICHAELY

As I mentioned in the previous #eventpermit article 
(5 Ways Your Event Office Can Improve Customer 
Service), delivering great customer service can go a 
long way in reducing processing bottlenecks, opening 

up the lines of communication with your stakeholders, and 
improving how you interact with and serve event organizers. But 
good service means different things to different stakeholders. 
For elected officials, good customer service is achieved by 
addressing their key priorities. Here are four strategic priorities 
we heard about over and over again from our clients in 2017.

1. Economic Development. 
Economic development strategies are now common place as 

nations, states and communities compete for jobs, economic 
output, and taxable bases. Even though events help create a sense 
of place, improve quality of life, and attract tourists, municipalities 
are under increased pressure to demonstrate their direct economic 
value. If you haven’t been collecting information to measure new 
economic activity, jobs created, and how many new tax dollars 
filtered into your community as a result of events, it’s time to 
start now. It’s simple and before you know it, you’ll have enough 
data to demonstrate economic value to your Council. Consider 
developing an event participant survey and a post event wrap 
report that can easily be completed during and following events; 
this will help capture comprehensive, consistent and meaningful 
data directly from event attendees and from the event organizer.

Measuring the economic impact of event tourism can help 
you secure local or regional funding/budget, apply for grants 
to grow event tourism, and promote the value of events to the 
broader business sector. For more information about event 
tourism surveys and measuring the impact of events, visit 
Destination BC's Guidelines: Survey Procedures for Tourism 
Economic Impact Assessments of Gated Events and Festival.

2. Process Improvement. 
Process improvement is a proactive way of looking for cost 

savings while continuing to deliver quality standards. For 
example, start by looking at how long it takes for your Event 
Office to process an application based on the size and duration 
of an event. This will help you determine the taxpayer cost 
per event day in your community and the cost of processing a 
permit application. You can then further break down each step 
in the approval process to identify any bottle necks. A common 
bottleneck we see in event permitting is the time it takes to 
approve permits. By delegating authority to staff to approve 
event permits, you’ll save hours of time preparing reports for 
Council, drastically reduce the amount of administrative support 
for each event permit, and expedite event permit approvals.

3. Digital. 
Online is the new normal, and with more pressure by taxpayers 

to make information transparent, real-time and accessible from 
anywhere, municipalities are developing Digital Strategies to 
guide their digital transformation. However, this shift has been 
slow especially for non-legislated functions such as film and event 
permitting. Similarly, the event industry knows that it will lose out 
if it does not continue to evolve the digital experience it delivers 
to its customers. A customer can easily elect to use their device 
to experience what they otherwise could have experienced at an 
event venue (e.g. music or sporting event). When there is so much 
pressure on municipalities and events to go digital and there are 
many cost benefits associated with the shift, it’s time for event 
permitting to go online. Digital applications, approval workflow 
and permit issuance also enables your Event Office to capture 
meaningful data, improve reporting, reduce administrative costs, 
and, yes, you guessed it – deliver better customer service!

4. Transparency. 
Data transparency can also help with unifying event data for 

all departments and stakeholders; this means you reduce the 
chance of duplication of information and effort, misinformation, 
and miscommunication to event producers. Moving processes 
online makes transparency infinitely easier to manage, and also 
improves Council's access to real-time information so they, 
too, can provide answers to their constituents in real-time.

Economic development, process improvement, going digital, and 
improving transparency were just a few government priorities we 
heard about in 2017. Will these change in 2018? Will there be new 
Council priorities that will affect how Event Offices manage events? 

If you work in an Event Office and want to share your thoughts 
on addressing Council priorities, 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 why there’s 
so much more to event tourism than just hosting events.

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.

CAN ADDRESS 
COUNCIL PRIORITIES

4 WAYS YOUR EVENT OFFICE

#EVENTPERMIT

Whether you produce festivals and events for a small municipality or manage permitting and 
production for a large city, balancing the needs of event organizers, government staff, agencies, 
and Council members can be overwhelming.
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WITH SEAN KING

The IFEA would like to thank the following partners for their dedicated support of the association.  
Association Endorsed Partners have made a commitment to the continued success of our association, 
our members, and our industry through their umbrella support of all IFEA programs and services. 
Show your support for these dedicated providers to our industry by getting to know them, and the high  
quality products and services that they supply, better. 

Interested in becoming an Association Endorsed Partner? 
Contact Kaye Campbell, Director of Partnerships & Programs 

(208) 433-0950 x815 or kaye@ifea.com
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https://kaliff.com/
http://www.saffire.com
mailto:kaye@ifea.com


2018 IFEA 
WEB I NAR 
SER IES 

2018 IFEA WEBINAR SCHEDULE
THURSDAY, JANUARY 25, 2018 
Five Keys to Effective Sponsorship Activation
Bruce L. Erley, CFEE, ARP, President & CEO, Creative Strategies 
Group, Denver, CO

THURSDAY, FEBRUARY 8, 2018 
Managing the Media and the Message
Robert Griffin, Director of Marketing, Memphis in May International 
Festival, Memphis, TN

THURSDAY, FEBRUARY 22, 2018 
Learn Laura’s Step-by-Step Service Animal Screening System
Laura Grunfeld, Founder & Owner, Everyone’s Invited, LLC
Sheffield, MA

THURSDAY, MARCH 1, 2018 
Plan the Work. Work the Plan. Seven Steps to a Successful  
Marketing Plan
Sean King, Principle, Aspire Consulting Group, Allentown, PA

THURSDAY, MARCH 15, 2018 
Festival Public Relations: The Do and Don’ts That Will Keep Your 
Message on Point and Keep You Out Of Trouble
Jeff Curtis, CEO, Portland Rose Festival Foundation, Portland, OR

THURSDAY, MARCH 29, 2018 
Private Sector Engagement to Promote Homeland Security
Michael Stewart, Management & Program Analyst, Sector Outreach & 
Programs Division, Sports Leagues/ Outdoor Events Subsector
Department of Homeland Security, Washington, DC

THURSDAY, APRIL 12, 2018 
Sponsorship & Social: The Art of Partnership Promotion
Jessica Bybee-Dziedzic, Partnership Director, Saffire
Austin, TX

THURSDAY, MAY 3, 2018 
Emergency Planning and Black Swans
Steven Adelman, Vice President, Event Safety Alliance
Adelman Law Group, PLLC, Scottsdale, AZ

THURSDAY, MAY 10, 2018 
Diversity & Inclusion Across Your Event
Jason Kingsley, BCom, CFEE, Calgary Pride
President & Executive Producer
Calgary, British Columbia, Canada

THURSDAY, MAY 17, 2018 
Creating Excitement for Your Parade
Ray Pulver, Owner, Upbeat Parade Productions, San Jose, CA

THURSDAY, MAY 24, 2018 
Digital Marketing Trends & Best Practices for 2018
Bruce Lupin, Vice President, Digital Marketing
New Target, Irvine, CA

THURSDAY, OCTOBER 25, 2018 
Turning the Strategic Plan on Its Head
Jeff English, CFEE, Sr. Vice President/General Council
Kentucky Derby Festival, Louisville, KY

THURSDAY, NOVEMBER 1, 2018
Protecting Yourself Against the Inevitable and Unpredictable - 
The Latest Updates on Contingent Insurance Coverage
David Olivares, Vice President of Sales and Marketing
Kaliff Insurance, San Antonio, TX

THURSDAY, NOVEMBER 8, 2018
Ignite! Idea Generator for 2019! 
Ted Baroody, President
Norfolk Festevents, Norfolk, VA

THURSDAY, NOVEMBER 15, 2018
Membership Clubs – Upgraded Event Experiences to  
Boost Your Budget
Becky Genoways, CFEE, President
Genoways Events, Rockford, IL

Bringing valuable Festival and Event 
industry education right to you, we’re 
pleased to present our Online IFEA 
Webinar Series.
IFEA WEBINARS ARE:

PROFESSIONAL:
Offering online educational sessions hosted by industry leaders and 
special guests, the IFEA Webinar Series covers a wide variety of 
topics important to your organization’s success. (If working toward 
your IFEA CFEE Certification, each individual paid Webinar is eligible 
for one CFEE Elective Credit.) 

AFFORDABLE:
At $59 each for IFEA Members ($99 for Non-IFEA Members), not 
only are you able to attend the Webinar presentation, but any and 
all of your co-workers can gather around to view the presentation as 
well, for that one low price!

CONVENIENT:
Webinars are easy to attend. Let us bring the education to you . . . 
view and listen to the presentation online right at your computer, tablet, 
smartphone… wherever you may be! No Travel Expense Required. 

EFFICIENT:
With no travel time to and from to attend the Webinar and one easy 
click to log-in, give us 60 minutes and we’ll give you an hour full 
of valuable festival and event industry education. What better way 
to receive great educational information by great presenters, while 
saving both time and travel expenses! 

VALUABLE:
Get the most out of your registration fee. All paid Webinar 
Registrations receive access to the live 60-minute Webinar 
presentation, an interactive Q&A session, copies of the presentation 
materials and handouts, in addition to the recording of the Webinar, to 
view again and again for up to 14 days.
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PURCHASING WEBINARS
Registration cost is per computer site for as many 
people as you can sit around your computer. Gather 
additional staff, volunteers, or board members around 
your computer so they too can join you for this learning 
experience at no additional charge!

• INDIVIDUAL WEBINAR COST 
 $59 - IFEA Members 
 $99 - Non-IFEA Members 
 Provides access to the individual 60-minute live 

IFEA Webinar presentation, an interactive Q&A 
session, copies of the presentation materials 
and handouts, in addition to the recording of the 
Webinar, to view for up to 14 days.

 On-Demand Webinars are also able to be 
purchased individually at $59 (IFEA Members) or 
$99 (Non-IFEA Members.)

• WEBINAR SUBSCRIPTION
 A subscription to the IFEA Webinar Series can 

also be purchased for those looking for year-round 
Festival & Event industry education. Two 
subscription options are available

° Live Webinar Subscription 
 $590 – IFEA Members
 $990 – Non-IFEA Members
 Provides access to ALL 15 individual 60-minute 

live IFEA Webinars for the year, interactive Q&A 
sessions, copies of the presentation materials 
and handouts, in addition to the recordings for 
each Webinar, to view for up to 14 days.

HOW TO PURCHASE 
WEBINARS
Webinars are available for purchase via any of the 
following methods: 

• Online at the IFEA Store 
• Faxing, mailing emailing the Webinar Registration 

Form 
• Calling the IFEA at +1-208-433-0950 x3

On-Demand Webinars are available for purchase online 
at the IFEA Store.

QUESTIONS? 
Contact: Nia Hovde, CFEE, Vice President/Director of 
Marketing & Communications at: nia@ifea.com

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 

© Copyright 2018. The presentation, materials and content of these Webinars are the intellectual property of the International 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.

2018 IFEA WEB I NAR 
SER IES
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THURSDAY, JANUARY 25, 2018 

FIVE KEYS TO          
EFFECTIVE 
SPONSORSHIP 
ACTIVATION
Bruce L. Erley, CFEE, ARP 
President & CEO
Creative Strategies Group
Denver, CO

Activation and measurement have 
become two essential components to any 
sponsorship.  Event producers must be 
thinking well beyond typical rights and 
benefits and propose ideas that literally bring 
the sponsor’s brand to life.  Sponsorship is an 
experiential marketing platform upon which 
you must build to achieve the sponsor’s 
brand, marketing, communications and sales 
objectives.  CSG has found that there are 
five key criteria that you must meet to assure 
effective activations that can be implemented 
prior to, during and fulling your event.  This 
session will be filled with many examples 
and ideas to get your creative juices flowing.

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 which he 
founded in September, 1995. Creative 
Strategies Group (CSG) specializes 
in sponsorship and event marketing 
consultation as well as forging partnerships 
between corporations and events, festivals, 
nonprofit organizations and other properties. 
In 2012, Erley served as the World Board 
Chairman of the International Festivals & 
Events Association (IFEA). He is a 2015 
inductee into the IFEA Hall of Fame. He 
is Accredited in Public Relations (APR) by 
the Public Relations Society of America 
and a Certified Festival & Events Executive 
(CFEE) by the International Festivals and 
Events Association. 

THURSDAY, FEBRUARY 8, 2018 

MANAGING THE       
MEDIA AND THE 
MESSAGE
Robert Griffin 
Director of Marketing
Memphis in May 
International Festival
Memphis, TN

Over the course of a festival, a variety 
of situations will arise that will require 
successful interaction with the media.  This 
session will provide a few methods that 
were employed to control the message the 

media was delivering and tips on how to 
keep them on your team.

Robert Griffin is the Director of Marketing for 
Memphis in May International Festival, having 
taken the role in March 2017. Beginning 
his career in the promotions and marketing 
department of a large Memphis radio station, 
Griffin brings to Memphis in May nearly 
twenty years’ experience in marketing and 
advertising, having worked on the client-side 
and agency-side for a number of regional 
and national brands. In his current role, 
Griffin is responsible for all marketing and 
communication programs, media and public 
relations, merchandising, and promotions for 
the internationally recognized annual Festival.

THURSDAY, FEBRUARY 22, 2018 

LEARN LAURA’S       
STEP-BY-STEP 
SERVICE ANIMAL 
SCREENING SYSTEM
Laura Grunfeld
Founder & Owner, 
Everyone’s Invited, LLC
Sheffield, MA

Perturbed by the pets attending your 
gathering that are falsely presented as 
service or emotional support animals? Do 
you need clarity on the service animal laws? 
When pets are brought to your gathering it 
can be dangerous for other attendees. In 
an unfamiliar environment, animals that 
are not highly trained sometimes become 
excited, scared, out of control, and even 
aggressive. As the host of your event it is 
your responsibility to do all that you can 
do to help protect the rights of people 
with disabilities and protect all of your 
attendees, both two and four-legged. 

Laura Grunfeld of Everyone’s Invited, 
LLC, will help you learn more about the 
requirements and limitations, think about 
your service animal policy options, and 
learn a system that helps to screen out pets 
while registering service animals.

Laura Grunfeld, founder and owner of 
Everyone’s Invited, LLC, has been in 
business since 2004 working with event 
producers across the nation to help make 
their events more accessible to patrons 
with disabilities. She began her event 
accessibility focus when she was working 
with the New Orleans Jazz & Heritage 
Festival in the 1990s and created their 
award-winning Access Program. Grunfeld 
designed her Service Animal Screening 
system when she saw what a serious 
problem it was becoming as more and more 

people learned how easy it was to falsely 
present their pet as a service animal. She 
has used the screening system at Bonnaroo, 
Outside Lands, Governors Ball, The 
Meadows, Life is good, TomorrowWorld, 
Firefly, Electric Forest, and other festivals. 

THURSDAY, MARCH 1, 2018 

PLAN THE WORK.    
WORK THE PLAN. 
SEVEN STEPS TO A 
SUCCESSFUL 
MARKETING PLAN
Sean King
Principle
Aspire Consulting Group
Allentown, PA

With all of the elements of traditional, 
digital and social media swirling about, 
how do you prioritize to make sure you 
are making the right marketing moves for 
your event? Learn seven steps to take to 
build a successful marketing plan that will 
keep your team on the same page and 
moving forward. Join us for this fast-paced 
webinar to help you to build your plan from 
timelines to budgets and content creation 
to media buys. As an experienced pro or 
a newbie to your role, you’ll walk away 
from this webinar prepared to implement 
new ideas to maximize the effectiveness 
of your marketing plan or learn the basics 
to develop a new plan from the ground up.

