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IFEA PRESIDENT’S LETTER BY STEVEN WOOD SCHMADER, CFEE

We often get so wrapped up in what we are doing 
that we forget to stop and recognize the impact 
of what we have accomplished. I see many 
festivals and events doing this, as they complete a 

successful year and start immediately focusing on evaluating and 
making plans for the next edition. And while we certainly have a 
hard time avoiding the bottom-line results and our financial health, 
we don’t often stop long enough to take account of the positive 
impact that we have had on our communities, our attendees, our 
volunteers, ours staffs, our sponsors, our vendors and suppliers, 
and even our industry, through new ideas and programs to be 
shared with our professional peers around the world. 

I just returned from South Korea and a whirlwind schedule that 
filled our days, but it was at one particular event that something 
caused me to take stock of what we were impacting. At a dinner 
in Jinju City, overlooking a spectacular vista of mountains and 
lake, surrounded by awe-inspiring lanterns provided by the Jinju 
Lantern Festival (Jinju Namgang Yudeung Festival) we were 
honored with performances by traditional Korean dancers and 
musicians. Hosted by the Mayor of Jinju City, we were also joined 
by representatives from Korea’s National Tourism Organization; 
multiple national signature events from throughout Korea; local, 
regional and national government representatives; the media; 
university educators engaged in event management; economic 

IFEA World Board President & CEO Steve Schmader, CFEE addresses the guests at a dinner hosted by Jinju City, South Korea Mayor 
Kyoo-il Jo. Jinju City is the home of the Jinju Lantern Festival (Jinju Namgang Yudeung Festival), a signature South Korean event. 

YOUR IMPACT
TAKE ACCOUNT OF
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Global representatives from IFEA Asia, Europe and North America sign a Memorandum of 
Understanding during the IFEA Asia/Korea Symposium held in Jinju City, South Korea.

development and marketing professionals; and the leadership 
and staff of IFEA Asia and Korea, who helped coordinate the 
opportunity and our visit. 

Also joining us were representatives and delegations from the 
Harbin International Ice and Snow Sculpture Festival in China; 
the Akita Kantõ Festival in Japan; Sentosa Resort in Singapore; 
Rotterdam Festivals in The Netherlands; and the McAllen, Texas 
Holiday Parade in the United States. All of us gathered together 
for multiple days of presentations, networking and the sharing of 
best practices that would allow everyone to return home with the 
ability to further build upon their individual successes; underline 
the importance of our industry and help cement relationships 
with those city and national representatives whose support we 
depend upon; build the brand of our glob-
al industry through the media; and inspire 
future generations of industry leadership 
through our university connections. 

This particular evening was capped 
with the signing of a Memorandum of 
Understanding between those official 
parties in attendance, formalizing in this 
setting what the IFEA and our global 
affiliates/partners have been fostering, 
building, encouraging and inspiring for 
64 years. What we will continue to work 
toward in the years ahead. Hopefully, 
with the very real reward of directly and 
indirectly touching and improving the 
many festivals, events, communities, 
cities, countries and the world around us 
in a positive way. 

Every once in a while, take a step back 
to reflect upon and enjoy what you have 
accomplished. Then, go make it even 
better.

South Korean musicians and dancers 
perform a traditional sword dance for 
guests at a dinner hosted by Mayor Kyoo-il 
Jo of Jinju City. The dinner was part of an 
IFEA Asia/Korea Symposium that brought 
together guests from South Korea, China, 
Japan, Singapore, The Netherlands and the 
United States.

IFEA World President & CEO Steve Schmader, CFEE recognizes 
IFEA Korea President Gang Hoan Jeong, CFEE in his new role as 
President of IFEA Asia.
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IFEA WORLD BOARD

On the 11th of February, 1990, Nelson Mandela 
was released from prison. I was in Cape Town on 
that miraculous day to see and be a part of history 
happening in our time. In 1993, I had a young intern 

working with me for workplace experience and he asked whether 
I would do the décor for a man who had been in prison and had 
never had a Birthday Party – I said of course and on the 17th 
of July, 1993 my company and I were privileged to be the event 
decorators for Mr. Mandela’s 75th Birthday. I have treasured  
the signed thank you letter he wrote, and it was wonderful to see 
his leadership in action towards the acceleration in education in 
our country. Events can play a big role in respect of education 
– from a Design Thinking Methodology/problem solving, small 
low-key events create extended opportunities for ‘failure’ in a  
safe environment. 

Fast forward to 2001 and the launch of the National Skills 
Development Strategy with an emphasis on equality and the 
need to cultivate lifelong learning in a workplace environment. 
The event industry in South Africa was the first out the block 
with the registration of a qualification for Event Support as an 
entry level into this amazing, life-changing industry using the 
International EMBOK. (Event Management Body of Knowledge 
www.juliasilvers.com aligned to the IFEA’s CFEE.) 

In April of 2001, a soccer disaster at Ellis Park where 39 
people died, triggered the introduction of the Safety at Events 
Act and the industry was then under pressure to ensure that 
not only would it have standards in place to ensure safe events 
but it would be necessary to work towards a Professional Body 
for events. IFEA President & CEO, Steve Schmader, CFEE, 
joined us in South Africa in 2007 and supported us all the way 
in our industry’s move towards professionalization. We are 
pleased to say that the event associations SAACI (South African 
Associations for the Conference Industry), EXSA (Exhibitions and 
Events Association of Southern Africa) and IFEA Africa finally 
have the registration of the CEPA (Council of Event Professionals 
Africa), with our South African Qualifications Authority aligned 
to the EMICS (Event Management International Competency 
Standard). There is still a long journey ahead, but essential in the 
professionalization of our industry for safe, compliant events. 

Over the last year we have been working with 120 new young 
entrants into the Events Industry, on a Services SETA New 
Venture Creation learnership, working with the standards with 
small, low profile events. In July we will host the IFEA Africa 
Unconventional CONvention at Skills Village in Johannesburg, 
South Africa and these new youth enterprises will be our 
suppliers as they move towards creating events in their local 

“Education is the most powerful weapon which you can use to change the world.”  
Nelson Mandela

Volunteers gaining workplace experience Youth from the local neighbourhood @ The Library

FOR AFRICA?
WHY EVENTS
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BY JANET LANDEY, CSEP

communities, getting the job done and making a difference in the 
lives empowered in the process. 

During the UNconvention CONvention, we will be showcasing 
a new generation of youth in the event value chain from across 
Africa. The event is set for a wonderful mix of African food, music 
and fashion as this new generation of youth and local residents 
of the valley plan, prepare and produce the Unconventional 
CONvention, as well as, share best practices with event industry 
professionals from Africa.

According to Stats SA, South Africa’s unemployment rate is 
high for both youth and adults; however, the unemployment rate 
among young people aged 15–34 was 38,2%. This means that 
more than one in every three young people in the labour force 
did not have a job in the first quarter of 2018. We’re on a mission 
to work with Government, Business and Civil Society to plan, 
prepare and produce events that will showcase the power of 

events aligned to the 17 Sustainable Development Goals and at 
the same time look to create a circular economy. IFEA Africa is 
based at Skills Village 2030 on the Eastern edge of the Inner City 
of Johannesburg. The Village model has a wonderful cross-cutting 
portfolio of ‘makers’ crafters, artisans, props, décor, craft beer 
making, bead working, sewing, printing, artisans, plumbing and 
good food. Events create a perfect platform to bring buyers and 
sellers together and Africa has a wonderful opportunity to realise 
the demographic dividend. 

Janet Landey, CSEP
IFEA World Board Chair

IFEA Africa
Johannesburg, South Africa

Singing sweepers Local community and the SDG’s

Singing sweepers Africa Day Art
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IFEA FOUNDATION BOARD

IS IT RIGHT 
FOR ME?

CFEE CERTIFICATION…

These are all questions that either I have asked myself or others 
have asked me as I was thinking about taking the CFEE courses. 
As president of the IFEA Foundation board and recent graduate 
of the CFEE program (officially 2018 graduate), let me help guide 
you in this decision process.  First let’s start with the basics:

QUESTION: What is CFEE? 

ANSWER: CFEE stands for Certified Festival and Event 
Executive. This is a professional certification designated by IFEA 
(International Festival and Events Association). 

QUESTION: Are there prerequisites for CFEE certification?

ANSWER: Yes. 
• Applicant must be enrolled in the CFEE program and have 

completed all requirements
•  Applicant must have five years paid, full-time festival or event 

related industry experience at a professional level
•  Applicant must be currently employed in the festival and 

events industry
•  Applicant must be an active IFEA member in good standing 

before CFEE designation will be awarded. 

QUESTION: I have been in the business for over a decade, why 
would I get this now?

ANSWER: I asked myself this very same question. In fact, I own 
my own business of producing some of the largest festivals in 
Kansas City, so wondered what this certification would do for me. 
So here are some of my very honest answers of why I decided to 
do this.
1. I entered the CFEE program in 2014 (yes it took me four years 

to complete the program). At that time, I was finding great 
benefits and connections from IFEA. I found that some of the 
most successful people I was meeting at IFEA had their certifi-
cation. I wanted to get more involved in IFEA and thought that 
it would be strategic to gain the CFEE certification to show my 
support of the professional organization that has provided me 
with abundance of knowledge and connections. 

2. Taking time out of my schedule to focus on my profession 
was one of the best investments I could have done. While 
there were certainly points during the classes that I was not 
learning anything necessarily new, I did find myself refreshed 
and renewed with all the new ideas and thoughts that were 
triggered by my peers or instructors. Setting aside time to 
focus on the various aspects of my job provided my events with 
new activations, changes to some operations and refreshed 
marketing and sponsorship approaches.      

QUESTION: What do you have to do to get the CFEE 
certification? 

“I have worked in the industry for years, what more do I need to know?”
“I want to move up in my career, do you think this will help me?”

“Who gets this certification and why?”
“I have never heard about it, so is relevant in my industry?”

“Will I get noticed if I have this title?”
“The certification costs and travel expenses are out of my budget. 
Are there solutions or ideas that can make it within my reach?”
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BY KELI O’NEILL WENZEL, CFEE

ANSWER: CFEE Program Components:
1. Core Education Curriculum: Complete six core educational 

curriculum courses
2. Electives: Complete four elective courses
3. Experience: Complete minimum of five (5) years paid, full time, 

direct event related experience at a professional level
4. Membership: Maintain an IFEA Membership in good standing
5. Convention Attendance: Attend a minimum of two (2) IFEA 

Annual or affiliated chapter conventions
6. Publication: Write a minimum of at least one publishable 

article of no less than 1800 words for inclusion in IFEA’s “ie” 
magazine

7. Speaking Presentation: Complete a formal speaking 
presentation at an approved IFEA Annual Convention, Seminar 
or affiliate conference

8. Final Assessment: Complete two (2) case studies that 
demonstrate and explain how applicant has applied knowledge 
learned from core classes. 

QUESTION: What are the Core Education classes?  

ANSWER: CFEE Core Class Details:
1. Non-Sponsorship Revenue
2. Project Management
3. Operations/Risk Management
4. Marketing & Media Relations
5. Administration & Management
6. Sponsorship/Sponsor Service

QUESTION: When and where do I take the courses and 
electives?  

ANSWER: CFEE courses are offered at the IFEA annual 
conference three days prior to the start of the conference. The six 
courses are offered over a period of two years. My advice is to 
try to commit to attending two consecutive conferences so that 
you can complete everything in those two years. In my case, I was 
unable to attend the second year, so I had to wait through the 
cycles of classes before I could finish the remaining three classes 
– hence why it took me four years to complete my certification 
(and maybe a bit of procrastination).  

QUESTION: What are the costs of the certification? Are there 
grants or suggestions on how to make the costs work with my 
budget?  

ANSWER: For IFEA members, estimate about $1,000 for course 
costs + travel/conference registration for two conferences. So 
probably at least $3,000 depending on your travel needs. Here 
are a few suggestions on how to lower those expenses:
1. Bid on the CFEE Fast Track pass at the IFEA foundation 

auction that takes place at the conference. I did this and was 
able to get a better deal. 

2. Review the list of Legacy Scholarships on the IFEA website.  
Apply to any that that you are eligible. These can help with 
conference expenses or CFEE expenses. Scholarship 
deadlines are MAY 17!

3. Talk to your employer/festival and see if they will provide 
financial support?  

I am very happy that I did take the time to obtain my CFEE 
certification. I include it in my email signature and on our company 
website and have found it to spark conversation with many of my 
current clients and prospects. Continuing education is important 
for any profession and the CFEE program is so specific to our 
industry and taught by some of the best in the industry. If are 
thinking about advancing your career or just polishing your skills, 
I highly recommend going to the IFEA website now and booking 
your trip to Colonial Williamsburg, Virginia for the 64th Annual 
IFEA Convention, Expo & Retreat presented by Haas & Wilkerson 
Insurance, September 25-27, 2019 with CFEE Certification 
Classes, sponsored by Kaliff Insurance, offered September 
22-24, 2019. You won’t be disappointed. 

IFEA Foundation Board Chair
President/CEO 

O’Neill Events and Marketing
Kansas City, MO

keli@oneillevents.com
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WITH RENE MICHAELY

CAN HELP EVENTS 
REDUCE THEIR IMPACT

6 WAYS EVENT OFFICES

#EVENTPERMIT

This year, many local government organizations will be 
welcoming new elected officials who will influence a new 
budget and a new set of strategic priorities. Along with 
housing, transportation, infrastructure, and technology 

priorities, we’re also likely to see a continued uptake in climate 
change initiatives. Whether it’s coined climate change, sustain-
ability, going green, zero waste or healthy communities, there are 
endless ways Event Offices can support this strategic swing.

Efforts to reduce our impact on the environment and limit 
wastefulness are relatively easy to implement when it comes to 
special events and filming. In fact, several Event Offices have 
already taken steps towards encouraging and enforcing best 
practices to reduce the impact of events in their communities. A 
few years ago, the City of Vancouver, BC, introduced their Green 
Events Planning Guide in support of their Greenest City Action 
Plan that hopes to see Vancouver as the greenest city by 2020. 
The City of San Antonio, Texas, has also developed a guide, by the 
same name, that aims to reduce the amount of waste, energy and 
materials consumed during the lifecycle of an event in their city.

All Event Offices can play a role in shaping how events impact 
their community. If your Event Office is planning to create “green” 
event guidelines, consider these best practices and creative ways 
of reducing the impact of events. 

During the planning, execution and tear down of an event, 
the following “green” best practices may be considered to 
reduce their impact:

1. Manage Waste Effectively
• Offer receptacles for all types of garbage and recycling expect-

ed at an event. People are more likely to respond to visual cues 
such as waste samples posted above each receptacle. 

• Assign volunteers to each waste station to help reduce 
cross-contamination and build awareness with attendees.

2. Encourage Alternate Transportation 
• Encourage the use of bikes, walking, public transit, and ride 

sharing for getting to and from the event.
• Set up a by-donation bike parking lot where event goers can 

securely store their bikes, scooters and other human-powered 
transportation. Invite a non-profit group to manage the storage 
in exchange for donations or event advertising opportunities.

• If accommodations are required, consider providers that 
embrace green management practices, and are close in 
proximity to the event or well served by public transport. 

3. Use Energy Wisely
• Offer a solar cell phone charging station.
• Give preference to vendors and contractors that use electric 

vehicles and renewable power.
• For indoor or evening events, use LED lighting.

4. Consume Less, Waste Less
• Reduce waste output by encouraging vendors, contractors 

and attendees to use and bring their own reusable or recycled 
materials (e.g. cutlery, plates, cups and napkins).

• Ban the use and distribution of plastic promotional items.
• Reuse event signage, name tags, and event infrastructure.
• Give preference to food and beverage vendors that:

 thoughtfully manage waste materials by planning how many 
people they will be feeding and finding creative ways to use 
any waste (e.g. donating scraps to community gardens for 
composting)
 don’t sell bottled water
 use seasonal, organic and local ingredients whenever 
possible
 use fair trade products

• Provide tap water stations and encourage attendees to 
BYO non-glass drinking vessels. If tap water isn’t available, 
remember to recycle plastic bottles!

5. Give Back to the Community
• Donate a portion of event proceeds to non-profit organizations 

or towards causes that are meaningful to the community (e.g. 
donating trees to help green public spaces).

• Invite local non-profit groups to volunteer in exchange for 
benefits (e.g. youth sports club members collecting recycles 
and keeping the proceeds to grow their programming).

• Use local staff, contractors, vendors, and suppliers where 
possible.

6. Go Digital
• Use websites, mobile apps and social media platforms for shar-

ing information and updates – this is a win/win because cell 
phone use at events is on the rise, and it encourages attendees 

Continued on page 125 
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GROWTH
LEADERSHIP

The importance of personal leadership was instilled in me at 
the age of 17 with an astute reminder of what leadership is, 
what it is not, and why it is important.

Flashback to high school where I had a role in our school plays 
from freshman through junior year. In my senior year, our Drama Club 
chose a classic, The Sound of Music, for our spring play. Of course, 
with an attitude of entitlement, I had it all figured out. I would be cast 
in the role of Elsa, the baroness. After all, I had paid my dues. 

Auditions took place and the results were posted. Reviewing 
the roster, I saw my name under the title of “Stage Manager.” My 
thoughts? “Hmmm – they must have a great deal of faith in me 
to play Elsa and be the stage manager.” As I kept reading, the list 
revealed that I had been chosen to be the Stage Manager! 

What an insult!
Lessons learned? First and foremost, being back stage was 

just as important as on stage. Additionally, the evolution from 
on stage to off stage was enlightening with new competencies 
learned. Change is growth. The star of the show does not mean 
on stage – front and center. There are many stars behind the 
scenes! It’s all about LEADERSHIP GROWTH.

GIFTS
Appreciate and use your talents, your gifts. Bring out the best 

in other people. There reaches a point when you “arrive,” and 
spotlight can shift off you. While arriving, share the stage, there is 
plenty of room. 

RESPECT
You must respect yourself before you can respect other 

people. The talent of others does not make you inadequate. 
Attract only the best people your way – people who are positive. 

Do not let anyone rehash any negative moments or outcomes 
in your past. It is never too late to re-brand yourself. Keep your 
eyes open for people who are allies. Be an ally for others. 

OPPORTUNITY
There will be times in your life when you get the “big breaks.” As 

a leader, you will have the opportunity to create opportunities for 
others. This can be done through internships, board appointments 
and volunteer work. Empower people so they feel important. Assist 
them in understanding that their life has purpose and meaning.

WAKE UP!
Two questions –
1. When you wake up in the morning, are you excited and ready 

to go to work, or do you dread it?
2. When you are driving home from work, are you excited to go 

home?

Build your life around what you need to answer “yes” to these 
questions. Reframe your thinking – you “get to” go to work and 
you “get to” go home. Focus on the positive of both situations.

TRUTH
There is an expression, “No tree has branches so foolish as 

to fight amongst themselves.” Leadership is not about gossip, 
withholding information or internal ambushing. Once the word is 
out about your integrity, clients and employees will have a good 
word for you and will want to work with you.

HEART
Leaders put their hearts and their passion into their lives – at 

home, at work, in the board room and on the sports field. 
Developing leaders, whether they work directly with you or on the 
periphery, will assist your company with the retention of valued 
and motivated employees. These motivated employees will serve 
the customer. Elated customers will spread the word about you 
and the company you serve, impacting your profit and reputation. 

As a leader, you have the opportunity for GROWTH every day. 
Reminder: There is more to life…than playing the role of Elsa! 

Gail Lowney Alofsin is a keynote speaker, author, adjunct 
professor, humanitarian and business executive. Her busi-
ness and personal growth book, YOUR Someday is Now 
– What are YOU Waiting For? has raised over $41,500 for 
several non-profit organizations since it was published in 
April 2014. 

A lifelong learner, Gail believes that we all have the capability 
to be a leader in our own lives, influencing the lives of others 
to positive peak performance and success. Contact Gail at 
401-640-4418 or gail@gailspeaks.com.

There’s more to life than playing the role of Elsa 

WITH GAIL LOWNEY ALOFSINLEADERSHIP AT ALL LEVELS 

18  IFEA’s ie: the business of international events Summer 2019

mailto:gail@gailspeaks.com


https://www.your-type.com
mailto:contact@your-type.com
www.your-type.com


WITH TERESA STAS

LIKES SMALL EVENTS
WHAT KIND OF SPONSORS

In this edition of Small Event, Big Sponsorships, I want to cover 
the three main types of sponsors that you will deal with: Super 
Fans, Community Contributors, and Business Decision Makers. 
Understanding the different sponsor types will not only allow 

you to adjust your prospecting approach, but also help you find 
your sweet spot when it comes to successfully producing your 
small event. 

First, let’s look at these sponsor types, then I’ll explain how you 
can apply this understanding to successful prospecting. 

The “Super Fan” 
This is someone who has sponsorship decision-making power 

and loves your event or what you stand for. Here’s an example 
of a Super Fan. A commercial contractor sponsors a 10K race, 
not because it’s a good fit for his company, but because he has 
a passion for running and wants to be a part of the race. He isn’t 
making a sponsorship decision based on generating a strong 
return on his investment; he is basing his decision on his personal 
emotions about the event. 

You’ll see this a lot with events that have board members or 
committee members whose companies help sponsor the event. 
These board or committee members have a personal commitment 
to the event and are willing to help sponsor because they want it 
to succeed. 

The “Community Contributor” 
This is one of the most common types of sponsors for smaller 

events. These are the sponsors who like to support their community 
and believe it’s good business to back community events through 
in-kind or cash sponsorships. Most Community Contributors have 
budgets set aside to sponsor events that they believe align with 
their values and the communities where they work. 

Community Contributors are your local banks, real estate 
agents, mortgage lenders, grocery stores, or others who have a 
successful local business and are connected to the community. 
These sponsorships may not always seem like the most logical 
supporters for the specific type of event, but they still want to 
be a positive part of their community. They recognize that this 
supportive community image can produce a strong ROI (return 
on investment) over time. 

The “Business Decision Maker” 
These businesses choose to sponsor an event because they 

expect a measurable ROI. They look at their sponsorships as 
an investment. They have measurable goals that they expect 
the event sponsorship to help them reach. They usually have a 

marketing team behind them and are very clear on the target 
audience and patron that they want.

This type of sponsorship is typically tied to bigger dollars and 
generally targets larger events. Examples of this sponsor type 
would be national brands such as credit cards, vehicle brands, 
and beverage companies. 

Understanding the Why’s of Sponsors
Understanding your prospective sponsor is key in knowing how 

to approach them. You need to recognize the “why” behind their 
sponsorship decisions so that you can better determine where 
your event fits in. 

If you are a small event, you probably rely heavily on Super 
Fans and the relationships that are built with you and your team 
while producing the event. Community Contributors are another 
big supporter of small events, and if you aren’t reaching out to 
them, you should. 

Community Contributors are great sponsors for smaller events 
because this is where they thrive. Find those business within 
your area that sponsor other community events, or those who 
do local radio and television advertising. When you’re watching 
TV, listening to the radio, or pass a billboard, write down every 
local advertiser you run across. Also, check out local events and 
see who sponsors them. This is where you will start to find those 
Community Contributors. 

Community Case Study
Last year we worked with a first-time event -- a free community 

block party expecting 1,000 attendees or less. This event had 
quite a few expenses that had to be covered, like the stage, 
talent, and security. Our team was tasked with producing 
$15,000 in sponsorships. While this wouldn’t be that much to 
secure for a larger event, it was a lot for a small, first-time event 
that had no history of success. 

To effectively pull this off, we focused on the Community 
Contributors. We researched and approached those businesses 
who were serving the area where our event was going to take 
place. When we approached these community businesses about 
sponsoring, we pitched the block party as the beginning of a 
free community event. We also stressed that we couldn’t do it 
without the help of local business leaders like them, and that their 
sponsorship would positively resonate with all those attending. 

Now I don’t want to tell you it was easy or a slam dunk, because 
it wasn’t. We had to do a lot of reaching out and received many 
referrals from our Super Fans. But it worked. Not only did we hit 
our goal, we actually raised closer to $35,000! It was all done with 

BIGSMALL EVENT, SPONSORSHIPS

Continued on page 123 
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While there is no question that many 
people miss numerous opportunities to 
provide more frequent positive feedback 
that is specific, timely, and genuine, 
the bigger challenge for most people 
is providing constructive feedback that 
reduces the wall of defensiveness that 
often accompanies their feedback.

The seven-step constructive feedback 
process outlined below offers a framework 
that converts the typical constructive 

feedback confrontation into a more 
productive feedback conversation.

THE SEVEN-STEP PROCESS

Step 1: Describe the 
Performance Problem 

Employees (or colleagues or bosses) 
must first understand the problem that you’re 
experiencing with them before they can 
be expected to improve.  In this step, you 

should describe the actual performance and/
or behavior and contrast it with the expected 
performance. To begin, simply describe the 
problem in a sentence or two. Remain as 
objective as possible and stick to one point—
do not talk about multiple performance 
issues in the same feedback discussion.   

Here’s an example: “Tom, I’d like to talk 
with you because I’ve noticed that you’ve 
been late to four of our last five meetings.”  
That’s it.  If you can’t describe the perfor-

THE GIFT 
OF FEEDBACK

Steps to 
Move from 

Confrontation 
to Conversation
By Dr. David Chinsky

7
Feedback is a gift that anchors  
your relationships in honesty.  
Everyone depends upon the 
feedback they receive to appre-
ciate and reinforce their areas of 
strength, and to identify areas for 
personal and professional growth 
and development.
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mance problem in 30 seconds or less, you 
don’t know what the problem is yourself.  
In Step 1, state the performance problem 
in a concise, simple-to-understand fashion. 
There should be no ambiguity as to why 
you’re having this conversation.

Step 2: Explain the Impact 
During the typical feedback discussion, 

leaders often jump from the description of 
the problem directly to the development 
of an action plan. They want to know 
immediately what the employee is going 
to do to resolve the problem.  To assure 
meaningful feedback conversations, 
employees must know how their behavior 
is impacting others. In this step, convey 
the unacceptable impact of the behavior, 
or the unacceptable performance, on 
colleagues, the organization and perhaps 
even the individual himself or herself. 

Let’s go back to the previous example of 
Tom being late to meetings, as described 
in Step 1 above.  

Step 2 would continue the conversation 
with: “When you are late, it causes us 
to have to stop what we’re doing while 
everyone acknowledges your late arrival, 
and this interrupts the momentum of our 
meeting and lowers our productivity.”

