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IFEA PRESIDENTS LETTER BY STEVEN WOOD SCHMADER, CFEE

In the 1970’s, a young high school trumpet player from West 
Virginia found himself marching wide-eyed down Broadway as 
part of the Macy*s Thanksgiving Day Parade, surrounded by 
giant balloons, floats, confetti and clowns…not to mention New 

York City…and filled with joy and wonder that I came to understand 
better through a decades-long and treasured friendship with Jean 
McFaddin in the years ahead. I have often quoted Jean, when 
she noted in an IFEA presentation that, “As festival and event 
organizers, we are medics of the heart. Certainly, we are concerned 
and responsible for the fiscal and marketing needs of our events, 
facing demanding challenges in today’s market. But we don’t do 
events for dollars; we do them for the looks of joy and wonder on 
the faces of all those parents and kids who attend. That’s the big 
payoff that we all have in common, despite the size or nature of our 
different events. We are the industry that fuels the hearts of our 
communities.” As she fueled so many of our hearts along the way. 
Friends, family, professional peers, students, children, and many, 
many more; across multiple areas of influence (festivals & events, 
theatre, creative, retail, media, education, government, international 
relations and many more). In my career, I have known very few 
‘icons’ in our industry, but Jean was truly deserving of that moniker! 
And interestingly, like the rare group that she shares that space 
with, it has always been, in part, because of her inclusiveness 
of everyone vs. any remote thought of excluding anyone.

If anyone in our industry could have gotten away with being 
aloof, Jean would certainly have earned that right, but that 
was never who she was. Jean always embraced, included and 
welcomed everyone into her world, as excited for their success 
as she was for her own. She would far more easily fill the role of 
everyone’s favorite relative than anything even remotely resembling 
exclusivity. She brought humor, smiles and love into the mix, while 
never leaving any doubt of the level of professionalism, creativity 
and expectations of quality that were her hallmarks. Jean didn’t 
have a ‘Posse’ (as would be befitting of her Texas roots). She 
had a ‘Family’ – accepting and welcoming of everyone, with 
hopes – as a good family should have – that each new generation 
will do more, be more and dream more, than the last. The gift 
and legacy of Jean’s life can be found in all of those ‘family 
members’ around the globe, doing the most remarkable things!

But Jean and her parade, were only starting their influence 
on my life. Early in my career with the international, musical and 
educational organization Up with People, Jean placed a trust in me 
and my peers to help in the production of the 60th Annual Macy*s 
Parade opening in 1986 (a huge honor, as you might imagine, even 
for a seasoned professional) that helped to lay the foundations of 
my career moving forward. We were the only group ever, I think, to 
perform for the opening at Herald Square and then make our way 
back to the parade start to accompany a float down the route. 

In the years ahead, Jean continued to serve as a personal mentor 
and inspiration, always willing to lend advice, support and direction 
when needed, as I was involved in the production of other events 
and parades of my own. On the 10th Anniversary of the Boise 
(Idaho) River Festival, that I produced, Jean generously allowed 
us to include the famous Macy*s star balloons in our ‘River Giants 
Parade’ (inspired by Macy*s) to pay tribute to our own success. 

As my career path took me into my current position as President 
and CEO of the IFEA, Jean continued to support our common 
efforts to educate, motivate, and inspire all those in our global 
industry, including accompanying our first-ever international 
team of experts to China in 2005. Her outreach, welcoming 
personality and respect on a global scale was unparalleled, 
easily going beyond any language, cultural, business or other 
perceptual boundaries that can often stop many others.

Jean always had a special soft spot in her heart for students and 
young professionals who were just starting their careers, helping to 
host them at our IFEA Conventions, video conferencing with them 
in their college classrooms, and encouraging them all to follow their 
hearts into a career and industry that she knew, firsthand, has the 

JEAN McFADDIN
THE JOY & WONDER OF

Continued on page 126 
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It is with deep personal and professional sadness that I am 
called upon to share with you all the passing of a close friend 
and a true industry icon. Jean McFaddin, executive producer 
of the world-renowned Macy*s Thanksgiving Day Parade for 
more than 20 years, and an inspirational and creative men-
tor to all those in our global industry, passed away last night 
(April 17th) after a short battle with cancer.

Jean McFaddin
1942 - 2018
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For twenty-four years, Jean McFaddin 
was responsible for creating Macy*s 
major events to maximize its event 
legacy and brand awareness. She 
retired from her full-time Macy*s role 
in spring, 2001, to pursue broader 
opportunities in the new Millennium.

Prior to her Macy*s association, 
Jean served as a director/designer 
in prominent regional, New York, 
and European theaters, created and 
directed a 1975/76 U.S. Bicentennial 
promotional program for the National 
Endowment of the Arts Foundation in 
Washington, D.C., and was Director of 
New York City's July 4th Land Festival 
in 1977. She joined Macy*s that fall.

As Macy*s East Senior Vice President 
in charge of Macy*s Public Relations and 
Events from 1977-2001, she annually 
produced the Emmy award-winning 
Macy*s Thanksgiving Day Parade; a 
glorious Spring Flower Show; America's 
largest on-going 4th of July Fireworks 
celebration; the world record-breaking 
"Tap-O-Mania" that assembled over 
6,000 dancers in a choreographed 
routine; and for Christmas, staged the 
true 'Miracle on 34th Street' where 
over 300,000 children and adults 
visit Macy*s Santaland each year.

In addition, Jean was responsible 
with her staff for developing daily 
in-store merchandising events, 
publicity campaigns, and division-wide 
promotions for all Macy*s East stores 
from New England to Puerto Rico. 
These events, including fashion shows, 
cosmetic launches, bridal seminars, chef 
series, and seasonal interior design fairs, 
drove all Macy*s businesses by attracting 
major public and media attention.

Jean represented Macy*s on numerous 
civic and industry councils which 
included the Mayor's Host Committee 
for the UN 50th Anniversary and the 
NYC 2000 Millennium Committee. 
In serving the community on Macy*s 
behalf, she produced more than 
one hundred benefit galas and 
fund-raising events. Those events raised 
millions of dollars for community 
organizations, affirming Macy*s 
message, "We're a part of your life."

During her more than twenty years of 
leadership, Jean developed the Macy*s 
Parade and other annual events into 
multi-dimensional spectaculars that 
attracted worldwide tourists and positive 
media attention to both Macy*s and New 
York City. She worked closely with the 
licensing and entertainment industries, 
including Broadway, to create dynamic 
partnerships that ensured fiscal stability 
while elevating those traditional events to 
state-of-the-art entertainment that continue 
to serve as benchmarks for the industry.

Jean lead the spectacle that received 
over a dozen Emmy Awards for Macy*s 
Thanksgiving Day Parade, in partnership 
with NBC. That partnership which she  
spearheaded, led to a multi-event 
relationship that now also encompasses 
the nationwide broadcast of Macy*s 4th of 
July Fireworks Spectacular. In addition to 
achieving a dynamic entertainment event 
stylized for television, Jean pioneered 
advanced design standards and computer 
firing technology for fireworks in association 
with America's best pyrotechnic companies.

As a Macy*s executive, Jean's 
managerial role grew to include all of 
Macy*s East Public Relations and Event 
departments, and a staff of over 65 
people. A teacher as well as a leader, her 
top team members rose with her through 
the ranks and grew to lead the events she 
sheparded well into the new millennium. 
She firmly believed that you are only as 
"good" as the people with whom you 
surround yourself, and attributed her 
greatest successes to her associates.

For twenty-four 
years, Jean  

McFaddin was  
responsible for 
creating Macy*s 
major events to 

maximize its event 
legacy and brand 

awareness.
Jean McFaddin was acclaimed a 

"Quintessential New Yorker" by Town & 
Country magazine in 1984. She received 
the 1988 Humanitarian Award from New 
York's Community of Mayors Association 
and their Lifetime Achievement Award 
in fall, 2001. She served on the New York 
Board of Directors for the Cystic Fibrosis 
Foundation and was recipient of their 
1990 Outstanding Service Award. In 
1993 she received the Congresswomen 
Mary T. Norton Memorial Award of 
Excellence from the United Way and was 
listed in the U.S. Congressional record.

In November, 2000, to celebrate her 
24th Anniversary as Producer/Director of 
Macy*s Thanksgiving Day Parade, the City 
of New York renamed the famous corner 

of Broadway and 34th Streets as "Jean 
McFaddin Way" for the month of December. 
In spring 2001, Jean retired from her full 
time Macy*s role to pursue new directions 
and challenges. In her honor, Mayor 
Rudolph Giuliani held a press conference at 
City Hall on April 19th to proclaim it "Jean 
McFaddin Day in the City of New York."

Jean enjoyed ongoing success as a 
sharing, entertaining, informative speaker 
in the festivals and events industry and 
at international universities, as well as 
serving as a Consultant to many event 
organizations and corporations. She 
was honored and celebrated through 
induction into the four leading "Halls 
of Fame" within the events industry, 
including the IFEA, Events Solutions, 
ISES, and BizBash. Jean was recognized 
in numerous publications for her success 
in staging giant scale events, including 
David Rockwell's book, "Spectacle" and 
"Macy*s Thanksgiving Day Parade" 
by Robert Grippo and Christopher 
Hoskins, among many others. She 
was featured in the History Channel's 
documentary "Inside the Macy*s 
Parade" and in the online video series 
"64 and More" with Christina Abt.

A member of the IFEA since 1977, Jean 
proudly served on the IFEA Foundation 
Board and President's Council and was a 
frequent speaker and mentor at the annual 
IFEA conventions. She was honored to be 
a featured speaker and official member of 
the IFEA's first-ever delegation to China in 
2005. She strongly believed that the IFEA is 
essential to the events industry, educating 
creative event leaders for tomorrow, and 
unifying our international impact as 
professionals to create a better world.

Jean especially loved sharing her 
expertise and love for our industry with 
the IFEA Student Chapter and new/
young industry professionals. She ensured 
that her passion would be a part of our 
profession and association in perpetuity 
by creating the 'Jean McFaddin Legacy 
Scholarship,' "providing support to a 
deserving individual/organization who has 
had at least 2 years of active involvement, 
either as staff or volunteer, in producing 
a multi-dimensional event and whose 
career/life has been inspired or touched 
by the Macy*s Thanksgiving Day Parade."

Remembrance gifts may be made 
to the "Jean McFaddin Legacy 
Scholarship," through the IFEA 
Foundation's 'Fund for the Future.'

Thank you all for your continued 
support and furtherance of our global 
industry that Jean held so dear.

 
Sincerely,

Steven Wood Schmader, CFEE
President & CEO

International Festivals & 
Events Association
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This photo is priceless. The angel I held on to . . . 
HEAVENLY. Thank you, Jean for bringing Magic and 
Inspiration to a whole generation of families waking up on 
Thanksgiving Day to Macy*s Thanksgiving Parade for over 
25 years. To share one moment of one parade is worth a 
lifetime of smiles. "Believe." You inspired. I believe.

Kelven Tan
Dynamic Attractions

Vancouver, BS, Canada

All of us in the event world are deeply 
saddened by the passing of our friend Jean 
McFaddin. Our hearts are hurting with this 
loss. She was a friend, mentor and 
inspiration to so many of us and we are all 
better people and entertainers for having 
the privilege of knowing her. My thoughts 
and prayers go out to Susan Falk and all of 
Jean’s family during this most difficult time. I 

can’t imagine the loss that you must be feeling. The only solace is that she is now 
in heaven and God is having one heck of a parade to welcome her.

Sam Lemheney, CFEE
Pennsylvania Horticultural Society

Philadelphia, PA
I am deeply saddened by the loss of my dear 
friend, colleague, and mentor, Jean McFaddin. 
You taught me so much about getting things 
done, making things happen, while being true 
to yourself. You taught me about being a 
driving force of change and making a difference 
and loving and believing in yourself. My life is 
better in knowing you and learning from you! 
Thank you for sharing all of your Macy*s stories 
and for sharing you, and your unconditional 

love and friendship! You will be 
remembered, valued, and missed 
always.

Mary Ann Dilling, CFEE
Experimental Aircraft Association

Oshkosh, WI

My fondest memories of Jean 
include watching her interact 
with students and newcomers to 
the business. She never talked 
about who she was or what 
she had accomplished. She 
always wanted to know about 
them: what were they studying, 
what had they done, what did 
they want to do. She was a true 
mentor in every sense of the 
word and she taught hundreds 
of people through her kindness, 
compassion and commitment to 
excellence.

Ira L. Rosen, MA, CFEE
Temple University 

School of Sport, Tourism & 
Hospitality Management

Philadelphia, PA

Jean McFaddin touched the lives of so many 
within our industry and will be dearly missed. 
She was loved by so many and a friend to all.

MEMORIES
SHARED
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Heartbroken by the death of my 
friend, mentor and event industry 
icon, Jean McFaddin. Jean was the 
Producer of the Macy*s Thanksgiving 
Day Parade for more than 20 years. 
This past Thanksgiving, she gave my 
family grandstand seats at the start 
of the parade so that we could enjoy 
the parade in person. For almost 30 
years we have shared a hug, a glass 

wine and great conversation at the annual IFEA Convention. She made a lasting 
impact on so many.

Wright Tilley, CFEE
Boone & Watauga County Tourism Development Authority

Boone, NC

My favorite memory of Jean was our 
IFEA trip to speak at a conference in 
Beijing, China in 2005. Sitting on a 
panel at the end of the conference, the 
moderator, who fancied himself as a 
comedian, in Chinese, referred to Jean 
as being “out to pasture” and said I was 
large and looked like Pavarotti. He then 
asked me to sing for the audience. As 

the blood rushed to my face, Jean offered that we could lead the audience in a 
sing-along of “Home on the Range.” It was a magical moment that forever bonded 
us to one another. Jean always knew how to make lemonade out of lemons.

Bruce L. Erley
Creative Strategies Group

Denver, CO

Jean was such a wonderful lady who gave so much to all of us. I am certain that 
Jean will continue to be inspiration to all of us and the event world. I loved her 
style, her grace, her passion for people and teaching others.

Delores MacAdam
City of Ottawa

Ottawa, ON, Canada
Each time I think of 
Jean, her expressions, 
her smile, that twinkle 
in the eye, I smile 
warmly. It was that 
magical. Such was 
the joy to us all. 

Susan Falk please know we are all hugging 
you in these messages. We are with you 
and wish you strength and peace.

Kelven Tan
Dynamic Attractions

Vancouver, BS, Canada

What a privilege it was for us to 
have shared a wonderful 10 days 
with Jean and Suzy in South Africa 
in October 2016. Jean, as always 
with her wonderful sense of 
humour sharing her precious time 
and knowledge with everyone - 
family, friends, new entrants and 
youth in the event industry, tour 
guides and everyone who met 
Jean was enchanted. A true event 
industry friend over many years 
– many laughs – many smiles – 
she has left her legacy and will 
continue to inspire me and those 
she shared her wonderful stories 
with, for many years to come. 
With lots of love,

Janet & Crispin Landey 
Institute of Events 

Management
Johannesburg, South Africa
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Love, love, love this woman. What 
an amazing spirit she had. She 
cared deeply about the industry 
and the people who give their 
lives to it. I give thanks to God 
for her life and the privilege of her 
friendship over so many years.

Stephen King, CFEE
Des Moines Arts Festival 

Des Moines, IA

We are all saddened to learn of Jean’s passing. 
Jean was a great mentor, friend, and coach. 
She was always ready to help, coach and 
teach. She was a great listener, she always 
connected with you, and made a difference in 
the lives of the people she touched. 

In 2014 when I came to work at McAllen 
to start the McAllen Holiday Parade, the one 
person I had to call on was Jean McFaddin. 
Jean consulted with us in 2014 and 2015 in the 
step off and birth of the first McAllen Holiday 
Parade. In the Parade recap she wrote: 

“I was so impressed by Sally, Mike, and 
your Parade Team, starting with your dynamic 

Mayor and enthusiastic Commissioners group. There was a contagious energy 
in all of you that enhanced the event spirit in every way. Hats off to you, my friend! 
As you know from IFEA, I have always preached that “The Success of any Event 
is in your PEOPLE.” McAllen, Texas definitely ILLUMINATED this for me!”

When Jean committed to you, she gave you 120%. She was always very 
honest and direct, she said Joe “I learned years ago that a good critique identifies 
the strengths as well as the weakness of the event.”

She was a great servant and true friend to the industry and profession. We all 
know she was an Icon and a giant, who leaves a solid clear legacy and personal 
brand she built over a lifetime. Beyond her legacy, to me, she was “The PT 
Barnum of the parade profession and industry.”

Joe Vera, CFEE, CECD
Assistant City Manager

City of McAllen

Jean McFaddin was a “larger than life” industry icon 
that I was lucky enough to get to know as a friend 
and confidant. Our first extended time together was 
when, as the 2004 Chair of IFEA, I had the good 
fortune to travel to China to be a part of a 
government-sponsored seminar on Tourism and 
Special Events. Whether we were walking atop the 
Great Wall of China, viewing the terracotta warriors 
in Xian or just having a drink in the lounge of a hotel, 
Jean became a mentor and sounding board for 

managing the interactions of my professional and personal lives. She 
continued to play that role to this day and her counsel will be sorely missed. 
She and Susan came to the Kentucky Derby as my guest and served as a 
Pegasus Parade Float Judge. Our frantic phone calls as they were shopping 
for hats to wear to the Derby still bring a smile to my lips and, now, a tear of 
joy to my eye.

Mike Berry
President/CEO

Kentucky Derby Festival

Jean McFaddin. Listen to the 
passion in her voice in this video, 
that starry glint in her eyes when 
she speaks, the warmest smiles 
when sharing her stories and 
experiences. When you find 
someone that shows all these 
positive energies, you know you 
found an angel. How many do you 
know that have this unending love 
to give? She is a rare soul. God 
bless her soul. That video has 
changed my tears into smiles to 
relive my memories of seeing her 
speak, share and give again.

Kelven Tan
Dynamic Attractions

Vancouver, BS, Canada
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I shall never be the same again. Godma Jean 
McFaddin is now getting the angels ready for 
a grand parade. Jean and Susan showed me 
what love is between two beautiful souls. To 
have them in this picture is one of my greatest 
blessings in life. Goodbye Jean. I hear the 
trumpets warming up. I am sure it will be a 
GRAND PARADE. Love you. Oh, I know you 

will say not to cry but how can I not, when I have been touched by an angel. 
Rest In Peace. 17 April 2018.

Kelven Tan
Dynamic Attractions

Vancouver, BS, Canada

There’s that rare person 
you meet in life. 
Someone special, who 
takes the time to know 
you, encourage you, 
becomes a mentor… 
Someone who shares 
their experience…
someone who you could 
always talk to at a 

moment’s notice…someone who shared their special magic not just 
with you, but everyone she met… Jean McFaddin was certainly 
special. She touched the lives of millions, she’s shared her life and 
experiences with thousands in the event and parade world. And she 

had that someone special in her life, 
someone she could share her life with, 
and as if it could be any better – it 
was. My thoughts and prayers go out 
to Susan Falk and all of Jean’s family 
and friends. The Angels welcomed a 
special person on April 17th and Jean 
is leading the parade…

Ed Bautista, CFEE
Bautista Event Specialists Team

San Jose, CA

My phone rang 
and the woman 
on the other end 
of the line with a 
distinctive Texas 
twang said “It’s 
been a long time 

since I’ve hugged Mickey Mouse!” At 
the time I was the Director of Special 
Events for Disney Parks and Resorts.

Many corporations, Broadway 
producers and band directors can 
attest that it was simply impossible to 
say no to Jean McFaddin. 

It was July 1995 when I first met 
Jean in person. I remember it like it 
was yesterday. I walked into her office 
and she got up. She did not shake 
my hand - she gave me a giant hug! 
She was genuinely happy to meet me, 
and at that moment I knew we were 
connected for life.

So, fast forward to Thanksgiving 
morning…It’s cold and snowing 
in NYC (and I’m a Floridian). Jean 
invites us inside Macy’s for some hot 
cocoa and tells me, “We have plenty 
of gloves and hats at Macy’s… have 
them put it on my account. And, after 
the parade, please join me and Susan 
at our home for Thanksgiving dinner.”  
It was a day I will never forget! Jean 
made me feel like I was part of her 
family. I quickly discovered that she 
made every person she met feel like 
they were the most important person 
in the world.

Jean made me smile; she made 
everyone smile.  On our 2005 historic 
trip to China, while representing the 
IFEA, I watched Jean charm our host, 
the waiters, the translators, the street 
vendors, the hotel staff and the event 
professionals of Beijing. She was a 
magnet! People gravitated to her 
because she was filled with love and 
joy. What a gem. She will be missed 
by all but will never be forgotten.

Tom Bisignano, CFEE
Producer,

Orlando, FL

In 1992, IFEA held a Parade 
Seminar in conjunction with 
Macy*s Parade. Jean wasn’t 
involved with IFEA at that time, 
so we didn’t know what to expect. 
She bent over backwards to 
make sure IFEA and the Seminar 
attendees were taken care of. She 
hosted the opening Seminar in 
their store, and upon her arrival, 
Jean had Carol Channing with her. 
It’s something that all of us will 
remember. Jean always went that 
extra mile and truly cared about 
creating educational opportunities 
for members.

Bruce Skinner, CFEE
Bruce Skinner and Associates

Port Angeles, WA
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Our Bonnie Lass
Remembering Jean McFaddin

There will be many tributes based upon memories of the 
indomitable Jean McFaddin. Jean cultivated friends all over the 
world. My family were fortunate to be amongst them.

It began when a statuesque woman dressed in red and black, 
leaned across the aisle of the shuttle bus, grinned and said 
with a Texas drawl “Hi, I am Jean!” I politely smiled back, shook 
her hand and we headed off to attend the opening ceremonies 
of the International Festivals and Events Association (IFEA) 
fiftieth anniversary conference in San Antonio, Texas. During 
the short shuttle coach ride from the hotel to the convention 
centre, I learned that she had worked for Macy*s department 
stores and was from my home state of Texas. We also had both 
had attended the same drama school at the University of Texas 
in Austin. As she and I rose to depart the coach she turned to 
me and said, “Let’s have lunch today!” I apologized and told 
her that I had to write an academic paper in my hotel room and 

she gave me one of her huge Jean frowns of disappointment 
that many of us know so very well.

During the opening ceremony for the IFEA conference I asked 
a few friends about Jean’s background and they told me 
that she had been the producer of the Macy*s Thanksgiving 
Day Parade. Suddenly, a combined rush of nostalgia and 
embarrassment filled every inch of my being. How many 
American Thanksgiving mornings had I watched this iconic 
event on national American television and in the past twenty 
years this viewing included seeing the joy of my own children’s 
faces as they witnessed the huge colorful balloons and 
magnificent floats crowding the small television screen? I 
literally felt goose bumps rising as I recalled these happy times 
with my children as we watched Jean in her cowboy hat cut the 
ribbon and announce “Let’s have a parade!” 

Immediately upon returning to my hotel room I thought, well, 
I could write another academic paper or accept the lunch 
invitation of this wonderful woman. I telephoned Jean’s room 
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and said “Is the invitation to lunch still available?” She shouted 
“Of course!” and a few moments later we met in the lobby and 
headed over to San Antonio’s famed River Walk for a delightful 
lunch fueled with many margaritas.

Over lunch, we discovered that we had so much in common 
as Texans and I asked her if I might interview her for one of my 
forthcoming books. She agreed and asked if she could review 
my copy before final publication. I said that this was a common 
request and that I would be happy to send her my draft copy prior 
to publication. The conference ended and Jean returned to New 
York City and I to Philadelphia to continue my teaching career.

A few months later, I invited Jean and her partner Susan to visit 
us in Philadelphia and for Jean to deliver a talk for our students. 
Jean agreed and she and Suzy visited us a short time later. To 
honour Jean, I hosted a dinner in her honour on the fifty-third 
floor of Philadelphia’s Pyramid Club. I asked the chef to serve 
roast Turkey with all the trimmings and to carve it at the table 
to reflect the theme ‘Thanksgiving for Jean’. Our guests were 
immediately infatuated with both Jean and Suzy and the dinner 
was a great success, largely due to Jean and Suzy’s wonderful 
stories about their lives together.

A couple of years later, I re-invited Jean to Philadelphia to 
deliver the commencement speech at our academic graduation 
ceremony for students who were receiving qualification in 
events management. Once again, the audience was enthralled 
with Jean’s stories and she concluded her talk by surprising 
everyone as she literally sprinkled paper flutter – fetti (confetti) 
over the guests.

Jean, wherever she went, brought boundless charisma and 
similar to the confetti she sprinkled in Philadelphia, she 
also spread ample fairy dust upon the entire world that she 
conquered. She also regularly demonstrated boundless 
unconditional love throughout her long lifetime.

In 2007, I nominated Jean to be inducted into the Event’s 
Industry Hall of Fame. She and Suzy met me in Miami Beach, 
Florida and I had the privilege of presenting her with this award 
at a ceremony attended by over 1000 people. The next day, 
the three of us had breakfast together and I announced that 
I had accepted an invitation to lead a new research center in 
Edinburgh, Scotland. 

“That’s terrific!” Jean said without hesitation. “Did you know my 
family is Scottish.? We were MacLean’s.” We then discussed 
when she and Suzy might come and visit us in Scotland. I 
was pleasantly surprised, that unlike some others, she had not 
questioned my decision. Instead, she had embraced my new 
opportunity and together we celebrated our future happiness.

Although Jean rarely talked about her illness, I learned through 
friends that she had been diagnosed with throat cancer and 
had received an operation and chemotherapy. A few years later, 
she had further problems with swallowing and was advised by 
doctors to have a tracheotomy and she used her forefinger on 
it to talk for the rest of her life. The courage that Jean showed 
during her illness was a great source of inspiration to me and I 
vowed that if I ever had a similar health challenge I would carry 
on as valiantly and positively as Jean. 

      Summer 2018           IFEA’s ie: the business of international events    15



Her valor and courage, though impressive, should not have 
been surprising to me or anyone else. After all Jean McFaddin 
was a member of the Clan MacLean whose members 
supported Robert the Bruce by fighting in the War for Scottish 
Independence at Bannockburn over 700 years ago. The Clan 
MacLean was regularly attacked by other clans and were 
known and greatly respected by others for their honour in 
battle. The MacLean Clan logo is Virtue is Mine Honour.