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

THURSDAY, MARCH 15, 2018 

FESTIVAL PUBLIC     
RELATIONS: THE DO 
AND DON’TS THAT 
WILL KEEP YOUR 
MESSAGE ON POINT 
AND KEEP YOU OUT 
OF TROUBLE
Jeff Curtis, CEO
Portland Rose Festival Foundation
Portland, OR

In today’s vastly changing and lightning 
quick public consumption of information, 
its critical to have an overall communication 
strategy.  This Webinar will take you 
behind the scenes of the Portland’ Rose 
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Festival’s public communication strategy. 
The audience will get a first-hand glimpse at 
the Rose Festival’s communication strategy, 
including how the Festival organizes its 
public messaging year-round.  Further, 
Jeff will provide some firsthand accounts 
of specific case studies involving media 
situations, both in crisis management 
situations as well as selling positive stories 
about the festival’s activities to the media.   
The Webinar is designed to have the 
audience take away basic fundamentals 
on public communication and examining 
various strategies in working with the media 
in a way that gets your message out in the 
most effective way, and in a manner that 
tells your story the way you want it told.

Jeff Curtis is the Chief Executive Officer 
of the Portland Rose Festival Foundation, 
the nonprofit organization that produces 
one of the world’s top special events, the 
Portland Rose Festival. Originally hired as 
a sponsorship manager and later promoted 
to Director of Sales & Marketing, Jeff has 
served as the festival’s exec since 2004. 
During Jeff’s tenure, the Rose Festival has 
enjoyed many notable successes both 
external and internal, including recognition 
as the Grand Pinnacle Award winner by the 
International Festivals & Events Association 
twice in a 5 year span! A strategic plan 
developed under Jeff’s leadership helped 
the festival overcome challenges and build 
financial resources. In 2008 the festival’s 
organizational model was transitioned to a 
501(c)3 nonprofit, achieving a change in tax 
status and a new emphasis on the festival’s 
charitable efforts in the community. 

Most recently, Jeff led the transition of the 
Rose Festival’s Waterfront Activities, which 
included engineering some significant 
changes to the events name and format. 
Most notably, he played a major role in the 
creation and launch of the Portland’s newest 
outdoor concert venue, the RoZone.

THURSDAY, MARCH 29, 2018 

PRIVATE SECTOR     
ENGAGEMENT 
TO PROMOTE 
HOMELAND 
SECURITY
Michael Stewart 
Management & Program Analyst, Sector 
Outreach & Programs Division, Sports 
Leagues/ Outdoor Events Subsector
Department of Homeland Security
Washington, DC

Michael Stewart, the Department of 
Homeland Security (DHS) Commercial 
Facilities (CF) Team Lead for the Outdoor 
Events Subsector will discuss topics 
which include an overview of CF, along 
with Domestic/Evolving threats and Active 
Shooter which are immediate concerns 
of local security professionals of their 
events composed of mass gatherings. 
The Commercial Facilities Sector includes 
a diverse range of sites that draw large 
crowds of people for shopping, business, 
entertainment, or lodging. Facilities/
venues within this sector operate on the 
principle of open public access, meaning 
that the general public can congregate and 
move freely without highly visible security 
barriers. Mr. Stewart will highlight the 
various programs and resources across 
the Department of Homeland Security 
which are available to critical infrastructure 
owners/operators along with highlighting 
the value of the public private partnership 
model, particularly within the context of the 
Commercial Facilities Sector.

Michael Stewart has a Bachelor’s of 
Science Degree in Homeland Security & 
Emergency Management with a minor in 
Criminal Justice. Currently, Michael is with 
the Department of Homeland Security, 
Sector Outreach and Programs Division as 
the lead for Sports Leagues and Outdoor 
Events within the Commercial Facilities 
Sector. Michael continues to grow body of 
critical infrastructure knowledge within his 
AOR and continuously strives to improve 
the program’s understanding of stakeholder 
needs nationwide. As subject-matter expert 
regarding all infrastructure of concern, 
Michael utilizes existing databases 
containing CI information to develop 
infrastructure analyses. It is his firm 
understanding that partnership engagement 
and the fostering of relationships between 
the public, private corporations and federal 

agencies leads to a more resilient posture 
toward homeland defense.

THURSDAY, APRIL 12, 2018 

SPONSORSHIP &     
SOCIAL: THE ART 
OF PARTNERSHIP 
PROMOTION
Jessica Bybee-Dziedzic 
Partnership Director
Saffire
Austin, TX

Just like most trends these days, sponsorship 
has shifted to a social media market. But, 
as advertising opportunities, algorithms, 
and trends in social media change, it’s hard 
to know where to focus your efforts when 
promoting your most valuable partners. 
Join us, as we show you how to maximize 
your sponsor partnerships with shared 
promotions on Facebook, Instagram and 
even Snapchat. Learn how you can grow 
your event’s audience while WOWing your 
sponsors, all at the same time!

Jessica Bybee-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, MAY 3,  2018 

EMERGENCY          
PLANNING AND 
BLACK SWANS
Steven Adelman
Vice President, Event 
Safety Alliance
Adelman Law Group, PLLC
Scottsdale, AZ

A “Black Swan” incident is an occurrence 
that comes as a surprise, has a major 
impact, which people rationalize with 
the benefit of hindsight.  After each high 
profile act of violence at a live event 
venue, well-meaning experts rush to fit the 
incident into a larger pattern and suggest 
changes that would make everyone safer 
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in the future.   In this context, Event Safety 
Alliance vice president Steven A. Adelman 
challenges our assumptions about what 
some recommended security measures 
might actually accomplish.   

Steven A. Adelman is the head of 
Adelman Law Group, PLLC in Scottsdale, 
Arizona and Vice President of the Event 
Safety Alliance, an international trade 
association focusing on safety and 
security at live events. His law practice 
focuses on risk management and litigation 
regarding venues and events throughout 
North America, and he also serves as an 
expert witness in crowd-related lawsuits. 
Steve Adelman is widely recognized as an 
authority on event safety and security. He 
writes the monthly “Adelman on Venues” 
newsletter, he teaches “Risk Management 
in Venues” at Arizona State University’s 
Sandra Day O’Connor College of Law, and 
he frequently appears in national and local 
media for analysis of safety and security 
incidents at public accommodations. Steve 
Adelman graduated from Boston College 
Law School in 1994. 

THURSDAY, MAY 10, 2018 

DIVERSITY &          
INCLUSION ACROSS 
YOUR EVENT
Jason Kingsley, BCom, CFEE 
Calgary Pride
President & Executive 
Producer
Calgary, BC, Canada

The cultural composition of society is 
rapidly changing, and “It is projected that 
the minority will become the majority in 
the United States by 2050.” What are the 
benefits of identifying the needs, wants, 
and desires of diverse markets? Join 
me while we discuss how festivals and 
events can explore diversity, inclusion, and 
cultural expression, specifically using an 
LGBT framework. 

As a community driven leader and festival 
and event professional, Jason Kingsley’s 
experience with Calgary Pride began 
as a volunteer many years ago, and he 
has spent the last five years as the Vice 
President and Producer, establishing the 
festival as one of Calgary’s most prominent 
cultural events, until stepping into the role 
of President in January 2017. Additionally, 
Jason is the Vice President of Travel Gay 
Canada, and works on building LGBT 
tourism destinations and global-ready 

LGBT products for the international market. 
When not volunteering, Jason works as 
the Program Lead, Event Management 
for the Chiu School of Business. In this 
role he helps prepare a diverse student 
population with key business skills 
and an academic event management 
foundation. Jason received his Bachelor 
of Commerce degree in Entrepreneurial 
Management from Royal Roads University, 
is a Certified Festival and Event Executive 
(CFEE) through the International Festivals 
and Events Association (IFEA), and is 
currently completing his MSc in Events 
Management. He has over ten years of 
professional festival and event experience, 
and is frequently involved in community 
development initiatives. 

THURSDAY, MAY 17, 2018 

CREATING              
EXCITEMENT FOR 
YOUR PARADE
Ray Pulver, Owner
Upbeat Parade 
Productions
San Jose, CA

Looking for more entries for your parade?  
Something different?  Find out how to 
research entries to add to the fun, color and 
excitement of your parade.  This workshop 
discusses the entertainment value of a 
parade, the content to make a parade 
more entertaining and how to obtain fun 
and creative entries. There will also be 
discussion about parade guidelines and 
organization.

Ray Pulver, Owner of Upbeat Parade 
Productions, is an event producer and 
consultant, specializing in parades, with 
over 35 years of experience. He currently 
works with 17 parades in California and 
Nevada and has coordinated numerous 
others on both the east and west coasts. 
Ray works on many types of parades, from 
small town and ethnic parades, to regionally 
and nationally televised parades, including 
America’s Children’s Holiday Parade – 
Oakland (PBS & AFN), Your Hometown 
American Parade (4th of July), Pittsfield, 
MA (PBS & AFN), San Francisco Chinese 
New Year Parade (Travel Channel), and 
San Jose Holiday Parade (various network 
affiliates). He has been a speaker on the 
topic of parades for not only the IFEA but 
also CalFest, colleges and universities, and 
other organizations’ seminars, conventions 
and classes throughout the United States. 
He has also been featured in Wiley Events 

- Event Entertainment and Production 
book by Mark Sonder as well as other 
publications distributed through IFEA and 
various parade related websites.

THURSDAY, MAY 24, 2018 

TITLE NEEDED         
Bruce Lupin, Vice 
President, Digital 
Marketing
Mark Mobley, Digital 
Marketing Manager
New Target, Irvine, CA

Want to tap into the latest trends and 
techniques to promote your event online 
and reach new audiences? Digital 
marketing veterans at New Target will 
highlight the latest digital marketing trends 
and best practices that your team can 
incorporate into your event promotion. 
They will cover free and paid opportunities 
to connect with your audience and drive 
event attendance. This is a must attend 
if for anyone involved in marketing your 
event online. 

Bruce Lupin is the Vice President, Digital 
Marketing, and an industry veteran with 
more than 20 years marketing online. He’s 
been involved in online services since the 
1990’s and built and sold two successful 
digital agencies serving a long list of high 
profile clients. He has been a speaker at 
several industry events and led workshops 
covering digital strategy development to 
web marketing trends and tactics. 

Mark Mobley is a Digital Marketing Manager 
and been involved in web marketing for 
over 7 years. He manages client’s online 
marketing efforts to drive targeted traffic 
and leads. Prior to working at New Target, 
Mark worked at the PBS station for greater 
Los Angeles (PBS SoCal) for over 4 years 
managing social media and online content 
promotion including PBS outreach events. 
Mark is Google AdWords certified and has 
experience in email marketing, blogging, 
search engine optimization and online paid 
advertising.
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THURSDAY, OCTOBER 25, 2018 

TURNING THE         
STRATEGIC PLAN  
ON ITS HEAD
Jeff English, CFEE
Sr. Vice President/
General Council
Kentucky Derby Festival
Louisville, KY

Checking boxes for the next three to five 
years.  That’s the common 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 much of 2017 we worked on one, but 
maybe in a different format than what most 
are used to seeing.  Join me as I walk you 
through how KDF prepared a strategic plan 
that addresses some of our core needs 
and how that plan has now permeated the 
culture of our entire organization!

Jeff English 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 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 
Louisville Business First’s Forty Under 40. 

THURSDAY, NOVEMBER 1, 2018

PROTECTING           
YOURSELF AGAINST 
THE INEVITABLE AND 
UNPREDICTABLE - 
THE LATEST UPDATES 
ON CONTINGENT 
INSURANCE COVERAGE 
David Olivares
Vice President of Sales and Marketing
Kaliff Insurance
San Antonio, TX

The ever-transforming environments of 
Cancellation & Violence within our industry. 

The unpredictable has now become the 
inevitable. The new question we face today 
is “when” will this happen to our event. 
From cancellation to violence, are you doing 
everything you can to transfer as much of 
the risk as possible, both via insurance 
and risk management? Join David on this 
Webinar to learn how. 

David G. Olivares joined Kaliff in 2012 
as a producer and was appointed as 
Vice President of Sales and Marketing in 
2016, and program underwriter. David’s 
expertise is Festivals, Fairs, Rodeos and 
Outdoor Music and Event Venues. A native 
of San Antonio, David received a Bachelor 
of Science degree from the University of 
the Incarnate Word where he excelled in 
Academics and Track in Field. David was 
the Team Captain of the University’s Track 
and Field Team and was ranked 19th in 
the nation for javelin in 2008. David gives 
back to his community by volunteering at 
various San Antonio Fiesta Events as well 
as organizing the Fiesta Castle Hills 5K 
run. He currently serves on the Board of 
Texas Festivals and Events Association. 
David, his wife, and three children are all 
an exemplary part of the ever-expanding 
family unit of Kaliff Insurance’s commitment 
to community-based participation and 
values. David’s professional background, 
infused with his passion for sports and 
entertainment, offer the perfect blend of 
talent that ensures proper coverage and 
implementation to protect Kaliff clients. 

THURSDAY, NOVEMBER 8, 2018

IGNITE! IDEA          
GENERATOR FOR 
2019! 
Ted Baroody
President
Norfolk Festevents
Norfolk, VA

We have the foundation for your new ideas 
and creative plans built and ready for you.  
Experience the best of 2018 for the new 
year ahead.  New programming, new sales 
and the best ways to activate your ideas, 
your promotions and your sponsors! Use 
this webinar to spark the ideas that will 
light up your special event!

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.

THURSDAY, NOVEMBER 15, 2018

MEMBERSHIP        
CLUBS – 
UPGRADED EVENT 
EXPERIENCES 
TO BOOST YOUR 
BUDGET
Becky Genoways, CFEE
President
Genoways Events
Rockford, IL

The upgraded hospitality or membership club 
experience can yield great results without 
requiring a lot of resources. From small 
intimate settings to large corporate tents, 
upgraded experiences are a non-traditional 
revenue source that will make your patrons 
happy and boost your budget. 