This second step is very important 
because many times the employee doesn’t 
even realize his behavior is causing a 
negative impact. If you don’t describe how 
his behavior affects others, he might quickly 
dismiss the problem, saying something like, 
“Yeah, so what’s your point? A lot of other 
people are late, too.”  So, rather than just 
talking about the problem of being late, 
help him understand the impact he’s having 
by being late. It’s not just the lateness 
you’re talking about, it’s the diminished 
productivity, the lack of momentum, the 
interruption—and some might even say it’s 
the dishonoring of the punctuality of the 
other people who arrived on time.

Here’s another example, incorporating 
both Steps 1 and 2:

“Jen, I wanted to talk with you today 
because I’ve noticed that you are the first 
to dismiss the ideas of other members of 
our team. Before you ask questions and 
try to understand someone else’s position, 
you immediately go on the attack.”

That’s the problem, or Step 1, in 30 
seconds or less. The impact might be 
stated as follows, in 30 seconds or less:

“When you are so quick to judge, it 
causes other members of the team to 
withdraw and withhold their input because 
they are afraid that when they speak 

you’re going to cut them off or give all 
the reasons why their idea is stupid.  This 
works against the environment I’m trying to 
create where everyone feels comfortable 
sharing their unique perspectives.”

Step 3: Identify the Cause 
Once you have described the problem 

and explained the impact, then you can 
work with the employee to identify the 
cause of the performance problem you 
described in Step 1.  Don’t jump in and 
immediately propose what you believe is 
causing the problem. Let the employee take 
the lead here. Your job is to ask one good 
open-ended question that invites him to think 
about what might be causing his lateness—or 
what might be preventing her from listening 
before she shoots down a teammate’s idea.

The goal with this step is to develop a 
shared understanding about the situation 
and to identify causes of performance 
problems. Encourage the employee to 
discuss the performance from his or her 
point of view.  Once you’ve asked your 
one open-ended Step 3 question, such 
as “What’s preventing you from getting 
to our meetings on time?” or “What is 
preventing you from asking questions first 
before becoming critical of others’ ideas?”, 
your job is to let “silence do the heavy 
lifting”.  Do not give in to the temptation 
of answering this question for the other 
person. What you think may be causing 
the problem is not always the case. 

Step 4: Develop an Action Plan 
You will develop a more meaningful 

action plan once you’ve clearly described 
the problem, explained the impact and 
identified the cause.  If you simply leap 
from performance problem to action plan, 
you’ll miss out on a lot of conversation 
that might help to customize the specific 
elements of an action plan.

In Step 4, you’re looking for the 
employee to tell you what he will commit to 
doing differently to ensure he’s able to get 
to meetings on time or what she will do to 
take time to listen first to her colleagues’ 
ideas before jumping in and being negative.

Step 4 leads to the identification of a 
solution, a time table for any follow-up 
actions and an action plan that is specific 
and measurable.

Step 5: Confirm Understanding 
Before the conversation ends, ensure 

that both you and your employee are on 
the same page. This is an opportunity for 
you or the employee to summarize what 

was discussed, who has agreed to what, 
and when you expect these changes to 
occur. If there is any disconnect, you can 
identify it and resolve it during Step 5—not 
two weeks or a month down the road when 
you expect something to be done and then 
realize you misunderstood each other.

Step 6: Document the 
Conversation 

Take a few minutes to document the 
conversation, even if this is the first time 
you’ve had to talk with an employee about 
an issue—and certainly if it’s the second 
time you’re having the same conversation.  
When you document the conversation 
you’ve had, you’ll have the information 
available should this develop into a more 
serious performance management issue.

Step 7: Follow Up to Ensure 
Satisfactory Performance 

More than likely, you or your employee will 
make some kind of commitment during the 
feedback conversation. It’s incredibly import-
ant to follow up on these commitments. This 
helps you determine if the employee has 
actually improved or changed behavior.  Your 
efforts are wasted if you don’t take the time 
to follow up as needed. 

When these seven steps are performed 
in the order in which they are presented 
above, you will engage more confidently 
and effectively when the need arises to 
provide constructive feedback.  In about 
a minute or less, you will have set up the 
conversation by describing the problem, 
explaining the impact and asking one good 
question to turn the conversation over to 
the person receiving your feedback.  This 
will ensure that you maintain control of the 
beginning of these conversations when 
others may attempt to derail your efforts or 
move you off point.

Dr. David Chinsky is the Founder of 
the Institute for Leadership Fitness, a 
celebrated speaker, and author of The 
Fit Leader’s Companion: A Down-to-
Earth Guide for Sustainable Leader-
ship Success. After spending nearly 
20 years in executive leadership 
positions at the Ford Motor Compa-
ny, Nestle and Thomson Reuters, he 
now focuses on preparing leaders to 
achieve their highest level of profes-
sional effectiveness and leadership 
fitness. For more information on Dr. 
David Chinsky, please visit: www.
FitLeadersAcademy.com.
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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 2019 IFEA 
Volunteer of the Year Award.

Nominations are currently being accepted for the 2019 
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

2019 IFEA 

2019

https://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 2019 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 2019 IFEA Volunteer of the Year award will 
be honored at the 64th 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 3, 2019 

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: 8140 

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 response for each of the questions below,  
indicating which question you are answering. Please include  
specific examples for each. Points will be awarded for each  
question. Points awarded are listed below. 

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

2. Show specific examples of your 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

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


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 associa-
tion, 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 ext. 8150 or kaye@ifea.com

ASSOCIATION ENDORSED PARTNER

ASSOCIATION ENDORSED PARTNER

https://kaliff.com/
http://www.saffire.com
mailto:kaye@ifea.com


www.pointsmap.com
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TO 
GROWING 
TOWN 

EVENTS

By Maura Haberman, CFEA
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The richly historic town of Acton, 
Massachusetts, Incorporated 1735, is 
located 25 miles outside of Boston with 
a population of 23,633. Acton has one of 
the highest tax rates in the state, but on 
the flip side, excellent nationally recog-
nized schools, and unlike any other town 
around, a beautiful and pristine park, the 
Nathaniel Allen Recreation Area (NARA 
Park). NARA Park has become a regional 
destination for outdoor entertainment and 
recreational activities for many in the 495/
MetroWest Boston region, but is known 
by locals as “the crown jewel of Acton.” 
Events at NARA can attract an attendance 
ranging from 200 to 15,000 people from 
all of New England. NARA will be celebrat-
ing its 20th Anniversary in 2019, and the 
events will focus around this anniversary.

NARA Park is a 40-acre park that 
includes a unique roofed amphitheater that 
can lawn seat up to 4,000 people or more 
if tightly packed, and over 12,000 people 
throughout NARA itself. The Amphitheater 
is a large curved bowl that surrounds 30’ x 
50’ stage and is the site for Acton’s most 
special events as well as opportunities 
for others entities to rent the space for 
their own events. The possibilities to grow 
Acton’s events are endless and require 
a professional who specializes in event 
planning and coordinating. This person 
is myself, a recent IFEA Certified Festival 
and Event Executive (CFEE) graduate.

1. The Process
Taking events to the next level is not 

an easy task by any means. It takes a 
dedicated, energetic and creative event 
planner that is savvy at networking, 
organized, and pays attention to detail. 
The event planner must be flexible and 
possess good leadership and business 
management skills. As well as always 
being ready to take on the challenge. 
The event planner must have a sense of 
direction that is driven by your Mission 
Statement is very important when you 
want to take garage band entertainment to 
national touring performers. Your Mission 
Statement should be your driving force 
to your ultimate goal. It will provide you 
direction and should give insight to your 
sponsors and partners so they have a 
better sense of what your ambitions are. 
For Acton Recreation “Creating a sense 
of community through quality recreation” 
is always used when soliciting for 
sponsorship and advertising events.

Using your creativity, if you have tried 
Mind Mapping you know it is a great tool 
that will help you to get those creative 
juices flowing with a brainstorm of event 

ideas! There is never a bad idea when 
brainstorming, just unrealistic ones. It’s 
amazing how fast you can come up 
with ideas, even when you are stumped. 
When you have planned what event you 
are moving forward with, this is the point 
where the fun ends and the budget and 
hard work begins. How are you going to 
make it work?

2. Partners
Partners are very important when 

growing your events and you can never 
have enough. If you are experiencing 
difficulty finding partners, either become 
a member or attend a networking 
event hosted by your local Chamber of 
Commerce or BNI group. You will instantly 
find and build relationships with those who 
want to support your mission statement, 
especially in a small community. In order 
to achieve success, you have to network. 
Acton Recreation has forged many 
long-lasting relationships through the 
Chamber that have proved invaluable to 
our success. The more people you know, 
the more support you’ll get whether it be 
free advertising, financial or in-kind donors, 
advice, business support or volunteers. 
Partners are essential.

3. Sponsorship
This is how most events are paid for, 

especially if it is not a ticketed event. It is 
critical to have a sponsorship proposal 
that will stand out among the many others 
that your prospective sponsor is receiving. 
Consider how your proposal looks. 
Would you read it? Would it capture 
your attention and pull you in, screaming 
“I have to be part of this event!” If not, 
evaluate what you are doing and how you 
can do it better. Don’t waste their time 
or yours because you may never get a 
second chance. The proposal needs to 
first attract the sponsor, or they will just 
toss it. Proposals should be customized—it 
shows you took the time to address them 
personally. You’ll want to include color 
photos with lots of people in the pictures, 
and typo-free. Bullet lists and charts 
should be incorporated into the proposal 
to cut down on looking too wordy. Charts 
are great to put your demographics into 
your proposal. In a small town, sponsors 
are typically the owners of the business 
and not a marketing director like larger 
companies. These potential sponsors 
are persistently sought after for the same 
dollars you want, from every scout, school 
and sport group in town. By following 
these techniques Acton Recreation has 
experienced sponsorship success and a 

95% retention rate. Sponsorship funding 
has met the goal of paying for all perform-
er’s contracts, light and sound production. 
To maintain a high retention rate, you 
must follow-through with promises that 
were made and maintain your relationship 
year-round. Don’t just send a thank you 
note, remember to send your sponsors 
a holiday card at the end of the year 
thanking them once again. Keep the line of 
communication open. Don’t just send the 
proposal and forget about it, it may take 
multiple times to get the response you 
want to hear.

4. Businesses
How do you find them, and get through 

to the gatekeeper? The trick is networking. 
Always carry your business card, and 
prepare your elevator pitch! An elevator 
pitch can be prepared for different situa-
tions for different goals. If you are looking 
for a sponsorship, vendor, or volunteers, 
a suggested elevator pitch that could be 
used to a small business owner “Have 
you heard about our great events and the 
potential for direct marketing and outreach 
which is hard to do these days with inter-
net shopping? We expect to have 500 
adults at the event. It would be fantastic if 
you would be interested in participating. 
It’s a mutually beneficial opportunity – you 
win, we win and the community wins.” 
You need to be an advocate for the local 
businesses. You need their support if you 
want to increase your scope of events by 
obtaining their support.

5. Community
In order to make sure you are reaching 

the whole community, research needs to 
done. If you aren’t already, using the most 
recent Census to learn your demographics 
is highly recommended. Versatility and 
diversity should be considered when 
planning your events, activities and food 
selections. Acton added multiple cultural 
events beginning in 2010, and these 
events have grown to attract up to 3,000 
people. There is a lot of information 
included in the Census Report as well 
as other sources available that include 
household income and ages of residents. 
This is important information to know when 
planning your events and pricing structure 
for ticketed events. The demographics 
are good to include in your sponsorship 
proposal—a sponsor may really want to 
support your event if the audience is the 
right fit. Having local groups participate 
with activities at your events is a win-win. 
For example, Acton’s Winter Carnival 
included these community groups: Boy 
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Scouts oversight of multiple campfires, the 
Rotary Club Human Dog Sled Races, or 
the Acton Minutemen winter encampment 
and musket volley. These are just a few 
of the ways to incorporate the community 
into your events and offer fun activities for 
all to enjoy, with little to no cost.

There are many volunteers willing to 
help. Events are fun way to volunteer. If 
you’re lacking volunteers, try working with 
your local high school’s guidance office 
or other groups such as the Lions Club. 
When you’re a small town, the financial 
resources are limited and volunteers 
support is critical.

6. Entertainment
Funding is the number one thing when 

it comes to entertainment. Who doesn’t 
want an A List Performer? Negotiating has 
been the best way that Acton has been 
able to have higher caliber performers 
each year. Securing the performer 
begins close to a year in advance, when 
sponsorship fundraising hasn’t even 
begun. If you have a band that performed 
and you know you want them back the 
following year, contact that band sooner 
rather than later is advisable and start 
with offering the same terms they just 
played for. It usually works if done within 
days of the original performance! You’ll 
want to take good care of your performers 
and spend that little extra to feed them 
a catered meal. They feel very welcome 
and will be eager to return as well as 
share how you treated them with other 
like bands. One of the most challenging 
aspects when moving from small concerts 
to larger more expensive concerts is when 
you have an outdoor venue and you have 
to rely on Mother Nature. In order to avoid 
a loss resulting from a rain cancellation, a 
rain-date clause is included in the contract 
that the performer will be paid, but is 
required to perform within a calendar year 
from the original date of performance. 
Having the rain-date clause has prevented 
a large loss of money.

7. Logistics
Logistics for any event takes planning, 

but when you take an event to the next 
level, there are so many things to consider. 
Whether free or ticketed, communication 
is #1, and the event planner should call 

a pre-event meeting as soon as possible 
when event is identified and also right 
after the event has ended. The event 
planner should take careful notes and 
follow-up with any action items and be 
the center point of communication with 
the event team. The change going from 
a small concert on a Thursday evening 
to a full production ticketed performance 
is no comparison. If you find yourself 
moving from small events to larger events, 
attending the IFEA Annual Conference 
or the IFEA Event Management School 
is a must! You will learn the ins and 
outs of large-scale event planning and 
management as well as connect with many 
professionals in your field. Applying what 
was learned at Event Management School 
to the Events at NARA Park contributed 
greatly to its success. There are so many 
pieces when planning your event such as 
contracts, scheduling first responders, 
volunteers, music, activities, securing 
the perimeter, band amenities/rider, 
food vendors, beverage sales, handicap 
access, directional signage, overflow 
parking, parking attendants, emergency 
protocol, night lighting, credit card service, 
money collection area and security, site 
maps, contact lists, vendor layout map, 
insurance, risk plan, and so much more. 
We added additional temporary handicap 
parking spaces on event nights due to 
possible higher demand than planned.

8. Advertising
Being a small-town municipality and 

virtually having no advertising budget, 
creativity is a must! There are a host of 
areas where events can be marketed for 
little to no expense. A street banner is 
one of the biggest pros when it comes to 
advertising. You have to remember that 
it’s best to keep the banner simple with 
just the event, date, time, admission, and 
location since drivers are moving quickly 
past it. In addition, pole banners are also 
placed in high visibility areas and 18 x 24 
yard signs are also another good way to 
advertise. If you check out various social 
media sites for posting events on calen-
dars, it’s amazing how much you can do 
for free! Acton events are posted on over 
15 web calendars. It’s helpful to have a 
volunteer post the events as it can be very 
time consuming, but well worth it. Other 

ways include backpack patrol (school 
children bring home), flyers on kiosks, bag 
stuffer flyers, Recreation Program booklet. 
Other electronic methods that are used for 
advertising include Facebook, Instagram, 
and a Constant Contact newsletter. 
Advertising is pretty impressive and fairly 
extensive for short dollars!

9. Media
Sending out a press release three 

weeks in advance was found to be the 
ideal time. If sent too early, the posting 
goes out and has been forgotten. Local 
CableTV is a great resource. In Acton, and 
like many local cable stations, they are 
partially funded by the cable companies. 
ActonTV has created commercials and 
slides for our upcoming events and 
features us on a segment called Talk of the 
Town. CableTV will attend many events 
and film them. If you have local cable in 
your town, see what they can do for you!

10. Safety and Security
We have all been impacted since the 

Boston Marathon bombing. Only 25 miles 
from Acton, this incident turned the event 
industry around. We now have more security 
measures in place and are more vigilant 
throughout our events. Police have oversight 
in Acton for our event security, prepare the 
safety plan, present at all events and are the 
designated spokesperson. Certificates of 
Insurance should be obtained prior to your 
event for all vendors who are participating. 
Light towers should be in place to illuminate 
dark areas so guests can get to their cars 
safely. Radios are given to all staff working 
the event with direct access to the mobile 
command center.

In conclusion, it’s not an overnight 
process to go from small town events to 
advancing to full production concerts, you 
have to grow your events as well as take 
the time to educate yourself because this 
is just the tip of the iceberg.

Maura Haberman, CFEA is the 
Event & Program Coordinator for the 
Town of Acton Recreation Depart-
ment in Acton, MA. She can be con-
tacted at: mhaberman@acton-ma.
gov. For more information, go to: 
www.acton-ma.gov

Whether free or ticketed, communication is #1, and the event 
planner should call a pre-event meeting as soon as possible when 
event is identified and also right after the event has ended.
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2019 IFEA 
WEB I NAR 
SER IES 
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.

2019 IFEA WEBINAR SCHEDULE
THURSDAY, JANUARY 31, 2019 
Social Media Sponsor Activations
Bruce L. Erley, CFEE, ARP, President & CEO  
Creative Strategies Group, Denver, CO

THURSDAY, FEBRUARY 7, 2019 
Mayhem at Events and How to Prevent (Some of) It
Steven Adelman, Vice President, Event Safety Alliance 
Adelman Law Group, PLLC, Scottsdale, AZ

THURSDAY, FEBRUARY 14, 2019 
Enhanced Perspective: The Future for Festivals & Cannabis
Geoff Hinds, CEO, San Bernardino County Fair, San Bernardino, CA

THURSDAY, FEBRUARY 28, 2019
An Ethical Conundrum: The Estimation of Attendance
Vern Biaett, PhD, CFEE, Assistant Professor of Event Management, 
High Point University, High Point, NC

THURSDAY, MARCH 7, 2019 
Severe Weather Doesn’t Just Happen: Managing Risks with a 
Comprehensive Weather Plan 
Michael Clark, Co-Owner and Chief Meteorologist
Terry Powers, Managing, Director of Sports and Special Events
Bam Weather, Indianapolis, IN

THURSDAY, MARCH 21, 2019 
Controlling the Message: Creating a Social Media Marketing Plan
Jessica Bybee-Dziedzic, Partnership Director, Saffire, Austin, TX

THURSDAY, MARCH 28, 2019 
Control Freaks Anonymous – A 12-Step Plan to Achieve Sanity & 
Success
Penny McBride, CFEE, President & CEO, Fredericksburg, Texas 
Chamber of Commerce, Fredericksburg, TX

THURSDAY, APRIL 11, 2019 
Behind the Buzzword: Creative Placemaking & Your Event
Sean King, Principle, Aspire Consulting Group, Allentown, PA

THURSDAY, APRIL 18, 2019 
A New Perspective on the Critical  
Importance of Volunteers at Your Event
Kaylee Williams, President, Volunteer Local, Des Moines, IA

THURSDAY, APRIL 25, 2019 
Sponsorship Then & Now: The Things That Never Change and the 
Things That Already Have
Gail Alofsin, Director of Corporate Partnerships & Community 
Relations, Newport Harbor Corporation, Newport, RI

THURSDAY, OCTOBER 24, 2019 
Strengthening Our Partnerships and Mutual Success  
with Concessionaires
Michelle Card, Executive Director, National Independent  
Concessionaires Association (NICA), Brandon, FL

THURSDAY, OCTOBER 31, 2019 
Maximizing the Opportunities and Minimizing the Challenges of Food 
Trucks at Your Event
Matthew Geller, CEO, National Food Truck Association, Culver City, CA

THURSDAY, NOVEMBER 7, 2019 
Praise the Lord and Pass the Ammunition
Jeff English, CFEE, Sr. Vice President/General Council
Kentucky Derby Festival, Louisville, KY

THURSDAY, NOVEMBER 14, 2019
The Path to Volunteer Growth
Florence May, Founder/President, TRS Volunteer Solutions

THURSDAY, NOVEMBER 21, 2019
Infuse the “New”!         
Ted Baroody, CFEE, President, Norfolk Festevents, Norfolk, VA
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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 2019. 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.

2019 IFEA WEB I NAR 
SER IES

THURSDAY, JANUARY 31, 2019 

SOCIAL MEDIA        
SPONSOR 
ACTIVATIONS
Bruce L. Erley, CFEE, ARP 
President & CEO
Creative Strategies Group
Denver, CO

According to industry sources, sponsors 
now value social media engagement 
greater than traditional media recognition 
or on-site benefits. Learn about the 
circumstances that are driving this change. 
Discover the importance of building 
social audiences year-round? What are 
you doing to connect your sponsors with 
“likes,” “fans” and “followers” of your 
event. What are the activations that others 
are using to provide sponsors with the 
digital promotions and metrics to prove 
ROI? Bruce Erley, President & CEO of 
Creative Strategies Group will share tips, 
trends and examples of best practices that 
any size event can implement.

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 7, 2019 

MAYHEM AT EVENTS
AND HOW TO 
PREVENT  
(SOME OF) IT
Steven Adelman
Vice President, Event 
Safety Alliance
Adelman Law Group, PLLC
Scottsdale, AZ

Using a highly technical risk management 
tool -- the open-ended question -- we will 
learn the value of asking, non-rhetorically, 

What could go wrong? There is no 
such thing as a “best practice,” only 
decisions that are reasonable under your 
circumstances. This session will help you 
make reasonable decisions about the risks 
you are most likely to face at your events. 

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, FEBRUARY 14, 2019 

ENHANCED             
PERSPECTIVE: 
THE FUTURE FOR 
FESTIVALS & 
CANNABIS
Geoff Hinds
CEO, San Bernardino County Fair
San Bernardino, CA

With legalization in many states, Cannabis 
is quickly becoming an item of main stream 
discussion throughout the United States and 
the World. This session will try to provide 
an insight and discussion into how the 
legal landscape has evolved and changed 
regarding Cannabis and what this may mean 
for event producers, venues and hosts. 

Geoff Hinds has over 15 years of diverse 
experience in the Live Event market, and 
serves as the Chief Executive Officer at 
SBC Fair in Southern California, which 
has overseen operations of both the 
San Bernardino County Fairgrounds and 
Adelanto Stadium. Hinds has shared his 
knowledge and expertise through work on or 
at many large festivals and events, including 
work with several large cannabis focused 
festivals including Chalice California and 
High Life Music Festival. His work with the 
Board of Directors and Staff of SBC Fair 
on the development of policies, procedures 

and best practices for Cannabis or Cannabis 
themed events has been instrumental in 
the creation of guidelines that are utilized 
throughout the state of California. Having 
hosted over 15 unique Cannabis festivals, 
Hinds has also advised many venues and 
events on practices, and experience. A 
graduate of Whitter College, Hinds currently 
lives in Apple Valley CA. 

THURSDAY, FEBRUARY 28, 2019

AN ETHICAL            
CONUNDRUM: THE 
ESTIMATION OF 
ATTENDANCE
Vern Biaett, PhD, CFEE
Assistant Professor of 
Event Management
High Point University
High Point, NC

Attendance numbers for festivals are 
significant quantifiers of accomplishment, 
the calculation of sponsorship benefits, 
publicly funded support, and economic 
impact assessment. Event managers 
to often report attendance figures that 
are exaggerated marketing numbers 
conveyed for purposes of influencing and 
gaining attention. The logic behind this 
embellishment is based on the situational 
ethics of, ‘I’m only doing what everyone 
else is doing.’ This ethical conundrum 
exists because people do not understand 
large numbers or crowd dynamics, 
estimates tend to be driven by personal 
agendas, and there are no established 
estimation methods. This seminar reviews 
past attendance controversies, research on 
possible estimation methods, and provides 
suggestions to solve this ethical dilemma.

Following 20 years of festival and event 
production for the cities of Phoenix and 
Glendale, Arizona, in 2006 Vern became a 
faculty associate at Arizona State University 
where he taught event management 
courses in a certificate program, he 
co-created. In 2013 he completed his PhD 
in Community Development and Resources 
and in 2014 joined High Point University in 
North Carolina as an Assistant Professor of 
Events Management where he has created 
a Bachelor of Arts in Event Management. 
Dr. Biaett is a lifetime CFEE, a member of 
the North Carolina Association of Festivals 
& Events, was a founding member of the 
Arizona Festivals & Events Association, 
serves on the IFEA President’s Council, 
and is a past board member of the IFEA 
Foundation. 
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THURSDAY, JANUARY 31, 2019 

SOCIAL MEDIA        
SPONSOR 
ACTIVATIONS
Bruce L. Erley, CFEE, ARP 
President & CEO
Creative Strategies Group
Denver, CO

According to industry sources, sponsors 
now value social media engagement 
greater than traditional media recognition 
or on-site benefits. Learn about the 
circumstances that are driving this change. 
Discover the importance of building 
social audiences year-round? What are 
you doing to connect your sponsors with 
“likes,” “fans” and “followers” of your 
event. What are the activations that others 
are using to provide sponsors with the 
digital promotions and metrics to prove 
ROI? Bruce Erley, President & CEO of 
Creative Strategies Group will share tips, 
trends and examples of best practices that 
any size event can implement.

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 7, 2019 

MAYHEM AT EVENTS
AND HOW TO 
PREVENT  
(SOME OF) IT
Steven Adelman
Vice President, Event 
Safety Alliance
Adelman Law Group, PLLC
Scottsdale, AZ

Using a highly technical risk management 
tool -- the open-ended question -- we will 
learn the value of asking, non-rhetorically, 

What could go wrong? There is no 
such thing as a “best practice,” only 
decisions that are reasonable under your 
circumstances. This session will help you 
make reasonable decisions about the risks 
you are most likely to face at your events. 

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, FEBRUARY 14, 2019 

ENHANCED             
PERSPECTIVE: 
THE FUTURE FOR 
FESTIVALS & 
CANNABIS
Geoff Hinds
CEO, San Bernardino County Fair
San Bernardino, CA

With legalization in many states, Cannabis 
is quickly becoming an item of main stream 
discussion throughout the United States and 
the World. This session will try to provide 
an insight and discussion into how the 
legal landscape has evolved and changed 
regarding Cannabis and what this may mean 
for event producers, venues and hosts. 