Jean demonstrated to me over and over again, that she had the 
eye of an artist that was powered by a very human heart. The 
stories of her quietly helping others who were in distress could fill 
several volumes. Jean and her partner Suzy’s relationship spanned 
over four decades and this of course included periods of history 
that did not recognize nor support the rights of people who 
identified as Lesbian, Gay, Bisexual or Transgender. Both Suzy 
and Jean reached out to those individuals from all backgrounds 
that had been disenfranchised from general society and provided 
boundless encouragement, love and of course, hope.

Her artist’s eye was brought to everyday life through the 
sumptuous meal’s she prepared for friends and family, her 
critical analysis of design and theatre and indeed every minute 
aspect of her rich life.

During one of our visits to New York City, Jean, Suzy, Nancy and 
our son and daughter in law dined together before attending 
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a play. Over dinner, I remarked that it appeared through my 
scholarly analysis, that the traditional parade may be facing 
decline due to rising costs and reduced civic support. I also 
stated that parades seemed to be increasingly overtaken in 
number and size by a preponderance of charity walks, fun 
runs, and marathons in towns and cities throughout America. 
Jean furrowed her mighty brow, lowered her voice to an even 
deeper level and said “Rubbish. Parades are growing and are 
stronger than ever. There will always be a need for parades!” 
I wisely decided not to argue the point any further and at 
the same time thought how fortunate the world of parades, 
festivals and events were to have Jean McFaddin as their 
global ambassador and champion. 

Perhaps, this is the future challenge that is issued directly from 
Jean. We must refine our artist’s eyes, strengthen our human 
hearts and insure that parades and other events that bring folk 
together for the purpose of human celebration, grow stronger 
and stronger to delight and inspire many future generations.

Regarding my profile of Jean in that text book, she received 
my draft copy and rewrote almost every line, improving my 
prose with every stroke of her mighty pen. Indeed, this is what 
her artist’s eye and her very human heart achieved in both her 
career and personal life. She made all of us significantly better. 

In Scotland, when someone we love departs us we say. “Haste 
ye back!” which means “Come back soon!” This bonnie lass, 
through the memories of her many friends, family and millions 
more who benefitted from her talent and kindness, shall indeed 
never actually leave us. Therefore, it is more appropriate to say 
“Fare ye well!” Fare ye well indeed, because of you, all of us, 
friends and strangers alike, shall now commit to preserving, 
continuing and expanding the precious legacy that you, as 
your final gift, have given to all of us.

Robert Burns, Scotland’s national poet and the author of Auld 
Lang Syne, said it best when in wrote in “A Red, Red Rose”…

So fair art thou, my bonnie lass,
So deep in luve am I;

And I will luve thee still, my dear,
Till a’ the seas gang dry.

Professor Joe Goldblatt, Ed.D., FRSA
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IFEA WORLD BOARD BY JEFF CURTIS

B
ack in early February while I was on a flight coming 
home from the IFEA World Board of Director 
meetings in Orlando, Florida, I jotted down some 
notes from my recent interactions from respected 

leaders of our industry. As I collected my thoughts, I could 
not help but think about just how big our industry is when 
you try to put into context the sheer number of events that 
take place across the globe. In that same thinking, events 
have a successful trend of being shared and replicated 
in a way that truly transforms our industry. What is clear 
to me in both what I see today and looking through the 
history books, is that the event industry is a shared industry. 
I believe that the power of sharing knowledge from one 
event to another is the most fundamental key to our industry 
thriving, while others industries struggle from time to time.

My own festival, the Portland Rose Festival, is a primary 
example of succeeding via this shared industry. The Rose 
Festival's signature event, the Grand Floral Parade which 
began in 1907, can trace its roots back to the mid 1800's 
carnivals of Europe--most notably, the Battle of Flowers 
Parade in Nice, France. While the Grand Floral Parade 
can trace back the heritage, it was not the first to create a 
flower parade in the United States. During the prior century, 
two floral parades were started in San Antonio, Texas and 
Pasadena, California. San Antonio's Battle of Flowers 
Parade was directly copied from its European counterpart, 
and in that same year, the world-famous Rose Parade was 
started in Pasadena, California. All of these parades are 
linked together by the concept of using a flower as the 
symbol and the building block for a parade. Collectively, 

it was an idea that was shared and transferred from 
Europe to San Antonio, to Pasadena and then Portland. 

In recent years, I looked to adjust how we program 
and use Portland's waterfront for special events. While I 
had a vision in my mind of a customized event space for 
multi-purpose use ranging from major concerts to picnic 
space, it took a trip to the Kentucky Derby Festival to 
cement that vision. It simply took my two feet on the ground 
of their waterfront event to create a roadmap in my mind 
how the Portland Rose Festival could achieve its goals 
of revitalizing how we use our own Waterfront space. 
From there, our RoZone was born. Today it thrives as our 
concert venue, but over the years has hosted events from 
BBQ championships to our Opening Night Ceremonies. 

The power of taking an event concept and shipping it 
across the globe is one of the most defining assets of our 
events Industry. IFEA is that key to the power of event 
transformation. I encourage you to take the time to engage 
IFEA's online resources, its membership benefits and to 
embrace the power of relationships with other festivals 
across the globe. IFEA is an organization that has been 
a resource to my own personal growth, as well as the 
continued growth and success of the Portland Rose Festival 
through the sharing of knowledge and creative thinking.

Jeff Curtis
2018 IFEA World Board Chair

CEO
Portland Rose Festival Foundation

Portland, OR 

18  IFEA’s ie: the business of international events Summer 2018

www.ifea.com


October 1-3, 2018 • Town and Country Hotel • San Diego • California • U.S.A.
CFEE Classes September 28 - 30, 2018

63rd Annual IFEA 
Convention, Expo & Retreat

1 Sponsorships 

& 

Revenue

7
Technology, 

Creativity & 

Innovation 6
O

perations  

&
 R

isk 

M
anagem

ent

5
Marketing, 

Branding & 

Media Relations

4Leadership & Management3
H

os
t C

ity
 

Pa
rtn

er
sh

ip
s

2
G

lo
ba

l T
re

nd
s 

& 
Is

su
es

PERSPECTIVES

CHANGING

Presented by

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


IFEA FOUNDATION BOARD BY SAM LEMHENEY, CFEE

With the passing of a legend in our industry, 
Jean McFaddin, I took a lot of time to 
reflect on our relationship. The fun we had 
together, and the conversations we had. 

The amount of knowledge she passed on to me. The 
inspiration she gave me to be more creative. To never 
settle. And to never let last year’s show be the best. Always 
looking forward and continuing to get better show after 
show. I took time to reflect on my career - the good, the 
bad, and the ugly. And trust me, it is all of that. I began 
to think of the impact Jean had on my career, as well as 
all the other individuals I’ve encountered along the way. 
The influence they had on me, and the effect they had on 
my career and what I do every day and at every event.

After going down my memory lane, the word legacy 
started to creep into my thinking. To be honest, I really 
never thought about legacy before, let alone my own. I 
started doing some research. What does legacy mean? 
I discovered so many different meanings. Here are a few 
that popped up on my screen when I did my Google 
search, “children, wealth, ethical choices, moralistic 
lifestyle, sustainable ecological living, charitable work, 
compassion to humanity, scientific discoveries, artistic 
creations”. As I read many articles, I came across one 
in the Huffington Post by Katherine Meadowcroft who 
surmised that “legacy constitutes one’s character and 
good (or bad) deeds. It is important to note, it is not 
what one acquires but what one creates. Think of a 
legacy as encouraging the next generation, through 
one’s choices and actions, to identify and work towards 
realizing their own accomplishments and greatness." 

"It's not about what you acquire but what you create" 
was a powerful statement for me. All of us in the event 
world are developing and creating experiences every day. 
We bring people together and create memories through 
our celebrations. This is what we do. That is part of our 
legacy. Many of you have shared amazing stories and 
memories of Jean in this edition of “ie.” How you met, the 
fun you had with her, the influence she had on your career, 
and how she inspired you. The one common denominator 
here is IFEA. Jean loved this organization and loved giving 
back to all. If you were lucky enough to meet her, you know 

exactly how she gave back. Her passion, her stories, her 
advice, her energy. If you were not lucky enough to meet 
her, read these stories. Take inspiration from us who knew 
her and loved her. Glean the knowledge in these stories 
and learn from her life. Help to continue her legacy. 

The IFEA Foundation helps to support the mission 
and vision of the IFEA by providing financial support that 
allows the organization to fulfill its educational goals. 
These scholarship and educational funds honor the 
service and dedication of so many legends of our industry, 
helping to keep their legacy alive for years to come by 
assisting the next generation of event professionals to 
continue to elevate the quality of all events worldwide. 
Much of the financial support for the IFEA Foundation 
comes through generous donations from YOU, our 
IFEA Members, through Annual Giving Gifts, Special 
Fund-Raising Campaigns and our Annual Foundation 
Auction held each year at the IFEA Convention & Expo. 

There are many ways to give back and support this 
industry. As Foundation Chair, the one that I must 
encourage you to attend and participate in is our annual 
Convention. This year the convention will be held in 
San Diego in October, so register soon and book your 
flights. It is always a fun time with many learning and 
career-developing opportunities. The big fundraiser for 
the IFEA Foundation during the Convention is our annual 
auction and party. This year's theme will be "Surf's Up!" 
A fun beach party, taking inspiration from the California 
surfing scene and music during the 50's and 60's. 
Think Beach Boys and Jan & Dean. If you would like to 
donate items or an amazing event experience, please 
reach out to me at slemheney@pennhort.org or Kaye 
Campbell at kaye@ifea.com. We can always use new 
and exciting items. Your donation will help us to honor 
the legacy of so many legends for years to come.

See you in San Diego! 

SAM LEMHENEY, CFEE
2018 IFEA Foundation Board Chair

Chief of Shows & Events
Pennsylvania Horticultural Society (PHS)

Philadelphia, PA

INTERNATIONAL FESTIVALS & EVENTS ASSOCIATION
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ENGLISH 101 WITH JEFF ENGLISH, CFEE

Have you ever sat there and wondered why we do 
this? The long hours during peak season, the pay of 
a non-profit, the stress of managing sponsors, the 
threat of severe weather, and writing plans to prevent 

acts of terror? During a speech I gave at the North Carolina 
Festival and Events Association conference this January in 
Charlotte, NC, I asked that very question. Why did folks work 
for a festival or event? I’d say most of us could probably head to 
the private sector and make more money. One of our employees 
at KDF did just that and doubled his salary. But he pines to 
be back in the action again. What is it that makes us tick?

As I sit at my desk 16 days before Thunder Over Louisville 
launches, with a stack of papers and emails to answer, I ask 
myself this question. My background of working in electoral 
politics and as a defense attorney prepared me in many ways 
for my work at KDF. There’s just always been a pull for me to 
try and do my part. To contribute and serve the greater good in 
some measure. In politics it was about believing in issues and 
in turn, working for candidates who shared those views. About 
knowing that elections have consequences and that if you want 
to change something you have to win. As a lawyer, I wanted to 
make sure the system treated folks fairly. Even those without 
a lot of money. By making sure that a police officer used the 
proper technique and process to search a kid’s car for marijuana. 
Because those techniques and processes are the core of our 
Constitutional rights and are upheld by the Supreme Court. 

In the Festival and Event Industry, I’ve gathered there are 
two common themes that make event people tick. The first is 
our desire to be happy and to make people happy. We like 
producing things that are cool and people enjoy. Events are fun. 
We can dive into economic impact and multipliers and whatnot, 
but at our core we produce events because they make people 
happy. The second is our desire to bring people together. In 
Louisville that means folks from the west end looking folks from 
the east end in the eye while standing next to each other at the 
event. It allows people from all walks of life to join together in 

celebration. Coming together shapes the soul of a community. 
At the Kentucky Derby Festival, it was decided we could do 

more to increase our “fun” factor and also bring everyone to the 
same place. To come together. For years, the Chow Wagon, 
which is a music and food venue (think corn dogs, etc.) had pop 
up locations throughout the city. Folks would go to the Chow 
Wagon near their house and enjoy their piece of the Festival. After 
conducting a Market Research Survey in 2006, it was decided to 
combine all of the Chow Wagons into one giant Festival venue. 
The location was Waterfront Park and “Kroger’s Fest-a-Ville on 
the Waterfront” was born. The current version of Fest-a-Ville 
provides nine days of programming including national concert 
acts, a diverse variety of food options, beer garden, and carnival 
rides. It literally has something for everyone and all we charge to 
enter for any of the concerts or to just hang out is a Pegasus Pin!

So, Eric Martin is right. While we event specialists may 
not build rockets, the work we do at its core is just as vitally 
important. Providing a community with a safe and affordable 
way to come together means something. And it takes a special 
group of people to do that with such skill and expertise. 
Because when it’s done at a high level, the smile on a child’s 
face or teenagers dancing instead of texting or families of 
all races from every part of town enjoying fireworks together 
is certainly something special. It’s that human experience of 
being together in celebration that takes us to the stars.

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

BUT WHEN DONE WELL, 
IT TAKES US PLACES 
WHERE ROCKETS CAN 
ONLY DREAM OF.” 

- ERIC MARTIN

“WHAT WE DO ISN’T ROCKET SCIENCE,
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What is the GDPR?
The GDPR is a new piece of legislation 

by the European Union (EU), that 
will begin on May 25th of this year. In 
short, it is a comprehensive regulation 
meant to protect the privacy rights of 
all European residents and to ensure a 
user's right to understand and control 
how their personal data is used.

Who Does the GDPR Affect - 
Who Must Comply?

The GDPR will affect all companies and 
organizations, worldwide, that offer goods 
or services (even if they're free), markets to, 
or collects, processes or maintains personal 
information/data on any European Union 
residents (business contacts included), 
regardless of the organization's home 
country. In addition to major international 
businesses, this will/may include:
• Membership organizations like the 

IFEA and our alliance partners;
• Festivals and events who sell tickets 

to, merchandise to, market to, and/or 
salute and pay tribute to international 
countries (thus communicating 
with/marketing to/storing data on 
potential EU residents and others)

• Industry vendors and suppliers who 
"offer goods and services to," store 
data, and/or monitor the activities 
of individuals located in the EU.

In addition to your organization 
being compliant, the regulation 

also includes assuring that any 
businesses, data hosts, web providers, 
sponsors, et al., that may handle/
process/use your data, that contains 
information on any resident within 
the EU, are fully compliant as well.

What is the Risk of  
Non-Compliance?

The GDPR mandates documented 
compliance. Penalties for non-compliance 
can be up to €20 million or 4 percent of 
global revenues, whichever is higher.

What Constitutes 
Compliance?

Although there are many steps involved 
in becoming compliant, a brief look at 
what constitutes compliance includes:
• Individuals (from the EU) 

must provide explicit (opt- in 
vs. opt-out) consent before 
they can be marketed to.

• Organizations must have a clear 
privacy notice, stating what 
data you are collecting (of those 
individuals from the EU) as well 
as how long you are keeping the 
data and with whom you share it.

• Individuals must be able to get 
access to, free of charge, any data 
your organization has on them.

• Individuals must have the right 
to have their data permanently 
deleted, if requested.

The above is not a complete list and we 
recommend that you do further research 
to learn how/if you may be affected, and 
what it takes to become fully compliant.

Where Can You Find More 
Information?

To give you an overview of this 
legislation, the three guides below put 
things in an understandable language, 

suggesting considerations for a Readiness 
Checklist by all organizations.

What are Your  First  Steps?
For those of you who think you may 

be impacted, we suggest that you:
• Read through the linked 

materials above.
• Meet with your internal staff 

who deal with or control your 
data management/usage.

• Begin now to ensure that your 
organization is compliant 
with this new regulation.

• Talk with your website company, 
data host/storage providers and other 
vendors who may also be impacted 
and ask them to provide you with more 
details about how they are complying 
with the new GDPR regulations.

Note: For those who work with 
IFEA Association Endorsed Partner, 
Saffire, they are already ahead of 
the curve and will be reaching out 
to their clients in the near future.

While none of us ever needs more 
work added to our desks, we believe 
that awareness and preparation is 
better than surprise, and we wanted 
you all to have as much time as 
possible to address this changing 
obligation, before its implementation.

ARE YOU AWARE OF THE GENERAL DATA 
PROTECTION REGULATION (GDPR)?
MORE IMPORTANTLY, ARE YOU COMPLIANT?

IFEA INFORMATION

GDPR?
ARE YOU READY FOR
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Find Out Why Your Professional  
Peers Value Their IFEA Membership.

Jeff Curtis, CEO • Portland Rose Festival Foundation • 2018 IFEA World Board Chair

The Portland Rose Festival Was One of 
14 Founding Members of the IFEA in 1956.

THE REST IS HISTORY.

Click Here to 
Watch Video

http://files.ifea.com/Video/2018JeffCurtis-IFEATestimonial.MOV


OUTSIDE THE FOUR WALLS
Developing Valuable Campus-Community Partnerships
By Annie Frisoli
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Packing up six students into a van 
every September to travel nine hours 
from Athens, Ohio to the St. Louis Art 
Fair (SLAF) is electrifying! I know in 
the upcoming days the opportunity 
Executive Director, Laura Miller, and her 
team will provide for the students within 
the Recreation Studies program at Ohio 
University (OHIO) will be life changing. 
The partnership between SLAF and 
OHIO began at International Festivals 
and Events Association Annual Event 
Management School (EMS) in Oglebay, 
West Virginia. Having originally met 
Cindy Lerick, former St. Louis Art Fair 
Executive Director and faculty at EMS, she 
invited six students and one faculty from 
the Recreation Studies program to the St. 
Louis Art Fair to gain hands on experience 
in event management, and hands on it is! 

The experience begins with the Ohio 
University crew arriving for the SLAF 
kick off meeting on Wednesday evening 
prior to the weekend event to meet the 
core members of Laura Miller’s Event 
Management Team (EMT). All are excited 
to meet and greet and gain an overall 
synopsis of the weekend ahead including 
schedule, procedures, safety, logistics, 
radios, weather, event highlights, risk 
and liability concerns, and any other 
pertinent information. The OHIO seven 
then return Thursday morning, bright 
and early with the rest of the SLAF staff, 
to begin their journey of experiential 
education with one of the top art fairs 
in the United States and prepare to host 
approximately 130,000 people between 
Friday and Sunday of the upcoming 
weekend. Throughout their four days, 
the students are exposed to operations 
and logistics, marketing and PR, food 
and beverage, signage, city partners, 
music and entertainment, artist relations, 
and all the glamourous and not so 
glamorous aspects of event management.

The success of this partnership does 
not happen without any effort. The 
success of the partnership occurs due 

to both partners working together to 
express their needs and have open 
conversations around the experience 
and one another’s expectations.

Making the Partnership Work:
• Open Communication - Both 

parties discuss their needs prior to 
the shared experience to create a 
win-win partnership. Strategies include 
pre-event discussions (months in 
advance) around expectations from 
both partners, logistical assistance 
regarding accommodations, names 
of students/sizes for uniforms well 
in advance, expectations of students 
and community partner, and any 
other needs of each of the groups.

• Not Just the Grunts - Indeed it is 
important for students to understand 
ALL that encompasses producing an 
event. However, once the work of 
ensuring chairs are set up, banners 
are hung, beverage tents are stocked, 
tablecloths are counted, etc., the SLAF 
staff takes time to provide students 
with the “why” behind the table set up, 
the banner location, the color choice 
of tablecloths, stage locations, vendor 
and sponsor choices, beverage location, 
and much more. SLAF includes the 
students in all event team meetings 
throughout the weekend to provide 
depth to the learning experience 
and to make them feel part of the 
team. Many of the staff also offer side 
conversations throughout the weekend 
in their areas of expertise and share 
some of their individual perspectives 
of the event and of the event world, 
along with past experiences and how 
the event has grown over the years. In 
addition, Laura provides some sort 
of memorabilia from the event as a 
thank you gift to all the students.

• Costs - The trip to SLAF is not free and 
this too takes a collaborative effort. The 
Recreation Studies program at Ohio 
University provides the transportation 

from Athens, Ohio to SLAF. In return, 
SLAF houses the students for five nights 
and provides all meals. The return on 
investment for SLAF is concentrated, 
reliable volunteers for the weekend 
and the ROI for the University is the 
experiential learning for their students. 

• Time - Each partner needs to be 
willing to give some time to this 
partnership. The faculty member 
needs to be selective in their process 
of identifying students with a clear 
application process and the event staff 
must be available to answer, not only 
pre-arrival questions/logistics, but also 
interested in sharing their event with 
the students during implementation. 
This partnership is a unique and 

special opportunity for both SLAF 
and OHIO, however there are other 
numerous ways for Universities and 
Community Organizations to partner 
outside of this organized effort. 

Additional Campus-Community 
Partnership Ideas:
• Graduate Student Projects – Most 

graduate students complete their 
Master’s Degree by fulfilling a capstone 
experience. At OHIO University, 
students have one of four ways to 
fulfill their degree requirement: 
thesis, mentored writing, professional 
project, or comprehensive exams. 
Professional projects could make 
for a great partnership in the event 
world, as students could host an event 
on behalf of your organization as a 
project, conduct a needs assessment, 
complete a marketing analysis, 
conduct an economic impact study, 
or many other potential great ideas. 

• Independent Studies – A less 
intensive opportunity compared to a 
capstone project, is an Independent 
Study. If enrolled in this type of 
opportunity, students could assist 
with gathering information to write 
a grant, assist in developing reports 
regarding your event, develop your 
events story for marketing purposes, 
etc. In addition, Independent Study 
opportunities are also guided by a 
faculty member to ensure quality.

• Classroom Projects – Many majors 
(not just Recreation programs) are 
looking for experiential education 
projects. Your agency could be used to 
develop a marketing plan, conduct a 
facilities assessment, develop a social 
media strategy, review policies and 
procedures, etc. The possibilities are 
endless and many faculty would be 
interested in having a conversation 
around your ideas. Currently, the event 
management course within Recreation 
Studies hosts fundraising events for 

Packing up six students into a van every September to travel nine 
hours from Athens, Ohio to the St. Louis Art Fair (SLAF) is electri-
fying! I know in the upcoming days the opportunity Executive Direc-
tor, Laura Miller, and her team will provide for the students within 
the Recreation Studies program at Ohio University (OHIO) will be 
life changing. The partnership between SLAF and OHIO began at 
International Festivals and Events Association Annual Event Man-
agement School (EMS) in Oglebay, West Virginia. Having originally 
met Cindy Lerick, former St. Louis Art Fair Executive Director and 
faculty at EMS, she invited six students and one faculty from the 
Recreation Studies program to the St. Louis Art Fair to gain hands 
on experience in event management, and hands on it is! 
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local area non-profits and last year 
alone raised over $10,000 and impacted 
over 3,000 community members 
with their classroom event projects. 

• Internships – Most Recreation 
Studies programs mandate a minimum 
400-hour (paid or unpaid) internship 
for credit in which students work 
with agencies 40 hours a week for 
10 weeks. However, one piece of 
advice for an agency is to ensure the 
student is receiving credit for their 
internship. Typically, if an internship 
is credit based, it will be connected 
to an internship supervisor from the 
University to support not only the 
student, but you the agency through the 
experience if any issues were to arise. 

• Practicums – Practicums are a less 
intensive, smaller commitment 
to have a student join the staff of 
an organization. Practicums have 
fewer goals than what an internship 
would require and are seen more as 
mere exposure to the event world. 

• Classroom Presentations – Offer 
to share your expertise in a college 
classroom to future professionals. This 
is also a great first step in connecting 
to all the ideas listed above.
Understanding that developing 

these opportunities involves a time 
commitment for both partners, it is 
important to review positive outcomes 
of the partnership for both parties.

OUTCOMES for Community 
Partner:
• Additional Staffing for Your Event – Fear 

of volunteers not showing up? Difficult to 
hand over major tasks to someone only 
volunteering a total of three hours at your 
event? With an organized partnership, 
you gain reliable volunteer staff for your 
event. For example, the partnership 
between OHIO and SLAF provides 
SLAF with seven, full-time volunteers 
from set up to break down, from dawn 
until dark. The students truly become 
part of the event management team 
and take on significant staffing roles. 

• Mentoring Opportunities for Your 
Staff – SLAF Event Director Laura 
Miller shares, “I feel it’s important for our 
organization to support up-and-coming 
leaders in our industry.  We hope to create 
a lasting relationship with the students that 
may lead to internships and employment, 
but most importantly mentorship as they 
enter the event management field.”

• Possible Funding Support – Partnering 
with a University could lead to grant or 
research work together and/or possibly 
fulfill event functions you would 
normally hire/spend funds to complete. 

• Information Gathering – 
Needs assessments, evaluation, 

information gathering, etc. These 
are all project ideas to partner 
with a local University course.

• Collaboration - Once again, stated best 
by community partner, Laura Miller 
of SLAF, “Our Event Management Team 
and staff take away just as much from the 
partnership. The student’s inquisitiveness 
about process and procedures keeps us on 
our toes and it goes without saying we 
gain skilled volunteers for the week.”

OUTCOMES for University 
Partner:
• Experiential Learning for Students: 

Most academics preparing students for 
their profession need partnerships to 
create authentic, practical experiences. 
Partnering with a festival or event 
creates these opportunities. Laura Miller 
shares, “The week the students spend with 
us at SLAF is like a crash course on event 
management. The students serve on our 
Operations Event Management Team and we 
also provide them the opportunity to immerse 
themselves in a specific area of interest.” 

• Unique Program Offering to Recruit 
Students: For educators, this is a 
wonderful highlight of your program 
to recruit incoming students. 

• Domestic Study Abroad Program: 
Depending on the level of engagement 
with the event experience (especially 
those events spanning over five days of 
travel or longer), an academic program 
could provide a credit-based experience 
for students. However, as the faculty 
member hosting the experience, be sure 
students are not interested in “just” 
the credit and/or the trip location. I 
would encourage a personal statement, 
references, and an interview prior to 
accepting students into the program. 
At Ohio University the trip to SLAF is 
NOT credit-based, as a faculty member 
I am only interested in providing 
this experience to those intrinsically 
motivated to gain event experience. There 
is still an application process and the 
entire Recreation Studies program faculty 
assist in determining which students are 
chosen to fulfill the six positions at SLAF. 
As I only want to bring students that 
have displayed excellence in character 
and motivation in all Recreation classes. 
Understanding that approaching 

a University can be confusing 
with all the layers and available 
offices to contact, here are a few 
suggestions that may lead community 
partners in the right direction.

Contacts within University 
Settings:
• Faculty – Faculty within programs 

offering classes around event 
management, facility operations, 

marketing, communication, social media, 
sports management/administration, 
etc. Depending on your event needs, 
your needs will drive you towards the 
proper academic department. Not all 
faculty are open and willing to travel 
with students, thus do not let one faculty 
represent all faculty at a University if 
your offer is declined. There are many 
departments on campus that have 
students interested in event management.