Becky Genoways, CFEE is a 30-year 
veteran of the festivals and events industry, 
a Certified Festival & Event Executive 
(CFEE) and past Chair of the International 
Festivals & Events Association World 
Board of Directors. She is a leading industry 
consultant, educator and producer. She has 
produced events of all sizes, from a local 
market with weekly attendance of 3,500 
to a major music festival that attracted 
over 300,000 people. Her current projects 
include serving as Program Specialist for 
the Saint Louis Art Fair, and Memphis in 
May International Festivals. Genoways 
has presented numerous professional 
training seminars and Certified Festival 
and Event Executive programs throughout 
North America, in the Middle East and New 
Zealand and teaches at the IFEA / NRPA 
Event Management School annually. 
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2018 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)  ___________ 

Webinar Subscription
Includes all 15 Live Webinars in 2018   $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, 2 days before the Webinar and 2 hours before the scheduled Webinar.
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, January 25, 2018 
Five Keys to Effective Sponsorship Activation
Bruce L. Erley, CFEE, ARP, President & CEO, Creative  
Strategies Group, Denver, CO

 ❍ Thursday, February 8, 2018 
Managing the Media and the Message
Robert Griffin, Director of Marketing, Memphis in May  
International Festival, Memphis, TN

 ❍ Thursday, February 22, 2018 
Learn Laura’s Step-by-Step Service Animal 
Screening System
Laura Grunfeld, Founder & Owner, Everyone’s Invited, LLC
Sheffield, MA

 ❍ Thursday, March 1, 2018 
Plan the Work. Work the Plan. Seven Steps to a 
Successful Marketing Plan
Sean King, Principle, Aspire Consulting Group, Allentown, PA

 ❍ Thursday, March 15, 2018 
Festival Public Relations: The Do and Don’ts 
That Will Keep Your Message on Point and Keep 
You Out Of Trouble
Jeff Curtis, CEO, Portland Rose Festival Foundation, Portland, OR

 ❍ Thursday, March 29, 2018 
Management & Program Analyst, Sector  
Outreach & Programs Division, Sports Leagues/ 
Outdoor Events Subsector
Michael Stewart, Management & Program Analyst, Sector 
Outreach & Programs Division, Sports Leagues/ Outdoor 
Events Subsector
Department of Homeland Security, Washington, DC

 ❍ Thursday, April 12, 2018 
Sponsorship & Social: The Art of Partnership 
Promotion
Jessica Bybee-Dziedzic, Partnership Director, Saffire, Austin, TX

 ❍ Thursday, May 3, 2018 
Emergency Planning and Black Swans
Steven Adelman, Vice President, Event Safety Alliance
Adelman Law Group, PLLC, Scottsdale, AZ

 ❍ Thursday, May 10, 2018 
Diversity & Inclusion Across Your Event
Jason Kingsley, BCom, CFEE, Calgary Pride
President & Executive Producer
Calgary, British Columbia, Canada

 ❍ Thursday, May 17, 2018 
Creating Excitement for Your Parade
Ray Pulver, Owner, Upbeat Parade Productions, San Jose, CA

 ❍ Thursday, May 24, 2018 
Digital Marketing Trends & Best Practices 
for 2018
Bruce Lupin, Vice President, Digital Marketing, New Target
Irvine, CA

 ❍ Thursday, October 25, 2018 
Turning the Strategic Plan on Its Head
Jeff English, CFEE, Sr. Vice President/General Council
Kentucky Derby Festival, Louisville, KY

 ❍ Thursday, November 1, 2018
Protecting Yourself Against the Inevitable and 
Unpredictable - The Latest Updates on Contin-
gent Insurance Coverage
David Olivares, Vice President of Sales and Marketing
Kaliff Insurance, San Antonio, TX

 ❍ Thursday, November 8, 2018
Ignite! Idea Generator for 2019! 
Ted Baroody, President
Norfolk Festevents, Norfolk, VA 

 ❍ Thursday, November 15, 2018
Membership Clubs – Upgraded Event Experienc-
es to Boost Your Budget
Becky Genoways, CFEE, President
Genoways Events, Rockford, IL

If working towards your CFEE Cerification, each individual webinar is eligible for one CFEE Elective Credit.

http://www.ifea.com/p/education/webinarseries
mailto:nia@ifea.com
www.ifea.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

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


Each year, the International Festivals & Events Association 
recognizes outstanding accomplishments and top quality 
creative, promotional, operational and community outreach 
programs and materials produced by festivals and events 

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

From events large or small, cities, festivals, chambers, universities, 
parks & recreation departments, vendors & suppliers, and everything 
in between, events and promotions of nearly every type and size 
will have the opportunity to be recognized, as entries are catego-
rized into organizations with similar sized budgets. From best Event 
Poster, T-Shirt, Hat, Promotional Brochure, Website, TV Promotion 
and Social Media site to best Volunteer Program, Green Program, 

Sponsor Follow-Up Report and Media Relations Campaign, there’s 
a place for almost every element of your event to be recognized. 

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

So what are you waiting for, gather your items, fill out the entry form, 
and send them off to be judged against the best of the best, in the fes-
tivals and events industry. Then get ready to hear your organization’s 
name announced at the 63rd Annual IFEA Convention & Expo.

GAIN THE RECOGNITION YOUR EVENT DESERVES…

2018 IFEA / HAAS & WILKERSON
  PINNACLE AWARDS COMPETITION

CALL FOR ENTRIES
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THE CONTEST
DEADLINES
• EARLY BIRD ENTRY DEADLINE: 5:00 p.m. (MST),  

MONDAY, JUNE 18, 2018
 ❍ Entries received on or prior to June 18, 2018 will 
receive the Member early bird rate of $35 per entry or 
$100 per Grand Pinnacle Entry or the Non-Member 
earlybird rate of $70 per entry or $200 per Grand 
Pinnacle entry depending on IFEA Membership 
status.

• FINAL ENTRY DEADLINE: 5:00 p.m. (MST),  
MONDAY, July 16, 2018

 ❍ Entries received between Tuesday, June 19, 2018 
and Monday, July 16, 2018 will receive the Member 
final entry rate of $40 per entry or $125 per Grand 
Pinnacle Entry or the Non-Member earlybird rate of 
$90 per entry or $250 per Grand Pinnacle entry 
depending on IFEA Membership status.

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

first time between July 19, 2017 and July 16, 2018.
• Entries must be submitted in their original format unless 

previously approved. For Questions Contact: Nia Hovde, 
CFEE, nia@ifea.com.

• Payment in full must be received with entries for entries 
to be deemed eligible.

• Entries and entry forms must be submitted in English.
• Font size for any written text must not be smaller than 

11pt.
• To receive the member rate for Pinnacle entries you must 

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

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

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

cashing of your check for your Pinnacle entries, notice 
that your entries were received and processed. However, 
please don’t hesitate to contact Nia Hovde, CFEE at 
nia@ifea.com with questions.

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

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

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

• Multiple entries or categories on a single form will not be 
accepted.

• For all entries, please paper clip/bull clip entry form to 
item. Please do not glue or tape form to item.

• Multiple entries within the same notebook/ bound format/
USB Drive, will not be accepted. Please separate entries.

• Entries required to be submitted in a “notebook” (Cate-
gories 1, 40-69) means that the entry should be submit-
ted in some sort of bound format in order to keep all the 
materials together. For example, a 3 ring binder; spiral 
bound; in a report cover or a bound publication with 
hard/soft covers. Please do not staple or paper clip your 
entries together. This is to protect the entry and make 
sure it stays in the order and condition you sent it.

• UPDATED: All winning entries are posted on ifea.com 
after they are announced.  In order for us to make this 
possible, if submitting categories 1 or 40-69, in addition 
to the printed entry being submitted, please also sub-
mit each entry as a single pdf document (including all 
supporting materials within that single pdf document.) 
Please submit pdf on a USB ThumbDrive.  If submitting 
one or more entries from categories 1 or 40-69, plesae 
include all pdf versions of entries on the same single 
USB ThumbDrive and attach to overall payment form.

• If submitting an entry that requires a link to be provided 
(TV/Radio/MultiMedia) please make sure link remains 
active until the end of October.

• After submitting your entries, please also submit a high 
resolution copy of your organization OR event logo. 
Please email to nia@ifea.com - Subject: Logo for 2018 
Pinnacle Entry for “Your Event Name / Organization 
Name.” Only one logo will be used.

HOW TO USE THIS BROCHURE
• All categories are listed on the left side of each page
• Entry information required for each category is listed un-

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

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

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

SCORING SYSTEM
• Categories 1, 40-71 will be judged using a point system 

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

• A possible total of 100 points may be awarded to each 
entry.

• Be sure to answer and include all necessary information 
for each entry. 

• If a required element within an entry is not applicable 
to your event, please state so within your entry to avoid 
being marked down on points or indicate what element 
you have instead.

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


 

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

• Scores will be available upon request.
• Failure to meet all requirements or answer / provide all 

necessary information will result in a deduction of points.

THE WINNERS
• For all entries, each winning festival/event receiving a 

Gold, Silver or Bronze award, is the best festival/event/
program for that specific category based on the spe-
cific criteria and requirements of the specific category, 
chosen out of those Festivals/Events/Organizations 
who entered the 2018 IFEA/Haas & Wilkerson Pinnacle 
Awards for that category. 

• All winners for the IFEA / Haas & Wilkerson Pinnacle 
Awards will be notified by email by Monday, August 
20th, 2018. Notification will go to the primary IFEA 
Member in addition to the contact listed on the Awards 
entry form. If you have not received a notification email, 
please contact nia@ifea.com.

• The 2018 IFEA/Haas & Wilkerson Pinnacle Award win-
ners will be announced at the 63rd Annual IFEA Con-
vention & Expo.  All winners will receive an email on the 
evening of the Awards Presentation which will include a 
complete list of winners, press release, logos, etc.  This 
email will go to the primary IFEA Member and the con-
tact person listed on the Pinnacle Awards Entry Form.  A 
complete list of winners will also be posted on the IFEA 
Website the evening of the Awards Presentation.

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

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

• Organizations submitting entries for the Grand Pinnacle 
category must register at least one person for the 63rd 
Annual IFEA Convention & Expo, or arrange for a repre-
sentative to accept any award won on your behalf.

• Gold winning entries will be on display during the 63rd 
Annual IFEA Convention & Expo.

• Winning entries will also be available to view at ifea.com 
shortly after the 63rd Annual IFEA Convention & Expo. 

RELEASE & USAGE
• By submitting your entry to the IFEA/Haas & Wilker-

son Pinnacle Awards Competition, you automatically:
• Grant the IFEA the right to use any materials and/

or photos from your entries for editorial, analytical, 
promotional or any other purpose without additional 
compensation or permission.

• Confirm that all information within each of your entries 
is true and accurate to the best of your knowledge.

• Acknowledge your entry/ies are not returnable or 
refundable.

• Your entry into the competition is acknowledgement 
of these terms.

• As a not-for-profit 501 (c) 6 organization the IFEA re-
serves the right to refuse entries from any individual or 
organization who, at its sole discretion, may represent 
/ display unprofessional, unlawful, unethical, unsafe or 
other actions/ positions deemed contrary to the best 
interests of the IFEA and our global industry.

SHIP ENTRIES TO:
IFEA Pinnacle Awards Competition
International Festivals & Events Association
2603 W Eastover Terrace, Boise, ID 83706, USA
Phone: +1-208-433-0950 ext: 3
• Please do not use packing peanuts/popcorn when ship-

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

Pinnacle Awards / 2018 Pinnacle Awards 

FREQUENTLY ASKED QUESTIONS
As you prepare your entries, you will have many questions. 
To help answer many of your questions, we have posted 
our most frequently asked questions on the IFEA website 
at www.ifea.com / Awards / Pinnacle Awards / 2018 Pin-
nacle Awards, check back often as we’ll continue to post 
questions and answers as they come in.

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

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

does that apply to? 
• In regards to the merchandise entries – do we have to 

send in the actual merchandise item?
• How do I know what budget level to enter my festival/event?
• On the entry form, what do I put in Section 1 – for Name 

of Program?
• For categories that require a link to be submitted, how 

long should the links remain active?
• For categories that require a link to be submitted, what is 

the preferred method to receive those links?
• What do you mean when you say, please provide entries 

in a ‘notebook’ or ‘bound format’?  
• It looks like there’s more requirements for some catego-

ries . . what specifically do I need to answer for catego-
ries 1, 40-69? 

• Referring to Categories 1 and 40-69 – what order 
should I put my entry together?

• For the more in-depth entries that need to be provided in 
notebooks – do I have to answer or provide information for 
all the criteria and requirements listed under the category? 

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

• Certain entries ask for our event budget or sponsor dol-
lar information; however, we aren’t able to reveal certain 
elements of that information as it is not public knowl-
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THE CONTEST
edge.  How can I answer the required information if I’m 
not able to provide it? 

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

• Why do we need to provide certain entries a thumb 
drive? 

• Referring to the certain entries that need to be saved 
on thumb drive, am I able to save all of the entries I’m 
submitting on thumb drive, instead of saving each indi-
vidually?

• Are we able to enter the same event into multiple cate-
gories? 

• Are we able to enter multiple items (that are different) in 
the same category, for the same event? 

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

entry in the list of winning entries? 
• Who judges the Pinnacle Entries? 
• Why aren’t we able to know the names of the judges?

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

your entries submitted! If you have time to work on your 
entries early, do so and then get them in early! The more 
time you have to prepare a quality submission, the better 
your chances of winning.

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

• Preparing the Pinnacle Awards is a continual process, 
keep the entries in mind as each piece of marketing is 
designed and created.

• Keep your entry position papers concise and focused on 
the specific category criteria. Maintain files throughout 
the year to have easy access to materials needed to 
prepare award entries.

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

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

• For categories that require written information (1 40-
69) and are also required to be put into a ‘notebook’ or 
‘bound format’ be sure to submit the information in that 
category in the order that it is asked so it’s easier for the 

judges to compare one entry to another. 
• When saving your entry to a Thumbdrive to go along 

side your individual entry, be sure to save your entry as 
one document – instead of multiple documents.  Save all 
supporting documents to that entry pdf too.

• When putting together categories that require a lot of 
work to create (1, 40-69)… if you have time, make 2 
copies! What better way to keep a record of what you 
did each year not only at your event, but also for the next 
year’s Pinnacles! 

• Remember the eligibility period for the pinnacles. Entries 
must have been produced and/or used for the first time 
between July 18, 2017 and July 16 2018. So if you pro-
duced an event during that time, or any materials for your 
event were produced during that time (even if the actual 
event was outside of that time frame) it’s eligible!  

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

• The more organized your entries are, the easier it is to 
understand your message. 

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

• Don’t overwhelm the judges with TOO much information. 
Summarize the statistics and only display your best foot-
age/news clippings. Quantity is not always quality. 

• On categories that have a lot of requirements (1, 40-69), 
be sure to have someone that is not closely tied to your 
event read through your entry to see if everything makes 
sense. Sometimes you may be too close to your event 
and you may not include certain information, since it may 
be too obvious to you. But it may be a vital piece of infor-
mation. If your entry makes sense to an outsider to your 
event, it should make sense to the judges. 

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

• When entering a category that requires you to submit a 
link, if possible, please type the link on the form so we 
can clearly read the link.  Additionally, be sure to use a 
font that clearly distinguishes between the number “1”, a 
lowercase “L” and an upper case “i”… otherwise it could 
look like this, 1 l l. The correct font makes the difference 
between your link working and not working! 

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

please ask us!

QUESTIONS?
• Contact: Nia Hovde, CFEE, Vice President/Director of 

Marketing & Communications at Phone: +1-208-433-
0950 ext: 3 or Email: nia@ifea.com

• For additional information and FAQ’s, go to www.ifea.com/  
Industry Awards / Pinnacle Awards
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THE GRAND PINNACLE
2) GRAND PINNACLE
The Grand Pinnacle is the highest award given by the IFEA in recognition 
of those Festivals and Events* who have a balance of all the elements 
necessary to ensure a successful event. 
(*Of those festivals and events who enter and are judged within each of 
the four separate budget categories based on the specific criteria and 
requirements of the specific category.) 

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

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

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

• In addition to the required printed entry, please also provide a pdf 
document of your entire entry (as 1 (one) document) on a Thumb-
drive. Attach Thumbdrive to overall payment form. If submitting one 
or more entries from categories 1 (or 40-69), please include all 
entries on the same single Thumbdrive.

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

addition to the overall Judges Criteria points.

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

Pinnacle Award?

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

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

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

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

• Grand Pinnacle entry must score a minimum of 60 points or higher 
to be considered as a Gold, Silver or Bronze winner.

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

• Organizations submitting entries for the Grand Pinnacle category 
must register at least one person for the 63rd Annual IFEA  
Convention & Expo or arrange for a representative to accept any 
award your behalf.
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TELEVISION & RADIO ENTRIES

2) BEST TV PROMOTION 
(Ad Spot or PSA) 

3) BEST FULL LENGTH TV PROMOTION 
(Local Programming) 

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

5) BEST EVENT VIDEO PROMOTION
(Include video on a thumbdrive or submit online link. 
Clearly print or type link on entry form under section 1.) 