Geoff Hinds has over 15 years of diverse 
experience in the Live Event market, and 
serves as the Chief Executive Officer at 
SBC Fair in Southern California, which 
has overseen operations of both the 
San Bernardino County Fairgrounds and 
Adelanto Stadium. Hinds has shared his 
knowledge and expertise through work on or 
at many large festivals and events, including 
work with several large cannabis focused 
festivals including Chalice California and 
High Life Music Festival. His work with the 
Board of Directors and Staff of SBC Fair 
on the development of policies, procedures 

and best practices for Cannabis or Cannabis 
themed events has been instrumental in 
the creation of guidelines that are utilized 
throughout the state of California. Having 
hosted over 15 unique Cannabis festivals, 
Hinds has also advised many venues and 
events on practices, and experience. A 
graduate of Whitter College, Hinds currently 
lives in Apple Valley CA. 

THURSDAY, FEBRUARY 28, 2019

AN ETHICAL            
CONUNDRUM: THE 
ESTIMATION OF 
ATTENDANCE
Vern Biaett, PhD, CFEE
Assistant Professor of 
Event Management
High Point University
High Point, NC

Attendance numbers for festivals are 
significant quantifiers of accomplishment, 
the calculation of sponsorship benefits, 
publicly funded support, and economic 
impact assessment. Event managers 
to often report attendance figures that 
are exaggerated marketing numbers 
conveyed for purposes of influencing and 
gaining attention. The logic behind this 
embellishment is based on the situational 
ethics of, ‘I’m only doing what everyone 
else is doing.’ This ethical conundrum 
exists because people do not understand 
large numbers or crowd dynamics, 
estimates tend to be driven by personal 
agendas, and there are no established 
estimation methods. This seminar reviews 
past attendance controversies, research on 
possible estimation methods, and provides 
suggestions to solve this ethical dilemma.

Following 20 years of festival and event 
production for the cities of Phoenix and 
Glendale, Arizona, in 2006 Vern became a 
faculty associate at Arizona State University 
where he taught event management 
courses in a certificate program, he 
co-created. In 2013 he completed his PhD 
in Community Development and Resources 
and in 2014 joined High Point University in 
North Carolina as an Assistant Professor of 
Events Management where he has created 
a Bachelor of Arts in Event Management. 
Dr. Biaett is a lifetime CFEE, a member of 
the North Carolina Association of Festivals 
& Events, was a founding member of the 
Arizona Festivals & Events Association, 
serves on the IFEA President’s Council, 
and is a past board member of the IFEA 
Foundation. 
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THURSDAY, MARCH 7, 2019 

SEVERE WEATHER   
DOESN’T JUST 
HAPPEN: MANAGING 
RISKS WITH A 
COMPREHENSIVE 
WEATHER PLAN 
Michael Clark, Co-Owner 
and Chief Meteorologist

Terry Powers, Managing  
Director of Sports and 
Special Events
Bam Weather, 
Indianapolis, IN

“Hazardous weather can strike at any time, 
but very rarely does severe weather come 
out of nowhere” is how meteorologist 
Michael Clark begins many conversations 
regarding the value of a comprehensive 
weather plan. With the increase in today’s 
technology, anyone with a cellphone can 
get free weather information. However, 
Clark warns that those free apps are not site 
specific, are not usually current and do not 
include analysis by a trained meteorologist. 
The American Meteorologists Society 
(AMS) outlines best practices which include 
utilizing professional forecasting services 
and the development of a comprehensive 
weather plan on behalf of life safety for 
venues and public gatherings. This webinar 
will provide valuable information on why it’s 
critical to develop a weather plan and how 
to get started.

Michael Clark is a Co-Owner and Chief 
Meteorologist at BAM Weather, a private 
weather consulting company based 
in Greenwood, Indiana. Clark studied 
operational meteorology at Mississippi 
State University and he worked as a 
meteorologist at FOX59 in Indianapolis for 
three years before founding BAMWX.com. 
BAM Weather has a client list that includes 
major fairs and festivals, professional 
sports teams and stadiums, municipalities, 
seed companies, farms, energy companies, 
motor speedways, and the list goes on.

Terry Powers is the Managing Director 
of Sports and Special Events at BAM 
Weather. Powers joined BAMWX in 
October of 2018 and brought with him 
over 30 years of event management 
experience including overseeing 50 annual 
Indianapolis 500 Festival events. Powers 
served as a board member of the IFEA 
Foundation and was an instructor at the 

IFEA’s Event Management School. Powers 
spent 15 years in collegiate athletics in 
multiple roles and has managed a variety of 
large and small events including an NCAA I 
Men’s Final Four.

THURSDAY, MARCH 21, 2019 

CONTROLLING THE   
MESSAGE: 
CREATING A SOCIAL 
MEDIA MARKETING 
PLAN
Jessica Bybee-Dziedzic 
Partnership Director, Saffire 
Austin, TX

We have all heard about the many countless 
social media platforms that are available 
to our events, but how do you begin to 
prioritize your limited time and resources 
to ensure that you are maximizing the 
effort and the returns. How do you create 
a Social Media Plan to work within your 
finite budget, your strategic vision and 
other critical considerations? Join us for 
this important session by IFEA Association 
Partner and industry leader, Saffire. 

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, MARCH 28, 2019 

CONTROL FREAKS    
ANONYMOUS – A 
12-STEP PLAN TO 
ACHIEVE SANITY & 
SUCCESS
Penny McBride, CFEE
President & CEO
Fredericksburg, Texas Chamber of 
Commerce
Fredericksburg, TX

Hi...my name is Festival Planner and I’m a 
control freak. To be a success in the event 
world, one has to be a detail-oriented 

professional who makes sure hundreds of 
other people get everything done in time to 
open the gates. But the Control Freak style 
of management can quickly lead to burn 
out, lack of engagement, trust issues and 
stagnant growth. This 12-Step Program 
can help curb those tendencies to create 
dynamic teams inspired by a visionary 
leader, versus managed by box-checker. 
Learn to delegate authority over tasks, build 
peer accountability, provide meaningful 
feedback, reward big-picture thinking and 
create the next generation of leaders that 
will sustain your event.
 
Penny C. McBride, CFEE, is the 
President & CEO of the Fredericksburg 
Chamber of Commerce. For 14 years 
prior to starting with the Chamber, she 
owned Indigo Resource Group, an 
outsource firm that specialized in providing 
marketing, consulting and management 
services to tourism-related businesses 
and organizations. Her company managed 
the Texas Festival & Events Association 
and the Texas Association of Fairs and 
Events for nine years. Penny also served 
a nine-year stint as the Director of the 
Fredericksburg Convention and Visitor 
Bureau, during which time occupancy tax 
receipts increased over 400 percent. She 
continues to work as a consultant, speaker 
and trainer. Her speaking clients have 
included the International Tour & Travel 
Research Association, Argentina Economic 
Development Federation, Dubai Events and 
Promotions Establishment, Hawaii Tourism 
Authority, Illinois Special Events Network, 
Festivals & Events Ontario and International 
Festivals & Events Association.

THURSDAY, APRIL 11, 2019 

BEHIND THE         
BUZZWORD: 
CREATIVE 
PLACEMAKING & 
YOUR EVENT
Sean King
Principle, Aspire Consulting Group
Allentown, PA

Creative placemaking has become a 
buzzword in the lexicon of city and state 
governments, college campuses and 
economic development professionals 
around the country over the past several 
years. Join with us in an introduction to the 
concept and explore ideas on how your 
events and festivals fit into this movement 
in our cities and communities. Find a new 
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way to frame your events and festivals to 
attract new resources and support while 
you generate momentum around the 
quality of life impacts beyond the pure 
dollars and cents.

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, APRIL 18, 2019 

A NEW PERSPECTIVE
ON THE CRITICAL 
IMPORTANCE OF 
VOLUNTEERS AT 
YOUR EVENT
Kaylee Williams
President, Volunteer Local
Des Moines, IA

Finding and keeping great volunteers is no 
easy task. The goal of this session is to 
bring together coordinators who are willing 
to share their experiences (good and bad), 
best practices and the key resources they 
use to keep their volunteers happy, engaged 
and informed. Topics include fostering the 
right ‘culture’ for your volunteer force, 
identifying appropriate channels to reward 
volunteers, and making the process of 
scheduling and communicating with your 
volunteers easier. We’ll look at some 
recent data behind volunteer trends, and 
cover the practical implementation of a 
cohesive volunteer program that aligns the 
right incentives with volunteers’ interests 
and skills. Join us for a lively discussion on 
best practices for volunteer management, 
coordination, and retention. 

Kaylee Williams is the President of 
VolunteerLocal, a volunteer registration and 
scheduling platform for festivals and events of 
all sizes, all over the world. Passionate about 
music and the arts, Williams has leveraged 
partnerships with hundreds of festivals, fairs 
and parades to help them streamline their 
volunteer programs. She is a triathlete, bass 
guitar player and home-brewer. 

THURSDAY, APRIL 25, 2019 

SPONSORSHIP        
THEN & NOW: 
THE THINGS THAT 
NEVER CHANGE AND 
THE THINGS THAT 
ALREADY HAVE
Gail Alofsin
Director of Corporate Partnerships & 
Community Relations
Newport Harbor Corporation
Newport, RI

Data, Social and AI are a few of the 
elements that comprise the “new” 
sponsorship. It’s on you and your team 
to prove the value of your sponsorship 
program, beyond booths and banners. In 
this time of unprecedented distraction, 
there are things that do not change - the 
elements of human touch, connection 
and affiliation with the passion points that 
unite the sponsor and the audience. This 
Webinar will illustrate the business case 
for sponsorship, embroidering both the 
new with the fundamentals, offering you 
the tools to becoming proactive to the 
changes ahead. It’s all about harnessing 
the power of the subtle changes that will 
generate the most impactful results. It’s 
GO Time! 

Gail Lowney Alofsin is a professional 
speaker, author, university professor, 
humanitarian and sponsorship thought 
leader. Gail provides audiences with 
practical tools and the inspiration to 
achieve sponsorship and event success. 
As the Director of Corporate Partnerships 
for Newport Harbor Corporation for over 
three decades, Gail has sold millions of 
dollars of corporate sponsorship to clients 
inclusive of Southwest Airlines, Pepsi, 
Dr Pepper/Snapple Group, Sovereign 
Bank, Born Footwear, Unilever, Ahold and 
Mercedes. Passionate about education, 
Gail has served as an Adjunct Professor at 
the University of Rhode Island since 1999 
and Salve Regina University since 2015. 
She is the author of Your Someday is Now- 
What are YOU Waiting For? – a book 
focused on becoming YOUR best YOU. 
Since being published, the book has raised 
over $40,000 for nonprofit organizations. 
A graduate of Tufts University, Gail serves 
on several non-profit boards focused on 
education and hunger. She resides in 
Newport, Rhode Island. 

THURSDAY, OCTOBER 24, 2019 

STRENGTHENING     
OUR PARTNERSHIPS 
AND MUTUAL 
SUCCESS WITH 
CONCESSIONAIRES
Michelle Card
Executive Director
National Independent Concessionaires 
Association (NICA)
Brandon, FL

Too often - hopefully unintentionally - we 
see our vendors and concessionaires 
as adversaries to be watched-over and 
mistrusted, when in-fact, they are some 
of our greatest, most creative partners. 
A relationship that can help ensure our 
mutual bottom-line success, as well as 
enhancing the overall event experience for 
our attendees. The IFEA has asked industry 
partner NICA (National Independent 
Concessionaires Association) to come help 
us all expand the creative conversation of 
how to maximize the returns for everyone! 

The National Independent Concessionaires 
Association is an organization with over 
1000 members across the United States 
and Canada. NICA services independent 
businesses that work in the mobile event 
industry. Their general membership 
includes food concessionaires, retail/
commercial sales, game operators and 
independent entertainers and attractions, 
with their associate membership including 
fairs, festivals and suppliers.

THURSDAY, OCTOBER 31, 2019 

MAXIMIZING THE    
OPPORTUNITIES 
AND MINIMIZING 
THE CHALLENGES 
OF FOOD TRUCKS AT 
YOUR EVENT
Matthew Geller 
CEO
National Food Truck Association 
Culver City, CA

Food trucks have become not only a 
trend-unto-themselves, but an important 
evolution of and consideration when 
it comes to providing quality food and 
beverage options to festival and event 
attendees. Not unlike any other critical and 
revenue-impacting piece of the operations 
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puzzle, it is important that we understand 
both the challenges and opportunities for 
both sides of this partnership, allowing us 
all to maximize the returns to everyone. In 
this valuable session we’ll be discussing 
ways to utilize food trucks at your festival, 
with an emphasis on the best ways to 
reach out and book food trucks for your 
events and to collect payments.

Matt Geller is the Co-Founder and CEO 
of the Southern California Mobile Food 
Vendors Association and the Founding 
President of the National Food Truck 
Association. The SoCal MFVA is a non-profit 
organization that represents upwards of 
130 mobile vendors in Southern California. 
Under Geller’s leadership, the SoCal 
MFVA has successfully expanded rights 
and business opportunities for mobile 
vendors in over 30 jurisdictions in Southern 
California, while working cooperatively with 
Health Departments to promote balanced 
regulations and effective enforcement 
mechanisms. Geller’s “Association” model 
has become the national standard for 
food truck advocacy. Geller is also an 
entrepreneur. He is a founding partner 
and executive of Best Food Trucks, Inc. -- 
the developer of a revolutionary software 
platform that connects food trucks with 
event organizers, health departments, and 
consumers. After almost a decade in the 
restaurant industry, Geller obtained his 
juris doctorate from UCLA School of Law 
in 2008. 

THURSDAY, NOVEMBER 7, 2019 

PRAISE THE LORD   
AND PASS THE 
AMMUNITION
Jeff English, CFEE
Sr. Vice President/
General Council
Kentucky Derby Festival
Louisville, KY

The list of complex legal issues facing 
the festival and event industry continues 
to grow each year. Let’s spend an hour 
discussing your event’s legal standing 
on such issues as protestors, waivers, 
conceal and carry, and risk management. 
We’ll also reserve time for Q&A so you can 
maybe save your budget on some of those 
legal bills back home!

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 14, 2019

THE PATH TO           
VOLUNTEER 
GROWTH
Florence May
Founder/President 
TRS Volunteer Solutions

This workshop style Webinar is broken 
into four IDEA GENERATION segments 
with a little extra time for Q&A. Segment 
One: The Changing Volunteer World - 
Major trends impacting recruiting and 
engagement. Segment Two: Volunteer 
Program Assessment - Hands-on exercise 
and standards. Segment Three: Measuring 
& Communicating Impact - You are 
working hard to make a difference in 
your community. Do you know how to 
communicate organizational impact with 
your volunteers? Segment Four: Growth 
Strategies - Discuss innovations in the 
areas of recruiting, on boarding, training, 
communications and retention.

Florence May is the Founder/President 
of TRS Volunteer Solutions. Since 2008, 
TRS has provided volunteer management 
systems for hundreds of Festivals, 
Conventions, Non-Profits, Corporations 
and Sports Commissions. Among these, 
TRS has provided support for 26 Final 
Fours, 5 Super Bowls, 2 Republican 
National Conventions, 2 Democratic 
National Conventions, 18 Formula One 
Races, 12 Special Olympic Organizations, 
Indy 500 Events and so many others. 
Florence May is also a Speaker, Author 
and Workshop Leader on Volunteer 
Management Trends.

THURSDAY, NOVEMBER 21, 2019

INFUSE THE “NEW”!
Ted Baroody, CFEE
President, Norfolk 
Festevents
Norfolk, VA

We all get asked, “what is new at your 
event this year?”  Hear the latest trends 
and be inspired to infuse your events 
with the “new”!  Add some new energy 
to your traditions with new experiences 
that touch all segments of our business; 
entertainment & programming, sales 
and marketing.  Learn how to extend the 
experience for your guests!

Ted Baroody is a graduate of North 
Carolina State University, Raleigh, North 
Carolina, USA. After college he moved 
to Norfolk, Virginia to start his own small 
sports marketing company, Victory 
Promotions. After a couple of years of 
power boat racing production under 
Victory Promotions, he served as Marketing 
Director for a group of local radio stations 
in Virginia Beach, Virginia for 5 years. 
From 1996 to 2011 he was the Director 
of Development of the not-for-profit event 
marketing company, Norfolk Festevents, 
Ltd. known as “Festevents,” and is now 
the President of Festevents. Ted also 
works with many non-profit organizations 
as a volunteer, event coordinator and as 
a board member and serves on both the 
IFEA World and IFEA Foundation Boards 
of Directors.
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 ❍ Thursday, February 7, 2019 
Mayhem at Events and How to Prevent 
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 ❍ Thursday, February 14, 2019 
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Geoff Hinds, CEO, San Bernardino County Fair, San Bernardino, CA

 ❍ Thursday, February 28, 2019
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Vern Biaett, PhD, CFEE, Assistant Professor of Event Manage-
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 ❍ Thursday, March 7, 2019 
Severe Weather Doesn’t Just Happen: 
Managing Risks with a Comprehensive 
Weather Plan 
Michael Clark, Co-Owner and Chief Meteorologist
Terry Powers, Managing, Director of Sports and Special Events
Bam Weather, Indianapolis, IN

 ❍ Thursday, March 21, 2019 
Controlling the Message: Creating a Social 
Media Marketing Plan
Jessica Bybee-Dziedzic, Partnership Director, Saffire, Austin, TX

 ❍ Thursday, March 28, 2019 
Control Freaks Anonymous – A 12-Step 
Plan to Achieve Sanity & Success
Penny McBride, CFEE, President & CEO, Fredericksburg,  
Texas Chamber of Commerce, Fredericksburg, TX

 ❍ Thursday, April 11, 2019 
Behind the Buzzword: Creative Placemak-
ing & Your Event
Sean King, Principle, Aspire Consulting Group, Allentown, PA

 ❍ Thursday, April 18, 2019 
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Importance of Volunteers at Your Event
Kaylee Williams, President, Volunteer Local, Des Moines, IA
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Change and the Things That Already Have
Gail Alofsin, Director of Corporate Partnerships & Community 
Relations, Newport Harbor Corporation, Newport, RI

 ❍ Thursday, October 24, 2019 
Strengthening Our Partnerships and Mutual 
Success with Concessionaires
Michelle Card, Executive Director, National Independent 
Concessionaires Association (NICA), Brandon, FL

 ❍ Thursday, October 31, 2019 
Maximizing the Opportunities and Minimizing 
the Challenges of Food Trucks at Your Event
Matthew Geller, CEO, National Food Truck Association
Culver City, CA

 ❍ Thursday, November 7, 2019 
Praise the Lord and Pass the Ammunition
Jeff English, CFEE, Sr. Vice President/General Council
Kentucky Derby Festival, Louisville, KY

 ❍ Thursday, November 14, 2019
The Path to Volunteer Growth
Florence May, Founder/President, TRS Volunteer Solutions

 ❍ Thursday, November 21, 2019
Infuse the “New”!         
Ted Baroody, CFEE, President, Norfolk Festevents, Norfolk, VA
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FOUR WAYS

Is your team diverse? 
Do you invest to ensure your team 

reflects the needs and attitudes of your 
customers and clients? They need to 
reflect the communities your employees 
live, work in, and provide services to. 

When a lot of people think about 
diversity, they focus on gender, ethnicity, 
and age. These are important to keep 
focus on, for sure, but there is another 
kind of diversity that is often overlooked. 
This is diversity of thoughts, background, 
and experiences. If elements of the latter 
are missing in your organization, it’s likely 
that everyone thinks the same way; and 
new ideas, new ways to problem solve, 
and innovation may be stunted. When you 
have employees who only follow the boss, 
the only ideas you have are from that one 
boss. 

While there is no “one size fits all” play-
book for attracting diversity, you will want 
to make your organization attractive for 
diverse talent. In order to effectively attract 
diverse candidates, here are four success 
practices that have been effective: 
• Referral Programs. If you have great 

talent on your team who are highly 
engaged and doing a great job, they 
likely have similar friends. Consider 
offering incentives with shorter payout 
times and getting immediate impact to 
ensure your team is helping to attract 
people who are a good fit. You can 
also have them act as ambassadors in 
alumni groups, associations or clubs 
they are a part of. 

• Early Careers/University Strategy. 
Attracting talent right out of school is 
often a strategy for helping shape the 
career of generally younger people, but 
is also a great place to find diversity. A 
strong university recruiting strategy is a 
terrific way to help create a diverse team 
because you can more easily target 
diversity on a university campus through 
student clubs and organizations. Setting 
up early career development programs 
and considering those in majors that are 
not what you’d traditionally look for are 
also good for your employer brand, and 
ensures your talent can develop with 
your business. 

• Cultural Awareness Training for 

Hiring Managers. We know that 
this group often needs help to build 
relationships. While it’s unwise to 
force training on managers (and often 
backfires), integrating training that helps 
them identify unconscious bias is an 
area of learning and development that 
has taken off in recent years and has 
been effective in many organizations. 

• Workplace Preparedness. It is one 
thing to say you want diversity—setting 
up your physical space and your 
benefits program to accommodate it is 
another. Does your office have things 
like nursing stations? Do you offer 
extended Maternity/Paternity Leave, 
and are your Human Resources policies 
inclusive for Gay, Lesbian, Transgender, 
etc. individuals? Do you have prayer 
rooms facing the correct direction; do 
your gyms have areas that are exclusive 
for women? How is your pay equity 
based on gender? These are things that 
can help attract top talent and show you 
will welcome them as equal employees 
without singling them out, or making 
them feel that they won’t find a sense of 
belonging at your company. 

In addition to finding the right candi-
dates, diversity brings several important 
things to your organization. Imagine if the 
people who applied for your job postings 
came in for an interview and didn’t see 
anyone who looked like them, or if all the 
people who interviewed them asked the 
same questions in the same way. They 
would likely not be very interested in 
continuing the discussion. Your employer 
brand is only as good as what employees 
and candidates will say about you 
when you’re not in the room. Taking the 
opportunity to show you are a progressive 
company that is investing visibly in many 
areas of diversity will be obvious from their 
first encounter with you. 

While it is generally true that almost 
everyone values diversity, you may have 
noticed that many in younger generations 
are very vocal about their values. 
Moreover, many of them expect diversity 
and can be very outspoken about how 
much it matters to them in a workplace. By 
bringing in a diverse group of people to 

your organization, you will have access to 
broader networks which will spur further 
diversity opportunities and all the benefits 
it brings. Think of how much more likely it 
is that diverse people who enjoy working 
at your company will introduce you and 
advocate for you in their circles. 

While the business reasons for diversity 
are compelling on their own, many juris-
dictions also have regulatory requirements 
that you have to consider as well. It’s not 
just laws for the jurisdiction you operate 
in; it could be laws necessary to sell to 
your customers. For example, if you sell to 
the United States government, it requires 
you to submit an affirmative action plan to 
improve diversity at the organization and 
provide updates during the term of the 
contract. There is also an audit process 
that ensures that organizations are 
keeping to their plans. 

Most importantly, your organization should 
invest in diversity because it’s not only the 
right thing to do, but you will get much 
better business results! Don’t let regulations 
drive your diversity efforts. The best way to 
improve diversity is to be truthful. No matter 
how many smiling, ethnically diverse models 
you may hire to represent your brand, or 
false testimonials you may really want to 
post—it is so easy to spot a workplace that 
does not value diversity. The truth always 
comes out. Give your organization the 
best competitive advantage you can by 
welcoming diversity into your team, and 
celebrating it in real ways. All types of 
diversity bring something new to the table, 
and who doesn’t need fresh ideas? 

Jeremy Eskenazi is an internation-
ally recognized speaker, author of Re-
cruitConsult! Leadership, and founder 
of Riviera Advisors, a boutique 
Recruitment/Talent Acquisition Man-
agement and Optimization Consulting 
Firm. Jeremy is not a headhunter, but 
a specialized training and consult-
ing professional, helping global HR 
leaders transform how they attract 
top talent at some of the world’s most 
recognized companies. For more in-
formation on Jeremy Eskenazi, please 
visit: www.RivieraAdvisors.com.

TO EFFECTIVELY ATTRACT A DIVERSE WORKFORCE
Having a Variety of Diversity at Your Company Can Have a Big Impact on Your Success

By Jeremy Eskenazi
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The First Sponsor Meeting

(and How Not to Make 
an Idiot of Yourself)

By Kim Skildum-Reid
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Not anymore, though. This article 
outlines the requirements and pitfalls that 
every rightsholder needs to know, in order 
to make it through this very tricky phase of 
a sponsorship sale.

Know the Real Goal
You’re selling sponsorship, so you’d think 

the goal of meeting with a sponsor would 
be selling, right? Well, you’d be wrong.

The real goal with this meeting is to get 
them to invite a proposal – one that you 
will carefully craft from information you 
glean from this meeting. It will be complete 
and customised and build a vision that 
they can sell internally. That’s what will 
sell a sponsorship, not you spouting your 
generic elevator speech and hoping for 
the best.

The next meeting – the one after they’ve 
received the proposal – is the one where 
you’ll probably pitch to a broader group of 
people, answering questions and deepen-
ing the buy-in. That’s the song-and-dance 
meeting. This first one is very different.

In-Person vs Phone
Business books and blogs are all going 

to tell you to do sales meetings in person. 
All of them. And, to an extent, I agree. If you 
can actually get in front of a sponsorship 
decision-maker for your first meeting, do it. 
Realistically, however, very few rightshold-
ers will have the status for a sponsor to 
agree to do a first meeting in person.

This isn’t the end of the world, as you 
can accomplish everything you need to in 
this preliminary meeting in ten minutes or 
so on the phone, if you approach it right.

Meet with the Right Person
Ninety-nine times out of a hundred, the 

sponsorship manager is a gatekeeper. 
They can say “no”, but they can’t say “yes”. 
That is if you can get through to them at 
all, as they’re often snowed under with 
hundreds or thousands of unsolicited 
approaches every month. And meeting 
with agencies is virtually always a total 
waste of time.

You need to be approaching someone 
who controls the budget, and can say 
“yes”. This is usually a brand manager, 
or similar, such as a category or channel 
manager. If your property is local, but 
the company is national, the regional 
marketing manager could be a good entry 
point. For smaller sponsors, a marketing 
manager is a good place to start.

All of this will require some homework, 
but between Google and LinkedIn, you 
should be able to find the right person.

Frame the Meeting Request in 
a Compelling Way

When you first contact a potential 
sponsor - whether by email, message, 
or voicemail - tell them that you’ve done 
some homework, think they could be a 
great fit for your property. Ask if you can 
schedule a 10 minute meeting, to ensure 
you’ve got their markets and objectives 
right. That way, you can create a bespoke 
proposal that will meet all of their needs.

The key words and phrases that will 
catch a sponsor’s attention are: Homework, 
bespoke proposal, markets and objectives, 
and ten minutes. I’m not kidding.

Do Your Homework
If you want to really impress a potential 

sponsor, forget the sexy brochures, sizzle 
reels, and PowerPoint. Instead, show 
them that you’ve already put in significant 
time and effort to understand their brand, 
markets, and goals.