• Center for Service Learning – Many 
universities have dedicated offices on 
campus to develop service learning/
hands-on experiences for students to 
work with local organizations. See these 
offices to assist in finding dedicated 
faculty to partner with on your event.

• Career and Leadership Centers – Almost 
all colleges and universities have a Career 
Center located on their campus. If you 
are interested in attending job fairs, 
posting jobs or internships, hosting panel 
discussions on event management, or 
other numerous opportunities, contact 
the Career Center on any campus.

• Campus Involvement Center (Student 
Clubs) – Student clubs can range in 
how they could assist. Fraternities 
and sororities are well known for 
hosting fundraising events on their 
own. However, if you are looking for 
groups of volunteers, often student 
clubs are required to maintain a certain 
amount of service hours to local area 
non-profits. Thus, this could be another, 
possibly more casual, relationship. 
In closing, the time and effort needed 

to create a relationship between a campus 
and a community partner does not 
measure in comparison to the return the 
relationship can have on an event and the 
students involved. There is great value in 
both parties breaking down the walls of 
their separate worlds to continue to grow 
the profession of event management!

Annie Frisoli is a Lecturer 
in Recreation Studies at Ohio 
University where she thoroughly 
enjoys teaching the topic of 
event management to her 
students. Each year in her event 
management course, the students 
plan, implement, and develop 
five fundraising events for local 
non-profits and raise approximately 
$10,000 for the identified partners. 
Annie encourages experiential 
education within all her classrooms 
to assist in preparing students for 
their future careers! She can be 
reached at: Phone: 614.421.8074 
or Email: frisoli@ohio.edu.
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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

WHY EXH I B IT AT THE I FEA EXPO?

 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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Australia
Bahamas

Brazil
Canada

China
Denmark

France
Germany

Iceland
India

Ireland
Mexico

New Zealand
Poland
Qatar

Republic of Korea
Saint Lucia
Singapore

Slovenia
South Africa

The Netherlands
United Arab Emirates
The United Kingdom

GLOBAL REACH
PARTICIPANTS FROM 
NON-U.S. LOCATIONS

WHO CAN YOU EXPECT TO SEE AT AN IFEA EXPO?

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

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

–Chelsey Panchot, Up with People
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43% 
  MALE

57% 
FEMALE

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

INFLUENTIALS
TITLES REPRESENTED WITHIN INDUSTRY SEGMENTS

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

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

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

10% ASSISTANT/COORDINATOR/SPECIALIST

82% 
OF ATTENDEES ARE THE KEY DECISION MAKERS IN PURCHASING 

 AND/OR HAVE DIRECT INFLUENCE IN PURCHASING DECISIONS

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

–Gary Todd, Deltronic Labs
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INCLUDES: EXHIBITOR FULL EXPERIENCE

One 10’x10’ Booth space + 1 Exhibitor and 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 remaining issues in 2018 (April or July). Exhibitor is 
responsible for submitting requested information for Spotlight by issue deadlines (April 2, 2018 or July 2, 2018.) 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 29, 2018 
IFEA MEMBER RATE
NON-MEMBER RATE

Rates After June 29, 2018
IFEA MEMBER RATE
NON-MEMBER RATE

$895 
$1195

$1095
$1395

$1495
$1795

$1695
$1995

2018 IFEA EXPO PACKAGES

EXHIBITOR PACKAGE ADD-ONS: IFEA MEMBERS  NON-IFEA MEMBERS

Additional Booth Worker (1 Day) $150 $250
  Includes meals and social activities for days of the Expo

Prime Booth Location $175 $275

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 x815
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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 815 • www.ifea.com

WHERE
Town & Country, San Diego, California USA 

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

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

Furnishings/Electrical/AV – Exhibitors requiring additional items (tables, chairs, electrical, etc.) may 
order/purchase from our Expo service company, Shepard Exposition Services. Shepard Exposition  
Services will send a detailed package to all registered exhibitors in August.

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: Fee are non-refundable. 

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 exhibitors are 
required to furnish a certificate of insurance to the IFEA prior to booth occupancy. Coverage must be for General Liability with a combined single limit of 
$1,000,000, and on an occurrence policy. The IFEA must also be named as an additional insured on the certificate. 

Liability: Neither IFEA, nor its employees, and/or its agents, either jointly or individually, is responsible for any injury to exhibitors, their employees, guests 
or visitors within the confines of the space contracted by the exhibitor even if such injury is caused or alleged to be caused, in whole or in part by the 
negligence of 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 lia-
bility 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 
likenesses in any and all promotional and/or advertising materials in any medium, including the internet.

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.

EXPO LOAD IN
Monday, October 1st, 2018

2:00 p.m.- 5:00 p.m.
Tuesday, October 2nd, 2018

8:00 a.m.- 10:00 a.m.

EXPO HOURS
Tuesday, October 2nd, 2018

11:00 a.m.-2:00 p.m.
Wednesday, October 3rd, 2018

11:00 a.m.-1:00 p.m.
(both include lunch)

EXPO LOAD OUT
Wednesday, October 3rd, 2018

1:00 p.m.- 4:00 p.m.
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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: _______________________________________  First Name for Badge: __________________________________

Title: _______________________________________________________________________________________________________

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: _______________________________________________________________________________________________

Address: ____________________________________________________________________________________________________

City: _________________________________________________  State/Prov.: ___________________________________________

Zip/Postal Code: ______________________________________  Country: ______________________________________________

Phone:_______________________________________________  Mobile: _______________________________________________

E-mail: ______________________________________________________________________________________________________

E X P O B OOTH 
R E G I STRATI ON
October  2 -3 ,  2018

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

❍ Décor/Displays/Backdrops  
❍ Entertainment/Talent   
❍ Equipment Rental 
❍ Event Management Software   
❍ Fireworks   
❍ Fundraising 
❍ Inflatables   
❍ Insurance/Risk Management
❍ Lasers   
❍ Lifestyle   
❍ Marketing  

❍ Merchandising 
❍ Mobile Apps
❍ Novelties  
❍ Performing Artist   
❍ Permit Processing
❍ Pins/Emblems
❍ Point of Sale Solutions
❍ Printing   
❍ Production Company  
❍ Restrooms   
❍ Safety & Security 

❍ Special Effects
❍ Sponsorship   
❍ Staging 
❍ Tents   
❍ Ticketing
❍ Travel Planning
❍ Video Production   
❍ Volunteer Management
❍ Weather Monitoring 
❍ Other___________________

4. PROGRAM LISTINGS
Company Description (25 words or less) _____________________________________________________________________________

________________________________________________________________________________________________________________

________________________________________________________________________________________________________________

________________________________________________________________________________________________________________

3. EXHIBITOR CATEGORIES
All paid 2018 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.
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EXHIBITING COMPANY NAME: _____________________________________________________________________________ 

5. PACKAGE SELECTION

Rates Before June 29, 2018 MEMBER NON-MEMBER

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

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

Rates After June 29, 2018

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

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

6. EXHIBITOR PACKAGE ADD-ONS: 

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

2nd or More Convention Registrations ❍ $495 ❍  $695 x _________ People $ ______________
(after a first has been purchased)

Additional Booth Worker ❍ $150 ❍ $250 x ________ Workers $ ______________
(Includes meals and social activities for the days of the Expo.)

Attendee Bag Promotion 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.

To make a reservation or for more information contact:

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

E X P O B OOTH 
R E G I STRATI ON
October  2 -3 ,  2018
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EXHIBITING COMPANY NAME: _____________________________________________________________________________ 

5. PACKAGE SELECTION

Rates Before June 29, 2018 MEMBER NON-MEMBER

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

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

Rates After June 29, 2018

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

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

6. EXHIBITOR PACKAGE ADD-ONS: 

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

2nd or More Convention Registrations ❍ $495 ❍  $695 x _________ People $ ______________
(after a first has been purchased)

Additional Booth Worker ❍ $150 ❍ $250 x ________ Workers $ ______________
(Includes meals and social activities for the days of the Expo.)

Attendee Bag Promotion 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.

To make a reservation or for more information contact:

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

E X P O B OOTH 
R E G I STRATI ON
October  2 -3 ,  2018

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

ORGANIZATION: ______________________________________________________________________________________________________________________

2nd BOOTH WORKER AND/OR ATTENDEE 

Name:  _______________________________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________  

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

Phone: _______________________________________________________________  Mobile:  ______________________________________________________

E-mail:  ______________________________________________________________________________________________________________________________   

3rd BOOTH WORKER AND/OR ATTENDEE 

Name:  _______________________________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________  

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

Phone: _______________________________________________________________  Mobile:  ______________________________________________________

E-mail:  ______________________________________________________________________________________________________________________________   

4th BOOTH WORKER AND/OR ATTENDEE 

Name:  _______________________________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________  

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

Phone: _______________________________________________________________  Mobile:  ______________________________________________________

E-mail:  ______________________________________________________________________________________________________________________________   

5th BOOTH WORKER AND/OR ATTENDEE 

Name:  _______________________________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________  

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

Phone: _______________________________________________________________  Mobile:  ______________________________________________________

E-mail:  ______________________________________________________________________________________________________________________________   

6th BOOTH WORKER AND/OR ATTENDEE 

Name:  _______________________________________________________________  Name for Badge: _______________________________________________  

Position Title: _________________________________________________________  First IFEA Convention      Yes       No  

Address:  ____________________________________________________________________________________________________________________________  

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

Phone: _______________________________________________________________  Mobile:  ______________________________________________________

E-mail:  ______________________________________________________________________________________________________________________________   

Fax: +1-208-433-9812 • Mail: 2603 W. Eastover Terrace, Boise, ID 83706, U.S.A. • Phone: +1-208-433-0950
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LEGACY SCHOLARSHIPS
These 19 scholarships are made possible by the 

generosity of many industry donors through the 
IFEA Foundation. 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 63rd Annual IFEA Convention, Expo & Retreat 
is scheduled for October 1-3, 2018 in San Diego, 
California, USA.

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.  

The Jean McFaddin Legacy 
Scholarship 
Providing support to a deserving individ-
ual/organization who has had at least 2 
years active involvement, either as staff 
or volunteer, in producing a multi-di-
mensional event and whose career/lives 
have been inspired or touched by the 
Macy*s Thanksgiving Day Parade. 

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 815 or kaye@ifea.com.

NEW

http://www.ifea.com/p/about/foundation/foundationlegacyscholarships


The Daniel A. Mangeot 
Memorial Scholarship 
Providing support to a deserving indi-
vidual/organization seeking advanced 
education and professional certification. 
This scholarship provides 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 supporting 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.

2018 Application Deadline 
5:00 p.m.

June 29, 2018

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 815 or kaye@ifea.com.

INTERNATIONAL FESTIVALS & EVENTS ASSOCIATION
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Please check appropriate scholarship box
  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, July 20th, 2018. At this time, 
  you will also be asked to complete an IFEA 63rd Annual Convention Registration.

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

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

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

INTERNATIONAL FESTIVALS & EVENTS ASSOCIATION
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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 2018 IFEA 
Volunteer of the Year Award.

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

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

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

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

2018 IFEA 

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


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

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

with his or her volunteer duties 

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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


At a recent conference, I had the 
opportunity to experience a session 
entitled Messaging for a New Era 
hosted by Jennifer Edwards, a self-styled 
dancer-storyteller-strategist-facili-
tator. I encourage you to check out 
her work at: www.jened.com.

The concept behind the session 
was that macro changes are facing us 
all, so we need to rethink the way we 
make connections and communicate. 
The trends that will affect marketers in 
the arts and events world are varied, 
starting with the fact the tax deductibility 
of charitable donations will no longer 
resonate with anyone except the 
highest donors on our lists (a trend 
we’ve already seen at many shops). 

More importantly to us in the event 
business is the trend towards the gig 
economy for those workers in high 
paying tech, design and creative jobs. 
These highly desirable individuals will 
make decision-making on behalf of 
our organizations more unpredictable 
than ever before as the 40-hour per 
week 9-5 office hours we have dealt 
with for so long, will no longer be the 
same. Decisions will be made at the 
last minute and audiences showing up 
at unexpected times. Are you ready for 
these changes coming your way?

We should all prepare for the evolution.
However, the most enlightening part 

of the conversation was an exercise I 
encourage you to try on your own. (Note: 
I’m not usually one for enjoying this type 
of engagement session, but this was 
one of the best I’ve experienced).

We started by answering all 
three basic questions:
• What makes you feel safe?
• What makes you feel heard?
• What makes you feel valued?

We continued on by answering 
the following questions: 
• How does your organization invite 

others in to help tell your story?
• How can you improve that invitation?
• How can you invite those individuals 

to help share your story?
• 

Furthermore, we were 
challenged to think:
• Who can you tap to service the 

biases you have to certain projects?

We’ve heard so much over time about 
storytelling, but I am a firm believer that 
you need to be listening to others and 
amplifying their voice in telling your 
story. Some of the most successful and 
satisfying work I’ve been doing recently 
is because we have engaged the 
audience and others in their feedback. 

Being curious about all of the elements 
on how to create opportunities is step 
one and learning from others outside of 
your normal sphere of influence allows 
your work and its results to blossom.

Empathy and truly listening to those 
whose voice you haven’t been hearing 
is a dynamic combination to help you 
be more mindful in building the bridge 
to meaningful engagement. This type of 
engagement is at the core of successful 
marketing and communications.

I also had the pleasure of recently 
attending a presentation on diversity, 
equity and inclusion in the nonprofit 
space. The conversation was extremely 
engaging and taught many about what it 
means to walk in someone else’s shoes.

Here again the focus is on the  
word empathy.

There is a focus in all of our 
communities to become more diverse, but 
what does that really mean? 

For us in the arts and events 
space, we welcome all individuals 
regardless of background, but that 
doesn’t necessarily mean we are 
making decisions or providing the 
inclusion necessary for true equity.

Art, in all of it facets, is representative 
of individual artists and by giving 
exposure and a voice to those artists 
in your community, you can elevate the 
different cultures and begin to make 
connections that really matter. Embracing 
different genres alone allow you to 
engage a diverse population of artist 
and arts organization and from there, the 
relationships and conversations can grow 
organically for the benefit of all involved.

We are all engaged in some form of 
audience development. By celebrating 
different cultures and different 
backgrounds we weave a tapestry that 
invites more people to participate and 
feel a sense of true inclusion. Important to 
all of this are the methods by which you 
reach these potential audience members. 
The tools they use to communicate are as 
diverse as their race, gender and heritage. 
Be sure that you are also aware to those 
different channels so that everyone can 
participate equally in your programming. 

With all of that said, diversity, 
equity and inclusion really begin at 
the top level of your organization.

Look at your board of directors and 
leadership. How diverse are the points 
of view you are listening to? How 
representative is your organization 
to the community you serve? Is the 
representation equitable and fair?

Too many boards are stuck in the old 
ways of doing business and are lacking 
from the ability to listen to their changing 
communities to best reflect the residents 
and guests that take part in your events. 

TURNSTILES MARKETING FOR EVENT MANAGERS

DIVERSITY AND 
INCLUSION

MINDFULNESS,

WITH SEAN KING

Continued on page 126 
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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
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An Introduction 
to Light City 

Baltimore Festival 
By Ashley Molese
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Charlie the Peacock welcomed 
residents and visitors alike to the 
third annual Light City Baltimore 
Festival April 14-21. The festival 
is America’s only large-scale 
international light and ideas festival.

For waterfront specialists, Light 
City re-imagines the waterfront into 
a premier cultural destination: fully 
accessible, free, and open to all. The 
festival is the perfect marriage of cutting 
edge artistic installations utilizing 
the latest lighting technology set 
against the backdrop of Baltimore’s 
beautifully restored Inner Harbor. 

Neighborhood Lights installations 
April 6-8 and Labs@Light City 
innovation conferences April 18-21 
act as bookends to the light festival.

According to Baltimore Office of 
Promotion and the Arts (BOPA), in 
just its second year, Light City 2017 
attracted nearly 500,000 nighttime 
visitors, generated $44 million in 
economic impact, and created one billion 
media impressions for Baltimore. 

Conceptualized in 2015 to “shed 
a light” on all the amazing cultural, 
artistic, and community assets that define 
the city in the aftermath of the tragic 
death of Freddie Gray in May 2015, 
Light City is an extraordinary testament 
to the transformative, healing powers 
of light as a way of bringing people 
together in a secure, celebratory setting. 
• 86% of visitors said they felt 

safe during the festival; 
• 88% felt it changes perceptions 

of Baltimore; and 
• 91% would recommend friends 

and family visit Light City.

Light, Innovation, and Ideas 
Light City salutes Baltimore’s 

contribution to urban innovation as the 
first city in America to début gas lighting 
of its streets in 1816. The 1.5-mile BGE 
Light Art Walk sponsored by Baltimore 
Gas & Electric leads visitors on a magical 
exploration of artistic innovation and 
illumination lining the Inner Harbor 
interspersed with live concerts, street 

performers, interactive light experiences, 
and cafes with locally sourced food. 

To date, BOPA has commissioned 
over $2 million of artworks produced 
by over fifty light artists from Baltimore 
and beyond. Approximately half of 
these artists are local. All artists retain 
ownership of their artwork as well as the 
copyright. Many of these commissioned 
pieces become income-generators 
for their creators subsequent to Light 
City. Baltimore artists have been 
invited to appear at other festivals and 
events such as those in Croatia, the 
UK, Israel, Singapore, South Korea, 
and Canada, as well as within the 
US—proof that BOPA’s investment 
produces dividends for its artists.

 This year, twenty-one light artists 
were commissioned by an international 
jury to create light installations for the 
festival and to work with local artists to 
create “Neighborhood Lights” displays 
in 14 Baltimore neighborhoods during 
the week prior to the festival, April 6-8. 
A total of 27 projects and communities 
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have been served since the inaugural 
festival in 2016 and the 2018 engagement.

According to festival coordinator 
Ashley Molese, the goal is to push the 
envelope farther each year—to explore new 
technologies and how they’re being used, 
to present the work of emerging artists 
alongside established, internationally 
based ones, and most importantly, to host 
a not-to-be-missed event that challenges 
notions of how a festival can act as a catalyst 
for community change and civic pride.

Added Value: Labs@Light City
During the final four days of the 

festival, April 18-21, seven Labs@LightCity 
innovation conferences brought together 
innovators in the diverse fields of health, 
environmental sustainability, education, 
social innovation, art, and the “maker” 
movement for creators, inventors, and 
innovators. National thought leaders 
engaged with community members to 
spark dialogue and foster creative solutions 
to pressing issues—yet one more way to 
improve the quality of life in Baltimore and 

create a sense of ownership for those who 
live and work there in shaping its future.

Economic Impact: Revenues 
Generated by Light City Visitors 

Light City’s $4 million budget is 
privately funded through corporate 
sponsorships and foundation grants, with 
city agencies off-setting hard costs such as 
permits, electricity, public safety, and other 
onsite needs through in-kind donations.

Visitor spending made up the majority 
of economic impact attributable to 
Light City 2017 according to a study 
conducted by Forward Analytics, Inc., 
of Pittsburgh, Pennsylvania. It does 
not include resident spending, as that 
would merely be recirculating existing 
monies, not measuring “new” money. 
• According to the report, “visitors 

generated $26.06 million in direct 
spending which rippled through the 
local economy, injecting another 
$18.24 million in indirect impact.”

• The total economic impact of 
Light City 2017 visitors was 

estimated to be $44,306,250—an 
excellent return on investment. 
Light City Baltimore is produced by 

Baltimore Office of Promotion & The 
Arts (BOPA), a non-profit organization 
which serves as Baltimore City’s official 
arts council, events agency, and film 
office. Its goal is to make Baltimore 
a more vibrant and creative city. 

Ashley Molese is the Festival 
Coordinator for Light City 
Baltimore. She can be reached 
at: amolese@promotionandarts.
org or +1 410-752-8632. More 
information can be found through 
the Baltimore Office of Promotion 
& the Arts, www.promotionandarts.
org or www.lightcity.org, 
Facebook: /lightcitybaltimore, 
Instagram: @lightcitybmore, 
Twitter: @lightcitybmore.
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Light and recognition of its innate power across multiple 
disciplines is now recognized by the United Nations 
Educational, Scientific, and Cultural Organization (UNESCO). 
Beginning in 2018, the UNESCO International Day of Light will 
be held on May 16th every year, the anniversary of the first 
successful operation of the laser in 1960. One of the goals 
of UNESCO’s May 16th event is to highlight and explain the 
intimate link between light and art and culture, enhancing 
the role of optical technology to preserve cultural heritage.

Light has always had significant impact on the visual and 
performing arts, literature, and human thinking. This theme 
provides an important bridge between science and culture and 
will aid in breaking down the boundaries between these fields.

An International Program
The UNESCO International Day of Light will consist of 

coordinated activities on national, regional, and international 

levels. Activities will be planned so that people of all ages and 
all backgrounds can gain an appreciation for the central role 
of light in science as well as art, culture, and entertainment.  

International Day of Light Flagship Event
An official inauguration ceremony will take place at the 

headquarters of UNESCO in Paris, the City of Light, in 
the afternoon and evening of May 16, 2018. It will involve 
presentations from Nobel laureates and other scientists and 
industry leaders, as well as a wide range of other partners from 
sectors including art, architecture, lighting, design, and NGOs.

The Portuguese company OCUBO, a member of the 
International Light Festival Organization (ILO), will 
participate in the flagship event in Paris according to 
Nika Perne, Head of International & Curatorial Relations 
for OCUBO. The company specializes in light festival 
content and design, such as video mapping, with a special 
emphasis on interactive application development which 
enables public interactivity and participative installations. 
OCUBO is a platinum sponsor of the flagship event.

Reminiscent of worldwide Millennium celebrations, one 
potential for light festivals and events is the possibility to create 
an international “First Light” series of light events linking the 
world through light on May 16th. If you wish to organize an 
event yourself under the UNESCO umbrella, please note that 
it must respect the general goals of the International Day of 
Light in promoting science, education, art, culture, etc., related 
to the broad themes of light and light-based technologies.

For further information, or to request registration of your 
May 16th Day of Light event for inclusion in the official 
International Day of Light 2018 calendar, please contact: 
Jorge Rivero González, IDL Outreach Officer, International 
Day of Light, Email: jorge.rivero@eps.org. For more 
information, go to: https://www.lightday.org/press-room.

UNESCO’s 
INTERNATIONAL 
DAY OF L IGHT 

DÉBUT
By Charlotte J. DeWitt, CFEE
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The International Light Festivals 
Organization (ILO) is a worldwide 
network of light festivals and light festival 
experts sharing expertise, inspiration, and 
information on an international level; 
encouraging networking and exchange of 
knowledge, experience and information; 
and creating a platform for co-production, 
research and communication. The aim 
is to enhance quality, strength, and 
artistic content for member festivals 
and create awareness for light festivals 
and light art worldwide. Members 
regularly host “Behind the Scenes” 
tours of their festivals to foster both 
professional growth and the growth of the 
International Light Festivals Organization.

More information on the International 
Light festival Organisation (ILO) in The 
Netherlands can be found at http://
international-lightfestivals.org/. Email: 
Info@international-lightfestivals.org.

Recent Behind the Scenes conference  
hosts include Eindhoven, Ghent, 
Montreal, and Baltimore.

GLOW Festival, Eindhoven,  
The Netherlands
November 11-18, 2017  
(ILO conference: November 11-13, 2017)
Agenda 2027: The Future of Festivals 
of Light
The conference was in co-operation with 
and initiated by GLOW Founder  
Philips Lighting.

Eindhoven, home of Philips Lighting, 
is a city with the perfect combination 
of lighting history and its effect on 
celebrations and installations using 
light. The Eindhoven GLOW Festival 
hosted members of ILO with three days 
of intensive networking, discussions, 
and walking tours of the festival 
and the light museums and exhibits 
surrounding the core festival area. 

One of the most exciting aspects of 
the Eindhoven ILO gathering was the 
realization that we were all witnessing 
and participating in the growth of an 
organization that started as an ad hoc group 

of people working with light as the newest 
“big” thing in the field of celebration. 
Thinking back to stories of the founding of 
organizations like the International Festivals 
and Events Association with a handful of 
people meeting in one small hotel room 
in 1955 in New York City, one can only 
imagine the potential of ILO as it matures.

Conference Take-Aways
Working committees left Eindhoven 

with commitments to move ILO to 
the next level in time for more formal 
discussions at the ILO meeting at 
the Ghent Light Festival in February 
2018. In the spirit of open exchange of 
information for the improvement of all 
ILO members, eleven subcommittees 
were formed to address an open and 
accessible email list, calendar of festivals 
of light, and other communication tools. 

In the realm of skills development, light 
festival curators would develop a “circle of 
recommendations” and on-site residencies 
at light festivals, while the “Light to Go” 

INTERNATIONAL LIGHT FESTIVALS ORGANIZATION (ILO)
Events at the Crossroads of Entertainment, Design, Technology and Art

By Charlotte J. DeWitt, CFEE

Continued on page 127 
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REPUTATION 

MANAGEMENT
a guide 

to growing 
your reputation

By Dan Rose
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HOW DO YOUR CLIENTS 
AND CUSTOMERS DECIDE 
WHETHER TO GO TO YOUR 
EVENT OR NOT?
• They look for reviews
• They ask a friend
•  They request recommendations 

on Facebook

WHAT THEY ARE LOOKING FOR IS A 
COMPANY WITH A GOOD REPUTATION.

It is inevitable, not everyone is going 
to like your business. Not every customer 
interaction with your business is going 
to be 100% positive; and dissatisfied 
customers are much more likely to talk 
about your business than the satisfied 
ones. There’s no getting around that, but 
what can really make a difference to how 
everyone else views your business is your 
approach to reputation management.

WHAT IS REPUTATION 
MANAGEMENT?

Reputation management is anything 
that you do to shape public perception 
about your brand or business. From 
responding to online negative reviews 
to sponsoring and partaking in charity 
events, reputation management shows that 
you are making a conscious effort to better 
yourself and your business, therefore 
improving your reputation to the public.

WHY YOU NEED TO KNOW ABOUT  
REPUTATION MANAGEMENT

Loss of Trust
When an organisation fails to follow 

through on promises, their customers, 

employees and partners are more 
likely to question the reliability of the 
organisation in the future. Regaining 
trust can be time consuming and 
difficult at times. Mistrust expressed by 
word of mouth on the internet can take 
years to repair and can often only be 
resolved by the number of supporters 
eventually outnumbering the critics.