6) BEST RADIO PROMOTION 
(Ad Spot or PSA)

ENTRY INFORMATION FOR CATEGORIES 2-6:
• Submit categories 2-6 each on an individual Thumbdrive. 
• Only one entry per Thumbdrive.  Submit each entry separately 

– do not combine multiple entries on a Thumbdrive.
• Each TV/Video entry should be viewable in Windows Media 

Player or QuickTime. 
• All Radio entries should preferably be submitted as a wave file, 

MP3 file or WMA. 
• Please clearly label each Thumbdrive with Organization Name 

and Category number, and attach entry form. 
• These are standalone items and no written information is 

required.  

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

7) BEST EVENT WEBSITE 
(Submit web address only – clearly print or type 
website address on entry form under section 1.)  

8) BEST ORGANIZATION WEBSITE 
(Submit web address only – clearly print or type  
website address on entry form under section 1.)

9) BEST EVENT / ORGANIZATION  
E-NEWSLETTER 

(Clearly print or type a link to download materials on entry 
form under Section 1. Submit 3 consecutive issues. All 
issues to be submitted via a single link.)

10) BEST MISCELLANEOUS  
MULTIMEDIA 

(Includes, but is not limited to items such as: Screen  
Savers, Live Web-casts, Electronic Billboards, etc.)
(Submit in format used. Preferable method for Videos is 
a YouTube link. Only one multimedia item per entry. 
Clearly print or type link on entry form under Section 1 
or on separate sheet of paper if necessary.)

11) BEST SOCIAL MEDIA SITE 
(Submit Social Media Site Address – clearly print  
address on entry form under section 1.)

12) BEST FESTIVAL / EVENT MOBILE  
APPLICATION 

(Submit web address or instructions on how to obtain the 
App, clearly print address on entry form under Section 1.)

ENTRY INFORMATION FOR CATEGORIES 7-14:
• For categories 7-14, entries will be reviewed online by judges.
• All links to remain active until the end of October.
• Please type links in Section 1 of entry form. Be sure to use a 

font that clearly distinguishes between the number “1”, a lower-
case “L” and an upper case “i”.

• Be sure to make the website link goes to exactly where you 
wish the judges to go first.

• Refer to any additional entry information listed next to each 
category.

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

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

CATEGORIES

MULTIMEDIA ENTRIES

13) BEST SINGLE DIGITAL/SOCIAL AD
(Submit link to view ad online - clearly print or type link on 
entry form under Section 1.)

14) BEST DIGITAL/SOCIAL AD SERIES
(Submit a maximum of 5 ads. All ads to be submitted via a 
single link. Submit link to view ads online. Clearly type link 
on entry form under Section 1.)

CATEGORIES

 

PROMOTIONAL PRINTED ENTRIES

15) BEST EVENT PROGRAM 
(For programs that are provided during festival or event.)

16) BEST NEWSPAPER INSERT / SUPPLEMENT

17) BEST PROMOTIONAL BROCHURE 
(For brochures that are sent out prior to the festival or event to 
promote the event.)

18) BEST MISCELLANEOUS PRINTED  
MATERIALS (MULTIPLE PAGE)

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

19) BEST MISCELLANEOUS PRINTED  
MATERIALS (SINGLE PAGE)

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

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

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

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

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

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

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

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

27) BEST EVENT PROMOTIONAL  
PHOTOGRAPH

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

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

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

ENTRY INFORMATION FOR CATEGORIES 15-18: 
• These are stand alone items and no written information is 

required.
• Submit each entry in original format if possible
• Submit categories 15-18 with the entry form securely paper 

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

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

ENTRY INFORMATION FOR CATEGORIES 19-28: 
• Submit categories 19-24, 27-28 each mounted on a single, black 

display board with a maximum of 2 inch margins.  (Display board 
means poster board, foam core, etc.)

• Submit categories 25-26 each rolled up in a poster mailing tube. 
Do not fold the poster. Do not mount the poster on poster board. 

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

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

15) BEST EVENT PROGRAM 
(For programs that are provided during festival or event.)

16) BEST NEWSPAPER INSERT / SUPPLEMENT

17) BEST PROMOTIONAL BROCHURE 
(For brochures that are sent out prior to the festival or event to 
promote the event.)

18) BEST MISCELLANEOUS PRINTED  
MATERIALS (MULTIPLE PAGE)

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

19) BEST MISCELLANEOUS PRINTED  
MATERIALS (SINGLE PAGE)

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

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

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

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

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

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

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

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

27) BEST EVENT PROMOTIONAL  
PHOTOGRAPH

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

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

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

ENTRY INFORMATION FOR CATEGORIES 15-18: 
• These are stand alone items and no written information is 

required.
• Submit each entry in original format if possible
• Submit categories 15-18 with the entry form securely paper 

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

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

ENTRY INFORMATION FOR CATEGORIES 19-28: 
• Submit categories 19-24, 27-28 each mounted on a single, black 

display board with a maximum of 2 inch margins.  (Display board 
means poster board, foam core, etc.)

• Submit categories 25-26 each rolled up in a poster mailing tube. 
Do not fold the poster. Do not mount the poster on poster board. 

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

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

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

31) BEST MISCELLANEOUS ON-SITE 
DECOR

(Includes but is not limited to: directional signage, 
stage backdrops, entryways, flags, inflatables, etc.)
(Submit only one décor item per entry. Submit 
photo of décor, mounted on poster board. May 
include up to 6 photos to illustrate single décor 
item/area per entry.) 

ENTRY INFORMATION FOR CATEGORIES 30-31:
• Submit categories 30-31 each mounted on a single, black 

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

required. 

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

ENTRY INFORMATION FOR CATEGORIES 32-39:
• Submit actual merchandise items for categories 32-39.  

Contact Nia Hovde, CFEE at nia@ifea.com if questions.
• These are standalone items and no written information is 

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

except Best Pin or Button. 

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

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

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

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

34) BEST HAT

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

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

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

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

39) BEST GIVE-AWAY ITEM
(For merchandise items that are given out at festival/
event and are not for sale, i.e. - Race medals, T-Shirts, 
Beverage Mugs, etc.)

CATEGORIES
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SPONSORSHIP ENTRIES

40) BEST TARGETED SPONSOR  
SOLICITATION PROPOSAL
(Actual Sponsorship Proposal that was used to target a 
specific sponsor for your festival/event.)

1. Overview Information: 
Please provide a detailed overview explaining the following using no 
more than one (1) page per section: 
a. Introduction and description of main event.
b. Name of Sponsor
c. Introduction, effectiveness and success of Sponsor  

solicitation package 

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

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

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

41) BEST INDIVIDUAL SPONSOR  
FOLLOW-UP REPORT
(Actual Follow-Up Report that was generated for a specific 
sponsor for your festival/event.)

1. Overview Information: 
Please provide a detailed overview explaining the following using no 
more than one(1) page per section: 
a. Introduction and description of main event.
b. Name of Sponsor
c. Introduction and effectiveness of Sponsor follow-up report 

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

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

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

ENTRY INFORMATION FOR CATEGORIES 40-41: 
• Submit category 40-41 each within one (1) notebook each (2 or 3 

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

document of your entire entry (as one (1) document) on a Thumb-
drive. Attach to overall payment form. If submitting one or more 
entries from categories 1 or 40-69, please include all entries on the 
same single USB Thumbdrive.

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

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

2. Supporting Materials: (50 points)
Please provide materials listed under the specific category to the left. 
Supporting materials may be placed within a specific section of the entry, 
or at the end.

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

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

do so?

42) BEST SPONSOR PARTNER
(Entry should highlight a specific sponsor that stands out 
above all others.)

1. Overview Information: 
Please provide a detailed overview explaining the following using no 
more than one (1) page per section:
a. Introduction & description of main event
b. Name of Sponsor
c. Description of sponsor; level of sponsorship (cash/in-kind); details of 

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

ENTRY INFORMATION FOR CATEGORY 42:
• Submit category 42 within one (1) notebook each (2 or 3 ring bind-

er; spiral bound; report cover; bound publication etc.)

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

document of your entire entry (as one (1) document) on a Thumb-
drive. Attach to overall payment form. If submitting one or more 
entries from categories 1 or 40-69, please include all entries on the 
same single USB Thumbdrive.

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

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

2. Judging Criteria: (30 points)
No information required. Your entry will also be judged based on the 
below criteria.
• Is the entry well organized? 
• Is the content professional?
• Is the message clear? 
• What is the overall impression? 
• Have all requirements been met?
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43) BEST SINGLE NEW SPONSOR-
SHIP OPPORTUNITY
(New activity / program within an Event created specifically 
to recruit a new sponsor or created after a new sponsor 
came on board.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & description of main event
b. Name of Opportunity and Sponsor
c. Description and purpose of New Sponsorship Opportunity
d. Description of the targeted sponsor for the opportunity and 

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

44) BEST SPONSORSHIP PROGRAM 
FOR INDIVIDUAL SPONSOR
(Activity or program within a Festival or Event created 
for a specific sponsor.)

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

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

45) BEST OVERALL SPONSORSHIP 
PROGRAM
(Entry should focus on the entire sponsorship  
program for all sponsors for the entire event.)

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

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

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

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

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

ENTRY INFORMATION FOR CATEGORIES 43-45:
• Submit category 43-45 each within one (1) notebook each (2 or 

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

pdf document of your entire entry (as one (1) document) on a 
Thumbdrive. Attach to overall payment form. If submitting one 
or more entries from categories 1 or 40-69, please include all 
entries on the same single USB Thumbdrive.

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

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

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

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

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

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

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

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

position to do so?

CATEGORIES
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46) BEST VOLUNTEER PROGRAM
(For overall Volunteer Programs at an Event/Festival/ 
Organization)

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section, together with 
applicable examples:
a. Introduction and background of main event
b. Description and purpose / objective of Volunteer Program
c. Target audience / attendance / number of participants
d. Duration of program (start to finish) and years program has been 

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

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

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

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

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

47) BEST GREEN PROGRAM
(For festivals/events with implemented green/recycling 
programs at their event.)

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

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

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

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

staffed?
h. Who assisted green program (vendors, volunteers etc.)
i. Measurable results – how much was recycled; savings / cost of 

Green program; carbon footprint reduction
j. Non-tangible results: education; awareness; involvement etc.
k. Duration of program (start to finish) and years program has been 

part of event 
l. Description of sponsor / charity / volunteer / school / other group 

involvement with program and benefits to each (if applicable)
m. Tie-in of program to main event
n. Overall revenue/expense budget of program 
o. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR CATEGORIES 46-47:
• Submit categories 46 & 47 each within one (1) notebook each (2 or 

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

document of your entire entry (as one (1) document) on a Thumb-
drive. Attach to overall payment form. If submitting one or more 
entries from categories 1 or 40-69, please include all entries on 
the same single USB Thumbdrive.

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

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

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

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

• If the program is a new program, please answer the following 
question instead.

• “What challenges / obstacles did you foresee / encounter in creat-
ing the program, and how did you handle them?”

3. Supporting Materials: (10 points)
Please also include any necessary supporting materials for the 
program - limiting materials to no more than 5 examples for each 
area listed below (if applicable). Supporting materials may be placed 
within a specific section of the entry, or at the end.
• Printed materials (brochures, handbooks, Recruiting materials, 

evaluation forms, signage, etc.)
• Promotional / marketing / media materials
• Merchandise materials (photographs accepted)
• Information provided to participants / volunteers / sponsors / 

students / charities etc.
• Supporting photographs
• Measurable results: tangible & intangible

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

FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES

      Spring 2018           IFEA’s ie: the business of international events    73



 

48) BEST PARADE 
For parades that are stand-alone parades or part of a 
larger festival /event.

1. Overview Information
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction, background, purpose and objective of Parade
b. Introduction and background of overall festival/event, if Parade is 

part of a larger festival/event (if applicable)
c. Tie-in of Parade to main festival/event (if applicable)
d. Target audience / attendance of Parade
e. Number and type of entries in Parade
f. Overall revenue and expense budget of Parade
g. Duration of Parade (start to finish) and years Parade has been in 

existence
h. Activities planned before, during and after Parade
i. Description of sponsor / charity / volunteer / school / other group 

involvement with Parade and benefits to each (if applicable)
j. Community involvement and impact of Parade
k. What makes the Parade unique and creative?
l. Overall effectiveness / success of Parade
2. Supporting Question – Answer question listed to the right, here
3. Supporting Materials – Place at end of entry, or throughout.

49) BEST EDUCATIONAL PROGRAM
(For festivals/events who have a specific educational 
component built into their programming.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Educational Program
c. Target audience / attendance / number of participants
d. Provide a detailed description of the education program / curricu-

lum
e. Who provided the education and in what setting
f. Involvement by local educational institutions and professional edu-

cation (if any)
g. What was the take-away for attendees / participants?
h. Duration of program (start to finish) and years program has been 

part of event
i. Tie-in of program to main event
j. Overall revenue/expense budget of program 
k. Description of sponsor / charity / volunteer / school / other group 

involvement with program and benefits to each (if applicable)
l. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR CATEGORIES 48-49: 
• Submit categories 48, 49 within one (1) notebook each (2 or 3 ring 

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

document of your entire entry (as one (1) document) on a Thumb-
drive. Attach to overall payment form. (If submitting one or more 
entries from categories 1 or 40-69, please include all entries on the 
same single USB Thumbdrive.)  

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

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

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

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

• If the program is a new program, please answer the following 
question instead.

• “What challenges / obstacles did you foresee / encounter in creat-
ing the program, and how did you handle them?”

3. Supporting Materials: (10 points)
Please also include any necessary supporting materials for the 
program - limiting materials to no more than 5 examples for each area 
listed below (if applicable). Supporting materials may be placed within 
a specific section of the entry, or at the end.
• Printed materials (brochures, handbooks, Recruiting materials, 

evaluation forms, signage, etc.)
• Promotional / marketing / media materials
• Merchandise materials (photographs accepted)
• Information provided to participants / volunteers / sponsors / stu-

dents / charities etc.
• Supporting photographs
• Measurable results: tangible & intangible

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

FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES
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50) BEST ACCESSIBILITY PROGRAM
For Festivals & Events that have made their events accessible for people with 
disabilities.

1. Overview Information
Please provide a detailed overview explaining the following, using no more than one 
(1) page or less to explain each section:
a. Introduction and background of main event
b. Target audience / attendance of Festival/Event
c. Description and purpose / objective of Accessibility Program
e. Provide a description of the types of accessibility arrangements that have been 

made at festival/event (1 page each), including but not limited to:
• Information listed online about your Accessibility Program
• How your website and other online applications have been changed/updated to meet 

accessibility standards so they can be used by people with disabilities. 
• What services your event has for people with mobility disabilities
• What services your event has for who are deaf or hard of hearing
• What services your event has for blind or have low vision
• What arrangements your event has made for service animals
• What services have been made in regards to medical considerations for people 

with disabilities.
• Any other services for people with disabilities

f. Describe behind the scenes efforts made to implement access program (sig-
nage/training etc.)

g. Overall revenue and expense budget for Accessibility Program (if available and 
applicable)

h. Duration of Accessibility Program (i.e.: all year, just at the event?) and years 
Program has been in existence

i Festival activities accessible to patrons with disabilities
j Description of sponsor / charity / volunteer / school / other group involvement 

with Accessibility Program and benefits to each (if applicable)
k Overall effectiveness / success of Accessibility Program

51) BEST CHILDREN’S PROGRAMMING
(For festivals/events who have specific programming for Children)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than one 
(1) page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Children’s Program
c. Target Audience / main target age group
d. Attendance / number of participants
e. Activities /entertainment provided
f. Local School involvement
g. Tie-in of program to main event
h. Overall revenue and expense budget of specific program / event
i. Description of sponsor / charity / volunteer / school / other group involvement 

with event / program and benefits to each (if applicable)
j. Duration of program (start to finish) and years program has been part of event
k. What makes the program unique and creative?
l. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR  
CATEGORIES 50-51:
• Submit categories 50, 51 each within one (1) note-

book each (2 or 3 ring binder; spiral bound; report 
cover; bound publication etc.)