At a minimum, you should review…
• Current ads
• Social media, back a few months
• Website
• Media room on the website 

Bonus points for…
• Articles in industry publications – eg, 

search the Banking News website for 
“Credit Suisse sponsorship”
Articles in marketing weeklies – 

Subscribe to their free newsletters and 
keep them in an email folder. That way,  
you can search that folder for “Credit 

Suisse” and get all of their most recent 
marketing news.

What you’re looking for is insight into…
• Their brand personality, which probably 

has a number of facets. Are they 
innovative? Helpful? Global? Local? 
Premium? Accessible? Really think 
about how they position themselves.

• Their markets. Who are they talking 
to? And don’t think about age and 
gender, think about what kind of people. 
Urban, millennial, fitness enthusiasts? 
Adventure-seeking retirees? Exhausted 
mums of pre-schoolers?

• Their objectives. What perceptions and/
or behaviours are they trying to change 
with those markets? 

This will take some time to research, but 
you’ll have one chance at this preliminary 
meeting, and you don’t want to blow it. 
This is non-negotiable.

Fact-Finding, Not Pitching
Woo-hoo, you’ve managed to get a 

meeting with the sponsor! Now what?
What most rightsholders do is totally 

lose their mind. They get so excited about 
actually getting an audience with a 
sponsor that the first thing they do is 
launch into an extended, hyperactive tirade 
about how great their property is, and 
totally miss that the sponsor’s eyes glazed 
over after about thirty seconds.

I get it. The temptation is enormous, but 
you’re not ready to pitch yet, and if you do, 
it’s not going to turn out well for you. Sure, 
give a quick overview of the property you’re 
selling, but you really only need to provide 
enough to give the sponsor context.

Instead, take all that research you’ve 
done, and use it as a springboard to ask 
questions and fill in any gaps. This will both 
demonstrate your very canny approach to 
sponsorship, and ensure you’ve got exactly 
the right information and emphasis to 
create a perfect offer. Some examples:
• I noticed that you seem to be position-

ing the brand for a more spontaneous, 
outdoorsy, and probably younger market 
than you have in the past. Are you 
shifting the brand in that direction, or is 
it more of an extension into that market?

• Your recent campaign pushes your already 
edgy brand personality even further. How 
has that worked for you? Do you envision 
continuing on that trajectory?

• Obviously, you have some flagship 
stores, where you control the experi-
ence. How important is gaining retail 
support and influencing the experience 
in competitive environments, like 
boutiques and department stores?

The first meeting with a sponsor is both the 
most important, and the easiest to screw 
up. Sponsors know what they want to hear, 
they know the red flags, and if you get it 
wrong, you could foul a potential deal, and 
not even know why.
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After getting the basic brand needs, you 
can shift into some research that gives 
you information, positions your event as 
creative and responsive, and starts to 
showcase the versatility of what you’re 
doing and how they can use it.
• Your most recent campaign is controver-

sial, but seems to have hit a chord 
with your key target market. If we can 
work that into this sponsorship, is that 
something you’d like to explore?

• I note that you seem to have some very 
interesting charitable projects. Project 
X, in particular, has a great fit with what 
we’re discussing. If we could work that 
into the sponsorship in a meaningful 
way, would that interest you?
It’s so rare for rightsholders to come 

to them so prepared, with such good 
questions, that they will likely be both 
delighted and shocked. That doesn’t 
guarantee you’ll get the deal, but you will 
have their attention.

Don’t Even Bring a Generic 
Proposal or Prospectus

If you give a sponsor some generic 
proposal, or some kind of prospectus full 
of set levels and packages, you will be 
undoing all of the good work that’s led to 
the preliminary meeting. The sponsor will 
look at it and think, “I thought they were 
sophisticated, but I guess not”. It’s much 
better to spend that meeting listening, 
and get them a great, fully customised 
proposal, a few days later.

If you want to provide a bit of context, 
you could bring a short, sharp, non-salesy 
one-sheeter, covering the basics of your 
property, but not about sponsorship. 
Including a link to your website in an email 
before your meeting accomplishes the 
same thing. Context, not sales.

You’re Not Ready to Name  
a Price

They’ll ask, you can be sure of that, but 
you won’t be ready to price an offer until 
you’ve actually built the offer, and that’s 
what you need to say.

If they ask for a ballpark price, you can 
do that, but keep it vague enough that you 
have some room to work. Say something 
like, “We’re probably looking at mid-five 
figures” or “This is likely to come in low 
six-figures”. That will give them a comfort 
level, without committing yourself.

Don’t Overvalue the Individual 
Relationship

You can get along great with a sponsor, 
but that’s not going to get you the sale. 
Reality is that the decision-maker you meet 
with will likely want to get buy-in from a 
bunch of other people, before they will say 
“yes” to you.

So, rather than focusing on hitting it 
off, focus on how you can help them to 
sell the sponsorship internally. What do 
the other stakeholders need that you can 
incorporate into your proposal? Helping 
the decision-maker do her/his job is going 
to get you a lot further than trying to be 
their new BFF.

Overplaying a Referral is Also 
a Mistake

Following on from the previous point, you 
also don’t want to overplay a referral. I don’t 
care if one of your board members knows 
the CEO – it might get you the meeting, 
but it’s not going to get you a “yes”. Just 
consider yourself lucky you got your foot in 
the door, and work your arse off to prepare 
for that meeting and get it right.

Follow Up with a Proposal, and 
Make It Good

If you do all of this, and the sponsor has 
any interest, they’ll give you the information 
you need and invite a proposal. Don’t blow it.

Be sure your proposal…
• Is complete, and has all of the informa-

tion they need to sell it internally
• Includes creative ideas for leverage, 

which will build vision for what the 
property can do for their brand

• Follows a tight story arc, building a 
business case, without a bunch of 
extraneous information or fluff 

• Is far more about the brand and 
their markets than it is about your 
organisation or property

If they don’t invite the proposal, that 
doesn’t mean you’ve done anything wrong, 
it just means they don’t think it’s a great 
fit. Don’t take it personally. The fact that 
you’ve put in so much effort means that 
the door will be open to you, in future.

Know When They’re Blowing 
You Off

If a sponsor says, “Just send me 
something generic”, or refers you to the 
sponsorship manager or an agency, 
they’re not interested.

Don’t be a jerk. Be polite. But under-
stand that they’re just saying what they can 
to end the meeting, and your chances of 
actually getting a sponsorship is virtually nil.

The Upshot
You’ve got one chance at a preliminary 

meeting. That doesn’t mean you need to 
be perfect. You don’t need every answer, 
or the gift of the gab. You simply need to 
understand what elements of that meeting 
are going to make a difference, and put 
some effort into getting those right. Do 
that, and you’ll be way ahead of the pack.

Kim Skildum-Reid is one of the 
sponsorship industry’s most influential 
thought leaders. She has a blue chip 
list of consulting and training clients 
spanning six continents, is author 
of global industry bestsellers, The 
Sponsorship Seeker’s Toolkit and The 
Corporate Sponsorship Toolkit, and 
commentates to major business media 
around the world. She is the brains be-
hind industry hub, PowerSponsorship.
com, and offers sponsorship consult-
ing, training, speaking, and coaching. 
Kim can be reached at: Email: admin@
powersponsorship.com | Phone AU: 
+61 2 9559 6444 | Phone US: +1 
612 326 5265 or for more information, 
go to: http://powersponsorship.com/. 

So, rather than focusing on hitting it off, focus on how you can help 
them to sell the sponsorship internally. What do the other stake-
holders need that you can incorporate into your proposal? Helping 
the decision-maker do her/his job is going to get you a lot further 
than trying to be their new BFF.
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Trusted by

Vendor Management Made Easy
Streamline applications, payments, 
paperwork, and logistics

Sponsorship Marketplace
Sell more Space

Intuitive Live 
Event Management  
Software + Marketplace

sales@eventslocker.com
206-414-8237
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Leadership Legacy Nomination Criteria
Leadership Legacy nominees must represent 
a current or past IFEA Member. Nominees can 
be retired and/or represent any facet of our 
industry (i.e.: vendor, supporter, event profes-
sion, senior professional, etc.)

Please Submit the Following Information 
for a Leadership Legacy Nomination.
Nominees may have someone else submit a 
nomination on their behalf, or are able to nomi-
nate themselves.

Leadership Legacy Nominee Contact 
Information
Name, Title
Organization
Address, City, State, Zip, Country
Phone, Fax, Email

Leadership Legacy Nominee Questions
Please answer each of the following questions 
citing specific examples using no more than 
500 words per answer.

1. Explain the impact through their work
and accomplishments the candidate
has made in the festival and event
industry within the local community.

2. Describe the level of involvement the
candidate has had with the IFEA during
their career.

3 .  Submi t  a  genera l  overv iew o f  the
candidate’s career including organizations
worked for, positions held, titles, awards etc.

Entry Format:
Please email the nomination in a word Document.

Submit Entries to:
Nia Hovde, CFEE, Vice President/Director of 
Marketing & Communications at nia@ifea.com.

Questions:
Please Contact Nia Hovde, CFEE, Vice 
President/Director of Marketing & Communications 
at Email: nia@ifea.com or Phone: +1-208-
433-0950 ext: 8140.

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

mailto:nia@ifea.com
mailto:nia@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

2019

https://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 8, 2019
• 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 12, 2019. Notification 
will go to the primary contact listed on the 
entry application. 

• The 2019 IFEA World Festival & Event 
City Award© will be presented during the 
IFEA’s 64th 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 64th 
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 2019 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 con-
tacts in Excel format for IFEA for use to 
announce the selected recipients. Please 
limit to your 25 main contacts.

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: 8140
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Working in partnership with local community leadership, festivals, events, organizations and busi-
nesses, please provide a clear overview and understanding of the festival and event environment 
in your City/Market through responses to each of the following sections. The application process 
in itself is a great opportunity to evaluate internally the areas where your City excels and other 
areas where you may be able to strengthen your efforts and further support local programs.

Please submit the following information:
1. A completed entry form providing contact and payment information.
2. A one (1) paragraph description of your city (to be used for promotional purposes by the IFEA)
3. An email list of your local media contacts in Excel format for IFEA for use to announce the 

selected recipients. Please limit to your 25 main contacts.
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
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Section 2. 
Community Festivals and Events
Goal: The information in this section should provide us with an understanding of  
the diversity and success of current festivals and events that serve your city  
residents and visitors throughout the year. 
• Please provide us with a good overview of the leading festivals and  

events currently operating in your market. A full-year calendar of  
events is very helpful as we consider this area. 

Please provide the following for the ‘Top 10’ festivals or events in  
your market:
a. Festival or Event Name
b. Top Executive Contact Information
c. Number of Years Festival or Event has been Produced 
d. Event Dates (Minimally the month held, with days if clearly defined –  

For example: the last weekend in June. If the event is a series, list the  
starting and ending dates – For example: Every Wednesday, June  
through August.)

e. Primary Target Audience (For example: Families; Young Adults;  
Seniors; Children; Specific Cultural Heritage Groups; All Community  
Segments; Out-of-Market Visitors, etc.)

f. Recurrence Cycle (Annually, Every 5 Years, etc.)
g. Estimated Combined Aggregate Attendance 

Section 3. 
City/Governmental Support of  
Festivals and Events
Goal: The information in this section should help us to understand the strength and depth of support by  
the applicant City and other area governmental bodies (County, State, taxing districts, etc.) and demonstrate  
a clear awareness of event support needs by government agencies and officials. 
• Please define or describe each of the following elements (a-i) below, as completely and accurately as possible. 
• Where available and appropriate, please provide examples and copies.
• If a section or element does not apply to your city, please state this within your entry and why it does not apply  

and/or what you may have/use instead.

a. Defined and Accessible Public Objectives and Support Statements for Festivals and Events by the City and Other Local Govern-
ment Agencies

b. Direct Funding Support Provided to and/or Budgeted for Festivals and Events from the City or Other Government Agencies
c. In-Kind Services Support Provided to and/or Budgeted for Festivals and Events from the City or Other Government Agencies
d. Defined Role of the City in Festival and Event Approval
e. City-Provided Festival and Event Process Coordination and Assistance Systems  

(For example: Existence of a City Events Department;  ‘One-Stop Shopping’ for Permitting and Municipal Service Needs; Shared  
Resource Programs for Volunteer Recruitment/Management, Non-Proprietary Equipment Usage/Maintenance, Insurance/Music  
Licensing Provisions, etc.)

f. Participation in Official Capacity by City Department Representatives on Boards and Planning Committees of Local  
Festivals and Events

g. Local Laws, Ordinances, Regulations, Permits and Policies Impacting and Supportive of Festivals and Events  
(For example: noise ordinances, traffic regulations, curfews, parking fees, fireworks regulations, ambush marketing control, alcohol service 
requirements, taxes, food safety, insurance requirements, 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?)
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2018 IFEA World Festival & Event City Award Recipients
• Boryeong-si, Chungcheongnam-do, South Korea 
• Coffs Harbour, New South Wales, Australia
• Gold Coast, Queensland, Australia
• Moscow, Russia 
• Ottawa, Ontario, Canada 
• Philadelphia, Pennsylvania, United States 
• Sydney, New South Wales, Australia 
• Taichung City, Taiwan 
• Winnipeg, Manitoba, Canada 

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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2018 IFEA World Festival & Event City Award Recipients
• Boryeong-si, Chungcheongnam-do, South Korea 
• Coffs Harbour, New South Wales, Australia
• Gold Coast, Queensland, Australia
• Moscow, Russia 
• Ottawa, Ontario, Canada 
• Philadelphia, Pennsylvania, United States 
• Sydney, New South Wales, Australia 
• Taichung City, Taiwan 
• Winnipeg, Manitoba, Canada 

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

IFEA World Festival & Event City Award© 
APPLICATION

Entry Deadline: 5:00 p.m. (MST) Monday, July 8th, 2019
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: 8140 – 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 contacts in Excel format for 

IFEA for use to announce the selected recipients? Please limit to 25 
main contacts.

 ❍ 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?

mailto:nia@ifea.com
mailto:nia@ifea.com
mailto:nia@ifea.com
https://www.ifea.com/p/industryawards/worldfestivalandeventcityaward


LEGACY SCHOLARSHIPS
INTERNATIONAL FESTIVALS & EVENTS ASSOCIATION

Interested in building your own legacy through an IFEA Foundation Legacy Scho larship? Contact Kaye Campbell at +1-208-433-0950 ext 8150 or kaye@ifea.com.

These 19 scholarships are made possible by the gener-
osity of many industry donors through the IFEA Founda-
tion. Each scholarship covers the full registration costs* 
for a deserving industry profes sional, student or volunteer 
to attend, learn and grow from the unparalleled creativity, 
education and networking of the IFEA Annual Convention 
& Expo - the leading industry gathering of pro fessionals 
dedicated to the festival and event field. The 64th Annual 
IFEA Convention, Expo & Retreat is scheduled for Septem-
ber 25-27, 2019 in Colonial Williamsburg, Virginia, USA.

Scholarship Eligibility
Scholarships are open to applications from IFEA members 
worldwide, with the exception of the following six scholar-
ships established for U.S. based applicants only: 
• The Georgia Festivals & Events Association Scholarship 

(Georgia members only)
• The Mid-Atlantic Festivals & Events Professional Scholar-

ship (CT, DC, DE, MD, NJ, NY, PA, RI, WV members only)
• The Tennessee Festivals & Events Professional Scholarship 

(Tennessee members only)
• The Pete Van de Putte Scholarship  

(Texas members only)
• The Joe & Gloria Vera Memorial Scholarship  

(Texas members only)
• The Kay & Vernon Wolf Scholarship (Texas members only)

Each scholarship is designed to support and encourage 
selected and targeted individuals. Appli cants must meet 
the criteria outlined for the specific scholarship that they are 
applying for and cannot be in a financial position to attend 
without schol arship assistance. Once these requirements 
are met, applicants are considered on their cultural diversity, 
professional aspirations, course of study (if a stu dent), and 
statement of benefit to themselves and/or their organizations 
and communities as the result of attending the convention.

We invite you to look through the opportunities  
below and take a moment to learn a little more about the 
special individuals and groups attached to each.

Apply using the application on the following pag es or 
download the application and get additional details at ifea.
com/foundation.

The Arts Festival 
Legacy Scholarship
The Arts Festival Legacy Scholarship 
provides support for professional growth to 
individuals with an arts fes tival focus and a 
visual or performing arts background.

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/
organization 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  
individ ual/organization from Georgia.

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

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

https://www.ifea.com/p/foundation/foundationlegacyscholarships


Supporting and Educating the  
Festivals & Events Industry Since 1993

Interested in building your own legacy through an IFEA Foundation Legacy Scho larship? Contact Kaye Campbell at +1-208-433-0950 ext 8150 or kaye@ifea.com.

INTERNATIONAL FESTIVALS & EVENTS ASSOCIATION

The Jean McFaddin Legacy 
Scholarship
Providing support to a deserving individ ual/or-
ganization who has had at least 2 years active 
involvement, either as staff or volunteer, in pro-
ducing a multi-di mensional 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 indi vidual/ 
organization seeking advanced education and 
professional certification. This scholarship pro-
vides core curricu lum registration fees toward 
the attain ment of the IFEA’s Certified Festival 
& Event Executive (CFEE) designation.

The Mid-Atlantic Festival & Event 
Professionals Scholarship
Providing support to a deserving individ ual/
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 partici pating or volunteering 
in non-profit events / organizations; someone 
who is well-rounded in extra-curricular activ ities 
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 pro fessionals 
currently completing their education or with 
less than three years in the industry.

The John Stewart Memorial 
Scholarship
Providing support to a deserving individ ual 
working with technology responsibili ties sup-
porting an event(s).

The Tennessee Festival & Event 
Professionals Scholarship
Providing support to a deserving indi vidual/
organization from Tennessee.

The Pete Van de Putte  
Scholarship
Providing support to a deserving indi vidual/
organization from Texas.

The Joe & Gloria Vera Memorial 
Scholarship 
Providing support to a deserving indi vidual/
organization from Texas.

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

The Kay & Vernon Wolf  
Scholarship
Providing support to a deserving indi vidual/
organization from Texas.

The George Zambelli, Sr.  
Memorial Scholarship
Providing support to a deserving volun teer 
who has given their time and ener gies to 
their community festival/event.

*Travel and lodging are not included. The Daniel A. Mangeot Memorial 
Scholarship does not cover convention registrations costs but rather core 
curriculum fees toward the attainment of the IFEA’s Certified Festival & 
Event Executive (CFEE) designation.

2019 Application Deadline 
5:00 p.m.May 17, 2019

mailto:kaye@ifea.com.INTERNATIONAL
mailto:kaye@ifea.com.INTERNATIONAL
https://www.ifea.com/p/foundation/foundationlegacyscholarships
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Please check the appropriate box(es) for the scholarship(s) you are applying for:
  The Arts Festival Legacy Scholarship    The Mampre Media International Scholarship    The John Stewart Memorial Scholarship
  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 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
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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, May 31, 2019. At this time, 
  you will also be asked to complete an IFEA 64th Annual Convention Registration.

Return your completed application and attachments by Friday, May 17, 2019 to 
IFEA Foundation Scholarship Selection Committee

c/o Kaye Campbell, CFEE at 
kaye@ifea.com

Questions 
Contact Kaye Campbell, CFEE at +1-208-433-0950 x8150 or kaye@ifea.com
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By Shera L. White, CFEA

WHEN TRAGEDIES OCCUR: 
A Starter Kit for 

Using FEMA’s Systems 
in Times of Crisis

62  IFEA’s ie: the business of international events Summer 2019



There’s an unfortunate, yet familiar 
question posed around water coolers 
stretching from San Diego to Boston; 
“Do you remember where you were when, 
fill in the blank tragedy happened?” We 
recite our responses; pulling from the dark 
corners of our minds, where we log the 
unspeakable. Incomprehensible visions 
and inconsolable sorrow reside there, too. 
But, in today’s climate of repeated terrorist 
threats and intent, we’ve been forced to 
push away the denial, shine light on those 
dark places and recalibrate. 

That process began at 8:46 a.m. on the 
morning of September 11, 2001.1 America 
made an important pivot that day. The way 
the nation approached public safety took 
a contemplative turn. Our vulnerabilities 
were exposed and exploited, on our soil 
and that notion caused us to re-examine 
the ways in which we function, daily. One 

of the products of our 
self-assessment was 
the establishment of the 
Department of Homeland 
Security (DHS). 

Although most of us 
relate DHS to the current 
border control discussion, 
its sub-agency, the 
Federal Assistance 
Management Agency 
(FEMA), has established 
a strong foundation for 
how first responders 
and even special events 
professionals respond to 
public safety issues and 
emergencies.

The Federal 
Assistance Management 
Agency (FEMA), of the 
Department of Homeland 
Security, has created 
the National Incident 
Management System 
(NIMS) to …”provide a 
consistent nationwide 
approach for federal, state, 
tribal and local governments 
to work together to prepare 

for, prevent, respond to and recover 
from domestic incidents, regardless 
of cause, size or complexity.” 2

What is the National Incident 
Management System (NIMS) 
and How Do I Use It for Event 
Planning? 

Take the Manchester Arena bombing, 
Las Vegas Route 91 Harvest Festival 
shootings or a tornado sweeping through 

your event site. As event planners, we 
have plans for everything- staffing plans, 
setup and breakdown schedules, etc., but 
do we have a planned response for these 
unexpected occurrences? 

When an unforeseen tragedy happens, 
our event landscape and related personnel 
broadens to include firefighters, police, 
rescuers, medical professionals and other 
agencies that specialize in saving lives and 
reacting to danger. Luckily for event profes-
sionals, the National Incident Management 
System incorporates the Incident Command 
System (ICS) which “is already in use by 
firefighters, hazardous materials teams, 
rescuers and emergency medical teams…
for the management of all incidents.” 2 

How it All Began
The Incident Command System, 

established in the early 1970’s, was a fix 
to the difficult collaboration of response by 
municipal, state and Federal resources- to 
a string of Southern California wildfires. 
The system is just as meaningful today in 
event planning by “optimizing communica-
tion and coordination, and facilitating the 
protection of life and property.” 3 

It’s Your Event Assistant
When planning your special event, 

ICS is the tool box that houses all event 
details, objectives, contact information, 
site plans, medical plans and the like. 
There are specific electronic forms (ICS 
Forms) that guide coordinators through 
the planning process; allowing for 
additional input from Police, Fire, Medical 
Staff and Emergency Management 
personnel. This compilation of forms, put 
into one centralized document is called 
an Event Action Plan or EAP. In the case 
of an actual emergency, the Event Action 
Plan becomes an Incident Action Plan 
or IAP. The Incident Command System, 
which houses these documents, is 
easily accessible to all responders for a 
seamlessly executed approach. There is 
no on-the-fly decision-making and planning 
needed, it’s already in the system.

I’m Sorry…What’s Your  
Name, Again? 

Planning in advance for difficult 
situations allows key players to meet 
each other, develop trusting relationships 
and initiate conversations BEFORE the 
unspoken happens. Teamwork is made 
easier when you know all the members. 
The ICS system and its forms, leads 
cross-organizational departments to work 
together and strategize in a way in which 
they wouldn’t normally. For example, the 

Traffic Engineering Specialist and the 
Emergency Management Technician 
each have valid concerns, yet different 
perspectives regarding road closures 
and thoroughfare access. When securing 
plans and providing information for ICS 
Forms, contributors can work through 
issues and easily identify conflicting 
systems and glitches. 

Is the Incident Command 
System Relevant for Smaller 
Companies and Non-Profit 
Organizations?

Private event companies and non-profit 
organizations are just as vulnerable to the 
threat of disasters and incidents, both 
big and small. The level of coordination 
and response may vary based on the 
capabilities of the organization, but the 
need for planning is the same. Weather, 
natural disasters and human-imposed 
occurrences are never reserved for public 
vs private organizations.

After one hour of watching the 
evening news, it’s clear that the world 
of terrorism, both domestic and abroad, 
has evolved. The strategy has expanded 
from attempting colossal attacks on mass 
gatherings, to reaching vulnerable soft 
target events- where planners adopt the “it 
won’t happen to me” mantra. It’s important 
to understand that smaller organizations 
and lower-scaled events should be parties 
in this conversation, too. 

What are the Key Tools for 
Learning and Using the System? 

#1. Visit https://training.fema.gov 
After setting up your free account in the 
Emergency Management Institute, you can 
complete free online courses through the 
Independent Study, sign-up for more in-depth 
courses offered throughout the country, and 
apply to participate in specialized training 
programs. In the self-guided courses, you 
will find introductions to the National Incident 
Management System (NIMS), the Incident 
Command System (ICS) and other systems 
that will be used to execute the response 
in an emergency situation. You will also 
learn about the organizational structure of a 
response and what role the event coordinator 
plays in that process. 

#2. Familiarize yourself with the 
terminology. As an event planner, many 
of the terms and acronyms used in ICS 
aren’t a familiar part of our day to day 
vocabulary. In fact, the terms used are most 
familiar to the police, fire and emergency 
responders who deal with these threats 
as a normal part of their 9-to-5. It’s alright 
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to lean on their expertise and use them as 
a resource in understanding what things 
mean. They understand the complexities 
of the system and know that as a novice, 
there are many questions to ask. You’ll find 
that your curiosity and willingness to dig-in 
are encouraged. 

#3. Try it out. After you’ve done some 
training, try the system out on your next 
event. Dismiss the pressure of requiring 
perfection; there’s always more to learn! 
As you navigate through the creation of 
your first action plan, you’ll find that certain 
forms will be more relevant than others- 
depending on the scale and landscape of 
your event. Perhaps an extensive medical 
response plan isn’t necessary for a 2-hour 
event. As you work through the system, 
the details of each form will guide you 
through the thought and planning process. 

 
The Worst Happened… Now What?

In the event of an unfortunate incident 
at your event, the ICS Forms in your Event 
Action plan take life. Your committee of 
contributors now takes on official roles 
and responsibilities in the overall response 
process. Each stakeholder, by referencing 
the information in the ICS system, now has 
a clear outline of what conditions currently 
exist and how best to move forward. 

Here are a list of key stakeholders that 
may exist in your organization, and what 
their relevant role or responsibility may be 
in the course of an emergency response4:

Incident Commander - (Special Event 
Coordinator) An Incident Commander (IC) 
is responsible for the overall management 
of the special event. Certain incidents 
occurring during a special event may 
dictate the need for a specific Incident 
Commander to manage that incident.