Damaged Brand Association

Brand association refers to the deeply 
embedded attitudes and feelings a 
customer has towards a company. 
When the association promotes a 
negative attitude, the customer is 
more likely to associate the company 
with negative connotations.

Competitive Industries
You can almost be certain that your 

competitors are waiting to seize the 
opportunity to poach your client base. 
Therefore, maintaining a good reputation 
will ensure you don’t lose out to

the competition.

Act Before It’s Too Late
The cost of repairing a damaged 

reputation and hiring reputation 
management specialists far outweighs 
the cost of maintaining your reputation 
in advance. Be sure to resolve any 
disputes instantly and behave in a 
professional manner at all times.

Reputation management and the law
Your customers and clients legally 

have the freedom of speech to complain 
about your company, and they will 

use that freedom if they feel the need 
to. As a business owner it is important 
to understand how and when your 
clients and customers have crossed the 
line and are breaking the law in their 
efforts to destroy your reputation.

Customers cannot use insulting, 
abusive or threatening words or 
behaviour intending, or likely to 
cause, harassment, alarm, distress or 
cause a breach of the peace. They also 
cannot report false information.

There are Reputation Management 
lawyers who specialise in defamation, 
confidentiality and privacy laws. If you 
are ever in doubt about the legality of the 
person defaming you, your brand or your 
business, you have the opportunity to 
contact a reputation management lawyer.

REPUTATION MANAGEMENT 
AT YOUR EVENTS

One of the most crucial times to ensure 
you have a reputation management 
strategy in place is when your business or 
brand is hosting an event. You’re in the 
public eye, with representatives of your 
business interacting with people and you 
can’t predict what might happen. With 
that being said, events are the ideal place 
to proactively build up a good reputation 
by displaying your brands vision and 
values to a captive audience. In order 
to make the most of the opportunity, 
you should try to incorporate all of 
the following into your event:
• Sponsorship or promotion 

of a relevant charity
• Attractive branded materials in 

perfect condition (look the part)
• Give the audience the opportunity 

to provide feedback (surveys etc.)
• Keep your communication consistent 

with everything your brand stands for
• Do all you can to help others 

achieve their goals at your event
• Film the event so you can edit together 

the best bits to share online.

INSURE YOUR EVENT, INSURE 
YOUR REPUTATION

The first rule of reputation 
management is that any issues you may 
have with your customers, clients or 
the general public need to be resolved 
in a timely and professional manner. 
The risk of your event being cancelled 
due to adverse weather conditions 
or entertainment failing to attend is 
something that should not be ignored. 
There is also the threat of someone at 
the event getting injured, or equipment 
getting damaged. Any of these scenarios 
can cause real damage to your reputation.

However, with the right insurance 
policy in place, you will have the 
financial help to quickly resolve any 
issues and compensate those who have 
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been let down, disappointed or even 
injured at your event. The responsible 
business owner will always be protected 
by a bespoke event insurance policy 
to protect themselves against not only 
unexpected financial disasters, but 
reputational destruction too. At Event 
Insurance Services, we can offer a wide 
variety of specialist cover such as:
• Public liability
• Employer liability
• Event equipment cover
• Adverse weather extensions
• Cancellation/abandonment
• Non-appearance extensions

THERE ARE FOUR STEPS 
TOWARDS GOOD REPUTATION 
MANAGEMENT:

DISPUTE RESOLUTION
Sometimes, situations will occur 

where a customer becomes disgruntled 
and a dispute starts between your 
customer and your business. This 
is something you should always be 
prepared for, as these disputes can 
snowball and get much worse for your 
business. Whether the customer is 
in the right or not, you should make 
every effort to resolve the dispute in 
a professional and timely matter.

WHAT CAN YOU DO ABOUT IT?
• Create a dispute resolution 

policy, outlining the process
• Take the customer seriously and 

use the correct tone and language

• Offer to compensate your 
disgruntled customer

STAFF TRAINING
Business owners who employ 

staff to represent their brand have a 
responsibility to ensure that those 
employees know what is expected of 
them in terms of professionalism, 
customer service and appropriate 
behaviour online. It only takes one 
rude employee, an inappropriate 
comment on Facebook or a video 
of an employee acting irresponsibly 

or unprofessionally to completely 
ruin your business’s’ reputation.

WHAT CAN YOU DO ABOUT IT?
• Provide thorough customer 

service training
• Include a social media policy 

in employee contracts
• Restrict access to harmful 

websites on work computers

PUBLIC RELATIONS
Every business wants to create an 

image of themselves; whether that image 
portrays the courageous hero or the 
humble hard worker, but what strategies 
can be used to promote these images and 
therefore build the desired reputation? 
What if your business already has a 
reputation for being negative towards the 
environment or the local community? 
The answer? Public relations.

WHAT CAN YOU DO ABOUT IT?
• Be proactive in your approach 

to public relations
• Decide on activities which 

best reflect the reputational 
issue you want to tackle

• Sponsor charities, host charitable 
events, partner with ‘green’ companies

ONLINE REVIEWS
Perhaps the most feared and 

misunderstood aspect of reputation 
management is the dreaded ‘online 
review’. Whilst you can and do see 
many positive 5-star reviews, it’s the 
1-star, negative ones that get the most 
attention and cause real damage to 
a business’s reputation. According to 
research conducted by ADWEEK7, 81% of 
shoppers conduct online research before 
buying, so if there’s negative information 

4
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about your business online, they’re going 
to find it. Combine that with the fact that 
businesses lose 70% of customers when 4 
negative reviews are found online (Moz1) 
and you’ve got a recipe for disaster.

SOCIAL MEDIA
Imagine you’re looking for a kitchen 

fitter in your local area. You find a 
company with a website you like the look 
of, but you decide to click through to 
their Facebook page, only to find several 
1-star reviews by infuriated customers, 
all complaining about a lack of customer 
service, professionalism and quality of 
work. It’s not likely you’re going to choose 
that company to fit your kitchen, is it?

With the real-time nature of social 
media, disgruntled customers can vent 
their feelings instantly in the reviews 
section of your Facebook or Google+ 
page, but their attack doesn’t have to 
stop there as they can post their opinions 
on their own page for all to see.

WHAT CAN YOU DO ABOUT IT?
• Use Google Alerts or Mention.com to 

monitor mentions of your business
• Respond to all of your reviews, good 

and bad, to show proactivity
• Do not get involved in any argument 

online, take the conversation offline
• Set email notifications for all reviews 

so that you can reply instantly

• Monitor and update your page – show 
the great work you do every day

• Ask happy customers if they are willing 
to review you on social media

• If you receive fake or abusive 
reviews, report them to Facebook

• If negative Facebook reviews are a real 
problem, turn them off as a last resort

HOW TO REMOVE REVIEWS FROM 
FACEBOOK ALTOGETHER
1. Click Settings at the top of your 

Facebook Business Profile
2. Click Edit Page in the left-hand column
3. Click the Settings button next to Reviews
4. Click to turn reviews Off
5. Click Save

REVIEW SITES
Whether it’s Yelp, Trustpilot, 

TripAdvisor or Checkatrade, the reviews 
that go on these sites can hold a lot of 
weight, especially in the search engines. If 
someone has left a scathing review about 
your company, a simple search for your 
brand name in Google can lead directly to 
that review, meaning the first thing people 
see regarding your business is a complaint. 
Every negative review you receive will also 
bring your star rating down, and we all 
want to have a 5-star rating, don’t we?

FORUMS
Forums are the place people gather 

online to ask for advice, have in depth 
Continued on page 127 
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I have long been annoyed by the admonition to "See 
Something, Say Something." There is ample evidence across 
time and demographics that most people do neither. See, 
for example, Amanda Ripley's very readable book about 
people's "disaster personalities," or my article about the 
inapplicability of common active shooter training to live events.

Everyone who has ever attended a concert or sporting 
event has observed that people who are impaired by 
alcohol, drugs, or the excitement of the moment are slow 
to perceive and react to anything unexpected. When I talk 
about the sort of situational awareness on which many 
emergency plans are based, I show an image of a unicorn.

"Yeah, That Looks Fine"
Consider just a couple of recent examples. A DJ working Pulse 

nightclub's outdoor patio when shooting broke out in 2016 told 
reporters, "I heard shots, so I lower the volume of the music to 
hear better because I wasn't sure of what I just heard. I thought 
it was firecrackers, then I realized that someone is shooting at 
people in the club." Earlier this month, a man sitting at a café 
outside YouTube's headquarters observed, "It was a surprise, 
because you don't really expect something like that. I heard some 
pops, I obviously thought it was balloons, but then I thought 
that doesn't make sense, not today. Then I heard more shots 
and that's when everyone started scrambling for the door."

It's not just fans who suffer from "confirmation bias," by which 
everyone's brain tries to fit unfamiliar things into familiar boxes 
in order to keep us from being attracted to shiny objects all day 
long. Even (presumably) sober event professionals engaged 

in their daily tasks walk past errors and hazards all the time. 
Faithful readers will recall my many pictures of rooms set up 
with blocked emergency exits. Not only were the rooms set up 
wrong, but smart people who came to hear me talk about safety 
in public accommodations walked in, sat down, and neither saw 
something nor said something. I don't think they were all outliers.

Long before I encountered the term “situational awareness,” here 
is what got me thinking about the concept. It is a souvenir mug 
that was stacked in a lovely pyramid for all of us to take during a 
third-year law school competition. First, even with me telling you 
there’s something here, see how long it takes you to find it. Then, 
consider how many different people had the opportunity to spot 
the error, but instead blithely concluded, “Yeah, that looks fine.” 

Once you find the problem, it’s obvious, right? But a 
bunch of people, including the competition organizers 
and my fellow student advocacy champions from 
around the U.S., all missed it in the moment. 

What explains this?
It has to do with situational awareness, but not the 

way we usually think about it. I believe that situational 
awareness is not something we all have that makes us 
notice strange things in ordinary situations. If anything, 
that is precisely the awareness most people lack.

We filter out things that don't fit what we expect to see - this is 
what allows us to get through our days. Everyone has something 
called a reticular activating system that allows our brains to deal with 
the two million bits of information we receive each day by simply 
ignoring most of it. We are not "situationally aware," as we usually 
use the term, because we'd all be paralyzed by sensory overload.

ADELMAN ON VENUS

“SITUATIONAL 
AWARENESS”

RETHINKING
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Situational Awareness Reconfigured
There is a different sense in which the term "situational awareness" 

does make sense. And, satisfyingly for people who take seriously our 
legal duty to behave reasonably under our circumstances, it turns out 
that our awareness depends significantly on context. Check this out.

When concertgoers are standing in a general admission area 
as a band strikes its first chords, we know where their awareness 
is focused - front of house, center, on stage. As this picture 
reminds us, even the guest services people can hardly help 
from facing towards the action. For a sporting event, everyone 
looks at the field; for a corporate event, we anticipate the MC 
taking the stage. In each situation, the crowd's awareness of 
what's happening at front of house center is fantastic. And 
entirely foreseeable. Because event professionals put in a 
lot of work to make that the focus of everyone's attention.

Now we're getting somewhere. Since we know where 
everyone is looking and what everyone is listening to, we 
can work with that to help inform them and move them in 
an emergency. Here are a few common procedures.
• Bring up the house lights, kill the effects. This is 

both to help people see their way towards an exit and 
to change their experience so they know that whatever 
is about to happen IS NOT part of the show.

• Communicate from the stage. Everyone is looking 
towards the attraction anyway, so get the first messaging 
out from there, either by playing pre-recorded messages 
on video or by replacing the artist with a resort safety 
professional or public safety official with a mic.

• Don't count on the talent to help move the crowd. 
Their manager’s job is to get the talent out of harm’s 
way and back on the bus, and they have never practiced 
your safety messages anyway. Emergency operations 
are for venue and event operations people.

• Lead by example. In one of life's happy coincidences, the 
resort staff's urgent desire to get out of an emergency situation 
matches perfectly with the fact that the best way to move a 
crowd is to LEAD THEM. Rather than standing in the middle of 

a crowd pointing towards an exit, highly-visible uniformed staff 
should head towards the exits, gesturing for guests to follow 
them out. I know I trust someone a lot more if they're already 
doing the thing they say I should do. 

• 
• 

It is important to accommodate people as they actually behave, 
not as we think they ought to behave. People who come to see a 
show will generally focus on the show and miss nearly everything 
else. This is what we intend to happen - if our audiences couldn't 
relax and leave their usual concerns behind for a few hours, 
then we'd all have to find something else to do for a living.

Even though we are presented with frequent reminders that 
people lack a helpful baseline of awareness in every situation, 
at least we know where their awareness is focused in our 
situation, when they visit our venues to experience our events.

This kind of situational awareness is not a unicorn - it's 
reasonably foreseeable, because we create the event 
experience to ensure that awareness. We should use it not 
only to entertain our guests, but also to help keep them safe..

Steven A. Adelman is the head of Adelman Law Group, PLLC 
in Scottsdale, Arizona and Vice President of an international 
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 secu-
rity. He writes the monthly “Adelman on Venues” newsletter, he 
teaches “Risk Management in Venues” at Arizona State Univer-
sity’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.

WITH STEVEN A. ADELMAN
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KEYS TO FIND 
(And Make the Most of) 
YOUR PROFESSIONAL 

MENTOR
By Lei Wang
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As a working professional, you have 
probably heard many stories of how 
other people credited their success to 
their mentors. Working with a mentor 
can truly pave the way to success in 
one’s career, but oftentimes creating—
and maintaining—the mentor-mentee 
relationship can be challenging. Maybe 
your company does not offer a formal 
mentorship program, or maybe you 
simply feel that you’re not receiving 
much value out of your current mentor.

The key to crafting a successful 
relationship with a professional 
mentor is to look outside the box and 
identify individuals who can offer 
the best professional guidance.

Discover Your Mentors: Not 
Every Mentor is Obvious 

A mentor is someone who watches 
out for you and gives you advice. 
Unlike a “forced” relationship between 
a boss and subordinates, or a contract 
relationship between a coach or a teacher 
and students, the relationship between a 
mentor and a mentee is often informal. 

Often, they don’t wear a hat titled 
“Mentor”, and they may not be older 
than you or senior in professional 
ranking. You may not even realize 
someone is playing a mentor role in 
your life or career until much later.

There’s a tendency to determine the 
value of advice based on who it came 
from. When you receive guidance 
from someone that you regard as your 
superior—someone with an impressive 
title—you’re more likely to give their 
advice more weight and take it more 
seriously. But sometimes, the most 
insightful advice may come from 
someone among your peers, an outsider, 
or even someone you considered less 
knowledgeable than you. Sometimes the 
most innovative idea may come from a 
novice in the field. For a senior manager, 
you may find the best perspectives come 
from your subordinates or people of 
the lowest rank in your business. 

Have you noticed mentors in 
your life or in your career? Do not 
dismiss too easily advice from 
someone about whom you thought, 
“What does he know about this?” 

Keep an open mind and a 
humble attitude; your best 
mentors could be anywhere. 

Asking for Help Is a Sign of 
Strength, Not Weakness 

Now that you know how to 
discover your mentors, you need to 

learn when to seek their help.
Your passion may be in starting 

your own business, or adding value 
to your existing professional position. 
With an abundance of easily accessible 
information online or in books, you 
can often get started on your own.

There is tremendous value in 
self-teaching, learning through practice, 
and learning through mistakes. Those 
are important skills that can carry you far 
and keep you growing for the long run. 

But it is important to recognize when 
to seek out help. Some skills can only 
be accumulated over time, but some are 
a matter of knowledge and experience. 
There is no need to reinvent every 
wheel. Human progress is made on the 
foundation laid by previous generations. 
You reach further by standing at a higher 
ground to start with, so it is important 
to recognize when to ask for help. 
Asking for help where it matters is a 
sign of strength, instead of weakness. 

Getting the right help at a certain point 
could make a difference between years of 
detours and missing the best opportunity, 
and gaining fast momentum early so 
you’re at the right place at the right time. 

How to Get the Most Out of a 
Mentoring Relationship 

Since mentors are not “obligated” 
to you like in relationships bonded 
by monetary contracts or enforced by 
professional hierarchies, you have to 
work extremely hard and be driven and 
passionate so as to attract their attention 
and to deserve their time and effort. 

The reward for the mentor is not 
money or promotions at work, but 
seeing the result—seeing they can 
make a difference in your progress. 

To get the best out of a mentoring 
or coaching relationship, you first 
need to know how to listen to advice. 
Like in any communication, effective 
listening requires you to give up any 
prejudgment of what you hear. 

The most damaging prejudgment 
is not about deciding if the advice 
is right or wrong, or whether or 
not to take the advice, but telling 
yourself, “I know this already.” 

When you think “I know this 
already,” you quickly determine 
that this advice, though valid, is 
of no new value, therefore quickly 
brush it aside and take no action. 

Often, when great advice motivates 
you to take the right action and it 
yields the right result, it is not because 
it is new advice; you may have heard 

it many times before. Following that 
advice worked only when it clicked 
with you, when you really listened, 
were more capable of understanding 
the advice, and you thought, “Why 
didn’t I take action earlier?” 

The best advice is not the new 
suggestion, but the suggestion you 
listen to and take action on. Listen to 
every piece of familiar advice like it 
is new advice. Instead of thinking “I 
know,” ask yourself, “Have I mastered 
it? Have I seen the result?” If the answer 
is no, make a plan and take action. 

Become Your Own Mentor 
Shortening your learning path is 

normally the reason to seek out a mentor 
in the first place. The most important 
role a mentor plays is in motivating you 
to reach higher goals—goals that you 
might have thought impossible when 
you first sought help from your mentor. 

It is also important not to rely on 
professional help as a crutch forever. The 
goal of seeking professional help is to 
shorten your learning path, to become 
independent and competent faster. 

When you are on the real battlefield, 
no one can do your work for you; 
you have to do it for yourself. You 
cannot go far if you have to rely 
solely on external motivation. 

Ultimately, you have to learn 
to be your own motivator.

Seeking help and finding mentors is 
an important strategy for getting where 
you want to go in your career. Learning 
to listen to advice and keeping an open 
mind to recognize those around you who 
can serve the role of mentor will broaden 
the opportunities you have for learning. 

While self-teaching is an important 
practice and can go a long way to helping 
you learn basic skills, coaches will know 
what you need, even what you do not. 

Lei Wang is an internationally-recog-
nized adventurer, motivational speaker 
and author of After the Summit: New 
Rules for Reaching Your Peak Poten-
tial in Your Career and Life. The first 
Asian woman to complete Explorers 
Grand Slam (climb the highest peak 
on each continent and ski to both 
poles), Lei channels her experiences 
to convey a message of perseverance 
and steadfast determination that 
her audiences can use at work or at 
home. For more information about Lei 
Wang, please visit www.JourneyWith-
Lei.com.
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MAY I HELP YOU? WITH FLORENCE MAY

May I Help You?
The desire to serve is at the heart of the volunteer 

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

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

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

Facebook Hubbub
I’ve been listening to the Mark Zuckerburg testimony to 

Congress. There were two key lessons gleaned from this 
time-consuming effort.  First, the Facebook organization appears 
to have data access issues to sort out with users and partner 
apps.  Second, several members of Congress asked questions 
that made me believe they apparently don’t understand 
the difference between data privacy and data protection.  

And this got me to thinking … I bet most 
people don’t understand the difference and, 
more important, why they should care.

Data Privacy vs. Data Protection
Data privacy concerns arise wherever and whenever 

personally identifiable information (PII) is collected, stored, or 
used. This concern may include who has authorized access to 
your organization’s volunteer management systems, background 
check databases, credential platforms, payment systems and 
many other platforms where you collect data such as names, 
contact information and birth dates. Authorized access includes 
not only those with user names and passwords to sign into 
your systems but also integrated partners of these systems.

In contrast, data protection requires securing data 
through unauthorized access. This concern relates to who 
may gain unauthorized technical access to the systems 
you use to manage and support volunteer operations. 

Typically, consumers ask detailed questions about data 
protection assuming these precautions also cover data privacy. 

What Questions Do You Need to Ask?

1. Who owns my volunteer database? 
This is a fundamental issue in privacy. Ownership should 

be implicitly laid out in your contract. If you don’t own your 
data or if the technical system has the right to share or sell 
your volunteer data than you have limited or even eliminated 
your capability to protect the privacy of your volunteers.

2. Is my data stored separately or co-mingled with other  
    clients? Are volunteer accounts shared with other clients?

These questions are inter-related. If a person volunteers 
with several organizations on the same platform there may 
be the expectation that their account information will travel 
with them during each registration as this is convenient; 
however, this can also be a concern if private information 
can carry over without their express permission.

3. Does the software company retain my volunteer  
    database when I am no longer a client?

So you received a copy of your volunteer database when you 
left that software company, but do you know what happened 
to the original database? Was it wiped out permanently? 
Is the data still available if you need to go back to the 
original system? How do you want the database treated? 

4. What are my responsibilities to keep my volunteer  
   database safe?

The risk from authorized access users is substantial. 
Are you updating your admin access on regular basis? 
Do you know when your access list was last updated? Do 
past employees and summer interns still have access?

5. How are passwords protected?
Check to see if software company employees see your 

passwords. And ask if passwords are encrypted across the system.

6. Do other software companies have access to our  
    volunteer/registrant data through integrations? 

You must ask for a list of integrated partners and understand 
which of these companies are authorized to receive your specific 
or whole system volunteer data. Integration with background 
check companies, social media (especially Facebook) 
and Google Analytics are common and may be desirable. 
However, you need to make certain that the integrations 
are of measurable value and that you are knowledgeable 
about the partnership data agreements. This appears to be 
the area that has caused Facebook so many challenges. 

7. Do you register people from other countries?
The final area of concern is understanding that other 

countries have different privacy laws. The European Union will 
implement the General Data Protection Regulation (GDPR) 
on May 25th, 2018, which has extensive protections for 
the privacy of their citizens data. Software companies 
must meet the EU requirements or face extensive fines.

We find that event management companies want to be more 
efficient and expand the awareness of their volunteer programs 
while getting the best buy for their dollar. It is important in this 

LEARN  FROM THE 
FACEBOOK HUBBUB 

WHAT YOU CAN

Continued on page 126
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It’s time to present the IFEA’s most 
prestigious honor. It’s time to induct 
someone into the IFEA Hall of Fame 
for 2018.  Who will it be?  Will it be 
your own Executive Director?  Will it 
be one of your mentors?  Will it be 
a colleague you’ve met at an IFEA 
Annual Convention?  Will it be . . . 
you?  Who that person will be is up 
to you. Now is the time to submit a 
nomination for that leader and rec-
ognize them for their outstanding 
achievements and contributions to 
the festivals and events industry.  

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

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

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

IT’S TIME TO RECOGNIZE THE 
LEADERS OF OUR INDUSTRY

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

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

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

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

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

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

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

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

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

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

C. NOMINATION QUESTIONS 
Please submit a 1-2 page general overview of 
your nominee’s career, including organizations 
they have worked for, positions held, titles, 
awards, IFEA involvement, etc., highlighting 
how your nominee has made a difference to 
the festival and events industry.
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A THREE-PART 
STRATEGY TO EFFECTIVELY 
LEVERAGE YOUR TIME
                             

                          
                              By Jill J. Johnson, MBA
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Most people manage their time 
by treating each of their priorities as 
if they have an equal weight. They 
do not. When you are developing 
your time management strategy, you 
need to break your time down into 
three different categories. These types 
of time include routine activities, 
project-oriented activities and crisis 
situations. Each of these types of 
time has a different impact on your 
productivity and your daily focus. 

Developing a clearer understanding of 
what type of time you are dealing with 
allows you more options for developing 
a strategic approach to how you focus 
your daily priorities. Initially, break down 
your key areas of focus by evaluating the 
urgency and significance of your primary 
activities. This is followed by an evaluation 
of each of your major responsibilities 
to assess which type of time it involves. 
Then consider the amount of time that 
will be necessary to effectively complete 
each of them. This strategic focus will help 
you develop a more proactive approach 
to managing your overlapping, and 
sometimes conflicting, responsibilities. 

1Neglecting Routines  
Creates Chaos

Routine activities involve 
responsibilities you can anticipate. 
Activities falling under this type of 
time include those with an automatic 
or regularly occurring deadline. This 
may be preparing quarterly reports, tax 
filings or actions you need to process 
on the first day of each month. 

Unfortunately, most people procrastinate 
on assignments that have a routine 
deadline. They wait until the last minute 
to begin working on them. Then they rush 
to pull together the needed information. 
Waiting until the very last minute to focus 
on routine activities ends up compressing 
the completion time horizon. The frantic 
rush to meet the known deadline often 
results in missing critical elements, 
errors, or a lack of quality work. This 
adds pressure and unnecessary stress. 

Routine activities are not surprises. 
Don’t treat them as such. Carve out 
the time you need in your schedule 
and make sure it adequately reflects 
the time necessary to completing these 
assignments. If these activities require 
research or advance preparation time, 
your schedule must allow ample time 
to work on them in advance. Shorten 
or eliminate all non-essential meetings 
as you get closer to a deadline. Set up 
alerts with a reminder of your impending 
deadline. Then send alert notices to 
others who have critical information 
or essential insight you will need. 

Taking a strategic mindset to approaching 

routine assignments encourages you to 
complete your preparation work as far 
in advance of your deadline as possible. 
The key is to dedicate the time you need 
into both your planning process and 
your schedule. If it is a new responsibility 
for you, budget time into your calendar 
to accommodate your learning curve. 

If the routine activity is something 
you only engage in periodically, create 
cheat-sheets with screenshots and 
notes to yourself on issues you ran 
into and how you solved them. These 
notes can be a huge time-saver the 
next time you complete this activity.

2 Managing Projects 
Requires a Precise Plan

The second type of time is project time. 
Projects are often complex activities with 
a defined expectation for deliverables or a 
date of completion such as a major event. 
With projects, there many moving parts 
and multiple deadlines. Projects may 
also include the involvement of a variety 
of other team members or vendors. 

The challenge with most projects 
is they often have long time-frames 
which allow those involved to push 
off key responsibilities because the 
completion date is perceived to be 
far off into the future. Participants 
focus on day-to-day fires and do not 
worry about the project until there is 
an urgent rush to meet a deadline. 

Effectively managing project-oriented 
time requires developing and following 
a clearly established plan. There are a 
variety of formal project management 
methodologies you can follow. The key to 
each of them is to determine who are all 
the other people who need to be involved 
and clarify the roles and responsibilities 
of each. Internal deadlines need to be 
clearly determined for all of those involved 
and direct responsibilities must be clearly 
delineated. Break your project activities into 
smaller components and more manageable 
parts. Engaging in interim checkpoints 
on a periodic basis allows you to stay up 
to date on the progress being made on 
a project. These checkpoints provide the 
opportunity to determine if you have 
adequate resources deployed to the right 
areas so you can meet the deadline.