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

also provide a pdf document of your entire entry 
(as one (1) document) on a Thumbdrive. Attach 
to overall payment form. If submitting one or more 
entries from categories 1 or 40-71, please include 
all entries on the same single USB Thumbdrive.

For each entry, please provide detailed infor-
mation to the following: 

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

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

from the year before? Were your updates / chang-
es successful? Please provide measurable results 
/ examples.

• If the program is a new program, please answer 
the following question instead.

• “What challenges / obstacles did you foresee / 
encounter in creating the program, and how did 
you handle them?”

3. Supporting Materials: (10 points) 
Please also include any necessary supporting mate-
rials for the program - limiting materials to no more 
than 5 examples for each area listed below (if appli-
cable). Supporting materials may be placed within a 
specific section of the entry, or at the end.
• Printed materials (brochures, handbooks, Recruiting 

materials, evaluation forms, signage, etc.)
• Promotional / marketing / media materials
• Merchandise materials (photographs accepted)
• Information provided to participants / volunteers / 

sponsors / students / charities etc.
• Supporting photographs
• Measurable results: tangible & intangible

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

results been provided? 
• Have all requirements been met?
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52) BEST COMMUNITY OUTREACH PROGRAM
(Programming done throughout the year to benefit and help include all 
parts of the community, while enhancing the image and brand of your 
event/organization throughout the year.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than one 
(1) page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Outreach Program
c. Target audience / attendance / number of participants
d. Impact program had on the community
e. Tie-in of program to main event
f. Duration of program (start to finish) and years program has been part of event 
g. Overall revenue/expense budget of specific program 
h. Description of sponsor / charity / volunteer / school / other group involvement 

with program and benefits to each (if applicable)
i. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

53) BEST EVENT / PROGRAM WITHIN AN EVENT 
TO BENEFIT A CAUSE
(Entry may include fundraising programs as well as awareness programs.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than one 
(1) page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Event/Program
c. Description of selected cause and why/how it was selected
d. Target audience / attendance / number of participants
e. Tie-in of program to main event
f. Duration of program (start to finish) and years program has been part of event 
g. Overall revenue/expense budget of specific event/program
h. Description of sponsor / charity / volunteer / school / other group involvement 

with event / program and benefits to each (if applicable)
i. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR  
CATEGORIES 52-53:
• Submit categories 52, 53 each within one (1) note-

book each (2 or 3 ring binder; spiral bound; report 
cover; bound publication etc.)

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

also provide a pdf document of your entire entry 
(as one (1) document) on a Thumbdrive. Attach 
to overall payment form. If submitting one or more 
entries from categories 1 or 40-71, please include 
all entries on the same single USB Thumbdrive.

For each entry, please provide detailed infor-
mation to the following: 

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

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

from the year before? Were your updates / chang-
es successful? Please provide measurable results 
/ examples.

• If the program is a new program, please answer 
the following question instead.

• “What challenges / obstacles did you foresee / 
encounter in creating the program, and how did 
you handle them?”

3. Supporting Materials: (10 points) 
Please also include any necessary supporting mate-
rials for the program - limiting materials to no more 
than 5 examples for each area listed below (if appli-
cable). Supporting materials may be placed within a 
specific section of the entry, or at the end.
• Printed materials (brochures, handbooks, Recruiting 

materials, evaluation forms, signage, etc.)
• Promotional / marketing / media materials
• Merchandise materials (photographs accepted)
• Information provided to participants / volunteers / 

sponsors / students / charities etc.
• Supporting photographs
• Measurable results: tangible & intangible

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

results been provided? 
• Have all requirements been met?
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54) BEST EVENT (WITHIN AN EXISTING FESTIVAL)
(Entry to highlight a specific event that is held during the course of a 
larger festival/event.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than 
one (1) page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Event within Festival
c. Target audience and attendance / number of participants
d. Overall revenue/expense budget of event
e. Tie-in of program to main festival
f. Duration of program (start to finish) and years program has been part of event 
g. Description of sponsor / charity / volunteer / school / other group involvement 

with event and benefits to each (if applicable)
h. What makes the event unique & creative?
i. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

55) BEST EMERGENCY PREPAREDNESS & RISK  
MANAGEMENT PLAN FOR AN EVENT
(Entry to focus on the overall risk management / emergency  
preparedness plan for a specific festival/event.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than 
one (1) page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Risk Management Plan
c. Target audience / attendance / number of participants
d. Overall revenue and expense budget of specific program / event
e. Duration of program (start to finish) and years program has been part of event 
f. Description of sponsor / charity / volunteer / school / other group involvement 

with event / program and benefits to each (if applicable)
g. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.
Please submit a detailed documentation of the security plan used at your event

56) BEST FOOD & BEVERAGE PROGRAM
(Entry to focus on the overall food and beverage opportunities  
available during the course of a specific festival/event.)

1. Overview Information:
Please provide a detailed overview explaining the following, using no more than 
one (1) pages to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Food & Beverage Program
c. Number and types of vendors
d. Site Plan (i.e.: Food Courts, Crowd Flow etc.)
e. Cash Management Process
f. Fee Structures
g. Alcohol Beverage Training/Control
h. Vendor Application Process
i. Festival/Event Controlled Products & Services (i.e.: Festival-only controlled 

product sales, Vendor required product use, etc.)
j. Promotional activities to drive business
k. Power/Water Access
l. Waste Disposal
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR  
CATEGORIES 54-56:
• Submit categories 54, 55, 56 each within one (1) 

notebook each (2 or 3 ring binder; spiral bound; 
report cover; bound publication etc.)

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

provide a pdf document of your entire entry (as one 
(1) document) on a Thumbdrive. Attach to overall 
payment form. If submitting one or more entries from 
categories 1 or 40-69, please include all entries on 
the same single USB Thumbdrive. 

For each entry, please provide detailed infor-
mation to the following: 

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

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

from the year before? Were your updates / chang-
es successful? Please provide measurable results 
/ examples.

• If the program is a new program, please answer 
the following question instead.

 ❍ “What challenges / obstacles did you foresee / 
encounter in creating the program, and how did 
you handle them?”

3. Supporting Materials: (10 points)
Please also include any necessary supporting mate-
rials for the program - limiting materials to no more 
than 5 examples for each area listed below (if appli-
cable). Supporting materials may be placed within a 
specific section of the entry, or at the end.

 ❍ Printed materials (brochures, handbooks, Recruit-
ing materials, evaluation forms, signage, etc.)

 ❍ Promotional / marketing / media materials
 ❍ Merchandise materials (photographs accepted)
 ❍ Information provided to participants / volunteers 
/ sponsors / students / charities etc.

 ❍ Supporting photographs
 ❍ Measurable results: tangible & intangible 

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

results been provided? 
• Have all requirements been met?
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57) BEST NEW EVENT
(For festival or event created from scratch within the past year.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than one (1) 
page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of New Event
c. Target audience and attendance / number of participants
d. Overall revenue/ expense budget of event
e. Duration of program (start to finish) 
f. Description of sponsor / charity / volunteer / school / other group involvement with 

event and benefits to each (if applicable)
g. What makes the event unique & creative?
h. Overall effectiveness / success of event
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

58) BEST NEW PROMOTION ACTIVITY
(Entry should focus on a specific promotion done by festival/event/vendor/
supplier to promote a product, service, event, company, entertainment etc.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than one (1) 
page to explain each section:
a. Introduction and background of main event/organization
b. Description and purpose / objective of Promotion
c. Description of what was being promoted (merchandise, event, company, entertain-

ment; etc.)
d. What makes this promotion different from any other promotions?
e. Target audience for promotion
f. Attendance / number of participants (if applicable)
g. Tie-in of promotion to main event/organization
h. Overall revenue and expense budget of specific promotion
i. Duration of promotion (start to finish) 
j. Description of sponsor / charity / volunteer / school / other group involvement with 

event/organization and promotion and benefits to each (if applicable)
k. Overall effectiveness / success of promotion
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR  
CATEGORIES 57-58:
• Submit categories 57-58 each within one (1) note-

book each (2 or 3 ring binder; spiral bound; report 
cover; bound publication etc.)

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

provide a pdf document of your entire entry (as one 
(1) document) on a Thumbdrive. Attach to overall 
payment form. If submitting one or more entries from 
categories 1 or 40-69, please include all entries on 
the same single USB Thumbdrive.

For each entry, please provide detailed infor-
mation to the following: 

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

2. Supporting Question (10 points)
• What challenges/obstacles did you foresee/en-

counter in creating the program/activity/idea, and 
how did you handle them? 

3. Supporting Materials: (10 points)
Please also include any necessary supporting mate-
rials for the program - limiting materials to no more 
than 5 examples for each area listed below (if appli-
cable). Supporting materials may be placed within a 
specific section of the entry, or at the end.
• Printed materials (brochures, handbooks, signage, 

etc.)
• Promotional / marketing / media materials
• Merchandise materials (photographs accepted)
• Information provided to participants 
• Supporting photographs
• Measurable results: tangible & intangible 

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

results been provided? 
• Have all requirements been met?

CATEGORIES
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59) BEST OVERALL MERCHANDISING 
PROGRAM
(Entry should focus on the entire merchandising pro-
gram for the entire festival/event/organization.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & background of event
b. Description of merchandising program
c. Overall revenue and expense budget for merchandise lines
d. Target market for merchandise program (population / location)
e. Marketing efforts tied to merchandise program
f. Community support in selling / distributing merchandise
g. Measurable results (Including number / variety of items; num-

ber of outlets selling items, etc.)
h. Overall effectiveness of merchandise program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR CATEGORY 59:
• Submit category 59 within one (1) notebook each (2 or 3 ring 

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

document of your entire entry (as one (1) document) on a Thumb-
drive. Attach to overall payment form. If submitting one or more 
entries from categories 1 or 40-69, please include all entries on 
the same single USB Thumbdrive.

For entry, please provide detailed information to the following: 

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

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

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

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

3. Supporting Materials: (10 points) 
Please include a sample selection of actual merchandise items 
available.

• Also include photographs of all merchandise items available in 
your merchandise program.

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

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

FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES
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60) BEST PRESS / MEDIA KIT
(For festivals/events/organizations to demonstrate the  
effectiveness and use of their Press/Media Kit.)

• Provide information for questions listed below in addition to  
providing your actual press/media kit.

1. Overview Information: 
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction & background of campaign / event
b. Provide actual media kit used to send out for your event
c. Target audience / demographics for the media
d. Target location (communities / cities / states) for media
e. Types of mediums used for media outreach
f. Measurable results indicating:

• Number of publications / cities / states targeted
• Percent of distribution that covered news
• Longevity of media coverage
• Increase / decrease in media from previous years

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

61) MOST CREATIVE / EFFECTIVE  
NEWS STUNT
(For Festivals/Events/Organizations who generated 
publicity through a media stunt to promote their event/
cause etc.)

1. Overview Information:
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction & background of campaign / event
b. A detailed description of the news stunt
c. How did the news stunt fit in to the overall media campaign for 

your event?
d. Sponsor / charity involvement (if any) and why
e. Was there an increase in media coverage for your event as a 

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

ENTRY INFORMATION FOR CATEGORIES 60-61:
• Submit categories 60, 61 each within one (1) notebook each (2 or 

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

document of your entire entry (as one (1) document) on a Thumb-
drive. Attach to overall payment form. If submitting one or more 
entries from categories 1 or 40-69, please include all entries on 
the same single USB Thumbdrive.

For entry, please provide detailed information to the following: 

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

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

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

• If the promotion is a new promotion, please answer the following 
question instead.

• “What challenges / obstacles did you foresee / encounter in 
creating the promotion, and how did you handle them?”

3. Supporting Materials: (10 points)
Please also include any necessary supporting materials for the 
program - limiting materials to no more than 5 examples for each 
area listed below (if applicable). Supporting materials may be placed 
within a specific section of the entry, or at the end.
• Printed materials (press releases, news clippings, etc.)
• Promotional materials
• Video / audio documentation (Please limit to 1 example –  

provide written explanation of further examples)
• Supporting photographs

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

provided? 
• Have all requirements been met?

MEDIA RELATIONS ENTRIES For effective media campaigns that generated news coverage, instead of paid or donated advertising time.

CATEGORIES
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MEDIA RELATIONS ENTRIES For effective media campaigns that generated news coverage, instead of paid or donated advertising time.

62) BEST MEDIA RELATIONS CAMPAIGN
(Entry should focus on the entire media relations  
campaign for a specific festival or event.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction & background of campaign / event
b. Purpose / objective of the media relations campaign
c. A detailed outline of your entire media relations campaign for 

your event.
d. Target audience / demographics for the media
e. Target location (communities / cities / states) for media
f. Types of mediums used for media outreach
g. Measurable results indicating:

 ❍ Number of publications / cities / states targeted
 ❍ Percent of distribution that covered news
 ❍ Attendance results based on media outreach / campaign
 ❍ Income results based on media outreach / campaign
 ❍ Longevity of media coverage
 ❍ Increase / decrease in media from previous years.

h. Overall effectiveness of the campaign
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

63) BEST SOCIAL MEDIA CAMPAIGN
Overall social media campaign used to promote a  
festival, event, parade, etc.

1. Overview Information
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction and background of Main Event 
b. Description, purpose and objective of Social Media Campaign
c. Social Media Platforms used (please provide up to 5 screen-

shots of each platform used)
d. Social Advertising used (please provide up to 5 screenshots of 

each social advertising used)
e. Target Audience for Social Media Campaign
f. Editorial Calendar and Timeline for Campaign
g. Examples of Hashtags, Contests, Polls & Quizzes etc., used 

during Campaign
h. Additional Media exposure received from Social Media Campaign
i. Estimate of revenue and/or attendance increase as a result of 

Social Media Campaign
j. Analytics Overview (Listing Demographics, Impressions, Shares, 

Mentions etc.)
k. What makes the Social Media Campaign unique and creative?
l. Overall effectiveness / success of Social Media Campaign
2. Supporting Question – Answer question listed to the right, here
3. Supporting Materials – Place at end of entry, or throughout.

ENTRY INFORMATION FOR CATEGORIES 62-63: 
• Submit categories 62, 63 each within one (1) notebook each (2 or 

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

document of your entire entry (as one (1) document) on a Thumb-
drive. Attach to overall payment form. (If submitting one or more 
entries from categories 1 or 40-69, please include all entries on 
the same single USB Thumbdrive.)  

For entry, please provide detailed information to the following:  

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

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

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

• If the promotion is a new promotion, please answer the following 
question instead. 

• “What challenges / obstacles did you foresee / encounter in 
creating the promotion, and how did you handle them?”  