Safety Officer - (Police Lieutenant 
or Chief) The Safety Officer’s function is 
to develop and recommend measure for 
assuring personnel safety and assess or 
anticipate hazardous and unsafe conditions. 

Information Officer - (Public 
Relations Director of Promotions Director) 
The Information Officer, otherwise known 
as the Public Information Liaison, is 
responsible for developing and releasing 
public information regarding safety matters 

of the event to the news media, to incident 
personnel and to other appropriate 
agencies and organizations. 

Liaison Officer - (Public Relations 
Specialist) This representative serves as 
the contact person for agency staffers 
from assisting or cooperating agencies 
who are assigned to the event. 

Operations Section Chief - (Superinten-
dent) Manages tactical operations; Supervis-
es the execution of the IAP for Operations; 
Approves the release of resources.

Planning Section Chief - (Administra-
tive Manager) Collects, evaluates, processes 
and disseminates information for use 
throughout the event; Reports any significant 
changes in the status of the event. 

Logistics Section Chief - (Logistics 
Coordinator) Identifies anticipated 
and known event service and support 
requirements; Supervises requests for 
additional resources. 

Finance/Administration Section 
Chief - (Financial Analyst) Manages all 
financial aspects of an event’s command 
infrastructure; Provides financial and cost 
analysis information, as requested. 

So What is the Major Take-Away?
Although starting any new planning 

system can be an intimidating feat, your 
safety and the well-being of your festival 
patrons is worth the effort to explore the 
system. We as event planners have been 
charged to provide meaningful and joyous 
events for our constituents, but with that 
honor comes the responsibilities of being 
diligent in establishing ways of protecting 
our patrons and responding efficiently and 
effectively in a time of crisis. The NIMS and 
ICS systems are a critical way of doing that. 

After gaining a 101 perspective of 
what ICS offers, you may find that your 
organization is not yet ready to commit 
to the process, and that’s alright, too. 
The Emergency Management Institute 
has training guides and educational tools 
available that are just as helpful in sparking 
critical thought to event planning, public 
safety and proper emergency response. 

If you spend enough time on social media, 
watching television or browsing through 

the home décor aisles in Target, there’s the 
likelihood that you’ve acquired an arsenal of 
inspiring sayings and quotes, picked up from 
sources you can’t recall. This topic of event 
and crisis planning led me to Google search 
the quote that comes to mind as most rele-
vant: “When you know better, you do better.” 
To my surprise, the attribution belongs to 
Maya Angelou in a lesson to her mentee, 
Oprah Winfrey. Oprah found that advice 
so inspiring, that she readily shared it over 
43 times during the life of her talk show.5 In 
the case of accepting and acknowledging 
the dangers we face, while putting our best 
foot forward to prepare for the unspeakable, 
Maya and Oprah have it right. 

Additional Resources:
1. Encyclopedia Britannica  

(2019, March 18) Retrieved from:  
www.britannica.com/event/Septem-
ber-11-attacks#ref301275 

2. NIMS and the Incident Command System,  
(2004, November 23), Retrieved from:  
www.fema.gov/txt/nims/nims_ics_posi-
tion_paper.txt

3. (2005, March, Page 3-2).  
IS-15: Special Events Contingency 
Planning. Job Aids Manual

4. (2005, March, Page 3-4 - 3-8).  
IS-15: Special Events Contingency 
Planning. Job Aids Manual Department 
of Homeland Security, Special Events 
Section www.dhs.gov/special-events

5. OWN (2011, October 20)  
The Powerful Lesson Maya Angelou 
Taught Oprah. Oprah’s Lifeclass, Oprah 
Winfrey Network. Retrieved from:  
www.youtube.com/watch?v=fx447ShQLeE  

Emergency Training Institute Homepage, 
(2019, March 18), Retrieved from: https://
training.fema.gov/emi.aspx  

Federal Emergency Management Agency 
Homepage, (2019, March 18), Retrieved 
from: www.fema.gov/ 

Shera White currently serves as a 
Special Events Coordinator for the 
City of Newport News (VA) Depart-
ment of Parks, Recreation & Tourism. 
Her multi-faceted career includes 
municipal event planning, collegiate 
championship coordination and 
venue management.

In the event of an unfortunate incident at your event, the ICS Forms 
in your Event Action plan take life. 
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REPUTATION 
IS EVERYTHING…

In the new world of event safety and security concerns that we find ourselves  
operating in every day, proactively covering all of the bases to protect your  
attendees and your stakeholders, their families, their communities, their own 
reputations and their peace-of-mind, is simply professional common sense.  
Assuring them that you have done so is where we come in.

WHAT ARE YOU DOING TO 

PROTECT YOURS?

FOR MORE INFORMATION, CONTACT:
Warwick Hall, Dip OHSM, CFEE  •  Email: warwick@safetysc.com  •  Phone: (+64) 021 633 128

Note: The International Festivals & Events Association (IFEA World) offers safety training and the Event Safety Audit program as a service to 
the industry, in the interest of encouraging and increasing the safety of all events. Audit certification signifies curriculum and/or safety process/
component completion only.  The IFEA does not represent or certify, in any way, the actual safety of any event, and assumes no responsibility 
as to the safety of any event or its attendees.

mailto:warwick@safetysc.com
https://www.ifea.com/p/resources/professionalproductsandservices


Two women with disabilities sat in front of me and 
told me the gritty truth about their experience in 
accessible toilets. They told me that they and many 
other people with disabilities often fall down in 

toilets. Yes, down onto the disgusting floor. People with 
disabilities might slip when transferring from their wheelchair 
to the toilet, their crutch may slide out from under them on 
the wet floor, they may have difficulty with balance, or any 
other number of reasons why they might fall down onto the 
floor. “We’re used to it,” they said. 

I am grateful to these women who gave me this lesson many 
years ago. As Access Program Managers, we don’t always have 
control over how often the toilets are cleaned but it is our job 
to educate the producers who contract with the portable toilet 
companies. Tell them about people with disabilities falling on the 
floor and about people who have weak immune systems. Tell 
them that parents will use the larger accessible portable toilets 
when they have their children with them. Spread the word that 
accessible portable toilets should be kept as clean as possible, 
must be properly placed, and be in good working order.

Here are 10 tips to help make your patron’s experience much 
more pleasant.

1. Check all of the accessible toilets to make sure they are in 
good working order:
a. Do the doors swing easily without dragging on the ground?
b.  Are the door handles and locks in proper working order 

and usable by someone with little strength in their hands 
and no ability to grasp, pinch, or twist? 

c.  Are the grab bars well attached and will not come lose 
when someone puts their full weight on them?

d.  Is the toilet seat well attached?
e.  Check for any broken or jagged edges and have them fixed.

2. Place the toilet on level ground.

3. Make sure there is an accessible route to the toilet.

4. Ask the toilet contractor to provide these extras:
a. Interior lighting is very helpful, especially when dealing with 

colostomy bags or managing other medical conditions.
b.  A coat hook installed no higher than 48” per ADA 

standards. Most people are carrying a bag or backpack. 
Don’t make them put it on the floor.

c. Put a hand sanitizer dispenser or a sink inside the unit or 
just outside.

The portable pathway under this toilet does not seem like it would be an issue but…

EVERYONE’S INVITED

10 TIPS FOR SUCCESS

INCLUDING PEOPLE WITH DISABILITIES

ACCESSIBLE PORTABLE TOILETS
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5. Because of their larger size, accessible portable toilets are 
very attractive to people without disabilities and they get more 
use than standard toilets. Lock some of the accessible toilets 
in key locations such as near the viewing platforms and the 
Access Center. This helps to protect these toilets from overuse 
by people without disabilities. Make sure you have publicized 
where people can get the code to the lock. It is often distributed 
out of the Access Center or Info Booth. Not everyone has 
the ability to open a lock. Is there a staff person or volunteer 
nearby to open the lock if assistance is needed? If not, place an 
unlocked accessible toilet next to the locked accessible toilet.

6. Accessible toilets are required to have a sign with a 
wheelchair symbol affixed to the door. Also post a sign on 
the door with information about where to find the code to the 
lock.

7. Place a standard toilet next to the accessible toilet for the 
companions who do not need to use the accessible toilets. 
This helps to minimize use and maintain cleanliness.

8. Be sure to have the accessible toilets cleaned and stocked 
frequently. Make it someone’s job to check the condition 
of the toilets between scheduled cleanings and call for an 
additional cleaning if needed. Keep extra toilet paper so, if 
needed, you can stock the toilets between cleanings. 

9. There are differently sized accessible portable toilets. The 
smaller ones have the minimum space required by the 
regulations but the larger accessible toilets have more 

room for those who must turn their wheelchair around after 
entering so that they can transfer to the toilet, or who have 
a companion in the toilet to assist them. Make sure that your 
toilet provider brings at least some of the larger toilets to 
place in key locations.

10. The Americans with Disabilities Act requires that 5% of 
all toilets that are open to the public on an event’s site be 
accessible and that 5% of the toilets in each cluster of toilets 
be accessible. If you have 1-20 toilets in a cluster, at least one 
must be accessible. If you have 21 to 40 toilets in a cluster, at 
least two must be accessible. And on up from there. 

All too often I see accessible portable toilets that are in an 
inaccessible location, are filthy, are broken, or otherwise unac-
ceptable. Given that this a significant aspect of a fan’s experience, 
let’s all endeavor to provide perfection in the porto experience! 

Everyone’s Invited, LLC, founded by Laura Grunfeld, is 
winner of the gold level “Best Accessibility Program,” for 
the 2018 IFEA/Haas & Wilkerson Pinnacle Awards. Laura 
writes a regular column helping producers make their events 
accessible to people with disabilities. She has worked many 
festivals across the nation and readers can learn more about 
her event accessibility consulting, training, and production 
company at www.EveryonesInvited.com and www.linkedin.
com/in/lauragrunfeld. Suggest topics or ask questions by 
writing to Laura@EveryonesInvited.com. © Laura Grunfeld, 
Everyone’s Invited, LLC, January 2019

…when you measure the height of the rise that the portable pathway creates, you see that it is 2” tall, not accessible at all. Anything 
over 1/4” needs to be ramped. This toilet should be placed directly at ground level.

WITH LAURA GRUNFELD
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A happy consequence of developing an area of expertise 
and then sticking with it is that after a while, no one 
remembers when you didn’t know what you were 
doing. Thus, to my amusement, I -- an American Studies 

major with three years towards a Ph.D in History that I will never 
complete -- get asked for career advice fairly regularly these days.

For these people, I developed a talk I call “The Straight and 
Narrow Path.” It started as encouragement to my sports and 
entertainment law students to resist the push towards BigLaw 
jobs in favor of work that will sustain them even after they pay off 
their loans. There are lots of variations on the same advice, such 
as this article in The New York Times called “Wealthy, Successful, 
and Miserable.” (Oh, I feel such pity....)

Recently, it occurred to me that this tendency towards straight 
and narrow thinking has important consequences for risk 
management at live events as well. Again, I used my law students 
as guinea pigs, challenging them to figure out why, in a class 
Arizona State University awkwardly titled “Risk Management 
in Venues in Sports,” I asked them to read several cases about 
pyrotechnics. I tell that story in the video linked below.

Through this exercise, it became apparent that a too-narrow 
construction of words like “sports,” “entertainment,” and “risk” led 
event organizers to either discount or entirely disregard reason-
ably foreseeable responses to my favorite risk management 
question, what could go wrong?

In other words, if you think about a sporting event only in terms 
of the game on the field, then you might not spend enough time 
training security and guest services staff to safely evacuate the 
crowd in the stands. If entertainment law means intellectual 

property rights first, then documentation in the advance regarding 
weather contingencies and shelter in place might get overlooked. 
If every exercise is about active shooters and unmarked box 
trucks, then you might not think about the consequences for 
queued up patrons of moving the security perimeter farther away 
from a building entrance.

The same open-mindedness that I encourage as career advice 
turns out to have real value for risk management at live events. 
In the Crowd Management ANSI standard that is currently out 
for public review, much of what our Task Group has tried to do 
is stir event professionals to ask open-ended questions in order 
to increase the likelihood that their answers will be reasonable 
under the circumstances of their event. That’s what the law 
requires. And that’s why I’m sharing this talk with you.

Steven A. Adelman is the head of Adelman Law Group, 
PLLC in Scottsdale, Arizona and Vice President of an inter-
national trade association, the Event Safety Alliance. His law 
practice focuses on risk management and litigation regarding 
safety and security at live events throughout North America, 
and he serves as an expert witness in crowd-related lawsuits. 
Steve Adelman is widely recognized as an authority on live 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. 
He can be reached at sadelman@adelmanlawgroup.com.

ADELMAN ON VENUES

NARROW PATH
THE STRAIGHT AND

WITH STEVEN A. ADELMAN
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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
http://www.kaliff.com
mailto:cindy@ifea.com


How to Turn 
Your Event in to

P.T. Barnum’s name is synonymous 
with the Ringling Brothers and Barnum and 
Bailey Circus, but that was actually one of  

his last ventures. He didn’t even get into the circus business  
until he was 60 years old. For most of his life he was an event 
planner who pushed the boundaries of innovation and the customer 
experience. He said that his goal in life was to bring pleasure  
to as many people as possible while making money doing it. 
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He always wanted to make sure as 
many people as possible were able to 
attend his events, which is one reason 
he took events on the road and created 
events for all age groups. His events 
were able to be enjoyed by everyone from 
working class immigrants to the wealthy 
elite of society.

He prided himself on being able to 
create memories for those people who did 
attend his festivals and events. Creating 
memories is what event planners do, or at 
least they should do if they want to have a 
successful and profitable event.

I normally speak to industries that are 
being disrupted in some way or are going 
under, but the event industry is doing great! 
Here’s some good news. According to the 
Bureau of Labor Statistics, the event indus-
try is expected to increase 11% between 
2016 and 2026. Outlook is positive. 85% 
of event planners are optimistic about the 
future. Which is why now is the perfect 
time to innovate. Yes, innovate!

Most companies and organizations 
only think about innovating when the 
economy is bad or their business is going 
under. But that’s the worst time to think 
about innovation. That’s when you’re just 
struggling to keep the lights on, you’ve 
probably had to let people go, and the 
general mood is gloomy. 

People tend to be more creative when 
they’re in a good mood, relaxed, and feel 
positive about the future. 

The most successful companies are 
constantly innovating. Not just to avoid 
disruption, but to grow their business and 
solve problems. Even though the events 
industry is doing well right now, there are 
always problems to solve. 

According to Event Manager Blog, 
the top five problems facing the events 
industry right now are:
• Budgets
• Finding sponsors
• Attendee numbers
• Too many competing events
• New ideas

All of these issues could be solved 
by using a little creativity and innovation. 
If you have more sponsors and your 
attendee numbers are up, that helps solve 
the problem of budgets. If there are too 
many competing events, you need to 
innovate in order to stand out from the 
other events. And the best way to come 
up with new ideas is to come up with a lot 
of ideas and create a culture of innovation 
within your organization. Make creativity 
and innovation a part of your life.

Customers have a lot of choices today. 
Even if you run a niche event in 

a small town, you still have competition 
for people’s time and money. They could 
spend the day at the lake, or go bowling, 
hang out with friends, or even stay at 
home binge-watching their favorite TV 
shows on a huge flat screen TV with 
surround sound. You have to give them 
a good reason to show up and give you 
their hard-earned money. You have to be 
different and unique. 

Tom Harrison, coordinator of the Black 
Bear Festival in Plymouth, NC, vows 
to stay one step ahead by constantly 
innovating every year. His goal is to 
surprise people. He never wants to hear 
a conversation where someone asks, “Are 
you going to the Bear Festival this year?” 
and the reply is “No, been there - done 
that.” Instead, he wants to hear the reply, 
“Bear Festival?! Are you kidding?! I can’t 
wait to see what those crazy folks are 
going to do this year!” 

His formula is to add and take away 
each year and out-do himself from one 
year to the next. Harrison says “The NC 
Black Bear Festival is a creative outlet 
for me that is bringing smiles to people’s 
faces and bringing much needed revenue, 
as well notoriety to our community. The 
Town of Plymouth has adopted the Black 
Bear as their brand and it is on our water 
tower and town vehicles. Businesses are 
adopting a bear theme.” 

      Summer 2019           IFEA’s ie: the business of international events    71



Some of his creative ideas include:
• World’s first custom made mechanical 

Black Bear ride (just like a mechanical bull)
• An electric Black Bear custom made in 

China for kids to ride 
• Charging Station with a 7’ chainsaw 

carved bear holding a giant wooden 
peanut in the shell with a charging cord 
hanging out of the peanut

• Conducting Bear Tours in the wild
• A Baby Bear contest with prizes for the 

best dressed baby
• The Blackberry Extravaganza, which 

required all the food vendors to offer a 
blackberry dish. They were then judged 
and the vendor fee of the best tasting 
blackberry dish was refunded. They also 
got a ribbon and social media recognition.

• The same thing can be done for retail 
vendors. The best decorated vendor space 
with a Black Bear or Blackberry theme 
received the same recognition as above.

• Costumed Black Bear on Water Skis 
with another Black bear driving the boat

• National Black Bear Day on the first 
Saturday in June 

P.T. Barnum knew the value of innovation 
and used it constantly. If you want people 
to share your event info through social 
media, or if you want the press to pick up 
a story about your event, you have to have 
something for people to talk about. Word of 
mouth and PR is the best form of advertising 
and it’s free! But you have to give them 
something unique and exciting to talk about.

Moses Kimball ran a competing 
museum similar to Barnum’s. One day 
he contacted Barnum and asked to 
meet him for a business proposition. 
Barnum was always open to working with 
anyone, including his competition. So, 
they got together and Kimball brought a 
very interesting curiosity with him to the 
meeting… a mermaid.

Kimball asked Barnum if he wanted to 
rent the mermaid for a price and display it in 
his museum. Not only did Barnum think that 
was a wonderful idea, but he wanted to take 
the mermaid on the road so more people 
could have the experience of seeing it.

In true P.T. Barnum fashion, he created 
a huge buzz around the mermaid. He gave 
it an exotic name… the FeeJee Mermaid. 
And he had thousands of brochures 
printed up and had people handing them 
out on street corners all over New York 
City. He literally created mermaid fever. 
The press went crazy with the story.

So, on opening day, the public anxiously 
awaited the mermaid showing, and people 
lined up for hours waiting to get in. They 
were expecting a beautiful mermaid with 

long, flowing hair and a metallic tail. Instead, 
the mermaid was a hideous carcass of a 
dead fish that looked like it died in agony.

Now you would think that would have 
been the end of Barnum’s mermaid show. 
Once word got out about how horrible it 
was, surely nobody would buy tickets. But, 
in fact, the opposite happened. People 
told their friends “I can’t explain it to you. 
You just have to see it.” And they were so 
curious, they bought their own ticket. The 
FeeJee Mermaid went down in history as a 
cult classic, even having its own episode 
of the X-files.

The bottom line is that it got people talking. 
And that’s what you need if you want your 
festival or event to get free word of mouth 
press. You constantly have to innovate or 
someone else out there will come along and 
do it better and take away your audience. You 
constantly have to surprise them.

A great example of a festival that literally 
has their own FeeJee Mermaid is the 
Lower Keys Underwater Music Festival. It 
was co-founded by Bill Becker as a way 
to encourage reef protection in the Florida 
Keys. “The Underwater Music Festival is 
a way to celebrate the coral reef” says 
Becker, “and we celebrate it by looking for 
a balance between protection of the reef 
and public enjoyment. The more people 
realize what’s down there and enjoy it, the 
more they’re likely to protect it.”

The unique event takes place every 
year at Looe Key Reef, an area of Florida 
Keys National Marine Sanctuary about 6 
miles south of Big Pine Key from 10 a.m. 
to 2 p.m. The underwater experience is 
a chance for divers to discover the Keys’ 
diversity of marine life and coral diversity. 
Songs like the theme from “The Little 
Mermaid” and “Yellow Submarine” are 
piped underwater through special speak-
ers. Divers dress up in costumes and play 
custom-made musical instruments. Since 
sound travels five times faster underwater, 
the experience is especially surreal.

The first thing on the list of issues facing 
event planners is budget. But the best way 
to solve the problem is through creativity. 
When Bill Becker and his partner Fred 
Troxel first conceived the idea for a live 
music event some 30 years ago, they 
started out with a non-existent budget. 
They wanted to put on an event, but didn’t 
have a theater, so they decided to use 
what they did have that was free - a reef. 

They soon realized that this could 
become their competitive advantage. 
Everyone else was putting on regular music 
events, so they became unique and differ-
ent by default. Sometimes the best way to 
establish your competitive advantage is by 

simply using what you have and being more 
creative than your competition.

The Underwater Music Festival had a lot 
of help from people who spread the word, 
(before social media) and the press, who 
saw it as a unique story they could run with 
and also something that helped the planet.

One of the things P.T. Barnum did 
best was to create public demand for his 
events. He came up with a new publicity 
ploy, his own newspaper, which he gave 
away for free. It was created to entice the 
public into going to see his shows.

It had behind the scenes information 
about his performers and the business side 
of show business. It also included the top 
33 reasons why every man, woman and child 
should go to a P.T. Barnum event. This was 
long before David Letterman’s Top 10 list.

He wrote his autobiography and sold 
them at his events to create another 
stream of income. This is something all 
event planners should be thinking about 
when it comes to budget. Not just how you 
can save money, but even more important, 
how to create multiple streams of income.

P.T. Barnum’s goal in life was to bring 
pleasure to as many people as possible, 
while making money doing it. This should be 
the goal of every event planner. You create 
memories. Most people don’t get to do that 
for a living. Cherish it, and make sure you 
always have the customer in mind. Surprise 
them, and help them create memories that 
bring them back year after year.

Julie Austin is an award-winning 
inventor and innovation keynote 
speaker. She’s an internationally 
known thought leader on the topic of 
innovation, and CEO of the consult-
ing firm Creative Innovation Group. 
She’s been an innovation keynote 
speaker for corporations such as 
Procter & Gamble, Novartis Pharma-
ceuticals, Northrop Grumman, and 
Cognizant Technology Solutions. 
She’s also been featured in the 
books “Patently Female” and “Girls 
Think of Everything”.
Her patented product, swiggies, wrist 
water bottles, have been a NASDAQ 
product of the year semifinalist and 
are currently sold in 24 countries. 
Julie and her products have appeared 
on The Today Show, The Queen Lati-
fa Show, HGTV, Lifetime, ABC, CBS, 
NBC, FOX News, Inc. Magazine, Fast 
Company, and the Wall Street Jour-
nal, along with dozens of TV shows, 
magazines and radio shows around 
the world.  For more information, go 
to: www.creativeinnovationgroup.com
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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 8150 • kaye@ifea.com

SHOW IT!
Your Event Has IMPACT…

http://files.ifea.com/pdf/IFEAEconomicImpactStudy.pdf
mailto:kaye@ifea.com
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SHOW IT!
Your Event Has IMPACT…

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 64th Annual IFEA Convention & Expo.

GAIN THE RECOGNITION YOUR EVENT DESERVES…

2019 IFEA / HAAS & WILKERSON
  PINNACLE AWARDS COMPETITION

CALL FOR ENTRIES

https://www.ifea.com/p/industryawards/pinnacleawards
http://hwins.com/


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

MONDAY, JUNE 10, 2019
❍ Entries received on or prior to June 10, 2019 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 15, 2019
❍ Entries received between Tuesday, June 11, 2019

and Monday, July 15, 2019 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 17, 2018 and July 15, 2019.
• 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.
Be sure to clearly label your thumbdrive!

• 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 2019
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, 40-69 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
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you have instead.
• The scoring system is not applicable to TV, Radio, Multi-

media, Print & some Merchandising categories.
• Scores are 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 2019 IFEA/Haas & Wilkerson Pinnacle 
Awards for that category. 

• All winners for the IFEA / Haas & Wilkerson Pinnacle
Awards will be notified by email by Tuesday, August
20th, 2019. 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 2019 IFEA/Haas & Wilkerson Pinnacle Award win-
ners will be announced at the 64th 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 64th
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 64th
Annual IFEA Convention & Expo.

• Winning entries will also be available to view at ifea.com
shortly after the 64th 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: 8140
• 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 / 2019 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 / 2019 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: 8140 or nia@ifea.com. 

TIPS AND POINTERS
Never participated in the Pinnacle Awards Program be-
fore? Looking for some helpful tips and pointers on how 
to enter? To assist you, we have posted a list of Tips and 
Pointers on ifea.com to hopefully point you in the right di-
rection.  They can be found at ifea.com / Awards/ Pinnacle 
Awards / 2019 Pinnacle Awards. 
.

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

Marketing & Communications at Phone: +1-208-433-
0950 ext: 8140 or Email: nia@ifea.com

• For additional information and FAQ’s, go to www.ifea.com/
Industry Awards / Pinnacle Awards
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THE GRAND PINNACLE
1) GRAND PINNACLE
The Grand Pinnacle is the highest award given by the IFEA in recognition 
of those Festivals and Events* who have a balance of all the elements 
necessary to ensure a successful event. 
(*Of those 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 clearly label thumb-
drive with Organization Name and Category #.

• 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. A 1 (one) paragraph overview of your event.
d. A brief history and description of your event.
e. Types of Activities Included Under the Festival / Event Umbrella
f. Overall Revenue and Expense Budget
g. Estimated Economic Impact
h. Attendance Numbers & Demographics
i. Volunteer Count & Demographics
j. Staffing Numbers and Positions
k. 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 64th 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 PROGRAM
(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 a separate 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.
• Please make sure your entry is saved to the thumbdrive before

submitting.
• 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 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.) 

Note: Also available to enter: #63 - Best Social Media Campaign.

CATEGORIES
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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.
Photo Dimensions: 8 inches x 10 inches. No more than 2 inch 
margins 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.

• Submit category 29 with entry form securely paper clipped/bull
clipped to the back.

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

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

CATEGORIES
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EVENT DÉCOR & AMBIANCE ENTRIES

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

31) BEST MISCELLANEOUS ON-SITE
DECOR

(Includes, but is not limited to: directional signage, 
stage backdrops, entryways, flags, inflatables, etc.)
(Submit only one 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.
• Please do not submit faulty or damaged merchandise

items.  Judges are not only looking at the creativity,
uniqueness and usability of an item, but also the quality
and condition of an item.

• 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.)
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40) 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. Name (if applicable) and 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 40:
• Submit category 40 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. Please clearly label your
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

CATEGORIES
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SPONSORSHIP ENTRIES

41) 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.)

42) 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 41-42: 
• Submit category 41-42 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. Please clearly label your 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?