Another strategy you can implement 
to manage project time is to engage in 
front-end loading. This means completing 
or beginning work on a significant 
number of components of your project 
when you are first assigned to it. By 
front-end loading your work, you will 
begin to identify challenges in obtaining 
a resource or needed information. This 
intensive work at the beginning of 
your project provides you with more 
time to resolve any glitches before they 

put your project completion at risk. 

3 Expect the  
Unexpected 

A crisis is an unexpected situation 
requiring you stop everything you are 
currently focused on to address the 
situation. When a crisis occurs, your entire 
focus shifts your priority to resolving the 
problem or the aftermath of an unexpected 
event. This could be a fire, data breach 
or the death of a key employee. You shift 
from any other activities to solely focus on 
the issues associated with the emergency.

The biggest challenge when 
dealing with a crisis is you often 
do not have advance warning that 
something significant will happen. Few 
organizations adequately prepare for a 
disaster. Then when something significant 
hits, everyone scrambles trying to figure 
out what to do. It is difficult to think 
clearly to establish essential priorities 
when your adrenaline had kicked in 
and everyone is in a highly emotional 
or pressurized state of mind. Just make 
sure you are not treating routine activities 
or missed project deadlines as a crisis. 

Prepare a disaster plan for the types 
of crisis your enterprise is most likely to 
experience. When you have the luxury to 
prepare in advance, you and your team are 
more likely to have a clearer frame of mind 
to identify what the focus of your priorities 
must be to develop a clear framework 
for rapid action in an emergency. 

Final Thoughts
When you begin to consider demands on 

your time as being different kinds of time, 
you can shift your focus toward optimizing 
your priorities and activities. This more 
process-oriented focus of your thinking 
on productivity will help you better 
prioritize your actions. Then you can more 
effectively avoid time-wasting activities 
and ensure you are focused on getting the 
desired results for the energy you spend.

Jill Johnson is the President and 
Founder of Johnson Consulting 
Services, a highly accomplished 
speaker, an award-winning manage-
ment consultant, and author of the 
forthcoming book Compounding Your 
Confidence. Jill helps her clients make 
critical business decisions and devel-
op market-based strategic plans for 
turnarounds or growth. Her consulting 
work has impacted nearly $4 billion 
worth of decisions. She has a proven 
track record of dealing with complex 
business issues and getting results. 
For more information on Jill Johnson, 
please visit www.jcs-usa.com.
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At Saffire, we are always looking for the newest and 
most exciting digital resources out there. Over 
half our team members also work or volunteer 
at events around the country, so we are often 

exposed to different tools of event planning! Here are a few 
of the most recent and unique digital resources that we’ve 
found to improve your life as an event professional. 

Design Pickle 
Ever get yourself into a “design pickle” and posted less 

than stellar ads and graphics? Design Pickle was created 
to be your full-time graphic design assistant! For just $370 
a month, you can have unlimited requests and revisions with 
just a 24-hour turnaround time. The designs they can help 
with are endless and include digital graphics, online ads, 
promotional product design, flyers and banners. This is the 
most efficient and low-cost way to keep your event cranking 
out great content and designs, especially if you need to 
take some of the pressure off your in-house designer!

Schedugram
Is Instagram important to your organization? If not, it 

should be! Instagram is one of the fastest growing social 
media platforms on the market right now, even though it 
has some functionality and scheduling limitations. This is 
where Schedugram comes in! Schedugram is a paid service 
(around $20 a month) that lets you pre-schedule Instagram 
posts from a web browser. Since Instagram does not allow 
third-party apps to post on your behalf, Schedugram uses 

their team members to post for you and keep your social 
media channels running full speed ahead and automated! 

A Color Story                  
The app “A Color Story” is a 

photo editing app that has become 
iPhone photographers' favorite 
touch up tool. This app allows 
you to brighten whites and add 
a pop of color without making 
your iPhone photos look edited. 
This is a great way to keep all 
your photos in the same hues 
and tones to make a cohesive 
brand on your social media accounts. This is especially 
important when curating content for your Instagram.

Teuxdeux
I know, I know! Saffire continues to throw “to-do apps” 

your way! However, we will admit that this one is MUCH 
simpler than some of the options that we have suggested in 
the past. Teuxdeux functions as your digital to-do list instead 
of your desk’s various sticky notes or to-do calendar items! 
Teuxdeux is built to be bare bones with visually compelling and 
usable to-do lists, all within one simple, integrated platform. 

We hope that these digital resources can help your event 
move to the next level! If you have any additions, feedback 
or suggestions for other apps you love that help your event 
run smoothly, please reach out to info@saffire.com! 

Cassie Roberts Dispenza is the Senior Partnership & Marketing 
Director at Saffire and has extensive experience with online market-
ing and event planning. She started working with Saffire in 2011 
and since then, the company has grown from supporting a few 
great organizations in Texas to partnering with hundreds of events, 
venues and destinations across the country. Cassie lives in Austin, 
TX, and if you’re looking to visit, can rival any tour guide in the city! 

TO UPDATE YOUR DOWNLOADS

THE DIGITAL LIFE WITH SAFFIRE

FOUR DIGITAL TOOLS
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You Have an Event,
What About an App?

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

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

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

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

Try out these Free 
Apps on your Phone

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

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

- Amy Morrow, Riverbend Festival

“
”

www.pointsmap.com


Seven Best 
Practices 
to Budget 
(and Spend) 
for Marketing
By Andy Slipher
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For anyone charged with allocating 
marketing dollars, it can seem like 
an arduous and even dicey process to 
decide how much to spend annually, 
and on what. For some, it’s the autopilot 
response of last year’s budget, plus 
three to five percent. For others with 
limited marketing dollars, it can 
mean the equivalent of putting all 
one’s eggs in a single basket. These 
are examples of the extremes, but not 
altogether unheard of in marketing. 

But, all the same, there are effective 
ways to plan, allocate and intelligently 
spend marketing dollars. Each involves 
a step backward from the narrow 
framework of the budget, while 
interjecting the purpose of the marketing 
into the practice of budgeting dollars 
toward success. Here are seven best 
practices to follow when approaching 
any marketing budget process:

1Think  
Bigger 

Don’t limit your marketing to media 
in the traditional sense. Go beyond 
even digital and new media. People 
immediately equate marketing spending 
to media. What if you could spend your 
marketing dollars in a way that would 
mean reaching your target, but not 
having to dump lots of dollars on big 
media? Marketing is also promotion, 
incentives, rewarding loyalty, creating 
positive experiences, enhanced service, 
direct communication with the customer, 
sales, relationship-building, or any 
combination of activities working 
together. Get outside the confined silo 
of the marketing function and media 
option. Begin to think how you can most 
efficiently impact customer conversion. 
Don’t be afraid to be dramatic. What 
if time, money and scale were not 
consequential factors? Let your mind 
wander to big ideas, then find ways to 
work around your resource limited. If you 
need help, bring someone in from the 
outside to challenge your thinking. None 
of this has to be expensive— just effective.

2 Build the Cost of Marketing 
into Your Product or Service 

Have you accounted for the cost 
to market and sell your product or 
service into its cost to produce? It’s 
too easy to say, “we’re not spending 
enough on marketing.” But, you’re 
handicapping yourself even further 

if you’re not building marketing into 
the cost of your product or service. In 
short, you’re cheating yourself by not 
being realistic. The If-You-Build-It-They-
Will-Come approach works only in 
the movies. Drawing customers (large 
or small numbers) to your service or 
product is an inherent part of selling. 
You’re either generating such attention 
yourself or drafting off of something 
else. Either way, resources (usually in 
the form of people and money) need 
to be allocated for such activities.

3 Target 

This might seem obvious, but basic 
consideration of your specific target 
customer in your spending strategy can 
make your marketing budget go much 
further. Knowing your best customers 
inside and out will enable you to do 
this. You don’t have to speak to the 
universe. Just speak to your universe. 
Focus on the essential few with the 
highest chance for conversion. Budget 
and spend your acquisition dollars 
toward them first. Then, migrate out from 
there. If your target audience is too big, 
you probably don’t know enough about 
them. Look, listen and learn in order 
to segment. It is well worth the time.

4Focus on Behavioral 
Change Over Attitudes  

     and Awareness
If you’re short on marketing dollars, 

don’t even think about building 
awareness. Forget consideration sets 
and good feelings about your brand, 
company or product. If you have very 
limited marketing dollars to spend, 
these are not your biggest issues. Instead, 
focus on differentiation, an emotional 
hook and getting the customer to act (i.e. 
buy). Demonstrate why you’re better, 
engage them in an emotional decision 
and call them to action. No cheesy 
or cliché come-ons. Be dramatically 
and truthfully different in a way that 
convinces your customer to give you 
a try. Attitudes follow behavior.

5 Treat Marketing as an 
Investment

If you want it to yield a return, 
you must treat marketing as an 
investment. One of the biggest 
mistakes by some marketers today 
is throwing around the term ROI 

(return on investment) in conjunction 
with their marketing spending, while 
treating it as an occasional or periodic 
expense. This is hypocrisy. If you 
want long-term, sustained ROI from 
your marketing, treat it as you would 
a true investment (in your product, 
service and business). Remember: the 
“I” in ROI stands for investment.

6 Strategy  
First 

This is the single most valuable tool 
in your marketing arsenal. Thinking 
efficiently and with reverence to clearly 
defined marketing and business goals 
will help you distill your goals, intentions 
and plans guiding you to determine how 
much to spend and where to spend it. 
Speaking from experience, the practice 
of strategic thinking takes a load of time 
and guesswork away from determining 
where to best spend marketing dollars.

7 Zero-Base  
Your Budget

If you’ve made it as far as a strategic 
plan, a zero-based marketing budget 
should come as no surprise. Your 
strategic goals, business and marketing 
objectives will lead you to tactical media 
spending. Start from scratch so that your 
spending matches that of what you’re 
wanting to accomplish. You’ll be amazed 
at how focused a budget it can yield.

Budgeting for marketing is far 
less complicated when you can 
approach it with greater intention 
and priorities in mind. Follow these 
tried and true practices and your 
marketing budget process will be 
a much more effective exercise.

Andy Slipher is founder of Slipher 
Marketing, a consultancy where 
strategy comes first, followed by 
tangible marketing results. He is an 
accomplished strategist, interim CMO, 
speaker and writer on marketing strat-
egy. He is marketing segment lecturer 
for SMU’s accredited Bank Opera-
tions Institute for professional bankers, 
and for the Independent Bankers 
Association of Texas (IBAT). Andy is 
the author of The Big How: Where 
Strategy Meets Success. For more 
information, visit www.Slipher.com
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THE UN-COMFORT ZONE WITH ROBERT WILSON

In a previous article, I wrote about 
Leaders having AIM which is my 
acronym for the key characteristics 

of leadership: Authenticity, Innovation, 
Motivation. In this article, I will expand 
on the characteristic of Authenticity.

Over the years I have enjoyed many 
leadership roles, some of which I have 
written about in this column. Most of 
my leadership positions have been as a 
volunteer in the non-profit sector of the 
economy: community groups, business 
associations, youth organizations, etc. 

One of the challenges of being a leader 
to volunteers is that you do not have the 
traditional inducements of the carrot and 
the stick. You can’t motivate them with 
money (since there is no pay), and you can’t 
threaten to fire them (well, yeah you could, 
but then you’d have to recruit another 
volunteer, and in some organizations 
finding volunteers is difficult). In short, you 
must motivate with authenticity. The good 
news is, that once you learn how, you will 
also be able to use these methods even 
when you do have the traditional ones.

Authenticity is about credibility, it’s about 
being genuine, legitimate, trustworthy 
and believable. Today, we have become 
skeptical by the growing number of scams 
and con artists. We have all encountered 
fakes and phonies. When an item of 
quality becomes popular, you can be 
sure that a knock-off is not far behind.

Sometimes the quality of the imitator 
is as good or better than the original. 
Manmade gemstones are such an example. 
Today, many gems can be manufactured 
using heat and pressure, and when finished 
they are perfect and flawless. While they 
are chemically equivalent to the original, 
they are still not the same. They are no 
longer rare, so they are no longer precious. 
People still want natural stones, but how 
can you tell the difference. It is the flaw in 
the gemstone that proves its authenticity. 

When it comes to leadership, that 
authenticating flaw is vulnerability. 
Authenticity is simply being who you are. It is 
not about being perfect; it is about refusing 
to compromise on value and principles. 
Making mistakes is a part of learning. An 
authentic leader is not afraid of failure. 

The authentic leader begins by leading 
by example. He shows his people that 
he will be as passionate about the 
organization’s goals as he expects them 
to be. He places a high importance on 
building relationships. He is interested in 
empowering his followers and encourages 
their own leadership skills. He looks to 
improve strengths - not criticize weakness. 

He has empathy for his followers. An 
authentic leader will look for opportunities to 
partner with an individual’s goals, interests, 
or passions and tie them to the organizational 
goals. When you are concerned about 
the goals of the group; people will know 
and follow. You can’t fake caring.

One of my most fulfilling leadership 
experiences was as the Cubmaster of my 
children’s Cub Scout Pack. I took over a 
small pack with 18 boys that had been losing 
members for years. The previous leader had 
done everything by himself for years; he was 
burned out. He no longer had the time or the 
inclination to run the group and so eliminated 
all but the most essential activities. 

I wanted to restore the pack and have 
it doing all the many and exciting activities 
other packs were doing. In order to do that, 
I needed more parent volunteers. In order to 
get more parents, I needed to recruit more 
kids. That was the easy part. I would go into 
the schools and show a video of all the fun 
things boys would get to do as Cub Scouts. 
Then I would invite them to bring their 
parents to a meeting and sign up. Most 
of the parents were looking for a situation 
where they could drop their kids off then 
pick them up later. That meant I needed 
to recruit parents to become leaders. 

I recalled a friend and mentor, John 
Dwyer, who preceded me as the president 
of our neighborhood association. He 
came up to me one day and asked me 
to become the chairman of an important 
committee. I would not have stepped 
up and taken on that role if he had not 
asked me. It turned out that I enjoyed that 
job, so when it was time for him to step 
down from the presidency, I volunteered 
to become the next president. I used that 
same approach with the Cub Scout pack.

To the group at large, I spoke of growing 
the pack and restoring all the fun activities. 
We all had the same goal of creating the 
best experience for our children. I then 
formed a committee for each activity, 
and then one by one, asked individual 
parents to take on the responsibility of 
one committee. Pretty soon we had one of 
the most active packs in the city, which in 
turn attracted more children and of course 
more parents. The interesting thing about 
leadership is that leaders emerge. When 
people see the benefits of leadership, they 
are more likely to volunteer. Finding my own 
replacement became easy. When my sons 
graduated from Cub Scouts to Boy Scouts, 
the pack had grown to more than 60 boys. 
Today that pack’s enrollment is around 200. 

When you are an authentic leader and 
demonstrate how much you care about the 
goals of the entire group, your followers 
will be motivated to do more and be more. 

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

HOW TO LEAD WHEN YOU 
DON’T HAVE POWER.

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

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

Commission Your IFEA Economic Impact Study Today

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

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

SHOW IT!
Your Event Has IMPACT…

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


WITH GAIL LOWNEY ALOFSIN

March 2018 marked 30 years that I have had the 
privilege to work for Newport Harbor Corporation 
(NHC). It has been quite the journey – commencing 
at the Newport Yachting Center with the opportunity 

to work with a team to build legacy events like the Sunset 
Music Series (over 150 concerts!), Great Chowder 
Cook-Off, Taste of Rhode Island, Reggae Festival, Celtic 
Rock Festival, the Newport Skating Center and hosting 
world class events like the ESPN Extreme Games, CBS 
This Morning, Sports Illustrated 50th Anniversary Tour, 
Health Magazine Feel Great Festival and more. What an 
honor it was to be surprised with a 30th Anniversary party 
welcoming colleagues, sponsors, family and friends. 

Perhaps you have been in your job for three months, one year, 
or five years and it feels a bit stale. It may be time to adjust your 
lens on how you view your life and approach each day.  

1. KISS YOUR DESK and make a dedicated effort to fall in love 
with your job again. Realize how good you have it! Stop and 
make a list of everything you love about your job. Review this 
list on a weekly basis. 

2. ALL IN! Identify areas of opportunity. Find a mentor who will 
champion you internally and be aware of potential mentors 
outside of your workplace as well. Be the employee you would 
want to hire. Learn beyond your skillset – stretch yourself. Put 
your mobile phone away and be present. Don’t leave skid marks 
at the door at “closing time” if there is still work to be done.  

3. THINK POSITIVELY! Your feelings will catch up with anything 
you choose to believe – gratitude, happiness, success or 
a negative track of scarcity, jealousy, anger, and paranoia. 

Likes attract likes – what kind of people are you attracting 
to you? When people see you with a spring in your step as 
you navigate the festival, event, venue or office, they think to 
themselves – “Wow, I want some of that!” 

4. LOOK BEYOND YOURSELF. Volunteerism and assisting 
those less fortunate offers you the happiness that 
money simply cannot. Look beyond yourself. Be aware 
of opportunities to help others; it could be as simple as 
holding the door open from someone and offering a warm 
smile. You never know what someone else is carrying.

We don’t see things as they are, we see things as we are. 
Believe in yourself and your abilities. A career and an opportunity 
for meaningful work offers us “purpose.” Purpose is very powerful. 
What drives you to wake up and commence the day with energy, 
fully engaged, committed and ready to do YOUR Best? The Joy is 
in the journey so KISS YOUR DESK and live EVERY heartbeat! 

Gail Lowney Alofsin, Director of Corporate Partnerships, 
Newport Harbor Corporation (NHC), worked for a cruise line 
and a resort before moving to Newport thirty years ago to com-
mence a career at Newport Harbor Corporation. The highlight 
of her career at NHC has been the unparalleled colleagues, 
clients, non-profit partners, sponsors, vendors and friends that 
she has had the privilege to meet. She kisses her desk every 
Monday morning out of gratitude for a job that she loves and 
appreciates. Gail can be reached at 401-640-4418 and gail@
gailspeaks.com. Follow her on twitter: @gailalofsin and visit her 
website: gailspeaks.com. 

YOUR LENS
ADJUST

"I have simply tried to do what seemed best 
each day, as each day came.”

 Abraham Lincoln

“If we are to find real meaning, feel real joy, it will come on the 
wings of a fully engaged life, a life in the service of more than 
our self.” 

Jan Phillips

LEADERSHIP AT ALL LEVELS 
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Pay It Forward with a Gift to IFEA’s
‘Fund for the Future’

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

Individual and Organizational Contributions are welcomed and encouraged.

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

Now it’s time to lend yours. The IFEA “Fund for 
the Future” provides critical funding to ensure 
that the IFEA has reserves in place to protect 
against future economic shifts and realities in 
a constantly changing world; to allow the orga-

nization to keep pace with new and changing 
technologies necessary to communicate with 
and serve our global industry; and to support a 
continued expansion of our services, resources,  
programming and outreach around the world.

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

INTERNATIONAL FESTIVALS & EVENTS ASSOCIATION

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


EVERYONE’S INVITED

Access Center & Info Booth, Separate or 
Together?

Are you debating whether you want to have an entirely separate 
Access Center tent for your patrons with disabilities or if you 
want to roll it all in with your Info Booth? It is my experience 
that with quite small events it can work to combine the two, 
although a designated line for questions related to accessibility 
services is helpful. When you consider what functions the 
Access Center serves you may see the advantages to having 
a separate Access Center, especially for the larger events.

Privacy and Urgency
“I don’t have any documents proving that I have a disability but 

let me show you this,” the patron raised his shirt and showed the 
scars on his torso from his recent operation. “I have irritable bowel 
syndrome and I can’t stand in those long lines for the bathroom. 
Can you help me?” “I have been fighting cancer for the last 3 
years. This may be the last time I can come to this festival.” Some 
conversations that happen at the Access Center are best held 
where there is a bit of privacy. While no one is required to disclose 
or provide proof of their particular disability, many patrons will want 
to share their story with you and it can get emotional! Patrons with 
disabilities shouldn’t have to stand in a long line at the Info Booth 
as their requests can sometimes be of a more urgent nature. 

Staffing
Ideally your Access Center Coordinator is experienced in the 

accessibility field, has supreme customer service skills, can handle 
a crisis, and is a kind-hearted soul dedicated to serving your 
patrons. You will want to carefully train this person as to what they 
can or cannot say or ask of the patrons and what services are 
available at your festival. In a pinch, well-trained volunteers may 
staff the Access Center but to protect yourself legally, it is best 
that you have an experienced employee managing the Center. 

Access Center Services 
Not every festival provides all of these services and they 

may provide others in addition to this list. Look over the list 

and see what works for your event. You will need to develop 
tracking systems to keep an accounting of the various 
things that you distribute out of the Access Center.
1. Information regarding the Access 

Program services and facilities
2. Request for assistance such as helping to set up a tent, etc.
3. Access Wristband checkout system giving permission 

to use accessible facilities such as the raised 
viewing platforms, shuttles, restrooms, etc.

4. Codes or keys to locked toilets
5. Assistive Listening Device (ALD) checkout
6. Schedule of activities and programming that are 

interpreted by a sign language interpreter
7. Request for assistance from a sign language interpreter
8. Braille handouts of programming information, braille map
9. Guide service for people who are blind 

(I usually offer a one-time tour)
10. Large Print handouts of programming information
11. Service animal registration
12. Service animal relief area nearby
13. Wheelchair/scooter rental or loan
14. Recharge station for wheelchairs, scooters, medical equipment
15. Accessible restroom nearby
16. Accessible shuttle stop
17. TTY (Text Telephone) available for use
18.  Access Program Survey to fill out or take home 

Headquarters for Access Program Operations
1. Access Program staff HQ
2. Sign Language team HQ 
3. Access volunteer check-in, training, and HQ
4. Accessible Golf Cart Shuttle stop, dispatch and HQ

A Sanctuary
In addition to the other services listed, your Access Center is 

a sanctuary for your patrons with disabilities. It is a place where 
they can get out of the sun or weather, where they can sit and 
relax to regain their strength, where they can get a bottle of water, 

ELEMENTS OF A

INCLUDING PEOPLE WITH DISABILITIES

SUCCESSFUL 
ACCESS CENTER

The Access Center serves as the headquarters and face of your Access Program. 
A well-managed Access Center is key to providing a good experience for your  
patrons with disabilities. What follows is some of what you will need to consider 
while planning your best possible Access Center.
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WITH LAURA GRUNFELD

where they can get a power bar if they are running on empty, 
where they can get a friendly word, have a meltdown, make a 
complaint, or just chillax for a bit. The Center or a nearby tent can 
serve as a quiet place of refuge for sensory-sensitive individuals.

Access Center Signage
How should the Access Center be identified? Not everyone 

calls it an “Access Center.” That is terminology I have been 
using since the 1990s and many festivals now also use that 
wording. While “Access Center” is my first choice, I’ve worked 
with festivals that have used “ADA/Access HQ,” “Accessibility 
Center,” or just the wheelchair symbol on their Info Booth sign. 

I like to include additional symbols that graphically represent 
other services provided for people with disabilities. American 
Sign Language, braille, large print, and other symbols can be 
found here: https://www.graphicartistsguild.org/tools_resources/
downloadable-disability-access-symbols. The new wheelchair 
symbol is available here: http://accessibleicon.org/#use. 

Size of Your Access Center
The size of your event and how many people come to the tent 

at peak times will determine the size of your tent. At one festival 
I work, that tops out at 80,000 patrons, we have a 20’ x 40’ 
Access Center. Half of that space is for wheelchair rental and 
recharging. The other half is where we talk with people and give 
space for them to sit down. We have four 6’ tables and room for 
four lines of people at one time. There is a round table with chairs 
so that people can sit and relax in the shade. There is storage 
space, a fairly large cooler, and a water dispenser. At smaller 
festivals we have managed with a 10’ x 10’ tent but it is not ideal. 
I recommend at least a 10’ x 20’. It’s best to have room in the 
tent so that people waiting in line are out of the sun/weather. 

Placement of the Access Center
Put this tent where it will be needed and used the most. You 

may have one entrance that is more accessible or closer to the 
accessible parking area. The Access Center can be positioned 
just inside that entrance so that people can get their information, 

access wristband, and other needs immediately upon entering 
the festival. If you have a golf cart shuttle, this can be the first 
stop so that people have the least amount of distance to walk. 
This may seem obvious, but you’d be surprised; make absolutely 
sure that you place the Access Center in an accessible location! 

Publicity & Training, Spreading the Word
Publicize the location of the Access Center and the  

services provided:
1. On your website in the Access Info Guide
2. On your patron map
3. On signage at all of the entrances to your event
4. On signage in the accessible parking lot
5. In your access information handout
6. Make sure that all of your staff, vendors, contractors, 

and volunteers get basic access information training 
including the location of the Access Center

7. Promote to groups that serve people with disabilities 
8. When people email or call you for information 

about the Access Program, tell them about 
the Access Center and its location.

Your Access Center is the nerve center of your 
Access Program. Be sure to give it the attention it 
needs so that your patrons feel well supported.

Laura Grunfeld writes a regular column helping producers 
make their events accessible to people with disabilities. Sug-
gest topics to her by writing to Laura@EveryonesInvited.com. 
She has worked many festivals across the nation and read-
ers can learn more about her event accessibility consulting, 
training, and production company at www.EveryonesInvited.
com. www.linkedin.com/in/lauragrunfeld, www.youtube.com/
lauragrunfeld. www.facebook.com/everyones.festival, www.
instagram.com/everyonesfestival.
© Laura Grunfeld, Everyone’s Invited, LLC, April 2018
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THIS EVENT PROMOTION PACK IS IDEAL FOR ANYONE KEEN TO SPREAD 
THE WORD ABOUT THEIR EVENT FAR AND WIDE.

THE EVENT ORGANISERS’

TOOLKIT
FOR PROMOTING EVENTS

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

In Part 2 of this article, included in the October 2017 issue of “ie” magazine, we learned 
about promoting events during and after the event, in addition to reviewing the Event Pro-
motion To-Do List.

In Part 3 of this article, included in the January 2018 issue of “ie” magazine, we reviewed 
the many event promotion resources including Event Press Release Templates, Event Invi-
tation Templates, Event Email Templates and a Social Media Strategy.