3. Supporting Materials: (10 points) 
Please also include any necessary supporting materials for the 
pro-gram - limiting materials to no more than 5 examples for each 
area listed below (if applicable). Supporting materials may be placed 
within a specific section of the entry, or at the end. 
• Printed materials (press releases, news clippings, etc.) 
• Promotional materials • Video / audio documentation (Please limit 

to 1 example – provide written explanation of further examples) 
• Supporting photographs  

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

provided? 
• Have all requirements been met? 
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64) BEST EVENT MANAGEMENT  
ASSOCIATE DEGREE

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & History of School/University
b. Purpose / objective of Event Management Associate Degree
c. Date program was founded & time frame course is offered
d. Number of staff members & student to staff ratio
e. Number of students enrolled / number graduated
f. Tuition costs / Financial assistance offered
g. Overall revenue and expense budget of program
h. Writing/Speaking/Testing/Research requirements for students
i. Practical event experience required (internships/assigned 

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

65) BEST EVENT MANAGEMENT 
BACHELOR DEGREE

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & History of School/University
b. Purpose / objective of Event Management Bachelor Degree
c. Date program was founded & time frame course is offered
d. Number of staff members & student to staff ratio
e. Number of students enrolled / number graduated
f. Tuition costs / Financial assistance offered
g. Overall revenue and expense budget of program
h. Writing/Speaking/Testing/Research requirements for students
i. Practical event experience required (internships/assigned 

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

66) BEST EVENT MANAGEMENT  
CERTIFICATION PROGRAM

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & History of School/University
b. Purpose / objective of Event Management Certification Program
c. Date program was founded & time frame course is offered
d. Number of staff members & student to staff ratio
e. Number of students enrolled / number graduated
f. Tuition costs / Financial assistance offered
g. Overall revenue and expense budget of program
h. Writing/Speaking/Testing/Research requirements for students
i. Practical event experience required (internships/assigned 

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR CATEGORIES 64-66:
• Submit categories 64, 65, 66 each within one (1) notebook 

each (2 or 3 ring binder; spiral bound; report cover; bound 
publication etc.)

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

pdf document of your entire entry (as one (1) document) on a 
Thumbdrive. Attach to overall payment form. If submitting one 
or more entries from categories 1 or 40-69, please include all 
entries on the same single USB Thumbdrive.

For entry, please provide detailed information to the 
following: 

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

2. Supporting Question (10 points)
• What did you do to update/change the Degree from the year 

before? Were your updates/changes successful? Please pro-
vide measurable results/examples.

• If the Degree is a new program, please answer the following 
questions instead:
• What challenges/obstacles did you foresee/encounter in 

creating the program and how did you handle them? 

3. Supporting Materials: (10 points)
Please also include any and all of the following Supporting Materials. 
Supporting materials may be placed within a specific section of the 
entry, or at the end. 
• Student recruiting materials 
• Student application materials
• Marketing materials for program
• Complete outline and syllabus of course(s) 
• Reading requirements list for students
• Sample testing Materials

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

provided?
• Have all requirements been met?

EDUCATIONAL INSTITUTIONS OFFERING EVENT MANAGEMENT PROGRAMS

CATEGORIES
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67) BEST ONLINE EVENT MANAGEMENT 
TRAINING PROGRAM

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & History of School/University
b. Purpose / objective of Online Event Management Training Program
c. Date program was founded & time frame course is offered
d. Number of staff members & student to staff ratio
e. Number of students enrolled / number graduated
f. Tuition costs / Financial assistance offered
g. Overall revenue and expense budget of program
h. Writing/Speaking/Testing/Research requirements for students
i. Practical event experience required (internships/assigned 

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

68) BEST FESTIVAL & EVENT  
MANAGEMENT MASTERS PROGRAM

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & History of School/University
b. Purpose / objective of Festival & Event Management 

 Masters Program
c. Date program was founded & time frame course is offered
d. Number of staff members & student to staff ratio
e. Number of students enrolled / number graduated
f. Tuition costs / Financial assistance offered
g. Overall revenue and expense budget of program
h. Writing/Speaking/Testing/Research requirements for students
i. Practical event experience required (internships/assigned 

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

69) BEST FESTIVAL & EVENT  
MANAGEMENT PHD PROGRAM

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & History of School/University
b. Purpose / objective of Festival & Event Management PhD Program
c. Date program was founded & time frame course is offered
d. Number of staff members & student to staff ratio
e. Number of students enrolled / number graduated
f. Tuition costs / Financial assistance offered
g. Overall revenue and expense budget of program
h. Writing/Speaking/Testing/Research requirements for students
i. Practical event experience required (internships/assigned 

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR CATEGORIES 67-69:
• Submit categories 67, 68, 69 each within one (1) notebook each 

(2 or 3 ring binder; spiral bound; report cover; bound publication 
etc.)

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

pdf document of your entire entry (as one (1) document) on a 
Thumbdrive. Attach to overall payment form. If submitting one 
or more entries from categories 1 or 40-69, please include all 
entries on the same single USB Thumbdrive.

For entry, please provide detailed information to the 
following: 

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

2. Supporting Question (10 points)
• What did you do to update/change the Degree from the year 

before? Were your updates/changes successful? Please pro-
vide measurable results/examples.

• If the Degree is a new program, please answer the following 
questions instead:
• What challenges/obstacles did you foresee/encounter in 

creating the program and how did you handle them? 

3. Supporting Materials: (10 points)
Please also include any and all of the following Supporting Materials.
Supporting materials may be placed within a specific section of 
the entry, or at the end. 
• Student recruiting materials 
• Student application materials
• Marketing materials for program
• Complete outline and syllabus of course(s) 
• Reading requirements list for students
• Sample testing Materials

4. Judging Criteria: (30 points)
• Is the entry / program well organized? 
• Is the content professional? 
• Is the message clear? 
• Is the entry / program designed and laid out well? 
• Is the program creative and / or unique?
• What is the overall impression? 
• Have all supporting materials and measurable results been 

provided?
• Have all requirements been met?

EDUCATIONAL INSTITUTIONS OFFERING EVENT MANAGEMENT PROGRAMS
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ENTRY FORM REQUIREMENTS

•   ENTRIES: Please also submit TWO copies of each individual entry form – one to be attached to each individual entry – and one to be submitted 
with payment and overall entry form. (Complete sections 1, 2 on each entry form.) Be sure payment information is NOT filled out on these copies.

•    PAYMENT: Submit one overall entry form with total payment - list all entries submitted on this form. (Be sure to complete sections 3 & 4.)
• Please PRINT or TYPE all information as information from this form will be used for any awards if won.
• Please email a high resolution copy of either your organization or event logo (Only one logo will be used.) to nia@ifea.com - subject “2018 Pinnacle 

Entry Logo” & Your Event / Logo Name. 

Sections 1 and 2 must be completed twice for each entry. One copy attached to each individual entry, and one copy attached to payment form.

1. INDIVIDUAL ENTRY INFORMATION (Required for each entry)

Please provide the following information for each category entered. How you list your organization / event name will be how it is listed on any award won. PLEASE PRINT CLEARLY. 
Category Name (required): ____________________________________________________________  Category Number (required): ________________

Organization: __________________________________________________________________________________________________________________ 

Name of Event (if different from organization):  _______________________________________________________________________________________
 
Name of Specific Program / Program Sponsor / Vendor, etc. - if applicable: ______________________________________________________________  
 
Entry Link for Categories 7-14: ___________________________________________________________________________________________________ 

_______________________________________________________________________________________________________________________________ 
 
Entry Description: _______________________________________________________________________________________________________________ 
Provide brief identifying description for each entry. This helps to identify your entry if you enter 2 or more entries for the same category.  

2. INDIVIDUAL BUDGET INFORMATION (Required for each entry)

Organization’s Event Expense Budget. (USD include all cash outflows) See Pinnacle FAQ at ifea.com for definition. Each entry category is divided into the budget categories below. Gold, Silver and 
Bronze Awards will be given in each budget category unless the number of entries warrants budgets to be combined, or as determined by the judges.  

  Under $250,000       $250,000 to $1 Million       $1 Million to $3 Million        Over $3 Million  

Complete Section 3 and 4 together for Payment information. Include payment for ALL entries.

3. CONTACT INFORMATION (This contact will receive all email notifications regarding your Pinnacle entries.)

Organization: ________________________________________________________________________  Membership #: ____________________________

Address (Do not list P.O. Box): ____________________________________________________________________________________________________

City: ____________________________________ State: _____ Zip Code:  _____________________  Country: __________________________________

Contact Person: ______________________________________ E-mail: ____________________________________________________________________  

Phone:______________________________________________ Website: __________________________________________________________________

4. PAYMENT INFORMATION                
 
TOTAL CATEGORIES ENTERED: Please list which categories you are entering and how many of each so we are able to confirm all of your entries have arrived.

(e.g. 1, 2, 2, 3, 5, 7…): ___________________________________________________________________________________________________________ 

_______________________________________________________________________________________________________________________________

 Early Bird Final Entry Early Bird  Final Entry
 Member Rates  Member Rates Non-Member Rates Non-Member Rates
 (Before June 18, 2018) (June 19 - July 16, 2018) (Before June 18, 2018) (June 19 - July 16, 2018) 

Grand Pinnacle:  $100 x _____= $_______  $125 x _____= $_______  $200 x _____= $_______  $250 x _____= $_______

Pinnacle Entries:  $35 x ______= $_______ $40 x ______= $_______  $70 x  ______= $_______ $90 x ______= $ _______
(Categories 2-69)

TOTAL NUMBER OF ENTRIES:  ____________________________  TOTAL AMOUNT ENCLOSED: $ _____________________________________
 

 Check (Make checks payable to IFEA)    Visa     MasterCard     American Express  

Print Cardholder Name: __________________________________________________________________________________________________________ 

Signature: ______________________________________________________________________________________________________________________ 

Credit Card Number: _____________________________________________________________________________________________________________ 
  
Expiration Date: _________________________________________________________________________________________________________________ 
 
CVN Code:  __________________________________________________________________________________(MC / VISA-3 digit code back) (AMX-4 digit code front) 

DID YOU REMEMBER TO
 Include your payment for total entries along with 1 overall entry form listing each category number entered     Include 2 individual entry forms for each item – one 

with item, one with payment, do not list payment details on these forms      Include each entry (as requested) on one Thumbdrive attached to payment form.     
 Email organization or event logo to nia@ifea.com     Review all rules for entry submission – go to: Pinnacle Awards section at www.ifea.com for more info.

International Festivals & Events Association • 2603 W Eastover Terrace • Boise, ID 83706 U.S.A. • phone: +1.208.433.0950 • fax: +1.208.433.9812 • web: www.ifea.com

2018 IFEA / HAAS & WILKERSON
PINNACLE AWARDS ENTRY FORM

http://hwins.com
http://www.ifea.com/p/industryawards/pinnacleawards
mailto:nia@ifea.com
mailto:nia@ifea.com
www.ifea.com
www.ifea.com
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“Recognizing the best in city-event 
leadership and partnerships around 
the world.”

IFEA WORLD
FESTIVAL & EVENT CITY©

                         AWARD PROGRAM

2018

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


The IFEA World Festival & Event City Award © was designed and created as a way for the global  
festivals and events industry to openly encourage, support, learn from and recognize positive local  
environments for festivals and events worldwide.  If you are considering applying for this prestigious 
award, you already understand the important role that festivals and events play in your community by:
• Adding to the quality of life for local residents; 
• Driving tourism; 
• Showcasing a positive community brand and image to the media, business community, and visitors; 
• Creating economic impact that translates into jobs, tax revenues and enhanced infrastructure improvements; 
• Providing enhanced exposure opportunities for the arts, not-for-profit causes and other community 

programs and venues; 
• Promoting volunteerism and bonding the many elements of the community together; 
• Encouraging community investment, participation, creativity and vision; and 
• Building irreplaceable ‘community capital’ for the future. 

To achieve and maximize these important returns for the markets that they serve, we must clearly under-
stand their direct correlation to the partnerships with and support from the local community, at all levels, 
that is critical to the success and sustainability of existing festivals and events, as well as the ability to 
attract and encourage new events. Through this special award the IFEA is pleased to recognize those 
cities and markets who have worked, through concerted efforts, to provide an environment conducive 
to successful festivals and events. For each year’s selected cities, the IFEA World Festival & Event City 
Award © provides:
• A strong platform from which to recognize the success of current and on-going efforts by every  

component of your community; 
• A clear positioning statement to encourage continued infrastructure, policy and process enhancement 

and expansion; and 
• A powerful marketing statement for use in recruiting and encouraging new festivals, events and businesses.

We look forward to working with you, your city and community partners to recognize the quality efforts 
and support that you have successfully developed over the years and should be rightfully proud of. Thank 
you for your continued support of, and partnership with, the festivals and events industry. Best of Luck 
with your entry!

ABOUT THE 
IFEA WORLD FESTIVAL & EVENT CITY AWARD©
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RECIPIENT CITIES INCLUDE:
IFEA World Festival & Event Award recipient cities come from all over the globe including such cities as: 
Sydney, Australia; Dubai, United Arab Emirates; São Paulo, Brazil; Rotterdam, The Netherlands; Jinju City, 
Gyeonsangnam-do, South Korea; Krakow, Poland; Philadelphia, Pennsylvania, USA; Greater Palm  
Springs - CA, USA; Ottawa - Ontario, Canada; Boston - Massachusetts, USA; Maribor, Slovenia;  
Taupõ - New Zealand; Tucson, Arizona, U.S.A.; Des Moines, Iowa, U.S.A.; New Taipei City, Taiwan;  
Ballito-KwaDukuza, KwaZulu-Natal, South Africa, and much, much more.  
A complete list of winning cities and details about each can be found at www.ifea.com.
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DEADLINES
• Entry Deadline: 5:00 p.m. (Mountain  

Time Zone) – Monday, July 9, 2018
• Entry must include completed entry,  

additional requested details and  
application form with payment

• Due to time constraints in judging, late 
entries cannot be accepted.

FEES
The total cost to enter the IFEA World Festival 
& Event City Award© is $695 (U.S. Dollars) for 
IFEA Members and $895 (U.S. Dollars) for  
non-IFEA Members per entry. Payment may be 
made using a Visa, MasterCard or American 
Express credit card or by Check (made  
payable to the IFEA) or by Wire Transfer. For 
more information on Wire Transfers and transfer 
fees, please contact IFEA at +1-208-433-0950.

ELIGIBILITY
Applications for the IFEA World Festival  
& Event City Award© may be submitted by  
the City itself or by an event(s) on behalf of 
their City. It is our hope that the application 
process itself will result in an even closer 
working partnership and dialogue between  
the Applicant City and the festivals and  
events who serve that market. 

Applicants may re-apply for the IFEA World 
Festival & Event City Award© each year.

JUDGING
Judging of the IFEA World Festival & Event 
City entries is done by an international panel 
of respected event professionals, who have 
been pleased to discover that there are many 
amazing programs happening around the 
world that will help us all to raise the bar for 
our own communities, showing us what is 
possible – at every level – when vision and 
leadership combine.  

The IFEA World Festival & Event City 
Award© are presented on an individual basis 
to exemplary cities around the world that we 
hope others will emulate. The awards are not 
designed as a competition of one city against 
another, but rather to recognize those individu-
al cities that have ‘raised the bar’ for everyone, 
taking into account the cultural, economic 
and geographic challenges that they have 
met, mastered and often changed along the 
way. For that reason, we may present multiple 
awards each year, while some will be encour-

aged to strengthen or make adjustments to 
selected components of their entry criteria 
for reconsideration in future years. 

SCORING SYSTEM
• A possible total of 100 points may be 

awarded to each entry based upon the  
individual components listed under  
Sections 1-6 of the overall entry.

• Failure to meet all requirements or answer/
provide all necessary information may 
impact judging decisions and will result in 
a deduction of points.

• If a section or element does not apply to 
your City, please state this within your 
entry (explaining why it does not apply) in 
order to avoid losing points.

SELECTION AND NOTIFICATION 
• Award Recipients will be notified via email 

by Monday, August 13, 2018. Notification 
will go to the primary contact listed on the 
entry application. 