43) 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 43 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. Please clearly label your thumbdrive.

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

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

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

44) BEST SINGLE NEW SPONSOR-
SHIP OPPORTUNITY
(New activity / program within a Festival or Event created
specifically to recruit 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 Activity/Program created and name of 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.

45) 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 Activity/Program created and name of 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.

46) 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 44-46:
• Submit category 44-46 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. Please clearly
label your 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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47) 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. Name of Volunteer Program (if applicable) in addition to

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.

48) 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. Name of Green Program (if applicable) in addition to 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 47-48:
• Submit categories 47 & 48 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. Please clearly label your
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
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49) 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. Name, 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.

50) 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. Name (if applicable), 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 49-50: 
• Submit categories 49, 50 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.) Please clearly label your
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

CATEGORIES
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FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES

51) 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. Name (if applicable), 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

52) 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. Name (if applicable), 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 51-52:
• Submit categories 51, 52 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.
Please clearly label your 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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FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES

53) 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. Name (if applicable), 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.

54) 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. Name (if applicable), 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 53-54:
• Submit categories 53, 54 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.
Please clearly label your 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?

CATEGORIES
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55) 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. Name (if applicable), 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.

56) 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. Name (if applicable),  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

57) 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. Name (if applicable), 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 55-57:
• Submit categories 55, 56, 57 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. Please clearly
label your 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?

FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES
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58) 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. Name (if applicable), 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.

59) 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. Name (if applicable), 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 58-59:
• Submit categories 58-59 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. Please clearly
label your 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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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. Name (if applicable) and 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
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. Please clearly label
your 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.
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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
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.) Please clearly label
your 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?

CATEGORIES
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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. Please clearly
label your 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
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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. Please clearly
label your 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

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. Please clearly
label your 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

CATEGORIES
ENTRY FORM REQUIREMENTS 

FOR EACH INDIVIDUAL ENTRY: Please complete sections 1 and 2 on for each individual entry. Please submit TWO copies of each individual entry form 
- One to be attached to each individual entry. One to be attached (with all copies from other entries) to the Pinnacle Payment Form.  Please place payment
form and all duplicate entry forms in an envelope and place at the top of your entries when shipping.

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 Number (required): _______________  Category Name (required): _____________________________________________________________

Organization (required): __________________________________________________________________________________________________________

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. 
(i.e.: Photo of Crowd; Photo of Fireworks; Blue T-Shirt; Green T-Shirt; etc.)

2. INDIVIDUAL BUDGET INFORMATION (Required for each entry)

 Under $250,000       $250,000 to $1 Million       $1 Million to $3 Million        Over $3 Million  
Organization’s Event Expense Budget. (USD include all cash outflows) See Pinnacle FAQ at ifea.com for definition. Each category is divided into the four budget 
categories listed above. Gold, Silver and Bronze Awards will be given in each budget category within a specific category so like sized Festivals/Events/Organiza-
tions are being judged against each other. Judges may combine budget categories within a specific entry, if the number of entries warrants it.

2019 IFEA / HAAS & WILKERSON
PINNACLE AWARDS ENTRY FORM

FOR EACH INDIVIDUAL ENTRY: Please complete sections 1 and 2 on for each individual entry. Please submit TWO copies of each individual entry form 

- One to be attached to each individual entry. One to be attached (with all copies from other entries) to the Pinnacle Payment Form.  Please place payment
form and all duplicate entry forms in an envelope and place at the top of your entries when shipping.

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 Number (required): _______________  Category Name (required): _____________________________________________________________

Organization (required): __________________________________________________________________________________________________________

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. 
(i.e.: Photo of Crowd; Photo of Fireworks; Blue T-Shirt; Green T-Shirt; etc.)

2. INDIVIDUAL BUDGET INFORMATION (Required for each entry)

 Under $250,000       $250,000 to $1 Million       $1 Million to $3 Million        Over $3 Million  
Organization’s Event Expense Budget. (USD include all cash outflows) See Pinnacle FAQ at ifea.com for definition. Each category is divided into the four budget 
categories listed above. Gold, Silver and Bronze Awards will be given in each budget category within a specific category so like sized Festivals/Events/Organiza-
tions are being judged against each other. Judges may combine budget categories within a specific entry, if the number of entries warrants it.

2019 IFEA / HAAS & WILKERSON
PINNACLE AWARDS ENTRY FORM

https://www.ifea.com/p/industryawards/pinnacleawards
https://www.ifea.com/p/industryawards/pinnacleawards
http://hwins.com/
http://hwins.com/


2019 IFEA / HAAS & WILKERSON
PINNACLE AWARDS PAYMENT FORM

PAYMENT FORM REQUIREMENTS:
FOR ALL ENTRIES: Please complete section 1, 2 and 3 on this Payment Form.  Please submit one overall entry form with total payment.  Please list all 
entries submitted on this form.  PRINT or TYPE all information.  All text from this form will be used for any awards if/when won. 

LOGO REQUEST: After submitting your entries, please email a high-resolution copy of either your organization or event logo (Only one logo will be used.) to 
nia@ifea.com - subject “2019 Pinnacle Entry Logo” & Your Event / Logo Name.  

1. CONTACT INFORMATION

Organization: _______________________________________________________________________ Membership #: ____________________________

Address (Do not list P.O. Box): ____________________________________________________________________________________________________

City: ____________________________________ State: _____ Zip Code:  _____________________ Country: __________________________________

MAIN CONTACT PERSON (For all entry/payment related questions and awards notifications):

_______________________________________________________________________________________________________________________________

E-mail: _____________________________________________________________________________  Phone: ___________________________________

Additional Contacts:  In order to ensure award notifications are received, please list two additional individuals or email addresses, to receive award 
notifications (if available).

Additional Contact Person: ____________________________________  E-mail:  _________________________________________________________

Additional Contact Person: ____________________________________  E-mail:  _________________________________________________________
(Award notifications will be sent from either nia@ifea.com; ifeamail@ifea.com or ifeamail@ifea.ccsend.com.  Please add these addresses to your safe send list.

2. 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 10, 2019) (June 11 - July 15, 2019) (Before June 10, 2019) (June 11 - July 15, 2019) 

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) 

3. SHIPPING OF PINNACLE AWARDS

Any award/certificate (s) not picked up at the 64th Annual IFEA Convention & Expo, will be shipped to the recipient 3-4 weeks after the Annual Convention.  The 
award/certificate (s) will be shipped via the USPS and may take up to 3-4 weeks to arrive at their destination (depending on location).  If you would like the IFEA to 
expedite the shipping of your awards via UPS or FedEx, you will be responsible for any shipping fees incurred. 

 Please ship my awards via USPS
 Please ship my awards via     UPS     FedEx  

 I give the IFEA permission to charge the Credit Card listed above for the shipping fees, or I will provide an alternate method of payment upon request.

DID YOU REMEMBER TO
 Include your payment for all entries along with completing the Payment Form listing all categories entered?     Include 2 individual entry forms for each item – One 

to be attached to each individual entry. One to be attached (with all copies from other entries) to this Payment Form?     Include each entry (as requested) on one, 
clearly labeled, Thumbdrive attached to this Payment Form?     Email your organization or event logo to nia@ifea.com?     Review all rules for entry submission?  
For more info, go to the Pinnacle Awards section at www.ifea.com.

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

mailto:nia@ifea.com
mailto:nia@ifea.com
mailto:ifeamail@ifea.com
mailto:ifeamail@ifea.ccsend.com
mailto:nia@ifea.com
http://www.ifea.com
http://www.ifea.com
https://www.ifea.com/p/industryawards/pinnacleawards
http://hwins.com/


1. $   45 / month to enroll a Featured Text Ad and "BOOK" button
2. $ 125 / month to receive a Featured Text Ad and a Featured Video Package
3. $ 350 / month to receive all of the above plus 1 of 2 Fixed Display Ads on a page

Tel:  770.825.0220   www.TRIPinfo.com

Start Today to Get ROI Reports:

REACH THEM ON THESE 3 DIGITAL PLATFORMS AT A GREAT VALUE

Group Planners Spend 
More Money Than All Other 

Leisure Travel Segments

They Need Travel Options, 
Logistics & Details...
Easy, Fast and Safe 

That’s Why 45,000+ Group Planners 
Use TRIPinfo.com Each Month

24/7/365 
Online Display & Mobile Ads,

Featured Text Ads, Videos

Weekly Newsletter Features

Influence... 
    The Influencers 
    Where They Plan

Quarterly Digital Magazine

http://tripinfo.com


THE UN-COMFORT ZONE WITH ROBERT WILSON

Last weekend, as I was clearing 
clutter, I found a copy of H. G. 
Wells’ The Time Machine. As I 
thumbed through it, I recalled that 

Wells, in his future world, describes man’s 
descendants as evolving into two distinct 
species: the Eloi and the Morlock. The Eloi 
live in a Garden of Eden like setting where 
their food and clothing are provided for 
them by the Morlock. The catch is that the 
Morlock harvest and eat the Eloi at night. 
These creatures are Wells’ metaphor for 
the division of English society. I see them as 
metaphors for the concepts of motivation.

If you’re living in the Garden of Eden, 
you have no motivation to till the soil. When 
you can reach and take what you need, you 
are not going to become more productive, 
fit, thin, smart, or anything. You’re a happy, 
content, couch potato. 

Motivation is all about how uncomfort-
able you are. The phrase: “get out of your 
comfort zone,” is so overused that it has 
lost its power. And, yet... it still holds an 
incredible gem of truth.

People tend to repeat behavior which 
bring them rewards, and avoid behavior 
which bring punishment. As small children, 
we went to school where we learned to 
avoid making mistakes because of either 
teacher disapproval or classmate ridicule. 
Through our fear of these, we created 
the boundaries of our comfort zone. 
Today many adults simply prefer to avoid 
making mistakes by not stepping up or 
volunteering. They have learned it is safer 
to not expose themselves to the possibility 
of being wrong. 

Then there are Gainers and Maintainers. 
Some people are motivated by gain, that is: 
having more. Personal gain is important to 
them, and they will try harder, take risks, and 

work longer to reap rewards, pleasure, and 
approval. They willingly abandon their comfort 
zone to accept challenges, which they see 
as opportunities, because to them not having 
enough is even more uncomfortable. 

On the other hand, there are those who 
are more concerned with maintaining what 
they have. These people are not risk-takers; 
and avoid leaving their comfort zone. They 
will fight change even to the detriment of 
their long-term comfort (see the failure of 
Kodak for example). However, some simply 
prefer a more balanced life; and don’t feel 
the need to acquire more. 

All behavior has a motive behind it. 
Motivation is the process of solving 
problems or satisfying needs (finding a 
sense of well-being or homeostasis). A 
satisfied need is not a motivator. If you are 
comfortable, you don’t move. But when you 
are uncomfortable - or if there is a threat to 
your comfort - you’ll move. 

An unsatisfied need causes tension. The 
difference between ‘what I have’ and ‘what 
I want’ is a problem. The contrast between 
‘what we want’ and ‘what we have’ is what 
motivates us. The contrast is the problem. 
The more the contrast, the stronger the 
motivation.

For people in sales, the business of 
selling is essentially helping people satisfy 
needs. A good salesperson makes it clear 
to the prospect how unpleasant his present 
situation is; and makes him anticipate the 
enjoyment he will have when he buys what 
is offered. Alternatively, if the prospect’s 
situation is adequate, the good salesper-
son will still show him how much better, or 
easier it could be if he took advantage of 
the product or service being offered.

If you want to motivate someone 
(including yourself), you are going to have 

to remove them from their comfort zone; in 
other words, you’ve going to have to make 
them uncomfortable. When someone is 
uncomfortable, they work to get back to 
their comfort zone. As an employer or other 
leader, if you guide them with knowledge 
and training, you can maneuver them where 
you want. However, if you just make them 
uncomfortable (for example: you order 
them to sell more widgets or get fired, 
without first providing proper training to 
them), then you have removed an important 
element of control from the equation. 
And, you could lose a valuable employee 
rather than improve him. If you try this with 
someone close to you, you might lose a 
friend or even end up divorced. 

Remaining content, maintaining the 
status quo, and staying in your comfort 
zone can be costly. If you aren’t ques-
tioning things, and looking beyond your 
normal boundaries, you may be missing 
opportunities... or worse. You may find 
one day that you’re an Eloi who is being 
harvested by Morlock.

Robert Evans Wilson, Jr. is 
an author, humorist/speaker and 
innovation consultant. He works with 
companies that want to be more 
competitive and with people who 
want to think like innovators. Robert 
is the author of ...and Never Coming 
Back, a psychological thriller-novel 
about a motion picture director; The 
Annoying Ghost Kid, a humorous 
children’s book about dealing with 
a bully; and the inspirational book: 
Wisdom in the Weirdest Places. For 
more information on Robert, please 
visit www.jumpstartyourmeeting.com.

ESCAPE FROM EDEN
ARE YOU A SUCCULENT ELOI 
RIPENING FOR A MORLOCK FEAST?
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Exclusive opportunities for vendors to

with top-tier festival & event professionals
CONNECT

VENDOR OPPORTUNITIES
In an industry with an annual spend of 1 trillion in the United States, you need to reach industry buyers 
everyday wherever they go online. With these digital opportunities, you’ll be able to reach top-tier festival 
and event professionals through the IFEA Event Insider, Event Resource Marketplace, and IFEA website box 
ads, as they explore ways to improve their business. 

IFEA EVENT INSIDER

Reaching over 6,500 festival and 
event professionals, these premier 
placements will give your company 
the attention it deserves. The 
newsletter will focus on news and 
information that professionals need 
to run a successful business. That 
means your message will reach the 
decision-makers you’re looking to 
target. 
 
Digitally distributed each week

IFEA WEBSITE BOX AD

Highlight your core message and 
drive traffic to your website with 
exlusive positions on the IFEA 
website. These box ads will occupy 
prime real estate to help sell your 
products and services to industry 
decision-makers. Retargeting 
opportunities are available as well, 
allowing your ad to be seen AFTER 
the festival and event professionals 
leave the association website.  
 
Viewable online, 24/7

EVENT RESOURCE  
MARKETPLACE
More advertising opportunities 
designed to fit any marketing budget 
are within the  Event Resource 
Marketplace. Festival and event 
professional buyers count on the 
guide to put them in touch with 
suppliers for all their project needs, 
and the ads help lead them to you.  
 
Viewable online, 24/7 

IFEA has partnered with MultiView to provide these  advertising opportunities. 
For more information about them, contact salesinquiries@multiview.com or call 972-402-7000.

For more information about IFEA, email kaye@ifea.com or call 208-433-0950 ext: 1

POWERED BY

Event Resource Marketplace IFEA website box adEvent Insider

https://www.ifea.com/p/resources/enewsandsocialmedia
https://www.ifea.com/p/resources/eventresourcemarketplace
https://www.ifea.com/p/resources/advertisingopportunities
salesinquiries@multiview.com
mailto:kaye@ifea.com


WITH PENNY C. MCBRIDE, CFEE

LOVES A CONTROL FREAK
NO ONE

I always cringe a bit when I hear a festival person describe 
them self as a “Control Freak.” Some even wear it as a worrisome 
badge of courage. Bragging about the crazy number of hours 
they work. Bemoaning the last time they had a day off. Lamenting 
their perceived lack of support and resources. It appears the 
Control Freak’s world is a lonely planet.

There is a huge chasm that lies between being a detail-oriented 
event professional who employs our industry’s best practices 
and the image that likely pops into your mind when you think of a 
full-on Control Freak.

This article is the first installment of a series, “Control Freaks 
Anonymous: Eight Steps to Achieve Sanity & Success,” in which 
I will offer specific strategies for exercising “control” over your 
event, without the cringe-worthy “freakiness” that makes you and 
those around you crazy.

The stakes are especially high in our business. There is no 
deadline extension, opening day is opening day. The happiness, 
well-being and safety of thousands is squarely upon us. It either 
works or it doesn’t and it’s possible that the world, or at least 
the portion of it we care about most, is watching. Being über 
detail-oriented makes perfect sense and leads to successful 
outcomes. But if we choose to become a Control Freak, our 
behaviors can (and usually will) undermine the very flawlessness 
we desire.

It’s helpful to understand the issues that kick us into Control 
Freak mode. Perfectionism can be a trait that motivates us to 
want better. Or it can be an obsessive quest that never accepts 
the work of others as good enough. A lack of confidence or an 
abundance of hubris can both motivate controlling tendencies 
that cause dysfunction. We need the trust of others, but if we are 
unwilling to trust, meaningful relationships cannot take root.

When we identify these issues in ourselves and those around 
us, we also see more clearly their harmful effects. When we 
choose a more logic-based approach to event management, 
we will build an organization that is more efficient, transparent, 
sustainable, agile and communicative.

Strategy One: Managing vs. Leadership
What would it sound like, feel like and mean if you started 

introducing yourself as an Event Leader instead of an Event 
Manager? Let’s explore the two.

Management is about making sure things get done the right way. 
Managers direct people and other resources to achieve defined 
outcomes. They work to mitigate risk, ensure compliance and deliv-

er consistent experiences. They are metrics- driven and measure 
success in quantitative terms. Managers strive to create repeatable 
processes, systems that can be incrementally improved.

Leadership is about doing the right thing. Leaders ask 
questions that may topple the apples in the manager’s carefully 
stacked cart. Why apples? Who still uses a cart? Instead of 
directing people, leaders work to inspire and motivate others 
around a shared vision. Leaders intentionally disrupt processes, 
and even culture, with an eye toward making a quantum leap.

To be successful in our industry, we must wear the hat of both 
Event Manager and Event Leader. While our time as a manager 
is important, especially in matters of compliance, risk and safety, 
the time we spend in the realm of leadership is where growth, 
innovation and organizational depth is forged.

I once made the decision to do away with a 50-year old festival 
that my own father had played a role in creating. It’s one of the 
hardest things I’ve ever decided with my heart and my mind in 
clear conflict with one another. The event was still profitable, but 
the financial risk-benefit ratio was far outside healthy parameters 
and the human capital could easily be channeled to achieve a 
higher yield. And, in 50 years, the landscape had changed. The 
event was no longer mission-centric, in competition with our 
membership base and one of a plethora of options instead of the 
“only game in town” it had once been. 

My favorite definition of leadership comes from the late Warren 
Bennis, who described it as the capacity to translate vision into 
reality. I believe that is what our industry does, all around the 
globe, every single day. We form a vision around celebration 
and shape it into a deliverable product. But we can manage that 
product to death. A vision is only as good as its ability to maintain 
relevance. Leaders fearlessly ask the questions that lay bare the 
sacred cows of stagnancy and insular thinking. No one has ever 
“managed” their way to breakthrough innovation.

Intentionally choosing to lead not only keeps the Control Freak 
at bay, but helps all those around us to do the same.

Penny C. McBride, CFEE is the President & CEO of the 
900+ member Fredericksburg Chamber of Commerce in 
Texas. She serves on the faculty of the IFEA/NRPA Event 
Management School and on the boards of the Texas Fes-
tivals & Events Association and Hill Country Memorial, a 
Malcolm Baldrige Award winning hospital. She enjoys travel, 
cooking, writing, hiking and volunteerism.

CONTROL FREAKS ANONYMOUS
EIGHT STEPS TO ACHIEVE SANITY & SUCCESS
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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  2019.  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  2019 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 64th 
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 3rd, 2019 

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: 8140 

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 general overview of your 
nominee’s career, including IFEA involvement; 
organizations they have worked for, positions 
held, awards, etc., highlighting how your nomi-
nee has had an international impact and made 
a difference in the festival and events industry.

http://www.ifea.com
mailto:nia@ifea.com
mailto:nia@ifea.com
mailto:nia@ifea.com
https://www.ifea.com/p/industryawards/halloffameaward


For some of us, spring weather means one thing: spring 
cleaning! Many of us rush to clean out our homes, our 
offices or our closets, but don’t think about what spring 
cleaning can do for our business. As event marketers, we 

know how important social media can be for selling tickets. For 
us, spring cleaning can take on a whole new meaning.

These chores are quick, but they will make your new profiles 
feel (to quote Ms. Marie Kondo) like a “spark of joy.” 

Throw Away Old Images
If your pages are filled with old logos, grainy header images or 

improperly sized photos – it’s time to throw them all away. Bad 
profile photos are a quick route to a sloppy and unprofessional 
feeling page. Luckily, this small change can make a huge differ-
ence in the way people view your profile. Take this time to make 
sure all of your profiles feature the same perfectly-sized logo, and 
that your images are nice, crisp and up to date. While you’re at it, 
look over your “About” sections and business descriptions. Make 
sure the text is current and consistent across all of your platforms. 

If you haven’t changed your cover photos in over a year, it’s 
time to give your profiles a mini makeover. Cover photos are an 
opportunity to wow your audience with eye-catching photos and 
create a striking first impression. Even if your cover photo looks 
snazzy already, it’s a good idea to add a new photo every-so-often 
to give your page a fresh clean feel. Frequenting fans will notice. 

Organize Your Fans and Followers
Do you know who you follow on social media and who follows 

you? It’s important to make sure that you are following business 
partners, clients and important industry leaders. Not only does 
this ensure that you that you are up-to-date on industry news, it 
gives you another opportunity to engage with key connections. 

Start with your list of partners and clients. Are you following 
the key players? Are they following you? If not, make sure to 
hit the follow button and start connecting. It’s not a bad idea to 
like a few recent posts if a page you are connected with is not 
following you back. Just don’t get too gung-ho. Spamming their 
page or appearing stalkerish is a no-no.

Then take a look at your general followers list. Are there any 
irrelevant or inactive accounts that you should unfollow? Anyone 
just outright inappropriate? 

Now is also a good time to look at your demographics page. 
See if the demographic data is similar to that of your average 
customer. If not, now is a good time to tweak your content strategy 
to create relevant content and attract the audience that you want.

Dust Off Your Strategies and Goals
It can be easy to get lost in the day-to-day grind and lose sight 

of why you’re doing things in the first place. Everyone knows that 
posting on social media is important, but busy companies often 
forget to decide why. There are many ways social media can tie 
back to your organization’s overall mission. Is your intent simply to 
connect with customers? Provide customer service? Educate your 
clients? Maybe your goal is strictly to sell tickets online. Whatever 
the case may be, it’s important to select one (or a few). Then, 
create monthly or quarterly goals to serve as your guiding light. 

A successful social media strategy will help your company 
connect with more customers, create brand loyalty – and yes, 
even sell more tickets! Focus on your organization’s overall goals. 
A social media strategy can help you begin to see a real impact 
with your efforts. 

Focus your attention on de-cluttering your account this spring 
and make sure all your information is up to date. Then get busy 
sharing your fresh new content with your audience. We bet you’ll 
be happy you joined us for spring cleaning!

Saffire empowers hundreds of clients with beautiful, unique 
and engaging websites, and integrated SaffireTix ticketing, 
including online, advance and box office sales, all with amaz-
ing real-time reporting. Saffire’s Spark content management 
system puts live editing power in clients’ hands by making 
content and tickets easy to update with unlimited help when 
needed. Social media, email and text marketing are also in-
cluded to fuel client success. To learn more about SaffireTix, 
visit www.saffire.com.

FRESHEN UP YOUR 
SOCIAL MEDIA

THE DIGITAL LIFE WITH SAFFIRE

SPRING CLEANING: 
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EXPOEXPOEXPOEXPO

EXPO  SEPTEMBER 26 - 27, 2019
64th Annual IFEA Convention, 
Expo & Retreat

https://www.ifea.com/p/convention-and-expo/annualconvention/ifeaexpo


Australia
Bahamas

Brazil
Canada

China
Denmark

France
Germany

Iceland
India

Ireland
Mexico

New Zealand
Poland
Qatar

Republic of Korea
Saint Lucia
Singapore

Slovenia
South Africa

The Netherlands
United Arab Emirates
The United Kingdom

GLOBAL REACH
PARTICIPANTS FROM 
NON-U.S. LOCATIONS

WHO CAN YOU EXPECT TO SEE AT AN IFEA EXPO?

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

57% 
FEMALE

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

INFLUENTIALS
TITLES REPRESENTED WITHIN INDUSTRY SEGMENTS

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

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

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

10% ASSISTANT/COORDINATOR/SPECIALIST

82% 
OF ATTENDEES ARE THE KEY DECISION MAKERS IN PURCHASING 

 AND/OR HAVE DIRECT INFLUENCE IN PURCHASING DECISIONS
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 To see new products and services

 To compare products and services

 To help make purchasing decisions

 To keep up on trends and technologies

 To connect with current suppliers

 To develop relationships with new 
 suppliers

 To qualify for onsite-only exhibitor  
 discounts

 To qualify for onsite-only IFEA  
 purchase incentives

WHAT EXH I B ITORS NE ED TO KNOW

 Accessibility Solutions

 Cash Management Services

 Costumes & Mascots

 Credentials & Ticketing

 Entertainment Acts 

 Event Management Software 

 Fencing & Barricades

 Fireworks & Lasers 

 Float Decorations & Event Props

 Food & Beverage Products

 Inflatables

 Insurance

 Marketing Services

 Merchandise

 Point of Sale Systems

 Portable Restrooms

 Rentals

 Signage & Banners

 Staging

 Tents and Portables Structures

 And much more!

TOP REASONS  
PARTICIPANTS VISIT

EXHIBITOR  
TYPES

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

–Wendy Freiwald, EXPOCAD by A.C.T.

 Reach Decision-Makers in Your  
 Target Market

 Build and Enhance Brand Recall

 Showcase New Products or Services

 Expand Your Professional Network 

 Gain Insights & Inspiration!

TOP REASONS  
FOR EXHIBITING
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EXPO LOAD IN

Wednesday, September 25th, 2019
7:30 p.m.- 9:30 p.m.

Thursday, September 26th, 2019
7:00 a.m.- 10:00 a.m.

EXPO (includes lunch)

Thursday, September 26th, 2019
11:00 a.m.-2:00 p.m.

Friday, September 27th, 2019
11:00 a.m.-1:00 p.m.

EXPO LOAD OUT

Friday, September 27th, 2019
1:00 p.m.- 4:00 p.m.

WHAT EXH I B ITORS NE ED TO KNOW

To make a reservation or for more information contact:

Kaye Campbell, CFEE, Director of Partnerships & Programs • kaye@ifea.com • +1-208-433-0950 ext 8150 • www.ifea.com

WHERE
Williamsburg Lodge, Colonial Williamsburg, Virginia USA 

BOOTH SPECIFICS & DETAILS
Booth Space – Booth spaces are 8’ deep x 10’ wide and come with a standard 8’ high back, 3’ high side 
wall drapes. Larger spaces are available upon request. 