In Part 4 of this article, we will share Advice from the Experts including: Which Marketing 
Channels to Use; Examples of Successful Promotion Tactics; in addition to sharing some 
helpful online tools.

ADVICE FROM THE EXPERTS
We spoke to several event industry experts to discover what they 
feel is needed for effective event promotion. Here are a few of their 
top tips and industry secrets revealed to help you with your own 
event promotion.
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“It is valuable to work with the media and generate interest in the 
event. A personality or industry professional commenting or offering 

a testimonial about your event is of great value. If you can engage with 
bloggers who are relevant to the event, this will increase your outreach 
to potential attendees. It might be an idea to create a strap line  or 
hashtag that people can use when talking about the event, this will gen-

erate traction and reach previously unknown prospects. The data you generate will 
be invaluable for future events.

There is also huge value in the more traditional form of marketing - that is picking up the phone 
and speaking to prospects. This really gives you an understanding of what your potential visitors 
are looking for and allows you to build strong relationships.”

Georgina Coleman - Managing Director - Established Events

“If you want to get the word out about your event, the most effective channel 
is often social media. If you get it right on Facebook, Twitter, and LinkedIn, you can get 

your event in front of thousands of potential attendees for a fraction of the cost of traditional 
advertising.

A simple way to get your event noticed by the right people is to make it easy for those that sign 
up to drum up interest among their own friends and followers. You can do this by including 

social buttons on the order confirmation page that allow them to spread the word with 
a single click.  You can add fuel  to the fire by entering

everyone who shares your event on social media into a raffle — this sim-
ple promotion can give a huge return on investment.”

Victoria Brunton – Managing Director – EventStop

WHICH MARKETING CHANNELS DO YOU USE TO PROMOTE 
YOUR EVENTS AND WHY?
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“It’s also important you send the traffic you generate from your social media activity 
to the right place. Creating a specific page for your event [on your website] featuring your 

branding and all the relevant information will give off  a professional impression and help con-
vince people to put their money down to attend. Before you start promoting your event, it’s im-
portant you get this page set up so your efforts are effective as possible”.

Victoria Brunton – Managing Director – EventStop

“Pre-booked sales/attendees are the key to making sure your event is 
a success. If you can confirm your attendees before the event takes place, 

rather than waiting for them to walk through the door, you are guaranteed better 
success. I would never advise promoting an event and just see who walks 

in. From my experience, if you are sending out a message or invitation to 
prospects, you are likely  to get a pick-up rate of 20-30%. So,  bear that in 
mind when looking at the capacity of you event. You need to communicate by offering 

benefits or incentives. This  may be in the form or reduces rates for early booking, or it may 
be an incentive for attending the event.

You need to be creative when thinking about what this may be. An experience that “money can’t 
buy” is always a winner. This  may be in a prize draw format, that allows any of your attendees the 
opportunity to win.”

Georgina Coleman - Managing Director - Established Events

DO YOU HAVE ANY EXAMPLES OF SUCCESSFUL PROMOTION 
TACTICS WITH EVIDENCE?
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“This  very much depends on the event and its  size. Do you have your database 
ready and know who you are reaching out to? If not, I would suggest creating a fol-

lowing, again via  social media. You need to create a genuine interested in your event and 
why it is taking place. Engage with the community you are targeting. This  may be in the form 

of attending other similar events, joining forums and networking groups.

From an operational prospective, you need to find  your venue first. This  is the most important el-
ement of you event. Does the venue have the right capability to deliver a success? Location and 
accessibility are both very important Also,  make sure that you have insurance in place should 

anything unexpected happen.

The next step is to get the invitation out if you are confident that you are entrenched 
in the community you are targeting.

Don’t think you should only contact someone once about your event. Of course, you don’t 
want to annoy someone who is not interested, so give them the option to unsubscribe or leave 

your database. There is no point having them there if they are uninterested. You want to focus 
on those who have a genuine interest.

I would always suggest that you put together a social media strategy and plan before 
you start contacting people. Know what you want to say and when you want to send the 

message, rather than just engaging as and when.

Monitor the result you get and utilise your analytics. This  information is invaluable for the event 
you are working on and for future events.

The most important advice I can ever give is believe in what you are doing, if something isn’t  
working, change it. Your passion and energy are the keys to your success”.

Georgina Coleman - Managing Director - Established Events

 

WHICH MARKETING CHANNELS  DO YOU USE TO PROMOTE 
YOUR EVENTS AND  WHY?
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When it comes 
to promoting your 
event, you want to 
ensure you have ev-
ery angle possible 
covered. There are 
various tools online 
which can be used 
for research, promo-
tion and increasing 
the visibility of your 
event. All of these 
tools are free so it’s 
worth taking a look 
to see how they can 
help you.

YOUGOV PROFILES
YouGov Profiles is a great place to do 

a bit of swotting up on your audience.
This  tool allows you to search for 

a brand, product or particular interest 
(which is related to your brand) and 

will then show 
you audience 
information based 
on 250,000 YouGov 
panel members. For 
example, if your event is 
a car show, you might want 
to try searching the Top Gear 
audience and you will be given 
information on demographics, 
interests, media habits and much 
more! While this data might be quite 
generic, it can certainly be inspiring!

       

LOCAL NEWSPAPERS
Most local newspapers will have an 

events section where you can upload 
your own event to the public. Wikipedia 
has a full list of newspapers in the UK,

so try to add your event to as many 
relevant ones as possible. Remember 
to really sell  your event and give 
all the details such as time, date, 
location, dress codes, cost etc. as 
well  as your own contact details.

         

EVENT WEBSITES
There are plenty of websites online 

which will list your event, such as 
Eventbrite, The List,  Yelp,  Evvnt 
and Timeout. The key here is to find  
event websites which are relevant 

to the area you operate in. A simple 
Google search for ‘what’s on in (your 
area here)’ will most likely  come 
up with an events website for your 
local area. Add your event details and 
then move on to the next website.

        

GOOGLE ANALYTICS
If you have a website, then 

Google Analytics will be great for 
measuring how your event affects 
your onsite engagement. If you have 
set up a competition page, a game, an 
information page or have a particular 
product or service you are promoting at 
your event, Google Analytics can tell you 
exactly how engaged your audience are.

Google Analytics allows you to analyse 
specific pages on your website and can 
show you how long people spent on the 
page, how many pages they viewed on 
site, whether they converted or not etc. 
All of this data is highly valuable and 
can be used to measure the success of 
specific goals relating to your event.

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

         ONLINE TOOLS WHICH CAN HELP
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WITH SCOTT FRASER

I n a crisis, every second counts. You must be as fast as 
you can with your media reply, news conference or public 
statement while not sacrificing factual accuracy.
However, maybe more important than timing, you must 

pay close attention to what you say. Every word that you or 
your spokesperson utter, put out electronically or on paper, 
must be meaningful and have purpose. Every sentence, every 
word, every phrase will be carefully scrutinized by all of your 
audiences, especially the media. If you are not clear in what 
you say, or worse if you purposely obfuscate (look it up!) the 
facts of the situation at hand, your credibility will be lost.

(You will note what I did in that last sentence. Obfuscate 
is not a word used in common everyday conversation. If you 
looked it up, you saw that it means “to make unclear; confuse”

But when you read it, you might have thought, “What 
a jerk! Why didn’t he just tell me what the word means, 
instead of telling me to look it up? Why didn’t he just 
use a different word that everybody knows, so we all 
could have understood the sentence better?”)

That is my point exactly!
Sometimes in a crisis, even with a good crisis plan, those 

involved, to use a sports term, may “choke.” In spite of all the 
best devised plans, when the situation becomes yours to 
deal with, sometimes people forget the plan and do whatever 
pops into their head at the moment. This includes using large 
words, or technical jargon to try to confuse their audiences 
in order to deflect some of the blame or criticism. Please 
resist any urge to do so and speak clearly and to the point.

Some examples. In the last year there was a well-publicized 
incident in which an airline passenger was forcibly dragged 
off the plane because of an overcrowding situation. The first 
statement from the airline’s president apologized for having 
to “re-accommodate these customers.” Re-accommodate??!! 
A passenger was seriously injured in this incident. It 
was well documented by the cellphones of numerous 
passengers. Yet the first statement from the president 
talked about “re-accommodating.” To the president’s 
credit, he put out a second statement apologizing to the 
passenger, those on the flight, took responsibility and 
promised to work to see that this never happens again.

The problem with this is, if the airline and its 
president had made the second statement first, we 
probably still wouldn’t be talking about it in columns 
like this. Say what you mean. Mean what you say

In a more recent incident, a well-known beer company 
issued a recall because of something they initially called 
a “packaging flaw.” What was the “flaw” you ask? Well, 
apparently pieces of glass could flake off and end up in the 
beer. Now if you happened to drink one of these affected 
bottles of beer, and ingested any of those glass pieces, I dare 
say you would find this much more than a “packaging flaw”.

If the company had come out and said “Due to a manufacturing 

problem, particles of glass may break off in a small number of our 
bottled beer products. To ensure the safety of all our customers 
we are issuing a voluntary recall on the following products…..”

That statement is direct and to the point. If you read 
it, any reasonable individual could assume that a “flaw” 
must have occurred. But when you blame a packaging 
flaw in your initial statement it sounds like you are 
trying to avoid, or worse, ignore, the seriousness of the 
situation. Say what you mean. Mean what you say.

During a crisis, a company sometimes finds itself in 
bigger trouble by trying to “massage” the truth. When this 
is brought to light, and make no mistake about it, the truth 
will be found out, your organization will now be viewed as 
dishonest and deceitful and your audiences will have a hard 
time believing any other public statements you make.

Your audiences have long memories when it comes 
to being lied to. Once you have lost your credibility, 
it is very hard, if not impossible, to get it back. 

So, what should you do? What should you say? If you 
find yourself in a crisis, think back to that old-time police 
show in which the detective wanted “just the facts.” 
When you have confirmed enough information to make a 
statement, this is how you should craft your message:
• Here’s what happened
• Here’s why it happened (if known)
• Acknowledgment of fault (if in fact you were at fault)
• Here’s what we are doing to help those affected
• Here’s what we are doing to prevent future occurrences.

When you are straight with the facts, your audiences may not 
like what you have to say, but they will at least appreciate the 
fact that you are being straightforward in saying it. Good luck!

As always, if you have questions, I would love to hear 
from you. And, if you have some examples of how your 
crisis communications worked well, I would be happy 
to share some success stories in this column.

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

AND MEAN WHAT YOU SAY
SAY WHAT YOU MEAN
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 CFEE
An Important Step in the 

Career Track of Industry Leaders

For more information about the IFEA’s professional certification program, and our 2018 CFEE  
FastTrack® Program, contact Cindy Lerick at cindy@ifea.com or call +1-314-614-7152.

Good Great

The CFEE Professional Certification Program is Sponsored by

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

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

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


WITH RENE MICHAELY

Providing oversight for events held on municipal lands to 
ensure safety and minimize disruption is important, but most 
local and state/provincial governments have a greater investment 
in the success of their events. They are leveraging events as 
another tourism opportunity – i.e. through systematic planning, 
development, and marketing of events, communities can 
attract more tourists, strengthen their brand identity, stimulate 
infrastructure and economic growth, and animate their community. 
Furthermore, communities globally recognize that a strategic 
approach to event tourism can result in the following benefits:
1. Sustained or increased visitor spending (e.g. accommodation,  

dining, activities, services, transportation)
2. Increased attractiveness of the destination to visitors  

and locals
3. A platform for raising awareness (e.g. climate change,  

social responsibility)
4. A showcase for local talent
5. Increased media coverage and publicity / increase brand  

awareness
6. Increased visitation from new and returning visitors who have 

the propensity to not only visit during an event, but at other 
times of the year due to the attractiveness of the destination

7. Development of new infrastructure
8. Increased event tourism and event production expertise  

and resources
9. Increased community pride, job opportunities and  

volunteerism.

Even though your community may not have a formal event 
tourism strategy, there are a few things your Event Office 
can do to support the success of events, above and beyond 
producing government-funded community celebrations 
and permitting. Take a moment to ask yourself if any of 
the following opportunities apply to your community.

Brand Cohesion
Is there an opportunity to adopt a more unified look and 

feel to how events are marketed inside and outside of your 
community? Is there an opportunity to position your community 
a certain way and ensure this image is consistent across 
different events? Is there an opportunity to consolidate 
marketing plans and budgets between different agencies 
(e.g. tourism association and chamber of commerce) to 
increase reach and, again, ensure a unified brand image?

Event Longevity
Are there barriers - current or potential - that may impact the 

future viability of an event of which your Event Office could assist 
in overcoming (e.g. land use, water safety, electrical safety, 
traffic congestion)? Do you have a policy in place that commits 
government resources to proactively addressing barriers as a 
result of new government policies that may impede an event’s 

success? An event may take a year (or more) to produce, so 
being proactive in addressing barriers is critical to their success.

Event Expertise. Do you have a central resource listing all 
of your community’s event specialists, including volunteers? 
Do you proactively connect established events with new event 
organizers so that they can more easily address obstacles and 
share tips and tricks to hosting events in your community? Does 
your Event Office, or other event specialists in your community, 
attend event forums or conferences to stay abreast of trends 
and new event opportunities? Event Offices shouldn’t just be 
a mechanism for permitting red tape – they should be partners 
of a broader event community that includes private event 
organizers, other government agencies (e.g. liquor licensing), 
and non-profit groups (e.g. arts and culture). This partnership 
should start with the Event Office attending all events and 
demonstrating an invested interest in the success of each event 
beyond ensuring events are observing policies and bylaws.

Economic Impact. Do you know the economic impact of 
some of your larger events? If events aren’t independently 
capturing this information, can you collaborate with them and 
find new ways of interviewing sample groups of attendees to 
anecdotally understand their spending during an event? Is 
there an opportunity to work with the Chamber of Commerce 
or the local Business Improvement Association to survey 
businesses on the impact of certain events (you may even 
reveal issues that could be proactively addressed)? Can you 
work directly with hotels (or a hotel association) to gather room 
night information before, during and after events? Sharing 
simple updates with Council on a regular business on the 
economic impact of events is an impactful way to emphasize the 
importance of event tourism and support budgetary decisions.

Event Offices can play a much larger role in event tourism 
than just permitting and producing events. Taking a leadership 
role in building your community’s event capacity will pay off in 
spades for all of the reasons I’ve already mentioned. If you don’t 
already have an event tourism strategy, maybe the first step is 
determining what more your Event Office can do to attract new 
events and ensure the continued success of existing events.

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

IT'S NOT JUST ABOUT 
CELEBRATIONS

EVENT TOURISM,

#EVENTPERMIT
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WITH SEAN KING

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

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

(208) 433-0950 x815 or kaye@ifea.com

ASSOCIATION ENDORSED PARTNER

ASSOCIATION ENDORSED PARTNER

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


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

ASSOCIATION ENDORSED PARTNERS

INTERNATIONAL FESTIVALS & EVENTS ASSOCIATION

Interested in Becoming an Association or Convention Sponsor?

https://kaliff.com/
mailto:kaye@ifea.com
http://www.saffire.com
http://www.dixieflag.com
http://www.ifea.com/p/about/foundation
www.hwins.com
http://cms.pointsmap.com/
https://www.newtarget.com/
http://www.sponsorship.com/About.aspx
https://www.teamworkonline.com/
https://www.tripinfo.com/
http://www.fabulousinflatables.com/
https://www.volunteerlocal.com/
http://www.bigeventsonline.com/
https://sched.com/
https://www.atomicdesign.tv/


2018 IFEA 
WEB I NAR 
SER IES 

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

• WEBINAR SUBSCRIPTION
 A subscription to the IFEA Webinar Series can 

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

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

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

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

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

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

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

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

Webinar Start Time in Your 
Time Zone: 

• 7:00 a.m. Hawaii 

• 9:00 a.m. Alaska

• 10:00 a.m. Pacific 

• 11:00 a.m. Mountain 

• 12:00 p.m. Central 

• 1:00 p.m. Eastern 

• 6:00 p.m. GMT
Webinar Length: 60 Minutes 

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

Association (IFEA) and the specific presenter for each webinar. They are presented for the educational use of each paying customer to the IFEA. Any 

reproduction, rebroadcast or reselling of this webinar, or the content contained within, by an outside party, without the expressed written consent of the 

IFEA is strictly prohibited.

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

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

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

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

THURSDAY, FEBRUARY 8, 2018 

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

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

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

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

THURSDAY, FEBRUARY 22, 2018 

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

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

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

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

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

THURSDAY, MARCH 1, 2018 

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

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

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

THURSDAY, MARCH 15, 2018 

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

In today’s vastly changing and lightning 
quick public consumption of information, 
its critical to have an overall communication 
strategy.  This Webinar will take you 
behind the scenes of the Portland’ Rose 

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


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

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

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

THURSDAY, MARCH 29, 2018 

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

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

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

agencies leads to a more resilient posture 
toward homeland defense.

THURSDAY, APRIL 12, 2018 

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

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

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

THURSDAY, MAY 3,  2018 

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

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

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

THURSDAY, MAY 10, 2018 

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

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

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

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

THURSDAY, MAY 17, 2018 

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

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

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

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

THURSDAY, MAY 24, 2018 

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

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

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

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

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

Checking boxes for the next three to five 
years.  That’s the common perception 
of how a strategic plan is supposed to 
work.  Or better yet, get a group of people 
together for a day, come up with a book 
full of stuff to do, present it to the Board 
of Directors, have everyone clap and nod, 
then put it on the shelf and don’t look at it 
for three years until it’s time to develop the 
next plan.  KDF needed a strategic plan, 
but it had to be one that we could use.  
For much of 2017 we worked on one, but 
maybe in a different format than what most 
are used to seeing.  Join me as I walk you 
through how KDF prepared a strategic plan 
that addresses some of our core needs 
and how that plan has now permeated the 
culture of our entire organization!

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

THURSDAY, NOVEMBER 1, 2018

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

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

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

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

THURSDAY, NOVEMBER 8, 2018

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

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

Ted Baroody is a graduate of North 
Carolina State University, Raleigh, North 
Carolina, USA. After college he moved 
to Norfolk, Virginia to start his own 
small sports marketing company, Victory 
Promotions. After a couple of years of 
power boat racing production under 

Victory Promotions, he served as Marketing 
Director for a group of local radio stations 
in Virginia Beach, Virginia for 5 years. 
From 1996 to 2011 he was the Director 
of Development of the not-for-profit event 
marketing company, Norfolk Festevents, 
Ltd. known as “Festevents,” and is now the 
President of Festevents. Ted also works 
with many non-profit organizations as a 
volunteer, event coordinator and as a board 
member and serves on both the IFEA World 
and IFEA Foundation Boards of Directors.

THURSDAY, NOVEMBER 15, 2018

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

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

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

REGISTRATION CONTACT INFORMATION

Webinar Participant:  ___________________________________________________________________________________________________________  

Webinar Participant Email: _______________________________________________________________________________________________________

Organization: ________________________________________________________________________________________________________________  

Address: __________________________________________________________________________________________________________________  

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

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

Webinar Subscription
Includes all 15 Live Webinars in 2018   $590 (USD)  $990 (USD)  ___________

          TOTAL  ___________
PAYMENT INFORMATION

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

Print Cardholder Name:  _________________________________________________________________________________________________________  

Signature: _________________________________________________________________________________________________________________

Credit Card Number: ___________________________________________________________________________________________________________  
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Upcoming Live Webinar Presentation Registration Form
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 ❍ Thursday, January 25, 2018 
Five Keys to Effective Sponsorship Activation
Bruce L. Erley, CFEE, ARP, President & CEO, Creative  
Strategies Group, Denver, CO

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

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

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

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

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

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

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

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

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

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

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

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

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

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

If working towards your CFEE Cerification, each individual webinar is eligible for one CFEE Elective Credit.
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Leadership Legacy Nomination Criteria
Leadership Legacy nominees must represent 
a current or past IFEA Member. Nominees can 
be retired and/or represent any facet of our 
industry (i.e.: vendor, supporter, event profes-
sion, senior professional, etc.)

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

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

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

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

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

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

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

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

Questions:
Please Contact Nia Hovde, CFEE, Vice 
President/Director of Marketing &Communications 
at Email: nia@ifea.com or Phone: +1-208-
433-0950 ext: 3.

Deadline:
Nominations may be submitted at any time during 
the year. Leadership Legacy Recipients will be 
featured in the January, April, August and October 
issues of IFEA’s “ie” Magazine. “ie” Magazine 
deadlines can be found at http://www.ifea.com/p/
resources/iemagazine/publishingdeadlines.

IFEA World
International Festivals & Events Association

The I FEA Leadership Legacy 
Recognit ion Program recognizes 
individuals who have made a signif-
icant impact through their work and 
accomplishments in the festivals 
and events industry within their own 
town/city/community. Someone who 
may not necessarily have the inter-
national impact that the IFEA Hall 
of Fame Award calls for, but has 
accomplished great things within 
their own town/city/community.  

Throughout the year, up to four 
Leadership Legacy recipients will be 
selected by their peers from nomi-
nations received. Each recipient will 
be recognized through a feature in 
an issue of IFEA’s “ie” Magazine – 
specifically in January, April , August 
and October. This is an ongoing 
recognition program throughout the 
year, nominations can be accepted 
at any time. “ie” magazine deadlines 
can be found at  www.ifea.com.

LEADERSHIP
LEGACY

RECOGNITION PROGRAM

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


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

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

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

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

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

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

GAIN THE RECOGNITION YOUR EVENT DESERVES…

2018 IFEA / HAAS & WILKERSON
  PINNACLE AWARDS COMPETITION

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

• If a required element within an entry is not applicable 
to your event, please state so within your entry to avoid 
being marked down on points or indicate what element 
you have instead.
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• The scoring system is not applicable to TV, Radio, Multi-
media, Print & some Merchandising categories.

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

necessary information will result in a deduction of points.

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

Pinnacle Awards / 2018 Pinnacle Awards 

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

please ask us!

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

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

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

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

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

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

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

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

addition to the overall Judges Criteria points.

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

Pinnacle Award?

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

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

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

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

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

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

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

2) BEST TV PROMOTION 
(Ad Spot or PSA) 

3) BEST FULL LENGTH TV PROMOTION 
(Local Programming) 

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

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

6) BEST RADIO PROMOTION 
(Ad Spot or PSA)

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

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

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

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

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

required.  

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

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

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

9) BEST EVENT / ORGANIZATION  
E-NEWSLETTER 

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

10) BEST MISCELLANEOUS  
MULTIMEDIA 

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

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

12) BEST FESTIVAL / EVENT MOBILE  
APPLICATION 

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

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

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

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

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

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

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

CATEGORIES

MULTIMEDIA ENTRIES

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

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

CATEGORIES

 

PROMOTIONAL PRINTED ENTRIES

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

16) BEST NEWSPAPER INSERT / SUPPLEMENT

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

18) BEST MISCELLANEOUS PRINTED  
MATERIALS (MULTIPLE PAGE)

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

19) BEST MISCELLANEOUS PRINTED  
MATERIALS (SINGLE PAGE)

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

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

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

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

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

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

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

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

27) BEST EVENT PROMOTIONAL  
PHOTOGRAPH

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

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

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

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

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

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

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

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

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

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

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

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

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

16) BEST NEWSPAPER INSERT / SUPPLEMENT

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

18) BEST MISCELLANEOUS PRINTED  
MATERIALS (MULTIPLE PAGE)

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

19) BEST MISCELLANEOUS PRINTED  
MATERIALS (SINGLE PAGE)

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

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

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

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

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

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

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

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

27) BEST EVENT PROMOTIONAL  
PHOTOGRAPH

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

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

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

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

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

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

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

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

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

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

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

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

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

31) BEST MISCELLANEOUS ON-SITE 
DECOR

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

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

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

required. 

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

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

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

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

except Best Pin or Button. 

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

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

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

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

34) BEST HAT

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

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

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

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

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

CATEGORIES
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SPONSORSHIP ENTRIES

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

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

solicitation package 

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

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

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

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

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

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

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

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

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

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

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

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

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

2. Supporting Materials: (50 points)
Please provide materials listed under the specific category to the left. 
Supporting materials may be placed within a specific section of the entry, 
or at the end.

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

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

do so?

42) BEST SPONSOR PARTNER
(Entry should highlight a specific sponsor that stands out 
above all others.)

1. Overview Information: 
Please provide a detailed overview explaining the following using no 
more than one (1) page per section:
a. Introduction & description of main event
b. Name of Sponsor
c. Description of sponsor; level of sponsorship (cash/in-kind); details of 

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

ENTRY INFORMATION FOR CATEGORY 42:
• Submit category 42 within one (1) notebook each (2 or 3 ring bind-

er; spiral bound; report cover; bound publication etc.)

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

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

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

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

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

43) BEST SINGLE NEW SPONSOR-
SHIP OPPORTUNITY
(New activity / program within an Event created specifically 
to recruit a new sponsor or created after a new sponsor 
came on board.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & description of main event
b. Name of Opportunity and Sponsor
c. Description and purpose of New Sponsorship Opportunity
d. Description of the targeted sponsor for the opportunity and 

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

44) BEST SPONSORSHIP PROGRAM 
FOR INDIVIDUAL SPONSOR
(Activity or program within a Festival or Event created 
for a specific sponsor.)

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

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

45) BEST OVERALL SPONSORSHIP 
PROGRAM
(Entry should focus on the entire sponsorship  
program for all sponsors for the entire event.)

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

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

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

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

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

ENTRY INFORMATION FOR CATEGORIES 43-45:
• Submit category 43-45 each within one (1) notebook each (2 or 

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

pdf document of your entire entry (as one (1) document) on a 
Thumbdrive. Attach to overall payment form. If submitting one 
or more entries from categories 1 or 40-69, please include all 
entries on the same single USB Thumbdrive.

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

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

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

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

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

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

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

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

position to do so?

CATEGORIES
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46) BEST VOLUNTEER PROGRAM
(For overall Volunteer Programs at an Event/Festival/ 
Organization)

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section, together with 
applicable examples:
a. Introduction and background of main event
b. Description and purpose / objective of Volunteer Program
c. Target audience / attendance / number of participants
d. Duration of program (start to finish) and years program has been 

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

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

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

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

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

47) BEST GREEN PROGRAM
(For festivals/events with implemented green/recycling 
programs at their event.)