• The 2018 IFEA World Festival & Event 
City Award© will be presented during the 
IFEA’s 63rd Annual IFEA Convention & 
Expo. Each recipient city will be highlighted 
in a brief video presentation at the award 
ceremony and on-site throughout the con-
vention. 

• If you are unable to attend the IFEA’s 63rd 
Annual Convention & Expo to accept your 
award, please arrange for a representative 
to accept on your behalf.

• If you are not present at the awards  
presentation to accept your award, it will be 
mailed to you 3-4 weeks after the convention 
concludes at your expense. Please provide 
a UPS or FedEx account number to charge 
shipping fees to, or a credit card number to 
charge for shipping fees.

MAXIMIZING YOUR AWARD
Being selected as an IFEA World Festival & 
Event City is only the beginning of the benefits 
to be gained from this special honor. The IFEA 
will help each recipient with ideas on how to 
maximize and leverage your award, with  
specific examples from previous recipients. 

• Each winning recipient of the IFEA World 
Festival & Event City Award© will receive an 
engraved award suitable for indoor display 
and a personal letter of congratulations.

• Duplicate IFEA World Festival & Event 
City awards, flags (for display or flying) 
and other recognition items are available 
for purchase by award recipients wishing 
to share their honor with the many partners 
who helped them to win.

• Winning recipients will be provided with 
the rights to use the 2018 IFEA World 
Festival & Event City Award© Winner logo 

ENTRY INFORMATION
Quick Reference Guide
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on their websites, press releases and other 
appropriate City letterhead, brochures, 
marketing materials, etc.

• The IFEA will announce all IFEA World 
Festival & Event City Award© recipients 
in an international press release to the 
world’s leading media sources, including 
all local market media contacts provided 
to the IFEA by selected applicants. 

• IFEA World Festival & Event City Award© 
recipients will be featured in a special 
on-line tribute section at www.ifea.com in 
perpetuity and in a special section of ie: 
the business of international events, the 
IFEA’s industry-leading magazine.

• Each winning recipient will receive a one-
year complimentary IFEA membership. 

RELEASE & USAGE
• By submitting your entry to the IFEA  

World Festival & Event City Award, you 
automatically grant the IFEA the right to 
use any materials from your entry for  
editorial, analytical, promotional or any 
other purpose without additional permis-
sion or compensation. All materials and 
photos submitted as part of the application 
will become the property of the IFEA. 

• Entries submitted are not able to be 
returned. Copies should be made prior to 
submitting your entry, as desired. Note: 
Proprietary or sensitive information will 
not be shared if identified clearly.

• Winning applicants agree that the IFEA 
may use their City name and represen-
tative photos in all press releases and 
program marketing materials, both hard 
copy and electronic versions. 

• Your entry into the competition is  
acknowledgement of these terms.

ENTRY REQUIREMENTS 
Working in partnership with local community 
leadership, festivals, events, organizations 
and businesses, please provide a clear 
overview and understanding of the festival 
and event environment in your City/Market 
through your responses to each defined 
section. The application process in itself is 
a great opportunity to evaluate internally the 
areas where your City excels and other areas 
where you may be able to strengthen your 
efforts and further support local programs.

Cities interested in being considered for the 
annual IFEA World Festival & Event City 
Award© must submit and include the  
following information:
1. A completed entry form providing contact 

and payment information. 

2. A one (1) paragraph description of your 
city (to be used for promotional purposes 
by the IFEA).

3. An email list of your local media contacts 
in Excel format for IFEA for use in an-
nouncing the selected recipients.

4. An individual photograph representing your 
city - preferably of a festival setting within 
your city (at least 300 dpi in size).

5. A three (3) minute video presentation 
representing your City. (Refer to Important 
Details section below for video format.)

6. A one (1) page introductory letter  
stating why your City should be selected 
to receive the IFEA World Festival & 
Event City Award. 

7. Your overall completed IFEA World Festival 
& Event City Award© Entry providing 
responses and supporting information for 
the following sections. Refer to pages 6-9 
for detailed descriptions required for each 
section. This part of your entry must be  
submitted as one (1) singular entry piece/
document/PowerPoint/Pdf, etc.:

 ❍ Section 1: Community Overview
 ❍ Section 2: Community Festivals & Events
 ❍ Section 3: City/Government Support 

of Festivals & Events
 ❍ Section 4: Non-Governmental  

Community Support of Festivals & Events
 ❍ Section 5: Leveraging ‘Community 

Capital’ Created by Festivals & Events
 ❍ Section 6: Extra Credit

To view examples of past IFEA World Fes-
tival & Event City Award© recipient entries, 
go to: www.ifea.com / Industry Awards / 
World Festival & Event City Award / Past 
Recipients.

IMPORTANT DETAILS
• Please submit your main entry (as listed 

in components 6-7 under Entry Require-
ments above), as one (1) singular entry 
piece/document/ PowerPoint/Pdf, etc. 
Components 1-5 listed under Entry  
Requirements may be submitted as  
separate pieces from the main entry, but 
must be submitted at the same time.

• All entry information should be provided in 
English and typed using 10-point Arial font. 

• Please submit your overall entry via Email 
(preferred method of submitting entry.)  
Please create entry in a Word, Power-
Point, PDF document, tif, jpg or other 
standard format.  If entry must be mailed, 
please submit your overall entry on a CD, 
or USB flash drive to the IFEA World 
Headquarters in the format listed above.

• To submit Video portion of entry, please email 
video file as an MP4, WMF, MOV - or provide 
a link to an online video location such as 
YouTube.  If mailing video on a disk or USB 

Drive, please submit video as an MPF, WMF, 
MOV. (DVD’s should be encoded for Region 
1 or Region 0 DVD capabilities.) 

• Entries over one Meg must be provided 
as a link to a fixed site with no expiration 
timeframe.

TIPS & POINTERS
• Not all components under a specific  

section will pertain to everyone. Don’t  
worry; there are no ‘right’ or ‘wrong’  
answers and our international judging  
panel will base their decisions on overall 
impressions after reviewing all of the  
submitted information. We are all learning 
from each other, with the goal of strength-
ening the partnerships, benefits and returns 
to our respective communities from the  
festivals and events that are such an 
important part of the community fabric and 
we hope to find additional new ideas being 
implemented from within all of the award 
entries that we can share in the future. 

• Responses to the requested information may 
require a straight-forward numerical answer, 
or a more descriptive definition. While we 
have placed no limits on length, we encour-
age you to provide the most succinct an-
swers possible that clearly make your point.

• If you have any questions or need clarifica-
tion on any criteria, please do not hesitate 
to contact us.

• Support materials, photos, videos, bro-
chures, copies, etc. should be inserted 
following the responses to each section. 

• As needed, we may communicate with 
the primary contact on the application to 
clarify any questions that may arise.

SEND ENTRIES TO
Please email completed entries, application 
form and payment to: Nia Hovde, CFEE at 
nia@ifea.com.

Entry, payment and application form may be 
mailed if necessary.  Be sure to provide entry 
on a disk or a USB Flash Drive in a word, 
PowerPoint, PDF or other standard format.  
Please mail to:
IFEA World Festival & Event City Award
2603 W. Eastover Terrace
Boise, ID 83706
U.S.A.

QUESTIONS? 
Contact: 
• Steve Schmader, CFEE, President & CEO 

at schmader@ifea.com
• Nia Hovde, CFEE, Vice President/Director of 

Marketing & Communications at nia@ifea.com 
• Phone: +1-208-433-0950 ext:3

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


Working in partnership with local community leadership, festivals, events, organizations and busi-
nesses, please provide a clear overview and understanding of the festival and event environment 
in your City/Market through responses to each of the following sections. The application process 
in itself is a great opportunity to evaluate internally the areas where your City excels and other 
areas where you may be able to strengthen your efforts and further support local programs.

Please submit the following information:
1. A completed entry form providing contact and payment information.
2. A one (1) paragraph description of your city (to be used for promotional purposes by the IFEA)
3. An email list of your local media in Excel format for IFEA to use to announce the  

selected recipients.
4. An individual photograph representing your city - preferably of a festival setting within your 

city (at least 300 dpi in size).
5. A three (3) minute video presentation representing your city. (Refer to Important Details 

section for video format.)
6. A one (1) page introductory letter stating why your City should be selected to receive the 

IFEA World Festival & Event City Award. 
7. Your overall completed IFEA World Festival & Event City Award© Entry providing responses 

and supporting information for Sections 1-6 below. This part of your entry must be submitted  
as one (1) singular entry piece/document/PowerPoint/Pdf, etc. Please refer to the Entry  
Requirements and Important Details sections for specific entry formats and details. 

To view examples of past IFEA World Festival & Event City Award© recipient entries, go to:  
www.ifea.com / Industry Awards / World Festival and Event City Award / Past Recipients

Section 1. 
Community Overview
Goal: The information in this section should help provide us with a better understanding of 
your community and the infrastructure in place to host and/or support those producing and 
attending festivals and events. 
• Please provide an overview of your community that will provide us with as many elements 

as possible, such as:

a. Current City Population 
b. Current SMSA or LUZ Population  

(Standard Metropolitan Statistical Area or Large Urban Zone)
c. Population within a 50 Mile Radius of Applicant City
d. Primary Festival and Event Venues Available  

(Indoor and Outdoor. For example: Theatres, Plazas, Bandshells, Parks, Stadiums, Fair-
grounds, Sport Facilities, Convention Centers, etc., including those facilities planned for 
completion within the next two years. Include Estimated Capacities for each. For outdoor 
venues, use a formula of 1 person per 3 square feet if no other total capacity numbers  
are available.)

e. Water and Power Accessibility in Outdoor Venues
f. Wifi Accessibility throughout Venues in City (signal / affordability)
g. Hospital and Emergency Response Availability
h. Total Number of Hotel Rooms Available
i. Public Transportation Options
j. Parking Availability (Paid lots, meters, and free)
k. Walking Paths, Bicycle Lanes
l. Estimated City Visitors Annually Attributed  

to Festivals and Events

IFEA World Festival & Event City Award© 
ENTRY REQUIREMENTS

90  IFEA’s ie: the business of international events Spring 2018

www.ifea.com


Section 2. 
Community Festivals and Events
Goal: The information in this section should provide us with an understanding of  
the diversity and success of current festivals and events that serve your city  
residents and visitors throughout the year. 
• Please provide us with a good overview of the leading festivals and  

events currently operating in your market. A full-year calendar of  
events is very helpful as we consider this area. 

Please provide the following for the ‘Top 10’ festivals or events in  
your market:
a. Festival or Event Name
b. Top Executive Contact Information
c. Number of Years Festival or Event has been Produced 
d. Event Dates (Minimally the month held, with days if clearly defined –  

For example: the last weekend in June. If the event is a series, list the  
starting and ending dates – For example: Every Wednesday, June  
through August.)

e. Primary Target Audience (For example: Families; Young Adults;  
Seniors; Children; Specific Cultural Heritage Groups; All Community  
Segments; Out-of-Market Visitors, etc.)

f. Recurrence Cycle (Annually, Every 5 Years, etc.)
g. Estimated Combined Aggregate Attendance 

Section 3. 
City/Governmental Support of  
Festivals and Events
Goal: The information in this section should help us to understand the strength and depth of support by  
the applicant City and other area governmental bodies (County, State, taxing districts, etc.) and demonstrate  
a clear awareness of event support needs by government agencies and officials. 
• Please define or describe each of the following elements (a-i) below, as completely and accurately as possible. 
• Where available and appropriate, please provide examples and copies.
• If a section or element does not apply to your city, please state this within your entry and why it does not apply  

and/or what you may have/use instead.

a. Defined and Accessible Public Objectives and Support Statements for Festivals and Events by the City and Other Local Govern-
ment Agencies

b. Direct Funding Support Provided to and/or Budgeted for Festivals and Events from the City or Other Government Agencies
c. In-Kind Services Support Provided to and/or Budgeted for Festivals and Events from the City or Other Government Agencies
d. Defined Role of the City in Festival and Event Approval
e. City-Provided Festival and Event Process Coordination and Assistance Systems  

(For example: Existence of a City Events Department;  ‘One-Stop Shopping’ for Permitting and Municipal Service Needs; Shared  
Resource Programs for Volunteer Recruitment/Management, Non-Proprietary Equipment Usage/Maintenance, Insurance/Music  
Licensing Provisions, etc.)

f. Participation in Official Capacity by City Department Representatives on Boards and Planning Committees of Local  
Festivals and Events

g. Local Laws, Ordinances, Regulations, Permits and Policies Impacting and Supportive of Festivals and Events  
(For example: noise ordinances, traffic regulations, curfews, parking fees, fireworks regulations, ambush marketing control, alcohol service 
requirements, taxes, food safety, insurance requirements, risk management expectations, etc.)

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

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

j. Direct Industry Involvement / Memberships by Any of the Above
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Section 4. 
Non-Governmental Community 
Support of Festivals and Events
Goal: The information in this section should help us to understand the commitment to festi-
vals and events and direct support provided by community individuals and non-governmental 
organizations. Without this type of support most festivals and events could not achieve the 
level of success that these important partnerships help to build. 
• Please define or describe how each of the following elements/organizations (a-l) below (if 

applicable) lends their support to ensure the success and outreach of local festivals and 
events completely and accurately as possible. 

• Answers should be provided as an overview reflective of the entire community versus an 
individual event/organization, with enough detail to provide a clear picture of support.

• If a section or element does not apply to your city, please state this within your entry and 
why it does not apply and/or what you may have/use instead.

a. Volunteer Involvement
b. Sponsorship Support (include in your answer a list of the ten (10) most prominent cor-

porate sponsors in your market)
c. Media Support 
d. Chamber of Commerce / Convention & Visitors Bureau Support  

(Promotion and marketing activities, familiarization tours, travel writer access, material 
creation, information distribution, grant funding, visitor hosting, etc.)

e. Downtown Associations  
(Support by Downtown merchants and businesses)

f. Organizations to Assist Individuals with Disabilities 
g. Local Event Cooperatives
h. Sports Commissions 
i. Educational Institution Support
j. Special Incentives/Discounts Provided to Festivals and Events by Local Venues 

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

k. Access to Industry Suppliers in the Local Market  
(For example: banners and decorations; generators; portable toilets; merchandise; generators; 
stage, lights & sound; golf carts; security; chairs; barricades; ATM’s; communication services; etc.)

l. Direct Industry Involvement / Memberships by Any of the Above
 

Section 5. 
Leveraging ‘Community Capital’ 
Created by Festivals & Events
Goal: The information in this section should help us to understand how the City and its 
non-governmental partners maximize the ‘community capital’ created by festivals and events 
in your market. 
• Please define or describe how your City uses the branding and marketing images/ 

opportunities provided by your local festivals and events to leverage return in other areas. 
• These may include, the items below, among others.
• If a section or element does not apply to your city, please state this within your entry and 

why it does not apply and/or what you may have/use instead.

a. Community Branding (How are local festivals and events used to promote and build 
upon the positive image of the city?)

b. Promoting Tourism (How are local festivals and events used to promote tourism visits?)
c. Convention Marketing (How are local festivals and events used to recruit conventions to 

the city during the times that festival or event activities may serve as an extra incentive for 
choosing a destination?)

d. Corporate Recruiting Efforts (How are local festivals and events used by Economic 
Development efforts to recruit new businesses to consider choosing your market for their 
operations?)
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Section 6. 
Extra Credit
This section provides an opportunity to highlight any other programs, services, resources, activities, etc., that may not have been included or 
covered in the previous sections. Some examples may include the items below, among others,
 
a. Skills Development - Availability of Certificate or Degree Programs in Festival & Event Management through a Local  

University or Private Provider
b. Members of Your Event Community Who Currently Hold a Certified Festival & Event Executive (CFEE) Designation
c. Secondary School System Graduation Requirements that Encourage Volunteerism and Community Service  

during Festivals and Events
d. A Festival and Event Shared Resource Program in Your City  

(For example: shared warehousing, office space, equipment, staff, etc.)
e. Defined and used Risk Management Partnerships between the City and Events
f. Efforts to Actively Recruit New Events to Your City  

(Please include reference to any applications made/secured if this area pertains)
g. Other Creative Endeavors

e. Relocation Packets and Information (How are local festivals and events used in information designed to entice individuals / organiza-
tions to relocate to your city?)

f. Familiarization Tours (How are local festivals and events used by your City and Convention & Visitors Bureau as part of ‘Familiarization 
Tours’ for visiting meeting planners, VIP’s, etc.)

g. Out-of-Market Media Coverage (How are local festivals and events used to secure interest in coverage from out-of-market media sourc-
es, travel writers, etc.?)

h. Enhancing Exposure to the Arts and Other Causes (How are local festivals and events used to feature, highlight, expose new audi-
ences to, or drive support for the arts and other causes?)

i. Creating Highly Visible Public Relations Campaigns for City Facilities and Services (How are local festivals and events used to 
drive positive public relations campaigns for things like police image, parks usage, fire safety, EMT roles and support needs, use of local 
transportation options, marketing of/exposure to local venues, support of local bond issues, etc.?)

j. Encouraging Community Bonding, Participation, and Celebration (How are local festivals and events used by the City to bond all of 
the diverse elements of the community together, encourage community involvement and support, and celebrate who we are when we are at 
our best?)

k. Highlighting or Developing Underused Venues or Sections of the Community (How are local festivals and events used to encour-
age usage of or exposure to underused venues or city neighborhoods, underdeveloped sections of the City, etc.?)

l. Creating Legacies and Images Beyond the Event (How are local festivals and events used to create lasting legacies (venues, pro-
grams, infrastructures and images of the City after and in-between events?)