Booth Selection – Booth selection begins in June with the order determined by when each registra-
tion is received. The earlier you register, the earlier you’ll be able to pick your booth. IFEA sponsors and 
members receive priority selection. 

Furnishings/Electrical/AV – Exhibitors requiring a standard booth furnishings package (1 6ft skirted 
table, 2 banquet chairs, 1 wastebasket) may purchase that now under the “Package Add-Ons” section 
of the Expo Registration Form. Order information for additional furnishings, AV, etc. will be emailed to all 
registered exhibitors at the end of July.

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

Rules & Regulations – By submission of the exhibitor registration form, exhibitor agrees that you have 
read the rules and regulations below and agree to abide by them as a condition of your participation. 

Cancellation Policy: Fees are non-refundable. 

Liability Insurance: Applicant exhibits at his/her own risk. Neither the International Festivals & Events Association (IFEA), nor its employee, and/or its 
agents, either jointly or individually, is responsible for liability insurance coverage for bodily injury and property damage for Exhibitor’s operation. All exhibi-
tors are required to furnish a certificate of insurance to the IFEA prior to booth occupancy. Coverage must be for General Liability with a combined single 
limit of $1,000,000, and on an occurrence policy. The IFEA must also be named as an additional insured on the certificate. 

Hold Harmless: Neither the IFEA, nor its employees, and/or its agents, either jointly or individually, is responsible for any injury to exhibitors, their employ-
ees, guests or visitors within the confines of the space contracted by the exhibitor even if such injury is caused or alleged to be caused, in whole or in part 
by the negligence of the IFEA, its employees, agents or volunteers. The exhibitor assumes the entire responsibility and liability for losses, damages and 
claims arising out of exhibitor’s activities on the Hotel premises, and will indemnify, defend and hold harmless the Hotel, its owner, and its management 
company as well as their respective agents, servants and employees from any and all such losses, damages and claims. Acts of God – IFEA shall not 
have any liability whatsoever for any damage to any person, matter or thing resulting from storm, wind or water, or other acts of God, nor from fire, strikes 
or lockouts. If the exhibitor’s show space has not been made available to the exhibitor for more than one 24 hour period by reasons of acts of God or from 
fire, then the IFEA (promoter) shall return to the exhibitor payment made by deducting where Promoter expenses occurred to that date. 

Permissions: By registering for and attending the IFEA Convention & Expo, you provide the IFEA express permission to use your name, photo and/or like-
nesses in any and all promotional and/or advertising materials in any medium, including the internet. Additionally, by registering, providing complete contact 
information and attending the IFEA Convention, consent is provided from all registrants for the IFEA to send emails to the email address listed on this form 
for each registrant, in addition to listing the complete name and all contact information for each registrant on this form, on the IFEA Convention Attendee List.

Right of Refusal: As a not-for-profit 501(C)6 organization, the IFEA reserves the right to request the removal of any items, which in its sole judgement 
do not conform to show guidelines. Failure to comply is just cause for removal of an exhibitor from the show. The IFEA also reserves the right to refuse or 
cancel the registration of any individual or organizational attendee/membership of 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. 
Additionally, the IFEA does not discriminate on any basis including race, sex, age, religion, national origin, sexual orientation or disability. For the complete 
Code of Ethics, visit www.ifea.com. 
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INCLUDES: EXHIBITOR FULL EXPERIENCE

One 8’x10’ Booth space + 1 Exhibitor + 1 Additional Booth Worker

Black & White Advertisement in Convention Program 1/4 Page Full Page

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

Standard Enhanced

Inclusion in IFEA’s Online Virtual Trade Show

Pre-Convention & Post Convention Mailing Lists

IFEA Expo Lunches (2)

Entrance to the dfest® Hospitality Suite 

Entrance to the IFEA Foundation Night Party & Auction

Full Page Exhibitor Spotlight feature in IFEA’s “ie” Magazine  
(Based on IFEA Questionnaire provided on sign-up) 
Exhibitor Spotlight feature will be included within “ie” Magazine in one of the pre-convention issues in 2019 (April or July). 
Exhibitor is responsible for submitting requested information for Spotlight by issue deadlines (April 1, 2019 or July 1, 2019.) If not 
received by these dates, this specific benefit for this package will be forfeited and is non-refundable.

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

3-Day Convention Registration
INCLUDES: All Educational Sessions during the main convention; All Coffee Breaks at Connections Cafe; Entrance to the dfest ®

Hospitality Suite; Entrance to the IFEA Awards Luncheon & Pinnacle Awards Presentation; Entrance to the IFEA Expo in addition to
the Lunches at the Expo and IFEA Foundation Auction Night Event

Rates Before June 28, 2019 
IFEA MEMBER RATE
NON-MEMBER RATE

Rates After June 28, 2019
IFEA MEMBER RATE
NON-MEMBER RATE

$895 
$1195

$1095
$1395

$1495
$1795

$1695
$1995

2019 IFEA EXPO PACKAGES

PACKAGE ADD-ONS: IFEA MEMBERS NON-IFEA MEMBERS
Prime Booth Location $175 $275
2nd or More Booth Workers $150 $250
  Includes Expo lunches, IFEA Foundation Night Event and dfest® Hospitality Suite

Standard Booth Furnishings $100 $100
 Includes 1 six foot skirted table, 2 banquet chairs and 1 wastebasket

2nd or more Convention Registrations $495 $695
Attendee Bag Promotion Item $500 $750
Sponsorship & Additional Advertising
Please contact Kaye Campbell kaye@ifea.com or (208) 433-0950 x8150
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PLEASE SEND CONTRACT AND PAYMENT TO: 

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

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

Company/Organization: _______________________________________________________________________________________

Exhibitor Name ❍ Mr. ❍ Ms. ❍ Mrs.: ____________________________________________________________________________

First Name for Badge: __________________________________  Title: _________________________________________________

First IFEA Convention?    ❍ Yes    ❍ No

Address: ____________________________________________________________________________________________________

City: _________________________________________________  State/Province: ________________________________________ 

Zip Code: ____________________________________________  Country: ______________________________________________ 

Phone:_______________________________________________  Mobile: _______________________________________________

E-mail: _______________________________________________  Website: _____________________________________________

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

Contact Name ❍ Mr. ❍ Ms. ❍ Mrs.: _____________________________________________________________________________

Phone:_______________________________________________  Email: ________________________________________________

E X P O B OOTH 
R E G I STRATI ON
September 26-27, 2019

Fill in up to 5 categories: 
❍ Attractions   
❍ Audio/Visual Equipment 
❍ Badges/Credentials
❍ Banners/Flags   
❍ Barricades/Fence
❍ Cleaning/Recycling     
❍ Communications  
❍ Concessions/Catering  
❍ Consulting  
❍ Costumes/Mascots
❍ Crowd Measurement
❍ Décor/Displays/Backdrops  

❍ Drones 
❍ Entertainment/Talent   
❍ Equipment Rental 
❍ Event Management Software   
❍ Fireworks   
❍ Floats/Props   
❍ Fundraising 
❍ Inflatables   
❍ Insurance/Risk Management
❍ Lasers   
❍ Lifestyle   
❍ Marketing  
❍ Merchandising 

❍ Mobile Apps
❍ Novelties  
❍ Performing Artist   
❍ Permit Processing
❍ Pins/Emblems
❍ Point of Sale Solutions
❍ Power 
❍ Printing   
❍ Production Company  
❍ Restrooms   
❍ Safety & Security 
❍ Scavenger Hunts 
❍ Special Effects

❍ Sponsorship   
❍ Staging 
❍ Team Building   
❍ Tents 
❍ Ticketing
❍ Travel Planning
❍ Video Production   
❍ Volunteer Management
❍ Weather Monitoring 
❍ Website Design
❍ Wristbands 
❍ Other___________________

4. PROGRAM LISTING
Company Description (50 words or less) _____________________________________________________________________________

________________________________________________________________________________________________________________

________________________________________________________________________________________________________________

________________________________________________________________________________________________________________

________________________________________________________________________________________________________________

________________________________________________________________________________________________________________

3. EXHIBITOR CATEGORIES
All paid 2019 exhibitors will receive a complimentary listing in IFEA’s Convention & Expo Program and online at www.ifea.com. 
Please check up to 5 general categories below that you would like your company name to appear in.

EXPO
EXPO

EXPO
EXPOEXPO  SEPT. 26 - 27, 2019

Colonial Williamsburg • Virginia, U.S.A.

64th Annual 
IFEA Convention, 

Expo & Retreat

mailto:kaye@ifea.com
http://www.ifea.com
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EXPO
EXPO

EXPO
EXPOEXPO  SEPT. 26 - 27, 2019

Colonial Williamsburg • Virginia, U.S.A.

64th Annual 
IFEA Convention, 

Expo & Retreat

EXHIBITING COMPANY NAME: _____________________________________________________________________________ 

5. PACKAGE SELECTION

Rates Before June 28, 2019 MEMBER NON-MEMBER

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

FULL EXPERIENCE PACKAGE ❍ $1,495 ❍ $1,795 x _________ Booths $ ______________

Rates After June 28, 2019

EXHIBITOR PACKAGE  ❍ $1095 ❍ $1395 x _________ Booths $ ______________

FULL EXPERIENCE PACKAGE ❍ $1695 ❍ $1995 x _________ Booths $ ______________

6. PACKAGE ADD-ONS: 

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

2nd or More Booth Workers ❍ $150 ❍  $250 x _________ People $ ______________
(Includes Expo lunches, IFEA Foundation Night Event and dfest® Hospitality Suite)

Standard Booth Furnishings ❍  $100 ❍  $100 x _________ Booths $ ______________
(Includes 1 six foot skirted table, 2 banquet chairs and 1 wastebasket)

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

Attendee Bag Promotional Item ❍ $500 ❍  $750  ________________  $ ______________

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

Payment in full must be received with registration form.

7. 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)

8. RULES & REGULATIONS
❍ I have read the rules and regulations under “Booth Specifics & Details” and agree to abide by them as a condition of participation.

Print Name:__________________________________________________________________________________________________ 

Signature: ___________________________________________________________________________________________________

To make a reservation or for more information contact:

Kaye Campbell, CFEE, Director of Partnerships & Programs • kaye@ifea.com • +1-208-433-0950 ext 8150 • www.ifea.com

E X P O B OOTH 
R E G I STRATI ON
September 26-27, 2019
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EXPO
EXPO

EXPO
EXPOEXPO  SEPT. 26 - 27, 2019

Colonial Williamsburg • Virginia, U.S.A.

64th Annual 
IFEA Convention, 

Expo & Retreat

EXHIBITING COMPANY NAME: _____________________________________________________________________________ 

5. PACKAGE SELECTION

Rates Before June 28, 2019 MEMBER NON-MEMBER

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

FULL EXPERIENCE PACKAGE ❍ $1,495 ❍ $1,795 x _________ Booths $ ______________

Rates After June 28, 2019

EXHIBITOR PACKAGE  ❍ $1095 ❍ $1395 x _________ Booths $ ______________

FULL EXPERIENCE PACKAGE ❍ $1695 ❍ $1995 x _________ Booths $ ______________

6. PACKAGE ADD-ONS: 

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

2nd or More Booth Workers ❍ $150 ❍  $250 x _________ People $ ______________
(Includes Expo lunches, IFEA Foundation Night Event and dfest® Hospitality Suite)

Standard Booth Furnishings ❍  $100 ❍  $100 x _________ Booths $ ______________
(Includes 1 six foot skirted table, 2 banquet chairs and 1 wastebasket)

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

Attendee Bag Promotional Item ❍ $500 ❍  $750  ________________  $ ______________

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

Payment in full must be received with registration form.

7. 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)

8. RULES & REGULATIONS
❍ I have read the rules and regulations under “Booth Specifics & Details” and agree to abide by them as a condition of participation.

Print Name:__________________________________________________________________________________________________ 

Signature: ___________________________________________________________________________________________________

To make a reservation or for more information contact:

Kaye Campbell, CFEE, Director of Partnerships & Programs • kaye@ifea.com • +1-208-433-0950 ext 8150 • www.ifea.com

E X P O B OOTH 
R E G I STRATI ON
September 26-27, 2019 EXPO

EXPO
EXPO
EXPOEXPO  SEPT. 26 - 27, 2019

Colonial Williamsburg • Virginia, U.S.A.

64th Annual 
IFEA Convention, 

Expo & Retreat

A D D I T I O N A L 
BOOTH WOR KE R
AN D /OR ATTE N D E E S
S A M E  O R G A N I Z AT I O N

ORGANIZATION: ______________________________________________________________________________________________________________________

2nd BOOTH WORKER OR ATTENDEE (please circle one)

Name  ❍ Mr. ❍ Ms. ❍ Mrs.:  ____________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________

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

Phone: _______________________________________________________________  Mobile:  ______________________________________________________

E-mail:  ______________________________________________________________________________________________________________________________

3rd BOOTH WORKER OR ATTENDEE (please circle one)

Name  ❍ Mr. ❍ Ms. ❍ Mrs.:  ____________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________

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

Phone: _______________________________________________________________  Mobile:  ______________________________________________________

E-mail:  ______________________________________________________________________________________________________________________________

4th BOOTH WORKER OR ATTENDEE (please circle one)

Name  ❍ Mr. ❍ Ms. ❍ Mrs.:  ____________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________

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

Phone: _______________________________________________________________  Mobile:  ______________________________________________________

E-mail:  ______________________________________________________________________________________________________________________________

5th BOOTH WORKER OR ATTENDEE (please circle one)

Name  ❍ Mr. ❍ Ms. ❍ Mrs.:  ____________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________

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

Phone: _______________________________________________________________  Mobile:  ______________________________________________________

E-mail:  ______________________________________________________________________________________________________________________________

6th BOOTH WORKER OR ATTENDEE (please circle one)

Name  ❍ Mr. ❍ Ms. ❍ Mrs.:  ____________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________

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

Phone: _______________________________________________________________  Mobile:  ______________________________________________________

E-mail:  ______________________________________________________________________________________________________________________________

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

https://www.ifea.com/p/convention-and-expo/annualconvention/ifeaexpo


MAY I HELP YOU? WITH FLORENCE MAY

VOLUNTEERS
GROWING

Growing Volunteers is the theme for this issue of “ie” and, 
yes a shameless plug, for the 2019 National TRS Volunteer 
Management Workshop series. You can participate in person 
or online throughout the year …. All the way until the wrap up 
in November with our IFEA Webinar on “The Path to Volunteer 
Growth on November 14th!

Looking for a Little Teaser? 
The ‘Growing Volunteers’ workshop is designed to help 

organizations recruit and retain the right volunteers for the right 
positions by building mutually beneficial relationships. 

We start with The Expectations. Yes, you’ve heard about the 
changing needs of millennial volunteers but we explore trends 
for all volunteer ages and the tremendous growth of volunteer 
groups. Topping the charts is a well-known list. Are these 
expectations included in your volunteer development program?

• Personal growth. It is fair that the volunteer expects to gain 
from the volunteer experience.

• Making a difference in my community. What does it mean 
to ‘Make a Difference’? Many volunteers expect that their 
volunteer time will have broader meaning.

• Giving voice or recognition to an important cause. Is this 
experience worthy of a post on my social media account?

• Making new friends and serving with my family, friends or 
colleagues. Yes, it is about my tribe. I want to share the 
experience with people I know as my time is limited.

• Easy to register. Understand position. Well organized activities. 
Good communication. I expect all these things. Please don’t 
waste my time. If you do, I won’t be back.

• Fun. Friendly. Fabulous. Atmosphere counts. Remember this is 
my leisure time!

• Recognition. Yes, that “Thank You” is always critical! 
• Celebrating and Communicating Success. Why was my 

volunteer time important? Tell me.

Next we explore The Motivation. Why should people give up 
their leisure time to volunteer for your organization? 

The question is NOT why volunteers are important to your 
organization. It is understood by most people that volunteers are 
a great mechanism to accomplish a lot at a reduced cost. But 
that isn’t a motivation point for many volunteers. 

Can you describe what your organization does that is so 
important that I should care? And care so much that I will give up 

my personal time to help? And then care so much that I will share 
my passion with others?

Our team helps guide your search for the WHY and helps you 
refine the communication of your mission and your goals. The 
WHY is what makes your organization exciting and engaging 
when recruiting and yes, retaining volunteers. 

We also consider group volunteer trends as there has been 
tremendous growth in corporate social responsibility programs. 
“Deloitte’s “2017 Volunteerism Survey” of working Americans 
found that creating a culture of volunteerism may boost morale, 
workplace atmosphere and brand perception.” Yet most 
organizations struggle to articulate a relatable message to attract 
general volunteers and organization leaders. 

“74% think volunteerism provides an improved 
sense of purpose.”

Am I going to outline the entire ‘Growing Volunteer’ workshop 
in this article? Of course not.

If I give you the entire program, why would you come to the 
workshop? 

Yes, this is a just a sampling of some of the topics and 
exercises. A little food for thought as you consider the following:
• Does your organization understand and respond to the 

expectations of increasingly selective potential volunteers?
• Is your organization following and able to adapt to the changing 

volunteer trends?
• Can your organization clearly articulate why a volunteer should 

give time, talent and/or treasure to support your mission? 
• Why should a volunteer select your organization, what is in it 

for them? 

And there is one more item to consider. Perhaps the most 
important and challenging portion of the workshop, The Impact. 

“75% of working American millennials surveyed said 
they would volunteer more often if they had a better 

understanding of the impact they were making.”

In the first section we mentioned that volunteers increasingly 
want to make a difference. They want their time to be meaningful. 
They want their time to have an impact on making the world a 
better place. Our sessions help our participants with developing 
an understanding of impact. 

Continued on page 123 
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helping you protect those whose 
             leadership you depend on…

…for the best price in the industry.

2009 NW Military Hwy • San Antonio, TX  78213  
210-829-7634  •  Fax: 210-829-7636  •  Web: www.kaliff.com

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

IFEA Member 
Directors’ and Officers’ Insurance

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


By Brooke Spain

How to 
Increase 

SPONSORSHIP 
REVENUE…
Let the Farmer Lead the Way!
114  IFEA’s ie: the business of international events Summer 2019



There are many people who now feel 
this analogy is outdated and that sales 
people need to be a hybrid of both. While 
there is definitely the need to be both, in 
our industry we need to lead with a farmer 
mentality. We sell experiences and our task 
is to grow and nurture those experiences. 
By letting the farmer in us take the lead 
in our sponsorship sales process, our 
sponsors will become partners, not just 
people who hand over money.

If a sponsor came into your office today 
and handed you money, what would you 
do besides take the check, say “thank 
you” and then move on to finding another 
sponsor as the hunter would? Would you 
ask why? Do you interview every sponsor, 
new or returning, solicited or un-solicited, 
when they give you money? If not, you 
should. Just because a sponsor hands over 
a check once, doesn’t mean that money 
will return in future years. It’s easier to 
renew and increase existing sponsors than 
to find new sponsors! With this in mind, 
where do you start? Create a sponsorship 
mission statement. Forward movement 
comes from honing in on what you wish to 
accomplish and writing it down.

The mission of the Town of Parker’s 
Sponsors Program is “to nurture a co-part-
nership between the Town and sponsors to 
create an equally supportive and engaging 
opportunity that allows a mutual dedication 
to individual event outcomes while support-
ing our community.” We want sponsors that 
are committed and engaged partners who 

feel a part of the event and our community. 
A successful sponsor partnership starts 

with a committed sponsor, one that not 
only stays one year or even multiple years 
but grows year-after-year. We make that 
happen by building year-round relationships 
with sponsor contacts and getting to know 
them as people and organizations, not dollar 
signs. Maya Angelou once said, “I’ve learned 
that people will forget what you said, people 
will forget what you did, but people will 
never forget how you made them feel.” 

Whether you are courting a new 
sponsor, trying to renew an existing 
sponsor or having a sponsor come to you 
on their own, you must learn who they are 
and what brings them to the table. What 
is the sponsoring company looking for in 
their “Harvest” or Return on Investment 
(ROI)? To answer this question, you need 
to find out the company’s mission and 
reasons for being involved in your event. 
Interview your sponsor. Create a “Spon-
sor Profile” by answering the following 
questions. Make sure to re-evaluate your 
profile annually to make sure your events 
continue to meet their needs.

Here are ten questions to ask 
every sponsor each year: 
1. Ask a “get to know you” or “catch up” 

question. 
2. If new: What do you know about our 

event and what intrigues you about 
sponsoring? If existing: What part of 
our event excites you to return?

3. What is your goal for sponsorship this 
year? Do you want brand recognition, 
product placement, or to drive commu-
nity involvement? 

4. How will you measure the success of 
meeting your goal?

5. What isn’t important to you regarding 
events and sponsorship for the 
upcoming year?

6. What were a few of your favorite events 
you sponsored last year and why?

7. Was there a least favorite event you 
sponsored last year? If so, why was it 
your least favorite?

8. What event activations did you do or 
see last year that you really liked and/
or didn’t like?

9. How do you like to be communicated 
with and how often? If existing 
sponsor: What did you like about how 
you were communicated with last 
year? What did you not like? 

10. Are there any questions or concerns 
you have for me? 

Asking these questions will help you 
better understand the sponsor’s needs 
and assist you in finding co-partnership 
opportunities. Does your event provide a 
certain niche you can help fill? What can 
you do to bring value to their company? 
As Albert Einstein said, “Strive not to be a 
success, but rather to be of value.” 

Long-term sponsorship retention is 
about building a relationship rather than 
just making a business transaction. These 
relationships take nurturing. The secret 
to this job is personal relationships with 
your sponsor contact. Find out about 
your contact’s life outside of work. What 
do they do for fun? Do they have future 
vacations planned? Place this information 
into your Sponsor Profile document. Place 
special date reminders in your outlook of 
“just because” reasons to reach out. Send 
a birthday card to each sponsor. You will 
be surprised to hear how touched they 
are when you call for nothing in particular 
except to say happy birthday or ask how 
their daughter’s cheer competition went.

Knowing your sponsoring organization 
and having a relationship with them is great, 
but you also need to ensure a mutually 
successful event outcome. It is important to 
get your sponsors engaged and dedicated 
to the event. It is now time to fulfill your 
part of the co-partnership. BE CREATIVE 
and come to the table with a few activation 
ideas that will fulfill the sponsor’s ROI while 
also meeting your own event goals. 

Personalize your sponsorships – don’t 
stay inside a sponsorship package box. 
Gone are the days of having Gold, Silver, 

What does farming and hunting have to do 
with the festivals and events industry? It’s 
a sales mindset that has been around for 
many years. According to SalesLoft, a sales 
engagement platform company, hunters, 
“aim to close as many deals as fast as pos-
sible. They often focus on deal quantity and 
love to explore new areas.” While farmers, 
“focus on developing long-term custom-
er relationships and working with others. 
Salespeople with this attitude are happy 
working with a few customers to create a 
lasting impact.” 
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and Bronze packages. Start with those as 
an introduction point, but customize them 
based on your interview session with the 
sponsor. “Don’t ask for cash from spon-
sors, imagine what they want” (Matt Prior). 
Maybe you have a sponsor that concen-
trates on environmental impact awareness 
and your event has parking concerns. 
Suggest an activation sponsorship where 
they sponsor pedi-cabs. Is there something 
the sponsor can do to help, engage the 
audience or keep people at the event? The 
Town of Parker’s Mayor’s Holiday Lighting 
is well attended, but we were having a 
hard time getting people to stay for the full 
event. Partnering with a sponsor, we solved 
this concern and created a fun-activation 
in the process. One of the main sponsors 
of the event provided a prize for a chance 
drawing and we created a scavenger hunt 
activity. Sponsor booths serve as scaven-
ger hunt locations with guests stopping by 
to receive a stamp that will enter them into 
the drawing. The drawing is held at the end 
of the night and guests must be present 
to win. Our new event format has been a 
huge success and a win-win for both the 
sponsors and our organization. 

You now know your sponsor contact 
and the company’s goals and objectives 
for sponsorship. How do you not only keep 
them committed to coming back each year, 
but have them grow with you? Sponsors 
need to feel loved and appreciated as 
valued partners before, during, and after 
the event, as well as all year round! Like a 
farmer tends to their crops spring to fall, you 
have to continue to nurture the relationship 
with your sponsors through the seasons.

Make sure your pre-event planning 
includes your sponsorship partners. Put 
together a sponsor checklist that lives in 
the sponsor profile document. 

Event Sponsor Checklist:
• Do an introduction or annual 

Sponsor Interview. Ask questions, 
listen and record. 

• Create a written proposal for new or 
renewing sponsorship and review it with 
the sponsor. 

• Create and review the contract with 
your sponsor. Go over all details. 
 Who provides banners, logos, 
marketing materials, swag bag items, 
etc.? What are the deadlines?
 What are the payment details? Can 
they pay with credit card? 

• Send a follow up thank you commu-
nication once payment is received 
along with a sponsor receipt for records 
and a copy of the finalized agreement.

• One month out from the event, make 
sure sponsor has been given copies of 
pre-event marketing material and a 
pre-event snapshot of the event. 

• The week before the event make sure 
sponsor has been given their detailed 
event day packet of information. 

• Arrange a pre-event walk through 
onsite to show the sponsor where 
their placement will be and help them 
feel more comfortable on the day of the 
event. Offer a “donuts and drive thru” 
time where sponsors can come for a 
tasty treat and see the space. 

• Assign a dedicated event staff 
person to serve as the sponsor 
liaison on event day. Take pictures of 
their booth and interactions with guests, 
listen for stories and feedback. 

• Thank sponsors publically onsite and 
on social media the day of the event and 
have snacks and beverages at their booth. 

• After the event, thank the sponsor 
via social media, in email and in person. 

• Hold an in-person post-event 
meeting with sponsor contact within 
a few weeks of the event.

• “Just because” communication. 
Touching base with sponsor at least three 
times between post-event meeting and 
next year’s sponsor interview meeting.
Communication with your sponsor is not 

over just because the event is over. This 
is where the “farmer” in you really needs 
to take over. Nurture this relationship 
and help it grow. Having an in-person 
post-event meeting with a purpose and 
an agenda is important. Ask the questions 
but make sure to spend most of your time 
listening to the sponsor and recording 
their feedback. This should be put in 
their sponsor profile document for future 
planning purposes. 

Post-Event Sponsor Meeting
• Give sponsor a post-event small gift of 

appreciation.
 Bring a “brag book” or video of the 
event from the viewpoint of the sponsor.
 Take a picture of the sponsor near their 
activation at the event, frame it and 
bring that as a gift of appreciation. 