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

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

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

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

staffed?
h. Who assisted green program (vendors, volunteers etc.)
i. Measurable results – how much was recycled; savings / cost of 

Green program; carbon footprint reduction
j. Non-tangible results: education; awareness; involvement etc.
k. Duration of program (start to finish) and years program has been 

part of event 
l. Description of sponsor / charity / volunteer / school / other group 

involvement with program and benefits to each (if applicable)
m. Tie-in of program to main event
n. Overall revenue/expense budget of program 
o. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR CATEGORIES 46-47:
• Submit categories 46 & 47 each within one (1) notebook each (2 or 

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

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

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

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

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

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

• If the program is a new program, please answer the following 
question instead.

• “What challenges / obstacles did you foresee / encounter in creat-
ing the program, and how did you handle them?”

3. Supporting Materials: (10 points)
Please also include any necessary supporting materials for the 
program - limiting materials to no more than 5 examples for each 
area listed below (if applicable). Supporting materials may be placed 
within a specific section of the entry, or at the end.
• Printed materials (brochures, handbooks, Recruiting materials, 

evaluation forms, signage, etc.)
• Promotional / marketing / media materials
• Merchandise materials (photographs accepted)
• Information provided to participants / volunteers / sponsors / 

students / charities etc.
• Supporting photographs
• Measurable results: tangible & intangible

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

FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES
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48) BEST PARADE 
For parades that are stand-alone parades or part of a 
larger festival /event.

1. Overview Information
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction, background, purpose and objective of Parade
b. Introduction and background of overall festival/event, if Parade is 

part of a larger festival/event (if applicable)
c. Tie-in of Parade to main festival/event (if applicable)
d. Target audience / attendance of Parade
e. Number and type of entries in Parade
f. Overall revenue and expense budget of Parade
g. Duration of Parade (start to finish) and years Parade has been in 

existence
h. Activities planned before, during and after Parade
i. Description of sponsor / charity / volunteer / school / other group 

involvement with Parade and benefits to each (if applicable)
j. Community involvement and impact of Parade
k. What makes the Parade unique and creative?
l. Overall effectiveness / success of Parade
2. Supporting Question – Answer question listed to the right, here
3. Supporting Materials – Place at end of entry, or throughout.

49) BEST EDUCATIONAL PROGRAM
(For festivals/events who have a specific educational 
component built into their programming.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Educational Program
c. Target audience / attendance / number of participants
d. Provide a detailed description of the education program / curricu-

lum
e. Who provided the education and in what setting
f. Involvement by local educational institutions and professional edu-

cation (if any)
g. What was the take-away for attendees / participants?
h. Duration of program (start to finish) and years program has been 

part of event
i. Tie-in of program to main event
j. Overall revenue/expense budget of program 
k. Description of sponsor / charity / volunteer / school / other group 

involvement with program and benefits to each (if applicable)
l. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR CATEGORIES 48-49: 
• Submit categories 48, 49 within one (1) notebook each (2 or 3 ring 

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

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

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

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

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

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

• If the program is a new program, please answer the following 
question instead.

• “What challenges / obstacles did you foresee / encounter in creat-
ing the program, and how did you handle them?”

3. Supporting Materials: (10 points)
Please also include any necessary supporting materials for the 
program - limiting materials to no more than 5 examples for each area 
listed below (if applicable). Supporting materials may be placed within 
a specific section of the entry, or at the end.
• Printed materials (brochures, handbooks, Recruiting materials, 

evaluation forms, signage, etc.)
• Promotional / marketing / media materials
• Merchandise materials (photographs accepted)
• Information provided to participants / volunteers / sponsors / stu-

dents / charities etc.
• Supporting photographs
• Measurable results: tangible & intangible

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

FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES

CATEGORIES
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FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES

50) BEST ACCESSIBILITY PROGRAM
For Festivals & Events that have made their events accessible for people with 
disabilities.

1. Overview Information
Please provide a detailed overview explaining the following, using no more than one 
(1) page or less to explain each section:
a. Introduction and background of main event
b. Target audience / attendance of Festival/Event
c. Description and purpose / objective of Accessibility Program
e. Provide a description of the types of accessibility arrangements that have been 

made at festival/event (1 page each), including but not limited to:
• Information listed online about your Accessibility Program
• How your website and other online applications have been changed/updated to meet 

accessibility standards so they can be used by people with disabilities. 
• What services your event has for people with mobility disabilities
• What services your event has for who are deaf or hard of hearing
• What services your event has for blind or have low vision
• What arrangements your event has made for service animals
• What services have been made in regards to medical considerations for people 

with disabilities.
• Any other services for people with disabilities

f. Describe behind the scenes efforts made to implement access program (sig-
nage/training etc.)

g. Overall revenue and expense budget for Accessibility Program (if available and 
applicable)

h. Duration of Accessibility Program (i.e.: all year, just at the event?) and years 
Program has been in existence

i Festival activities accessible to patrons with disabilities
j Description of sponsor / charity / volunteer / school / other group involvement 

with Accessibility Program and benefits to each (if applicable)
k Overall effectiveness / success of Accessibility Program

51) BEST CHILDREN’S PROGRAMMING
(For festivals/events who have specific programming for Children)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than one 
(1) page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Children’s Program
c. Target Audience / main target age group
d. Attendance / number of participants
e. Activities /entertainment provided
f. Local School involvement
g. Tie-in of program to main event
h. Overall revenue and expense budget of specific program / event
i. Description of sponsor / charity / volunteer / school / other group involvement 

with event / program and benefits to each (if applicable)
j. Duration of program (start to finish) and years program has been part of event
k. What makes the program unique and creative?
l. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR  
CATEGORIES 50-51:
• Submit categories 50, 51 each within one (1) note-

book each (2 or 3 ring binder; spiral bound; report 
cover; bound publication etc.)

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

also provide a pdf document of your entire entry 
(as one (1) document) on a Thumbdrive. Attach 
to overall payment form. If submitting one or more 
entries from categories 1 or 40-71, please include 
all entries on the same single USB Thumbdrive.

For each entry, please provide detailed infor-
mation to the following: 

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

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

from the year before? Were your updates / chang-
es successful? Please provide measurable results 
/ examples.

• If the program is a new program, please answer 
the following question instead.

• “What challenges / obstacles did you foresee / 
encounter in creating the program, and how did 
you handle them?”

3. Supporting Materials: (10 points) 
Please also include any necessary supporting mate-
rials for the program - limiting materials to no more 
than 5 examples for each area listed below (if appli-
cable). Supporting materials may be placed within a 
specific section of the entry, or at the end.
• Printed materials (brochures, handbooks, Recruiting 

materials, evaluation forms, signage, etc.)
• Promotional / marketing / media materials
• Merchandise materials (photographs accepted)
• Information provided to participants / volunteers / 

sponsors / students / charities etc.
• Supporting photographs
• Measurable results: tangible & intangible

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

results been provided? 
• Have all requirements been met?
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FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES

52) BEST COMMUNITY OUTREACH PROGRAM
(Programming done throughout the year to benefit and help include all 
parts of the community, while enhancing the image and brand of your 
event/organization throughout the year.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than one 
(1) page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Outreach Program
c. Target audience / attendance / number of participants
d. Impact program had on the community
e. Tie-in of program to main event
f. Duration of program (start to finish) and years program has been part of event 
g. Overall revenue/expense budget of specific program 
h. Description of sponsor / charity / volunteer / school / other group involvement 

with program and benefits to each (if applicable)
i. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

53) BEST EVENT / PROGRAM WITHIN AN EVENT 
TO BENEFIT A CAUSE
(Entry may include fundraising programs as well as awareness programs.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than one 
(1) page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Event/Program
c. Description of selected cause and why/how it was selected
d. Target audience / attendance / number of participants
e. Tie-in of program to main event
f. Duration of program (start to finish) and years program has been part of event 
g. Overall revenue/expense budget of specific event/program
h. Description of sponsor / charity / volunteer / school / other group involvement 

with event / program and benefits to each (if applicable)
i. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR  
CATEGORIES 52-53:
• Submit categories 52, 53 each within one (1) note-

book each (2 or 3 ring binder; spiral bound; report 
cover; bound publication etc.)

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

also provide a pdf document of your entire entry 
(as one (1) document) on a Thumbdrive. Attach 
to overall payment form. If submitting one or more 
entries from categories 1 or 40-71, please include 
all entries on the same single USB Thumbdrive.

For each entry, please provide detailed infor-
mation to the following: 

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

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

from the year before? Were your updates / chang-
es successful? Please provide measurable results 
/ examples.

• If the program is a new program, please answer 
the following question instead.

• “What challenges / obstacles did you foresee / 
encounter in creating the program, and how did 
you handle them?”

3. Supporting Materials: (10 points) 
Please also include any necessary supporting mate-
rials for the program - limiting materials to no more 
than 5 examples for each area listed below (if appli-
cable). Supporting materials may be placed within a 
specific section of the entry, or at the end.
• Printed materials (brochures, handbooks, Recruiting 

materials, evaluation forms, signage, etc.)
• Promotional / marketing / media materials
• Merchandise materials (photographs accepted)
• Information provided to participants / volunteers / 

sponsors / students / charities etc.
• Supporting photographs
• Measurable results: tangible & intangible

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

results been provided? 
• Have all requirements been met?
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54) BEST EVENT (WITHIN AN EXISTING FESTIVAL)
(Entry to highlight a specific event that is held during the course of a 
larger festival/event.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than 
one (1) page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Event within Festival
c. Target audience and attendance / number of participants
d. Overall revenue/expense budget of event
e. Tie-in of program to main festival
f. Duration of program (start to finish) and years program has been part of event 
g. Description of sponsor / charity / volunteer / school / other group involvement 

with event and benefits to each (if applicable)
h. What makes the event unique & creative?
i. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

55) BEST EMERGENCY PREPAREDNESS & RISK  
MANAGEMENT PLAN FOR AN EVENT
(Entry to focus on the overall risk management / emergency  
preparedness plan for a specific festival/event.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than 
one (1) page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Risk Management Plan
c. Target audience / attendance / number of participants
d. Overall revenue and expense budget of specific program / event
e. Duration of program (start to finish) and years program has been part of event 
f. Description of sponsor / charity / volunteer / school / other group involvement 

with event / program and benefits to each (if applicable)
g. Overall effectiveness / success of program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.
Please submit a detailed documentation of the security plan used at your event

56) BEST FOOD & BEVERAGE PROGRAM
(Entry to focus on the overall food and beverage opportunities  
available during the course of a specific festival/event.)

1. Overview Information:
Please provide a detailed overview explaining the following, using no more than 
one (1) pages to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of Food & Beverage Program
c. Number and types of vendors
d. Site Plan (i.e.: Food Courts, Crowd Flow etc.)
e. Cash Management Process
f. Fee Structures
g. Alcohol Beverage Training/Control
h. Vendor Application Process
i. Festival/Event Controlled Products & Services (i.e.: Festival-only controlled 

product sales, Vendor required product use, etc.)
j. Promotional activities to drive business
k. Power/Water Access
l. Waste Disposal
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR  
CATEGORIES 54-56:
• Submit categories 54, 55, 56 each within one (1) 

notebook each (2 or 3 ring binder; spiral bound; 
report cover; bound publication etc.)

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

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

For each entry, please provide detailed infor-
mation to the following: 

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

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

from the year before? Were your updates / chang-
es successful? Please provide measurable results 
/ examples.

• If the program is a new program, please answer 
the following question instead.

 ❍ “What challenges / obstacles did you foresee / 
encounter in creating the program, and how did 
you handle them?”

3. Supporting Materials: (10 points)
Please also include any necessary supporting mate-
rials for the program - limiting materials to no more 
than 5 examples for each area listed below (if appli-
cable). Supporting materials may be placed within a 
specific section of the entry, or at the end.

 ❍ Printed materials (brochures, handbooks, Recruit-
ing materials, evaluation forms, signage, etc.)

 ❍ Promotional / marketing / media materials
 ❍ Merchandise materials (photographs accepted)
 ❍ Information provided to participants / volunteers 
/ sponsors / students / charities etc.

 ❍ Supporting photographs
 ❍ Measurable results: tangible & intangible 

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

results been provided? 
• Have all requirements been met?
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FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES

57) BEST NEW EVENT
(For festival or event created from scratch within the past year.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than one (1) 
page to explain each section:
a. Introduction and background of main event
b. Description and purpose / objective of New Event
c. Target audience and attendance / number of participants
d. Overall revenue/ expense budget of event
e. Duration of program (start to finish) 
f. Description of sponsor / charity / volunteer / school / other group involvement with 

event and benefits to each (if applicable)
g. What makes the event unique & creative?
h. Overall effectiveness / success of event
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

58) BEST NEW PROMOTION ACTIVITY
(Entry should focus on a specific promotion done by festival/event/vendor/
supplier to promote a product, service, event, company, entertainment etc.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no more than one (1) 
page to explain each section:
a. Introduction and background of main event/organization
b. Description and purpose / objective of Promotion
c. Description of what was being promoted (merchandise, event, company, entertain-

ment; etc.)
d. What makes this promotion different from any other promotions?
e. Target audience for promotion
f. Attendance / number of participants (if applicable)
g. Tie-in of promotion to main event/organization
h. Overall revenue and expense budget of specific promotion
i. Duration of promotion (start to finish) 
j. Description of sponsor / charity / volunteer / school / other group involvement with 

event/organization and promotion and benefits to each (if applicable)
k. Overall effectiveness / success of promotion
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR  
CATEGORIES 57-58:
• Submit categories 57-58 each within one (1) note-

book each (2 or 3 ring binder; spiral bound; report 
cover; bound publication etc.)

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

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

For each entry, please provide detailed infor-
mation to the following: 

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

2. Supporting Question (10 points)
• What challenges/obstacles did you foresee/en-

counter in creating the program/activity/idea, and 
how did you handle them? 

3. Supporting Materials: (10 points)
Please also include any necessary supporting mate-
rials for the program - limiting materials to no more 
than 5 examples for each area listed below (if appli-
cable). Supporting materials may be placed within a 
specific section of the entry, or at the end.
• Printed materials (brochures, handbooks, signage, 

etc.)
• Promotional / marketing / media materials
• Merchandise materials (photographs accepted)
• Information provided to participants 
• Supporting photographs
• Measurable results: tangible & intangible 

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

results been provided? 
• Have all requirements been met?
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59) BEST OVERALL MERCHANDISING 
PROGRAM
(Entry should focus on the entire merchandising pro-
gram for the entire festival/event/organization.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & background of event
b. Description of merchandising program
c. Overall revenue and expense budget for merchandise lines
d. Target market for merchandise program (population / location)
e. Marketing efforts tied to merchandise program
f. Community support in selling / distributing merchandise
g. Measurable results (Including number / variety of items; num-

ber of outlets selling items, etc.)
h. Overall effectiveness of merchandise program
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR CATEGORY 59:
• Submit category 59 within one (1) notebook each (2 or 3 ring 

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

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

For entry, please provide detailed information to the following: 

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

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

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

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

3. Supporting Materials: (10 points) 
Please include a sample selection of actual merchandise items 
available.

• Also include photographs of all merchandise items available in 
your merchandise program.

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

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

FESTIVAL & EVENT CRITICAL COMPONENT ENTRIES
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60) BEST PRESS / MEDIA KIT
(For festivals/events/organizations to demonstrate the  
effectiveness and use of their Press/Media Kit.)

• Provide information for questions listed below in addition to  
providing your actual press/media kit.

1. Overview Information: 
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction & background of campaign / event
b. Provide actual media kit used to send out for your event
c. Target audience / demographics for the media
d. Target location (communities / cities / states) for media
e. Types of mediums used for media outreach
f. Measurable results indicating:

• Number of publications / cities / states targeted
• Percent of distribution that covered news
• Longevity of media coverage
• Increase / decrease in media from previous years

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

61) MOST CREATIVE / EFFECTIVE  
NEWS STUNT
(For Festivals/Events/Organizations who generated 
publicity through a media stunt to promote their event/
cause etc.)

1. Overview Information:
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction & background of campaign / event
b. A detailed description of the news stunt
c. How did the news stunt fit in to the overall media campaign for 

your event?
d. Sponsor / charity involvement (if any) and why
e. Was there an increase in media coverage for your event as a 

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

ENTRY INFORMATION FOR CATEGORIES 60-61:
• Submit categories 60, 61 each within one (1) notebook each (2 or 

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

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

For entry, please provide detailed information to the following: 

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

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

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

• If the promotion is a new promotion, please answer the following 
question instead.

• “What challenges / obstacles did you foresee / encounter in 
creating the promotion, and how did you handle them?”

3. Supporting Materials: (10 points)
Please also include any necessary supporting materials for the 
program - limiting materials to no more than 5 examples for each 
area listed below (if applicable). Supporting materials may be placed 
within a specific section of the entry, or at the end.
• Printed materials (press releases, news clippings, etc.)
• Promotional materials
• Video / audio documentation (Please limit to 1 example –  

provide written explanation of further examples)
• Supporting photographs

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

provided? 
• Have all requirements been met?

MEDIA RELATIONS ENTRIES For effective media campaigns that generated news coverage, instead of paid or donated advertising time.
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MEDIA RELATIONS ENTRIES For effective media campaigns that generated news coverage, instead of paid or donated advertising time.

62) BEST MEDIA RELATIONS CAMPAIGN
(Entry should focus on the entire media relations  
campaign for a specific festival or event.)

1. Overview Information: 
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction & background of campaign / event
b. Purpose / objective of the media relations campaign
c. A detailed outline of your entire media relations campaign for 

your event.
d. Target audience / demographics for the media
e. Target location (communities / cities / states) for media
f. Types of mediums used for media outreach
g. Measurable results indicating:

 ❍ Number of publications / cities / states targeted
 ❍ Percent of distribution that covered news
 ❍ Attendance results based on media outreach / campaign
 ❍ Income results based on media outreach / campaign
 ❍ Longevity of media coverage
 ❍ Increase / decrease in media from previous years.

h. Overall effectiveness of the campaign
2. Supporting Question - Answer question listed to the right, here
3. Supporting Materials - Place at end of entry, or throughout.

63) BEST SOCIAL MEDIA CAMPAIGN
Overall social media campaign used to promote a  
festival, event, parade, etc.

1. Overview Information
Please provide a detailed overview explaining the following, using no 
more than one (1) page to explain each section:
a. Introduction and background of Main Event 
b. Description, purpose and objective of Social Media Campaign
c. Social Media Platforms used (please provide up to 5 screen-

shots of each platform used)
d. Social Advertising used (please provide up to 5 screenshots of 

each social advertising used)
e. Target Audience for Social Media Campaign
f. Editorial Calendar and Timeline for Campaign
g. Examples of Hashtags, Contests, Polls & Quizzes etc., used 

during Campaign
h. Additional Media exposure received from Social Media Campaign
i. Estimate of revenue and/or attendance increase as a result of 

Social Media Campaign
j. Analytics Overview (Listing Demographics, Impressions, Shares, 

Mentions etc.)
k. What makes the Social Media Campaign unique and creative?
l. Overall effectiveness / success of Social Media Campaign
2. Supporting Question – Answer question listed to the right, here
3. Supporting Materials – Place at end of entry, or throughout.

ENTRY INFORMATION FOR CATEGORIES 62-63: 
• Submit categories 62, 63 each within one (1) notebook each (2 or 

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

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

For entry, please provide detailed information to the following:  

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

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

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

• If the promotion is a new promotion, please answer the following 
question instead. 

• “What challenges / obstacles did you foresee / encounter in 
creating the promotion, and how did you handle them?”  

3. Supporting Materials: (10 points) 
Please also include any necessary supporting materials for the 
pro-gram - limiting materials to no more than 5 examples for each 
area listed below (if applicable). Supporting materials may be placed 
within a specific section of the entry, or at the end. 
• Printed materials (press releases, news clippings, etc.) 
• Promotional materials • Video / audio documentation (Please limit 

to 1 example – provide written explanation of further examples) 
• Supporting photographs  

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

provided? 
• Have all requirements been met? 
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64) BEST EVENT MANAGEMENT  
ASSOCIATE DEGREE

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & History of School/University
b. Purpose / objective of Event Management Associate Degree
c. Date program was founded & time frame course is offered
d. Number of staff members & student to staff ratio
e. Number of students enrolled / number graduated
f. Tuition costs / Financial assistance offered
g. Overall revenue and expense budget of program
h. Writing/Speaking/Testing/Research requirements for students
i. Practical event experience required (internships/assigned 

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

65) BEST EVENT MANAGEMENT 
BACHELOR DEGREE

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & History of School/University
b. Purpose / objective of Event Management Bachelor Degree
c. Date program was founded & time frame course is offered
d. Number of staff members & student to staff ratio
e. Number of students enrolled / number graduated
f. Tuition costs / Financial assistance offered
g. Overall revenue and expense budget of program
h. Writing/Speaking/Testing/Research requirements for students
i. Practical event experience required (internships/assigned 

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

66) BEST EVENT MANAGEMENT  
CERTIFICATION PROGRAM

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & History of School/University
b. Purpose / objective of Event Management Certification Program
c. Date program was founded & time frame course is offered
d. Number of staff members & student to staff ratio
e. Number of students enrolled / number graduated
f. Tuition costs / Financial assistance offered
g. Overall revenue and expense budget of program
h. Writing/Speaking/Testing/Research requirements for students
i. Practical event experience required (internships/assigned 

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR CATEGORIES 64-66:
• Submit categories 64, 65, 66 each within one (1) notebook 

each (2 or 3 ring binder; spiral bound; report cover; bound 
publication etc.)

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

pdf document of your entire entry (as one (1) document) on a 
Thumbdrive. Attach to overall payment form. If submitting one 
or more entries from categories 1 or 40-69, please include all 
entries on the same single USB Thumbdrive.

For entry, please provide detailed information to the 
following: 

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

2. Supporting Question (10 points)
• What did you do to update/change the Degree from the year 

before? Were your updates/changes successful? Please pro-
vide measurable results/examples.

• If the Degree is a new program, please answer the following 
questions instead:
• What challenges/obstacles did you foresee/encounter in 

creating the program and how did you handle them? 

3. Supporting Materials: (10 points)
Please also include any and all of the following Supporting Materials. 
Supporting materials may be placed within a specific section of the 
entry, or at the end. 
• Student recruiting materials 
• Student application materials
• Marketing materials for program
• Complete outline and syllabus of course(s) 
• Reading requirements list for students
• Sample testing Materials

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

provided?
• Have all requirements been met?
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67) BEST ONLINE EVENT MANAGEMENT 
TRAINING PROGRAM

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & History of School/University
b. Purpose / objective of Online Event Management Training Program
c. Date program was founded & time frame course is offered
d. Number of staff members & student to staff ratio
e. Number of students enrolled / number graduated
f. Tuition costs / Financial assistance offered
g. Overall revenue and expense budget of program
h. Writing/Speaking/Testing/Research requirements for students
i. Practical event experience required (internships/assigned 

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

68) BEST FESTIVAL & EVENT  
MANAGEMENT MASTERS PROGRAM

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & History of School/University
b. Purpose / objective of Festival & Event Management 

 Masters Program
c. Date program was founded & time frame course is offered
d. Number of staff members & student to staff ratio
e. Number of students enrolled / number graduated
f. Tuition costs / Financial assistance offered
g. Overall revenue and expense budget of program
h. Writing/Speaking/Testing/Research requirements for students
i. Practical event experience required (internships/assigned 

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

69) BEST FESTIVAL & EVENT  
MANAGEMENT PHD PROGRAM

1. Overview Information: 
Please provide a detailed overview explaining the following, using 
no more than one (1) page to explain each section:
a. Introduction & History of School/University
b. Purpose / objective of Festival & Event Management PhD Program
c. Date program was founded & time frame course is offered
d. Number of staff members & student to staff ratio
e. Number of students enrolled / number graduated
f. Tuition costs / Financial assistance offered
g. Overall revenue and expense budget of program
h. Writing/Speaking/Testing/Research requirements for students
i. Practical event experience required (internships/assigned 

event management etc.)
j. Overall effectiveness of degree/program - Alumni success 

(what are alumni of program doing now?)
2. Supporting Question - Anwser question listed to the right, here.
3. Supporting Materials - Place at end of entry, or throughout.

ENTRY INFORMATION FOR CATEGORIES 67-69:
• Submit categories 67, 68, 69 each within one (1) notebook each 

(2 or 3 ring binder; spiral bound; report cover; bound publication 
etc.)

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

pdf document of your entire entry (as one (1) document) on a 
Thumbdrive. Attach to overall payment form. If submitting one 
or more entries from categories 1 or 40-69, please include all 
entries on the same single USB Thumbdrive.

For entry, please provide detailed information to the 
following: 

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

2. Supporting Question (10 points)
• What did you do to update/change the Degree from the year 

before? Were your updates/changes successful? Please pro-
vide measurable results/examples.

• If the Degree is a new program, please answer the following 
questions instead:
• What challenges/obstacles did you foresee/encounter in 

creating the program and how did you handle them? 

3. Supporting Materials: (10 points)
Please also include any and all of the following Supporting Materials.
Supporting materials may be placed within a specific section of 
the entry, or at the end. 
• Student recruiting materials 
• Student application materials
• Marketing materials for program
• Complete outline and syllabus of course(s) 
• Reading requirements list for students
• Sample testing Materials

4. Judging Criteria: (30 points)
• Is the entry / program well organized? 
• Is the content professional? 
• Is the message clear? 
• Is the entry / program designed and laid out well? 
• Is the program creative and / or unique?
• What is the overall impression? 
• Have all supporting materials and measurable results been 

provided?
• Have all requirements been met?

EDUCATIONAL INSTITUTIONS OFFERING EVENT MANAGEMENT PROGRAMS
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ENTRY FORM REQUIREMENTS

•   ENTRIES: Please also submit TWO copies of each individual entry form – one to be attached to each individual entry – and one to be submitted 
with payment and overall entry form. (Complete sections 1, 2 on each entry form.) Be sure payment information is NOT filled out on these copies.

•    PAYMENT: Submit one overall entry form with total payment - list all entries submitted on this form. (Be sure to complete sections 3 & 4.)
• Please PRINT or TYPE all information as information from this form will be used for any awards if won.
• Please email a high resolution copy of either your organization or event logo (Only one logo will be used.) to nia@ifea.com - subject “2018 Pinnacle 

Entry Logo” & Your Event / Logo Name. 

Sections 1 and 2 must be completed twice for each entry. One copy attached to each individual entry, and one copy attached to payment form.