2017 IFEA World Festival & Event City Award Recipients  
• Coffs Harbour, New South Wales, Australia
• Des Moines, Iowa, United States
• Gold Coast, Queensland, Australia
• Hadong-gun, Gyeongsangnam-do, South Korea
• New Taipei City, Taiwan
• Philadelphia, Pennsylvania, United States
• Port Macquarie Region, New South Wales, Australia
• Sydney, New South Wales, Australia
• Tucson, Arizona, United States

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

2015 IFEA World Festival & Event City Award Recipients 
• Coffs Harbour, New South Wales, Australia
• Dubai, United Arab Emirates
• Jinju City, Gyeonsangnam-do, South Korea
• Louisville, Kentucky, United States
• Newcastle, New South Wales, Australia
• Philadelphia, Pennsylvania, United States
• Rotterdam, The Netherlands
• Sydney, New South Wales, Australia

2014 IFEA World Festival & Event City Award Recipients 
• Dubai, United Arab Emirates
• Dublin, Ohio, United States
• Newcastle, New South Wales, Australia
• Philadelphia, Pennsylvania, United States
• São Paulo, Brazil
• Sydney, New South Wales, Australia

2013 IFEA World Festival & Event City Award Recipients 
• Boston, Massachusetts, United States
• Hwacheon-Gun, Gangwon-do, South Korea
• Nice, Côte d’Azur, France
• Ottawa, Ontario, Canada

• Rotorua, Bay of Plenty, New Zealand
• Salvador, Bahia, Brazil
• Sydney, New South Wales, Australia

2012 IFEA World Festival & Event City Awards Recipients
• Ballito-KwaDukuza, KwaZulu-Natal, South Africa
• Campos do Jordão, São Paulo, Brazil
• Denver, Colorado, United States of America
• Dubai, United Arab Emirates 
• Dublin, Ohio, United States of America
• Grapevine, Texas, United States of America
• Hampyeong-gun, Jeonlanam-do, Korea
• Lhasa, Tibet Autonomous Region, People’s Republic of China
• London, England
• Maribor, Slovenia
• Newcastle, New South Wales, Australia
• Republic of Trinidad and Tobago, The
• Sydney, New South Wales, Australia

2011 IFEA World Festival & Event City Award Recipients
• Dubai, United Arab Emirates 
• Gimje-si, Jeollabuk-do, South Korea 
• Indianapolis, Indiana, United States 
• Johannesburg, Gauteng, South Africa 
• Joinville, Santa Catarina, Brazil 
• Meizhou Island of Putian City, Fujian Province, China 
• Reykjavik, Iceland 
• São Paulo, São Paulo, Brazil 
• Shanghai, China 
• Sydney, New South Wales, Australia 

2010 IFEA World Festival & Event City Award Recipients 
• Boryeong-si, Chungcheongnam-do, Korea 
• Edinburgh, Scotland 
• Geumsan-gun, Chungcheongnam-do, Korea 
• Hidalgo, Texas, United States 
• Jinju-si, Gyeongsangnam-do, Korea 
• Louisville, Kentucky, United States
• Norfolk, Virginia, United States 
• Ottawa, Ontario, Canada 
• Rotterdam, The Netherlands 
• Sydney, New South Wales, Australia 
• Salvador, Bahia, Brasil
• Taupo, New Zealand

Past IFEA World Festival & Event Cities
Each year, the International Festivals & Events Association announces the recipients of the IFEA World 
Festival & Event City Award, at the Annual IFEA Convention & Expo. The IFEA would like to congratulate 
each winning city. For more information about each winning city - go to: 
www.ifea.com / Industry Awards / World Festival & Event City Awards / Past Recipients
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IFEA World Festival & Event City Award© 
APPLICATION

Entry Deadline: 5:00 p.m. (MST) Monday, July 9th, 2018
Submit Entries, Entry Form and Payment to: Email: nia@ifea.com (preferred method of receiving entry.)
If shipping entry, send to: IFEA World Festival & Event City Award© • 2603 Eastover Terrace, Boise, ID 83706 USA

Phone: +1-208-433-0950 ext: 3 – nia@ifea.com 

CITY APPLICANT INFORMATION (Please print clearly)
Applicant City Name (If including information from surrounding market or suburb communities, please note those in parenthesis): ______________________________________

 __________________________________________________________________________________________________________________________  

State / Province or Territory: __________________________________________________________________________________________________    

Country: __________________________________________________________________________________________________________________  

Global Region: (Choose one) 

❍ Africa        ❍ Asia        ❍ Australia / New Zealand        ❍ Europe        ❍ Latin America        ❍ The Middle East (MENASA)       ❍ North America  

Note: Politically connected islands and territories should choose the region of their most direct affiliation. 

❍ Other (If you choose ‘Other’ please clearly specify location below.)

 __________________________________________________________________________________________________________________________  

Population Level (select one): ❍ Under 1 million    ❍ Over 1 million

PRIMARY CONTACT INFORMATION (Please print clearly)
The following information should pertain to the primary individual with whom the IFEA should communicate with, as necessary, throughout the 
award judging and selection process. 

Name:  ___________________________________________________________ Title:  __________________________________________________

Organization:  ______________________________________________________________________________________________________________

Mailing Address:  ___________________________________________________________________________________________________________

City, State, Country, Postal Code:  _____________________________________________________________________________________________

Phone (Business):  _________________________________________________  Phone (Mobile):  _________________________________________

Fax: _____________________________________________________________  E-Mail: _________________________________________________

Note: The Recipient City will receive a complimentary membership for one year in IFEA through our appropriate global affiliate. If different from the  
 Primary Contact please let us know who should receive this membership.    

PAYMENT TOTAL IFEA Member Non IFEA Member
 IFEA World Festival & Event City Award©:  Number of Entries:_________x ❍ $695 USD Per Entry ❍ $895 USD Per Entry = $_____________

PAYMENT INFORMATION
Please select your method of payment: 

❍ VISA      ❍ MasterCard      ❍ American Express    ❍ Check (Made payable to the IFEA)    ❍ Wire Transfers: (Contact Nia Hovde, CFEE at nia@ifea.com for details)

Print Cardholder Name: _____________________________________________________________________________________________________  

Signature: _________________________________________________________________________________________________________________  

Credit Card Number: ________________________________________________________________________________________________________  

Expiration Date:  _____________________________________________  CVN Code: _________________ (VISA/MC-3 digit code back) (AMX-4 digit code front)

RELEASE & USAGE
• By submitting your entry to the  IFEA World Festival & Event City Award©, 

you automatically grant the IFEA the right to use any materials from your 
entries for editorial, analytical, promotional or any other purpose without 
additional compensation. All materials and photos submitted as part of 
the application will become the property of the IFEA.   

• Winning applicants agree that the IFEA may use their City name 
and representative photos in all press releases and program  
marketing materials, both hard copy and electronic versions. 

• Your entry into the competition is acknowledgement of these terms.

DID YOU REMEMBER TO:
 ❍ Complete the entry form providing contact and payment information?
 ❍ Submit a one (1) paragraph description of your city (to be used for 

promotional purposes by the IFEA)?
 ❍ Submit an email list of your local media in Excel format for IFEA to 

use to announce the selected recipients?
 ❍ Submit an individual photograph representing your city - preferably of 

a festival setting within your city (at least 300 dpi in size)? 
 

 ❍ Submit a three (3) minute video presentation representing your city?
 ❍ Submit a one (1) page introductory letter stating why your City should 

be selected to receive the  IFEA World Festival & Event City Award©?  
 ❍ Submit your overall completed  IFEA World Festival & Event City Award© 

Entry providing responses and supporting information for Sections 1-6?  
Is this entry submitted as one (1) singular entry piece/document/ 
PowerPoint/Pdf, etc.? Is this entry provided on a disk, USB Flash Drive 
or electronically in a Word, PowerPoint, PDF or other standard format?

http://www.ifea.com/p/industryawards/worldfestivalandeventcityaward
mailto:nia@ifea.com
mailto:nia@ifea.com
mailto:nia@ifea.com


Continued from English 101 page 12 

Who has been your favorite Derby Festival celebrity to date?

Stacey: I’ve had a few favorites but I would have to say 
Dominic Chianese (Uncle Junior from The Sopranos). He was 
super nice and very accommodating. When he arrived, I didn’t 
even recognize him as I expected to see a curmudgeonly little 
man with thick black framed glasses. He brought his guitar 
with him and invited several of our staff to his hotel suite after 
the Boat Race to hear him play. We were belting out Tina 
Turner’s “Proud Mary” while he strummed…it was great. 

Do you pay appearance fees for your celebrities & 
VIP’s?

Stacey: No, we don’t pay appearance fees. The Festival is a 
non-profit organization and our resources are sometimes limited in 
this regard. We’re always hopeful that we can attract those who 
are looking for some exposure while doing little more than having 
a great time. In these cases, the celebs aren’t looking for a fee. 

What has been your biggest challenge in getting celebri-
ties to participate in Derby Festival events?

Stacey: Honestly, I think the timing of our events creates a 
challenge for most. In order to justify the invitation, we need 
the celebrity to participate in our Celebrity Luncheon and 
Parade on Thursday of Derby week. Since many of the celebs 
are coming from L.A., they need to travel on Wednesday in 
order to arrive in enough time. I’m frequently told that it’s 
impossible for them to take three days out of their work week 
to participate; particularly, if it’s someone from a current show. 
That means we have to find someone whose production 
is on hiatus. If the Parade were moved to Friday morning, 
we’d be in great shape….just kidding, Chief White!

English 101, normally written by Jeff English, CFEE, Sr. Vice 
President/General Council at the Kentucky Derby Festival, 
was written by Stacey Robinson, Executive Vice President/
Chief of Staff at Kentucky Derby Festival for this issue.

OCTOBER 2, 2018
SAN DIEGO • CALIFORNIA • U.S.A.

IFEA  EXPO

SAVE   DATE

Mark your calendars for  
Tuesday, October 2 for our 

2018 IFEA Expo in sunny 
San Diego, California. 
Additional details and 
pricing coming soon!

the
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Continued from Sponsor Doc page 38 

Continued from Everyone's Invited page 45 

• Networking – Never underestimate the effectiveness of good, 
old-fashion networking.  This is where your organization’s 
leaders or board members can really help you connect with 
local decision-makers. 
 
    We also maintain memberships in local chambers of 
commerce, visitor and convention bureaus and downtown 
partnerships or business improvement districts. We attend 
their mixers, work their memberships lists and volunteer on 
their committees or in leadership roles. 
    I have also found that our current sponsors are often good  
sources to connect us with their network of business  
associates.  As long as they are not competitors, our sponsors  
have been most willing, when asked, to make introductions  
for us.
E.F., I hope these tips prove fruitful in your effort to identify  

prospects and secure new sponsors for your event.  They are out  
there…now go get them! 

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

be a soft light that illuminates several feet around the 
upper body, from the knees up, as the interpreter may 
move around with outstretched arms. The light should not 
cast deep shadows on the face of the interpreter, as facial 
expressions are an important part of the interpretation. Nor 
should it blind the interpreter or the performer. 

9. Seating: Seating: Interpreters almost always work in 
teams of two or more. Make sure there is room for all of the 
interpreters in their working area. Ask if they want seating 
and provide chairs for all if they do. The active interpreter 
will stand on the platform facing the audience. Their team 
interpreter(s) sit facing them, their backs to the audience, 
to offer support by looking up lyrics and feeding signs. This 
teamwork helps provide an effective interpretation. 

10. Proper Credentials: Interpreters must be able to get from 
stage to stage and to their work areas easily. They must be 
able to go back stage to fetch set lists, use the facilities, 
and get water. 

11. Other Considerations: Interpreters are highly skilled 
team members. Consider their other needs and 
expenses and, like other staff, include them in plans for 
meals, housing, parking, transportation, festival t-shirts, 
complimentary tickets, etc. 

12. Feedback: You may not get it all right the first time. Ask for 
feedback from your patrons and your interpreters and work 
to improve your services each year.  

The primary purpose of the ASL program is to serve your deaf 
patrons and give them just as meaningful a fan experience as 
your hearing patrons, but you will find the service benefits your 
festival in many ways and is worth the extra effort and investment 
of resources. Hearing fans frequently comment how moving 
it is to see the interpreters at work. Staff and festival workers 
often express their pride that the festival is providing the service. 
Of course, being in compliance with the law helps to avoid 
litigation. You will also find that a strong ASL program is a visible 
demonstration of your event’s commitment to including your entire 
community and sharing your treasure-trove of music with all.

I want to thank the many interpreters who have given me much 
needed advice over the years. I hate to leave people out but a 
few who have been most helpful over a long period of time, and 
who are supremely experienced and knowledgeable, are Dave 
J. Coyne, Holly C. J. Maniatty, and Jessica Minges. I am most 
grateful for their expert guidance. I send a special shout out to 
Dave and Holly who helped tremendously with this article.

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

Application Deadline:  June 29, 2018

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

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

a budget to match those visions. 

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

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

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

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

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

or touched by the Macy*s Thanksgiving Day Parade. 

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

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

The Mid-Atlantic Festival & Event 
Professionals Scholarship  
Providing support to a deserving individual/organization 
within the Mid-Atlantic United States. Includes the states 
of NY, CT, RI, PA, NJ, DE, MD, DC, and WV. 

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

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

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

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

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

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

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

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

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

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

We invite you to look through the opportunities below, take a moment to learn a little more about the special  
individuals and groups attached to each, and apply for those that you may quality for in 2018.  

For a downloadable application and more information, visit ifea.com/foundation.

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

INTERNATIONAL FESTIVALS & EVENTS ASSOCIATION

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

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.

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.
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