• Spread the word! If a sponsor contact 
is great, say thank you personally, but also 

bring a thank you letter or card and make 
sure to send a copy to your contact’s 
boss. 

• Bring event testimonial directly 
related to the sponsor’s involve-
ment. If you overhear an event guest 
say something positive about a sponsor 
activation, share it with them. 

• Ask for feedback. What went well? 
What could have made the experience 
better? 

• Ask for their “wish list.” What do they 
think might be a great addition to the 
event?

• Have a “wish list” of changes you 
would like to make to the event. Maybe 
they could help introduce these.

• Offer first-right-of-refusal for their 
existing sponsorship level at the current 
year’s pricing, or a discount for adding 
onto the sponsorship. 

• Schedule another meeting to 
discuss the future co-partnership 
opportunities. 

At the end of the day, the key to 
retaining and growing sponsorship 
revenue is all about building a partnership 
by cultivating and nurturing a year-round 
relationship (being a farmer), not selling 
or doing a single business transaction 
(being a hunter). Remember to send your 
follow-up “just because” calls and emails 
and schedule an annual check-in sponsor 
update interview. Think big picture when 
you have your sponsorship hat on. Put in 
the effort to cultivate your relationship and 
it will pay off. Soon you will increase your 
crop yield “sponsorship totals”, turning 
that $1,500 single year sponsorship 
“business transaction” into a $15,000 
multi-year “co-partnership.” Looking further 
at the bigger picture, you might even find a 
personal friend in the process, as well! 

Brooke Spain is the Special Events 
and Sponsorship Coordinator for the 
Town of Parker in Parker, Colorado. 
She and her husband, and two boys, 
live in the Parker community. Brooke 
has fifteen years of special events 
experience and ten years of spon-
sorship experience. She has been 
responsible for annual sponsorship 
budgets ranging from $25,000 to 
$250,000. 

Is there something the sponsor can do to help, engage the audience or 
keep people at the event?
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Are you getting the most out of your sponsorship  
program? Is your sponsorship program performing at its 
peak or could it be strengthened?  Have you identified 
and valued all of your sponsorable benefits and assets; or 
is their valuable ‘real estate’ going untapped?  Have you 
been so busy recruiting, servicing and retaining the spon-
sors you have that you haven’t had time to step back and 
evaluate your overall sponsorship program to see if there 
is room for improvement?  If all of these questions have 
left you with even more questions, it may be time for an 
IFEA Sponsorship Audit!
 
EASY, COMPLETE AND CREDIBLE
With IFEA’s Sponsorship Audit, a sponsorship expert 
will spend a full day with you, on site, analyzing and 
evaluating your available sponsorship opportunities, your 
sponsorship sales materials, your property assets and 
all aspects of your sponsorship program and processes 
to ascertain where it is working for you, where and how 
it can be improved, and how it could ultimately provide 
greater impact on your bottom-line.

AUDIT RESULTS
At the conclusion of the audit, our sponsorship  
evaluator will present both written and oral recommen-
dations on how to enhance your property’s sponsor-
ship revenue stream through improved ROI and dollar-
valuations of your benefits and packages.

PROGRAM INVESTMENT
Contact Kaye Campbell below for pricing.
Discounts available for IFEA Members.

To set up an Audit or for more information about this valuable IFEA program, please contact:

Kaye Campbell, CFEE, Director of Partnerships & Programs 
+1-208-433-0950 Ext 8150 • kaye@ifea.com

International Festivals & Events Association • 2603 W. Eastover Terrace • Boise, ID 83706 • USA • Phone: +1-208-433-0950 • Fax: +1-208-433-9812 • www.ifea.com

IFEA Sponsorship Audit

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


FESTIVALS WITHOUT BORDERS WITH ROBERT BAIRD

Hiring foreign artists can be the easy part – ensuring that they 
can enter the country to perform can present challenges and 
this article will address some of the most common border woes. 
Touring requires preparation and organization and one aspect 
that demands much of both is border crossing. Crossing a border 
can be nerve-wracking and difficult if you are not prepared, but 
doing your homework in advance should ensure an easy border 
crossing and avoid border woes. Border woes usually involve 
work permit, entry visas, valid travel documents, criminality, 
equipment, and merchandise, among other issues.

The first consideration is that artists must have the temporary 
work visa required of every artist who performs in the United 
States. I highly recommend the P-2 visa available through the 
Canadian Federation of Musicians (http://www.cfmusicians.org/
services/work-permits) for Canadian artists. Artists will need to 
carry the approved P-2 Petition (or a copy) with them. If band 
members are entering the country separately, everyone should 
have their own copy. If the foreign artist is from a country other 
than Canada, then they will need to acquire an O-1, P-1 or P-3 
visa to perform in the United States. In addition to the required 
work permit an entry visa may have to be applied for through the 
U.S. State Department and relevant U.S. Consulate. 

Make sure that all travel documents are in order. Passports 
must be valid at least beyond the last performance date and, 
if one is not travelling with a Canadian or U.S. passport, for 6 
months beyond the final performance date. There is a requirement 
for an ESTA – Electronic System for Travel Authorization (https://
esta.cbp.dhs.gov/esta/esta.html) if flying in. If crossing by land, 
there may be a need to show vehicle ownership; if travelling by air, 
a return ticket. Artists may be asked to show proof of accommo-
dation and/or proof that they can support themselves while in a 
foreign country. If they are a parent travelling with a child, they will 
need written travel permission from a guardian or other parent.

Make sure that all group members qualify for entry: 75% 
of band members must have been with the group for at least 
one year and be sure to deal with any issues of criminality for 
anyone in the group: Any conviction, however minor, can cause 
problems at the border. There are ways of dealing with this issue 
well in advance (Waiver of Ineligibility, Criminal Rehabilitation). 
Understand the border restrictions in relation to prohibited goods 
or substances. What is legal in one country may not be legal in 
another country and federal and state laws may differ.

Once the personal issues are taken care of, there is always 
the matter of having to deal with equipment and merchandise. 
If travelling with gear, have a complete inventory with the 
group, including where possible a description (including serial 

number), purchase date, location (case #) and value. If the gear 
is organized in numbered cases it will make the border crossing 
much easier when border officials need to check the gear.

There are restrictions on crossing a border with instruments 
containing endangered species: There’s no point in trying 
to cross a border to perform when there’s a danger that the 
instrument might be confiscated because it contains something 
from an endangered species. Check out the Musical Instrument 
Passport program http://www.fws.gov/international/permits/
by-activity/musical-instruments.html. To deal with the problem of 
transporting instruments if you are flying, be sure to understand 
the regulations adopted by different airlines for transporting 
instruments. Unfortunately, instruments can be severely damaged 
if not handled properly.

If the group is carrying merchandise, it must be declared and 
properly labelled, or properly stickered (for promotional copies). 
Have the invoice of manufacture available. One always has the 
option of sending merchandise in advance via courier or mail, or 
having it manufactured in the country to which one will be touring. 
For a large quantity of merchandise, use a Customs Broker.

Finally, consider a strategy for dealing with the border crossing 
official. Appearances are important: Everyone needs to look and 
sound like a law-abiding, respectful-of-authority citizen at the 
border, posing absolutely no risk. One’s demeanor and attitude 
need to send the right message to border crossing officials. Turn 
off the radio or iPad, remove ear buds and sunglasses. If crossing 
by land, one’s vehicle should reflect this as well – neat and clean. 
Rehearse straightforward answers to the typical questions you 
might be asked. Coach everyone to be honest and forthright. 
Answer questions succinctly and do not volunteer information. 
Remember, even with all documents in order, etc., it is entirely at 
the discretion of the border official to grant entry. 

With a little more knowledge about the regulations for 
performing in another country and a lot more common sense, 
border crossing woes can be avoided.

Robert Baird is President of BAM! Baird Artists Management 
Consulting in Toronto, Canada and an acknowledged expert in 
international touring including visas, withholding and taxation. 
He offers free advice to artists, agents, managers and venues 
and has an international clientele. He served for many years 
on the Executive Board of Festivals and Events Ontario (FEO) 
and is a former Vice-President of that organization. He can be 
reached at: P: 1-800-867-3281 E: robert@bairdartists.com or 
for more information go to: www.bairdartists.com

AVOIDING BORDER WOES
PART 4:
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Now You Can Pay It Forward.
Help Sustain the “Premier Association 

Supporting and Enabling Festival & Events Worldwide”

Donate Today
IFEA.com / Foundation / Ways to Give

Questions? Contact Kaye Campbell, CFEE, Director of Partnerships & Programs 
at kaye@ifea.com or +1-208-433-0950, ext. 8150

The IFEA Foundation “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! It allows the orga-
nization to keep pace with new and changing 

technologies necessary to communicate with 
and serve our global industry and it supports a 
continued expansion of our services, resources,  
programming and outreach around the  
world. In a nutshell… it powers those who 
power celebration. 

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

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


In the last few issues of “ie” Magazine, we 
presented a new perspective on our work 
in the festivals and events space that 
celebrates our communities, embraces 

our diversity and improves the overall quality 
of life in the regions we call home.

Most recently, we hosted an IFEA 
Webinar on the concepts behind creative 
placemaking and how you can change 
the conversations with government and 
business leaders, sponsors and your 
community at-large.

As originally defined by Ann Markusen 
and Anne Gadwa Nicodemus, authors of a 
white paper commissioned by the Mayor’s 
Institute on City Design entitled Creative 
Placemaking, creative placemaking is the 
field of practice that intentionally leverages 
the power of arts, culture and creativity to 
serve a community’s interest while driving 
a broader agenda for change, growth and 
transformation in a way that also builds 
character and quality of place.

There are also some key definitions that 
help us define this work as well. Think 
through these terms and phrases and see 
how they may better inform the work you 
do, the grants and sponsorships you write 
and the conversations you have.

Social Capital
The networks of relationships among 

people who live and work in a particular 
society, enabling that society to function 
effectively. This was best explained as the 
“glue that holds a community together.” Is 
that not what festivals and events do?

Sense of Place
Those characteristics that make a place 

special or unique, as well as to those that 
foster a sense of authentic human attach-
ment and belonging. Again, our festivals 
and events are absolutely a determining 
factor in what creates the sense of place 
and welcoming for the residents and 
guests of our hometown communities.

Community Engagement
To tap into, preserve, enhance the artis-

tic, cultural and historical characteristics 
and assets of a community including its 
people, local history, architecture, ethnic 
heritage, unique customs and foods. We 
have begun using the term Cultural Infra-
structure to help define the artistic, historic 
and natural assets of any community that 
helps to create and develop community 
engagement and sense of place.

Arts-led Economic Development
Growth and revitalization of communities 

with commercial and residential impacts 
on quality of life standards initiated by or 
incorporating the arts. When we are looking 
to reframe our impact on a city, county or 
larger region, the economic impacts of our 
festivals and events present a new way to 
look at the work we’ve done and the legacy 
our events have created to help further 
develop the communities we serve.

RANKINGS
If you are interested in seeing how the 

arts and culture activity in your region 

stack up against communities across 
America, there is a great resource 
compiled every five years by the American 
for the Arts. 

The Prosperity Index is the accumulation 
of data from the non-profit arts and culture 
organizations which is then combined with 
multipliers based on the activity which 
is influenced by participating in arts and 
culture activity to give a snapshot of the 
overall economic impact of the arts in 
regions nationally.

Another resource for you to explore 
is the Creative Vitality Index prepared 
annually by WESTAF, the Western States 
Arts Federation. The Creative Vitality Index 
is a benchmarking tool to compare the 
creative activity of a region to the U.S. 
averages and other peer regions. Data on 
creative industry sales, creative occupa-
tion jobs and cultural non-profit revenues 
are combined into a population-based 
calculation.

Both of these platforms will allow 
you to see your region’s performance 
benchmarked against other population 
centers similar in size and scope to your 
own. The outcome of your research should 
allow you to tell a more informed story 
of the impact you and your colleagues in 
the arts and culture industry have on your 
region and the community you serve.

SEVEN TIPS
In wrapping up our series on Creative 

Placemaking and the role your festivals and 
events, and the arts and culture industry has 

TURNSTILES MARKETING FOR EVENT MANAGERS

CREATIVE PLACEMAKING AND YOUR EVENT
BEYOND THE BUZZWORD:

120  IFEA’s ie: the business of international events Summer 2019



CREATIVE PLACEMAKING AND YOUR EVENT

WITH SEAN KING

on your community, we’d like to leave you 
with several quick tips to put this in motion.
1. Implement small changes that build 

excitement and empower the communi-
ty. Introduce business and government 
leaders to your work in the creative 
placemaking space and how your role 
helps drive the creative economy in 
your region which will eventually lead to 
economic impact far beyond the run of 
your events and festivals.

2. Listen to all audiences, including the 
underserved. Creative placemaking is 
for everyone, most of all the residents 
who can benefit so greatly from the 
improvement in the quality of life that is 
delivered through fabulous festivals and 
extraordinary events.

3. Proactively support local artists and 
creative entrepreneurs. For creative 
placemaking to be as successful as 
possible, it takes participation from indi-
viduals across the creative continuum. 
Artists tend to lead the way in many 
of these projects, but entrepreneurs 
including those in the social and artistic 
space are great influencers in making 
the impact necessary to drive change 
and allow for sustainability.

4. Share common language and under-
standing of the creative placemaking 
activities in your community. Many of 
the terms may be new to leaders and 
residents, but by acting as the beacon 
of change through this undertaking you 
can broaden your impact on the region 

and educate these same individuals to 
a different way of thinking about your 
festival or event in assisting everyone 
and improving the overall quality of life.

5. Amplify your work in events and 
collaborate with museums, galleries and 
libraries to serve as cultural hubs. While 
not every community has a museum, 
everyone has a library or gallery that can 
serve as a cultural hub to help you build 
long term relationships with the commu-
nity. Once you wrap your arms around 
the improvement of your community or 
region through creative placemaking, 
partnerships such as those with libraries 
and cultural institutions, will allow you to 
give voice to the residents and inform 
the decisions you make moving forward 
on programming, volunteering and 
overall organizational development.

6. Advocate for the arts and events with 
local government and business leaders 
and teach them the basics. No doubt 
you already have a positive relationship 
with leaders in your community, creative 
placemaking is an opportunity for you 
to deepen those ties and work together 
on a topic that is far forward on most 
community’s economic development 
plan. If they are already entrenched, 
then join the work and become a trusted 
partner for those who are dedicated to 
moving your community forward.

7. Establish a creative placemaking steer-
ing committee or think tank to ensure 
all members of the creative community 

are involved and their voices are heard. 
Enlist entrepreneurs, artists, educators, 
civic and neighborhood leaders and 
faith-based organizations to help you 
craft your strategy for how creative 
placemaking can affect all residents and 
guests in a positive way.

The term creative placemaking is barely 
a decade old, but it has created positive 
results coast-to-coast and around the 
world. We all know the work we do in 
the festivals and events community is 
extremely important beyond the number 
of people who attend and the amount of 
money we make. 

The long-term impacts of your festival 
and event has the probability of improving 
the quality of life for everyone who 
lives in your hometown, even the most 
underserved among us. Use creative 
placemaking in order to reframe those 
conversations you’ve been having to 
illustrate and deliver on the greater 
promise of our festivals and events.
 

Sean King is a Principle at Aspire 
Consulting Group in Allentown, PA 
and has been consulting with small 
businesses and non-profit organiza-
tions for over 20 years. He also blogs 
regularly at www.artsmarketingblog.
org. You can follow Sean on Twitter 
@skingaspire or contact him at: 
sking.aspire@gmail.com. 
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Circus CEO, Martin Hanson, was 
honored on January 20, 2019, with a 
lifetime achievement award during the 
prestigious International Circus Festival of 
Monte-Carlo.

The 81-year-old Hanson received this 
special award from Princess Stéphanie 
of Monaco, patroness of the festival, to 
honor his great achievements in circus 
events worldwide. A Rotterdammer, 
Hanson has been active in the world of 
circuses for more than 30 years and has 
been the “godfather” of many international 
circus organizations. Following the cere-
mony, Hanson was the guest of honor of 
Radio Rijnmond Now, a Rotterdam-based 
radio station, in a one-hour live interview 
on January 22, 2019.               

Hanson is an inductee of the inaugural 
International Festivals Association (IFA)/
Miller Brewing Company Hall of Fame in 
1992, today known as the International 
Festivals & Events Association (IFEA) Hall 
of Fame, the Festival & Events Industry’s 
highest honor, and was a founding 
member of IFEA Europe.

Source:
https://www.rijnmond.nl/nieuws/177460/
Circusdirecteur-Martin-Hanson-krijgt-oeu-
vreprijs-van-prinses-Monaco

Circus Director Martin Hanson 
Receives Lifetime Achievement Award 
from Princess Stéphanie of Monaco

Translation: Hans Horsting  •  Editing: Charlotte DeWitt, CFEE

Martin Hanson with Princess Stéphanie 
of Monaco.
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What does impact mean in the context of your organization? 
Do you have concrete impact examples to share? How do you 
measure impact? How do you communicate and demonstrate 
impact? 

Interested in learning more? Join the IFEA Webinar “The Path 
to Volunteer Growth” on Thursday, November 14th. Registration 
information can be found here. (Link to: https://www.ifea.com/p/
resources/shopifea/shopifea-non-members/livewebinars-nm)

Florence May is the Founder and President of TRS Volun-
teer Solutions. Her company provides myTRS Software for 
hundreds of Festivals, Conventions, Non-Profits, corporations 
and Sports Commissions. Among these support for 26 Final 
Fours, 5 Super Bowls, 2 Republican National Conventions, 2 
Democratic National Conventions, 18 F1 Races, 12 Special 
Olympic Organizations, Indy 500 Events and so many others.

Flory is a national Speaker, Author and Workshop Leader on 
Volunteer Management Trends. You may contact Flory with 
volunteer management questions at fmay@my-trs.com or 
317.966.6919. And there is a library of volunteer manage-
ment resources at www.my-trs.com/articles.

Continued from What Kind of Sponsors Likes Small Events on page 20 Continued from Growing Volunteers on page 112 

local community businesses in a town that only had a population 
of 8,000 people. Now, in full disclosure, we did secure $7,000 in 
sponsorships from two national brands tied to the beverages that 
were being served at the block party. (This is something I always 
recommend.) Still, most of the money was local. 

As a small event, you may feel a bit lost when trying to figure 
out who to approach for sponsorship. My advice is to first 
understand the type of sponsor you are reaching out to and plan 
accordingly. You can’t approach them all in the same way, but you 
can most definitely approach them all! 

Please feel free to reach out to us at info@greencactusca.com 
if you have questions or suggestions for future topics!

Teresa Stas is a national speaker, consultant, and workshop 
facilitator on the topic of sponsorships and event marketing. 
She is an accomplished marketing leader and CEO of Green 
Cactus, a boutique agency that specializes in event spon-
sorship sales and marketing. She has been named one of 
the 20 on the Rise Event Professionals by Honeybook and 
RisingTide.com. You can check out Teresa’s online sponsor-
ship course at sellsponsorship.com. If you would like to get 
sponsorship tips to your inbox, you can sign up for the GC 
monthly newsletter at GreenCactusCa.com.
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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; 
Address: 1930 N. Pan Am Expressway, San Antonio, TX 78208 USA; 

Phone: (800) 356-4085; 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 USA; Phone: (800) 997-4311; Email: amusement@
historicalemporium.com; Website: www.historicalemporium.com

DÉCOR/DISPLAYS/BACKDROPS

ARTIFICIAL ICE EVENTS/FALL FEST EVENTS - Unique Winter and Fall attractions for 
rent nationwide. Available for short-term or long-term needs. Synthetic ice rinks to haunted 
houses! Contact: Michael Lawton; Address: 147 Summit St. Unit 3A, Peabody, MA 01960 
USA; Phone: 800-275-0185; Email: m.lawton@ppentertainmentgroup.com;  
Website: www.artificialiceevents.com

THE MONSTER MURAL - Get a HUGE Paintable/Colorable Mural Activity for your event! 
Customized design themes and full color sponsor logo placement. Big fun for ALL ages! 
Contact: Collin Surles; Address: 879 Springwood Dr., North Salt Lake, UT 84054 USA; 
Phone: 801-296-6644; Email: collin@monstermural.com; Website: www.monstermural.com

YOUR-TYPE – Rent 3D, larger than life letters and stand out at your next event! Letters 
are available for purchase or rent in sizes from 2 ft. through 8 ft. tall to anywhere in the 
United States. Contact: Todd Hoffman; Address: 4970 Service Dr., Winona, MN 55987 
USA; Phone: 507-454-7816; Email: contact@your-type.com; Website: www.your-type.com.

EVENT MANAGEMENT SOFTWARE

EVENTS LOCKER - events locker is a new exhibitor management platform for live event 
organizers, with a nationwide event marketplace that generates expo and sponsorship sales 
leads. Contact: Michael Bleau; Address: 7760 Delridge Way SW, Seattle, WA 98106 USA; 
Phone: 310-405-9447; Email: michaelb@eventslocker.com; Website: www.eventslocker.com

EXPOCAD BY A.C.T - From the smallest table top to the largest shows on 3 continents, 
nearly $1 billion dollars in space is managed using an EXPOCAD® product. Contact: 
Wendy Freiwald; Address: 69 S. LaSalle St., Aurora, IL 60505 USA; Phone: 630-896-
2281; Email: wendy@expocad.com; Website: www.expocad.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 USA; Phone: 800-411-6200 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 USA; Phone: 
800-821-7703; 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 USA; 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 USA; Phone: 1-866-554-
4636; Email: mark.herberger@kandkinsurance.com; Website: www.kandkinsurance.com.

PROMOTIONAL PRODUCTS

ALEXANDER GLOBAL PROMOTIONS - “The Gold Standard for Promotional Memories”. 
Customized, creative memories limited only by imagination. World Famous Bobblehead 
Company. Personalized Project Care. Expectations met and smiles delivered on-time, every 
time! Contact: Karen Kaye; Address: 12011 Bel-Red Rd. #101, Bellevue, WA  98005  USA; 
Phone: 425-637-0610; Email: karenk@alexanderglobal.com;  
Website: www.alexanderglobal.com  

SITE MAPPING

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 

MARKETPLACE
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how PointsMap is being used. It’s easy to use and extremely affordable. Contact: Jerry 
Waddell; Address: 1100 Riverfront Pkwy, Chattanooga, TN 37402-2171 USA; Phone: 
423-894-2677; Email: jerryw@videoideas.com; Website: www.pointsmap.com.

TICKETING

DELTRONIC LABS - Manufacturing and selling of ticket handling equipment that offers 
ticket security, and counterfeit deterrents. Contact: Gary Todd; Address: 4 Granada Ct., 
Newnan, GA 30263 USA; Phone: 404-307-6441; Email: gtodd@deltroniclabs.com;  
Website: www.deltroniclabs.com

ETIX - etix is the largest independent ticketing company in North America, providing 
flexible and secure online and box office ticketing solutions, integrated digital marketing 
services and robust e-commerce fulfillment to over 2,100 venues, fairs, festivals, museums, 
and other live events. Contact: Jeff Woronka; Address: 909 Aviation Pkwy. Ste. 900, 
Morrisville, NC 27560 USA; Phone: 919-653-0509; Email: jeff.woronka@etix.com;  
Website: hello.etix.com

INDIANA TICKET COMPANY - Design, quality and security describe our dedication to 
manufacturing tickets for every venue imaginable, as well as wristbands, credentials and 
specialty printing. Contact: Bill Owen; Address: 645 N. Longview Pl., Longwood, FL 32779 
USA; Phone: 407-788-1029; Email: bowen645@yahoo.com; Website: www.indianaticket.com 

SAFFIRE - Saffire empowers clients with beautiful, unique and 
engaging websites that are easy to manage, with integrated SaffireTix 
ticketing and unlimited help when you need it. 

Address: 248 Addie Roy Rd, Ste B-106, Austin TX 78746-4133 USA; Phone: 512-430-1123; 
Email: info@saffireevents.com; Website: www.saffireevents.com.

TICKETSPICE (Webconnex) - Instantly Increase Ticket Revenues! TicketSpice is different, 
because you keep 100% of the ticketing fees and only pay 99 cents per ticket! It’s the only 
online ticketing platform that gives you total control of your ticketing… ticket options, 
pricing, convenience fees, branding, funding and more. Contact: Shadi Hayek;  
Address: 455 Capitol Mall, 6th Fl., Ste. 604, Sacramento, CA 95814 USA; Phone: 916-400-
0737; Email: shadi@webconnex.com; Website: www.webconnex.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. Contact: Mark Browning; Address: 4850 Gaidrew, Johns Creek, GA 30022 USA; 
Phone: 770-825-0220; Email: mark@tripinfo.com; Website: www.tripinfo.com.

WEBSITE DESIGN

SAFFIRE - Saffire empowers clients with beautiful, unique and 
engaging websites that are easy to manage, with integrated SaffireTix 
ticketing and unlimited help when you need it. 
Address: 248 Addie Roy Rd, Ste B-106, Austin TX 78746-4133 USA; 

Phone: 512-430-1123; Email: info@saffireevents.com; Website: www.saffireevents.com.

to connect, share and spread the word about an event.
• Encourage event attendees to pre-purchase tickets and bring 

them on their phone versus receiving paper tickets.

Event Offices can also take steps to reduce their own environ-
mental impact. Here are just a few internal initiatives to help you 
walk the talk as you support event organizers in their efforts.

• Implement a digitally-seamless event permit application and 
approval system that eliminates the use of paper and reduces 
the time and cost of issuing permits.

• Eliminate printed materials by sharing event best practices, 
maps, event management plan samples, and other helpful 
resources on your website and on social media platforms.

• Use online conferencing tools to meet with event organizers 
saving them from driving to your Event Office.

• Develop a digital evaluation tool for event organizers to 
measure their environmental impact, e.g. amount of waste 
generated, recycled, and redirected from landfills. 

What is your Event Office doing to reduce the impact of events 
on your community? Share your suggestions by joining the 
conversation on Twitter and using the hashtag, #eventpermit.

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.

Continued from 6 Ways Event Offices Can Help Events Reduce Their Impact on page 14 
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Partnership with the IFEA 
The IFEA Foundation provides an all-important 
source of support that allows the IFEA to  
confidently provide convention scholarships, 
host top-quality industry presenters, speakers 
and programming, and help raise the bar  
for everyone in our global industry. A very  
special thanks to all those who have contrib-
uted along the way, and we look forward to 
working with you towards the success of  
our industry for many years to come.

www.ifea.com/p/foundation

https://www.ifea.com/p/foundation