1. INDIVIDUAL ENTRY INFORMATION (Required for each entry)

Please provide the following information for each category entered. How you list your organization / event name will be how it is listed on any award won. PLEASE PRINT CLEARLY. 
Category Name (required): ____________________________________________________________  Category Number (required): ________________

Organization: __________________________________________________________________________________________________________________ 

Name of Event (if different from organization):  _______________________________________________________________________________________
 
Name of Specific Program / Program Sponsor / Vendor, etc. - if applicable: ______________________________________________________________  
 
Entry Link for Categories 7-14: ___________________________________________________________________________________________________ 

_______________________________________________________________________________________________________________________________ 
 
Entry Description: _______________________________________________________________________________________________________________ 
Provide brief identifying description for each entry. This helps to identify your entry if you enter 2 or more entries for the same category.  

2. INDIVIDUAL BUDGET INFORMATION (Required for each entry)

Organization’s Event Expense Budget. (USD include all cash outflows) See Pinnacle FAQ at ifea.com for definition. Each entry category is divided into the budget categories below. Gold, Silver and 
Bronze Awards will be given in each budget category unless the number of entries warrants budgets to be combined, or as determined by the judges.  

  Under $250,000       $250,000 to $1 Million       $1 Million to $3 Million        Over $3 Million  

Complete Section 3 and 4 together for Payment information. Include payment for ALL entries.

3. CONTACT INFORMATION (This contact will receive all email notifications regarding your Pinnacle entries.)

Organization: ________________________________________________________________________  Membership #: ____________________________

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

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

Contact Person: ______________________________________ E-mail: ____________________________________________________________________  

Phone:______________________________________________ Website: __________________________________________________________________

4. PAYMENT INFORMATION                
 
TOTAL CATEGORIES ENTERED: Please list which categories you are entering and how many of each so we are able to confirm all of your entries have arrived.

(e.g. 1, 2, 2, 3, 5, 7…): ___________________________________________________________________________________________________________ 

_______________________________________________________________________________________________________________________________

 Early Bird Final Entry Early Bird  Final Entry
 Member Rates  Member Rates Non-Member Rates Non-Member Rates
 (Before June 18, 2018) (June 19 - July 16, 2018) (Before June 18, 2018) (June 19 - July 16, 2018) 

Grand Pinnacle:  $100 x _____= $_______  $125 x _____= $_______  $200 x _____= $_______  $250 x _____= $_______

Pinnacle Entries:  $35 x ______= $_______ $40 x ______= $_______  $70 x  ______= $_______ $90 x ______= $ _______
(Categories 2-69)

TOTAL NUMBER OF ENTRIES:  ____________________________  TOTAL AMOUNT ENCLOSED: $ _____________________________________
 

 Check (Make checks payable to IFEA)    Visa     MasterCard     American Express  

Print Cardholder Name: __________________________________________________________________________________________________________ 

Signature: ______________________________________________________________________________________________________________________ 

Credit Card Number: _____________________________________________________________________________________________________________ 
  
Expiration Date: _________________________________________________________________________________________________________________ 
 
CVN Code:  __________________________________________________________________________________(MC / VISA-3 digit code back) (AMX-4 digit code front) 

DID YOU REMEMBER TO
 Include your payment for total entries along with 1 overall entry form listing each category number entered     Include 2 individual entry forms for each item – one 

with item, one with payment, do not list payment details on these forms      Include each entry (as requested) on one Thumbdrive attached to payment form.     
 Email organization or event logo to nia@ifea.com     Review all rules for entry submission – go to: Pinnacle Awards section at www.ifea.com for more info.

International Festivals & Events Association • 2603 W Eastover Terrace • Boise, ID 83706 U.S.A. • phone: +1.208.433.0950 • fax: +1.208.433.9812 • web: www.ifea.com

2018 IFEA / HAAS & WILKERSON
PINNACLE AWARDS ENTRY FORM

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


“Recognizing the best in city-event 
leadership and partnerships around 
the world.”

IFEA WORLD
FESTIVAL & EVENT CITY©

                         AWARD PROGRAM

2018

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


The IFEA World Festival & Event City Award © was designed and created as a way for the global  
festivals and events industry to openly encourage, support, learn from and recognize positive local  
environments for festivals and events worldwide.  If you are considering applying for this prestigious 
award, you already understand the important role that festivals and events play in your community by:
• Adding to the quality of life for local residents; 
• Driving tourism; 
• Showcasing a positive community brand and image to the media, business community, and visitors; 
• Creating economic impact that translates into jobs, tax revenues and enhanced infrastructure improvements; 
• Providing enhanced exposure opportunities for the arts, not-for-profit causes and other community 

programs and venues; 
• Promoting volunteerism and bonding the many elements of the community together; 
• Encouraging community investment, participation, creativity and vision; and 
• Building irreplaceable ‘community capital’ for the future. 

To achieve and maximize these important returns for the markets that they serve, we must clearly under-
stand their direct correlation to the partnerships with and support from the local community, at all levels, 
that is critical to the success and sustainability of existing festivals and events, as well as the ability to 
attract and encourage new events. Through this special award the IFEA is pleased to recognize those 
cities and markets who have worked, through concerted efforts, to provide an environment conducive 
to successful festivals and events. For each year’s selected cities, the IFEA World Festival & Event City 
Award © provides:
• A strong platform from which to recognize the success of current and on-going efforts by every  

component of your community; 
• A clear positioning statement to encourage continued infrastructure, policy and process enhancement 

and expansion; and 
• A powerful marketing statement for use in recruiting and encouraging new festivals, events and businesses.

We look forward to working with you, your city and community partners to recognize the quality efforts 
and support that you have successfully developed over the years and should be rightfully proud of. Thank 
you for your continued support of, and partnership with, the festivals and events industry. Best of Luck 
with your entry!

ABOUT THE 
IFEA WORLD FESTIVAL & EVENT CITY AWARD©
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RECIPIENT CITIES INCLUDE:
IFEA World Festival & Event Award recipient cities come from all over the globe including such cities as: 
Sydney, Australia; Dubai, United Arab Emirates; São Paulo, Brazil; Rotterdam, The Netherlands; Jinju City, 
Gyeonsangnam-do, South Korea; Krakow, Poland; Philadelphia, Pennsylvania, USA; Greater Palm  
Springs - CA, USA; Ottawa - Ontario, Canada; Boston - Massachusetts, USA; Maribor, Slovenia;  
Taupõ - New Zealand; Tucson, Arizona, U.S.A.; Des Moines, Iowa, U.S.A.; New Taipei City, Taiwan;  
Ballito-KwaDukuza, KwaZulu-Natal, South Africa, and much, much more.  
A complete list of winning cities and details about each can be found at www.ifea.com.
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DEADLINES
• Entry Deadline: 5:00 p.m. (Mountain  

Time Zone) – Monday, July 9, 2018
• Entry must include completed entry,  

additional requested details and  
application form with payment

• Due to time constraints in judging, late 
entries cannot be accepted.

FEES
The total cost to enter the IFEA World Festival 
& Event City Award© is $695 (U.S. Dollars) for 
IFEA Members and $895 (U.S. Dollars) for  
non-IFEA Members per entry. Payment may be 
made using a Visa, MasterCard or American 
Express credit card or by Check (made  
payable to the IFEA) or by Wire Transfer. For 
more information on Wire Transfers and transfer 
fees, please contact IFEA at +1-208-433-0950.

ELIGIBILITY
Applications for the IFEA World Festival  
& Event City Award© may be submitted by  
the City itself or by an event(s) on behalf of 
their City. It is our hope that the application 
process itself will result in an even closer 
working partnership and dialogue between  
the Applicant City and the festivals and  
events who serve that market. 

Applicants may re-apply for the IFEA World 
Festival & Event City Award© each year.

JUDGING
Judging of the IFEA World Festival & Event 
City entries is done by an international panel 
of respected event professionals, who have 
been pleased to discover that there are many 
amazing programs happening around the 
world that will help us all to raise the bar for 
our own communities, showing us what is 
possible – at every level – when vision and 
leadership combine.  

The IFEA World Festival & Event City 
Award© are presented on an individual basis 
to exemplary cities around the world that we 
hope others will emulate. The awards are not 
designed as a competition of one city against 
another, but rather to recognize those individu-
al cities that have ‘raised the bar’ for everyone, 
taking into account the cultural, economic 
and geographic challenges that they have 
met, mastered and often changed along the 
way. For that reason, we may present multiple 
awards each year, while some will be encour-

aged to strengthen or make adjustments to 
selected components of their entry criteria 
for reconsideration in future years. 

SCORING SYSTEM
• A possible total of 100 points may be 

awarded to each entry based upon the  
individual components listed under  
Sections 1-6 of the overall entry.

• Failure to meet all requirements or answer/
provide all necessary information may 
impact judging decisions and will result in 
a deduction of points.

• If a section or element does not apply to 
your City, please state this within your 
entry (explaining why it does not apply) in 
order to avoid losing points.

SELECTION AND NOTIFICATION 
• Award Recipients will be notified via email 

by Monday, August 13, 2018. Notification 
will go to the primary contact listed on the 
entry application. 

• The 2018 IFEA World Festival & Event 
City Award© will be presented during the 
IFEA’s 63rd Annual IFEA Convention & 
Expo. Each recipient city will be highlighted 
in a brief video presentation at the award 
ceremony and on-site throughout the con-
vention. 

• If you are unable to attend the IFEA’s 63rd 
Annual Convention & Expo to accept your 
award, please arrange for a representative 
to accept on your behalf.

• If you are not present at the awards  
presentation to accept your award, it will be 
mailed to you 3-4 weeks after the convention 
concludes at your expense. Please provide 
a UPS or FedEx account number to charge 
shipping fees to, or a credit card number to 
charge for shipping fees.

MAXIMIZING YOUR AWARD
Being selected as an IFEA World Festival & 
Event City is only the beginning of the benefits 
to be gained from this special honor. The IFEA 
will help each recipient with ideas on how to 
maximize and leverage your award, with  
specific examples from previous recipients. 

• Each winning recipient of the IFEA World 
Festival & Event City Award© will receive an 
engraved award suitable for indoor display 
and a personal letter of congratulations.

• Duplicate IFEA World Festival & Event 
City awards, flags (for display or flying) 
and other recognition items are available 
for purchase by award recipients wishing 
to share their honor with the many partners 
who helped them to win.

• Winning recipients will be provided with 
the rights to use the 2018 IFEA World 
Festival & Event City Award© Winner logo 

ENTRY INFORMATION
Quick Reference Guide
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on their websites, press releases and other 
appropriate City letterhead, brochures, 
marketing materials, etc.

• The IFEA will announce all IFEA World 
Festival & Event City Award© recipients 
in an international press release to the 
world’s leading media sources, including 
all local market media contacts provided 
to the IFEA by selected applicants. 

• IFEA World Festival & Event City Award© 
recipients will be featured in a special 
on-line tribute section at www.ifea.com in 
perpetuity and in a special section of ie: 
the business of international events, the 
IFEA’s industry-leading magazine.

• Each winning recipient will receive a one-
year complimentary IFEA membership. 

RELEASE & USAGE
• By submitting your entry to the IFEA  

World Festival & Event City Award, you 
automatically grant the IFEA the right to 
use any materials from your entry for  
editorial, analytical, promotional or any 
other purpose without additional permis-
sion or compensation. All materials and 
photos submitted as part of the application 
will become the property of the IFEA. 

• Entries submitted are not able to be 
returned. Copies should be made prior to 
submitting your entry, as desired. Note: 
Proprietary or sensitive information will 
not be shared if identified clearly.

• Winning applicants agree that the IFEA 
may use their City name and represen-
tative photos in all press releases and 
program marketing materials, both hard 
copy and electronic versions. 

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

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

Cities interested in being considered for the 
annual IFEA World Festival & Event City 
Award© must submit and include the  
following information:
1. A completed entry form providing contact 

and payment information. 

2. A one (1) paragraph description of your 
city (to be used for promotional purposes 
by the IFEA).

3. An email list of your local media 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:3

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


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

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

122  IFEA’s ie: the business of international events Summer 2018



9

Section 6. 
Extra Credit
This section provides an opportunity to highlight any other programs, services, resources, activities, etc., that may not have been included or 
covered in the previous sections. Some examples may include the items below, among others,
 
a. Skills Development - Availability of Certificate or Degree Programs in Festival & Event Management through a Local  

University or Private Provider
b. Members of Your Event Community Who Currently Hold a Certified Festival & Event Executive (CFEE) Designation
c. Secondary School System Graduation Requirements that Encourage Volunteerism and Community Service  

during Festivals and Events
d. A Festival and Event Shared Resource Program in Your City  

(For example: shared warehousing, office space, equipment, staff, etc.)
e. Defined and used Risk Management Partnerships between the City and Events
f. Efforts to Actively Recruit New Events to Your City  

(Please include reference to any applications made/secured if this area pertains)
g. Other Creative Endeavors

e. Relocation Packets and Information (How are local festivals and events used in information designed to entice individuals / organiza-
tions to relocate to your city?)

f. Familiarization Tours (How are local festivals and events used by your City and Convention & Visitors Bureau as part of ‘Familiarization 
Tours’ for visiting meeting planners, VIP’s, etc.)

g. Out-of-Market Media Coverage (How are local festivals and events used to secure interest in coverage from out-of-market media sourc-
es, travel writers, etc.?)

h. Enhancing Exposure to the Arts and Other Causes (How are local festivals and events used to feature, highlight, expose new audi-
ences to, or drive support for the arts and other causes?)

i. Creating Highly Visible Public Relations Campaigns for City Facilities and Services (How are local festivals and events used to 
drive positive public relations campaigns for things like police image, parks usage, fire safety, EMT roles and support needs, use of local 
transportation options, marketing of/exposure to local venues, support of local bond issues, etc.?)

j. Encouraging Community Bonding, Participation, and Celebration (How are local festivals and events used by the City to bond all of 
the diverse elements of the community together, encourage community involvement and support, and celebrate who we are when we are at 
our best?)

k. Highlighting or Developing Underused Venues or Sections of the Community (How are local festivals and events used to encour-
age usage of or exposure to underused venues or city neighborhoods, underdeveloped sections of the City, etc.?)

l. Creating Legacies and Images Beyond the Event (How are local festivals and events used to create lasting legacies (venues, pro-
grams, infrastructures and images of the City after and in-between events?)



2017 IFEA World Festival & Event City Award Recipients  
• Coffs Harbour, New South Wales, Australia
• Des Moines, Iowa, United States
• Gold Coast, Queensland, Australia
• Hadong-gun, Gyeongsangnam-do, South Korea
• New Taipei City, Taiwan
• Philadelphia, Pennsylvania, United States
• Port Macquarie Region, New South Wales, Australia
• Sydney, New South Wales, Australia
• Tucson, Arizona, United States

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

2015 IFEA World Festival & Event City Award Recipients 
• Coffs Harbour, New South Wales, Australia
• Dubai, United Arab Emirates
• Jinju City, Gyeonsangnam-do, South Korea
• Louisville, Kentucky, United States
• Newcastle, New South Wales, Australia
• Philadelphia, Pennsylvania, United States
• Rotterdam, The Netherlands
• Sydney, New South Wales, Australia

2014 IFEA World Festival & Event City Award Recipients 
• Dubai, United Arab Emirates
• Dublin, Ohio, United States
• Newcastle, New South Wales, Australia
• Philadelphia, Pennsylvania, United States
• São Paulo, Brazil
• Sydney, New South Wales, Australia

2013 IFEA World Festival & Event City Award Recipients 
• Boston, Massachusetts, United States
• Hwacheon-Gun, Gangwon-do, South Korea
• Nice, Côte d’Azur, France
• Ottawa, Ontario, Canada

• Rotorua, Bay of Plenty, New Zealand
• Salvador, Bahia, Brazil
• Sydney, New South Wales, Australia

2012 IFEA World Festival & Event City Awards Recipients
• Ballito-KwaDukuza, KwaZulu-Natal, South Africa
• Campos do Jordão, São Paulo, Brazil
• Denver, Colorado, United States of America
• Dubai, United Arab Emirates 
• Dublin, Ohio, United States of America
• Grapevine, Texas, United States of America
• Hampyeong-gun, Jeonlanam-do, Korea
• Lhasa, Tibet Autonomous Region, People’s Republic of China
• London, England
• Maribor, Slovenia
• Newcastle, New South Wales, Australia
• Republic of Trinidad and Tobago, The
• Sydney, New South Wales, Australia

2011 IFEA World Festival & Event City Award Recipients
• Dubai, United Arab Emirates 
• Gimje-si, Jeollabuk-do, South Korea 
• Indianapolis, Indiana, United States 
• Johannesburg, Gauteng, South Africa 
• Joinville, Santa Catarina, Brazil 
• Meizhou Island of Putian City, Fujian Province, China 
• Reykjavik, Iceland 
• São Paulo, São Paulo, Brazil 
• Shanghai, China 
• Sydney, New South Wales, Australia 

2010 IFEA World Festival & Event City Award Recipients 
• Boryeong-si, Chungcheongnam-do, Korea 
• Edinburgh, Scotland 
• Geumsan-gun, Chungcheongnam-do, Korea 
• Hidalgo, Texas, United States 
• Jinju-si, Gyeongsangnam-do, Korea 
• Louisville, Kentucky, United States
• Norfolk, Virginia, United States 
• Ottawa, Ontario, Canada 
• Rotterdam, The Netherlands 
• Sydney, New South Wales, Australia 
• Salvador, Bahia, Brasil
• Taupo, New Zealand

Past IFEA World Festival & Event Cities
Each year, the International Festivals & Events Association announces the recipients of the IFEA World 
Festival & Event City Award, at the Annual IFEA Convention & Expo. The IFEA would like to congratulate 
each winning city. For more information about each winning city - go to: 
www.ifea.com / Industry Awards / World Festival & Event City Awards / Past Recipients
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IFEA World Festival & Event City Award© 
APPLICATION

Entry Deadline: 5:00 p.m. (MST) Monday, July 9th, 2018
Submit Entries, Entry Form and Payment to: Email: nia@ifea.com (preferred method of receiving entry.)
If shipping entry, send to: IFEA World Festival & Event City Award© • 2603 Eastover Terrace, Boise, ID 83706 USA

Phone: +1-208-433-0950 ext: 3 – nia@ifea.com 

CITY APPLICANT INFORMATION (Please print clearly)
Applicant City Name (If including information from surrounding market or suburb communities, please note those in parenthesis): ______________________________________

 __________________________________________________________________________________________________________________________  

State / Province or Territory: __________________________________________________________________________________________________    

Country: __________________________________________________________________________________________________________________  

Global Region: (Choose one) 

m Africa        m Asia        m Australia / New Zealand        m Europe        m Latin America        m The Middle East (MENASA)       m North America  

Note: Politically connected islands and territories should choose the region of their most direct affiliation. 

m Other (If you choose ‘Other’ please clearly specify location below.)

 __________________________________________________________________________________________________________________________  

Population Level (select one): m Under 1 million    m 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 m $695 USD Per Entry m $895 USD Per Entry = $_____________

PAYMENT INFORMATION
Please select your method of payment: 

m VISA      m MasterCard      m American Express    m Check (Made payable to the IFEA)    m 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:
 m Complete the entry form providing contact and payment information?
 m Submit a one (1) paragraph description of your city (to be used for 

promotional purposes by the IFEA)?
 m 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.

 m Submit an individual photograph representing your city - preferably of 
a festival setting within your city (at least 300 dpi in size)? 

 m Submit a three (3) minute video presentation representing your city?
 m Submit a one (1) page introductory letter stating why your City should 

be selected to receive the  IFEA World Festival & Event City Award©?  
 m Submit your overall completed  IFEA World Festival & Event City Award© 

Entry providing responses and supporting information for Sections 1-6?  
Is this entry submitted as one (1) singular entry piece/document/ 
PowerPoint/Pdf, etc.? Is this entry provided on a disk, USB Flash Drive 
or electronically in a Word, PowerPoint, PDF or other standard format?

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


equation to consider the value of privacy 
and to understand if your software 
company is selling or sharing your 
volunteer data to their benefit without 
benefit to your event or your volunteers. 

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

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

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

ability to touch countless lives through the 
creation of memories and moments and 
milestones that will be cherished by friends 
and families forever. Several years ago, Jean 
helped us to craft the future as we created 
the ‘Jean McFaddin Legacy Scholarship,’ 
ensuring that students and young festival 
and event professionals are able to attend 
our IFEA conventions and to share and to 
learn from the gathered leadership of our 
global industry today. That scholarship will 
be available in perpetuity to ensure her 
vision and to spark future generations.

And looking to the next generation, 
I was fortunate to have Jean and Suzy 
welcome and embrace my personal family 
as part of their own, setting examples, 
both professionally and personally - for my 
son, who is now about to graduate college 
and looking to be a part of the magic that 
we all get to create; And for all of us, in 
the art of caring. The love of Jean’s life has 
always been her partner, Suzy Falk, and 
to all those who know them both, there 
could not be a more perfect union. To be 
with them together was always magical 
and an example that all of us should hope 
to emulate in our own relationships. 

Jean loved to travel, to spend time 
with good friends and family, to laugh, to 
motivate, to inspire, to share and to support 

those around her. She was a ‘bigger than 
life’ personality that translated itself into 
everything and everyone that was fortunate 
enough to have been touched by her, both 
directly and indirectly. Jean lived her life as 
if she were a parade passing through all of 
our lives. The passion that she exuded as 
she cut the ribbon and declared “Let’s have 
a Parade!,” was the same passion that she 
brought to every aspect and relationship 
in her life. She loved the energy of having 
people around her that she cared for. 
And some of us were fortunate enough to 
have been asked to march in her parade. 

In Christina Abt’s remarkable video 
series, ’64 & More,’ she captured the 
Jean McFaddin that we all should build 
into everything we do. But the two most 
memorable things from that interview, that 
will stay with me, were when she was 
asked if she ‘marched to her own drummer 
or followed the crowd’ and Jean responded 
that (not surprisingly) she marched to 
her own drummer, just as most of her 
friends march to their own drummers, 
but while still caring about others. She 
noted that “I don’t want to march to my 
own drummer just for me and my values. 
I want to do what makes the world a 
better place. I would like to think that I/
we are part of a great rebellion, a great 

body, who protects a variety of values and 
rights; not just mine; but who is against 
all those who would take away somebody 
else’s rights. A part of a mass who wants 
a better world, equal and good for all.” I, 
personally, am proud to be a part of Jean’s 
great rebellion and to continue her vision. 

And then, she described something that 
all of us in our business work for every day.

In 2001, her first year consulting with, 
but not directly responsible for the Macy*s 
Parade. In the interview, with a definite 
gleam in her eye, and a smile in her heart, 
she shared the fondest of memories:

“I walked down to Columbus Circle, 
with Suzy, and we were standing there 
with my guys – the police; the head of the 
police, who I love – and here comes the 
parade. And if I ever knew I was successful 
in my life, it was in that moment. That was 
just a great moment. It was confetti in the 
sky; every level was filled with colors; the 
people were cheering; there was not a 
space on the ground or in the sky; it was 
just color. And all the kids were happy…
and it was a great, great moment.” 

I believe that is what heaven must 
be like for Jean. A place where she can 
experience the joy and wonder of all that 
she created and shared with all of us.

Worse yet are those few organizations that 
try to “check the boxes” when it comes to 
diversity and inclusion and wind up with 
token representatives from different racial, 
ethnic or gender backgrounds but without 
a real voice in the decisions being made.

These are very tough conversations 
to have, but the success of our 
events and of our society hinge on 
the ability for us to all join together 
and celebrate our communities and 
reflect our neighborhoods and cities.

Many organizations already have 
diversity policies that should be celebrated 
and used as models for the future. 
There are many of our fellow event 
promoters affiliated with municipal or state 
governments where diversity continues 
to be addressed on a daily basis. They 
know the importance of listening to those 
from different backgrounds and different 
cultures wind up creating better and more 
impactful events for their audiences.

Mindfulness, diversity, equity and 
inclusion are some pretty deep topics for 
a column usually focused on marketing, 

but there are times when we all need 
to take a step back and look at the 
bigger picture. Marketing is a sum of 
all of the parts of our organizations 
and events. From the individual tactics 
we use on a daily basis to the brand 
traits, our success is dependent on our 
ability to showcase the communities 
in which we operate. Embrace the 
diversity of your neighborhoods and use 
it as a launch point for more successful 
events and the amazing community 
building opportunities they present.

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. 

Continued from President's Letter page 6 

Continued from Turnstiles Marketing for Event Managers page 44 Continued from May I Help You? page 60 
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group would focus on disseminating 
information on booking gallery works on 
tour. Committees were formed to further 
explore large and small-scale projects 
with EU cooperation, ranging from a 
global celebration of the UNESCO Day 
of Light on May 16th, to smaller projects 
involving training in projection mapping 
and in programming based on the use of 
light in the art of indigenous cultures.

ILO was expected to announce proposals 
for re-setting its policies in time for 
review prior to the ILO conference during 
Ghent Light Festival in early February.

For further information on 
Eindhoven GLOW, contact: 

Bettina Pelz at 
Phone: +491711723237 
Email: bettina@bettinapelz.de, 
Marianne Kiemeney at 
Phone:+31646170900
Email: marianne@gloweindhoven.nl, or 
Ronald Ramakers at 
Phone:+3125185953
Email: ronald@gloweindhoven.nl. 

Lichtfestival Gent /  
Ghent Light Festival, Belgium
January 31-February 4, 2018
ILO Conference: Organizational visions 
for ILO

Ghent looks just like you would 
imagine a historic Medieval city to look 
like… except for the extraordinary, high 
tech illuminations, video projections, 
and projection mapping lighting up 
the cityscape in the middle of the night 
during the Ghent Light Festival.

Also known as Gent Lichtfestival, the 
event featured 37 light art pieces along 
a 6.6 km./4.1 mile walking route in the 
inner city this year. A GPX-format list 
of the artworks could be downloaded 
to exchange GPS data in Google Maps 
or other applications and create an 
innovative, self-guiding map of the 
circuitous Light Festival walk for use on 
smartphones. The 2018 event attracted 
835,000 people over five days, up from 
640,000 people over four days during 
the previous edition of the festival in 
2015, so it was essential that everyone 
walk in one direction along the route. 

Some 48 light festival producers, artists, 
curators, and city officials representing 37 
light festivals attended a special general 
meeting of the International Light Festivals 
Organization (ILO) to discuss legal statutes, 
membership, and visions of the future 
direction of the growing organization. Up 
for consideration: an annual conference 
in a different country each year and 
observance of the UNESCO International 
Day of Light on May 16, 2018.

For further information on the Ghent 
Light Festival, contact: Tijs Vastesaeger, 
Co-Director, Ghent Light Festival, and 

ILO conference host at Email: Tijs.
Vastesaeger@stad.gent; and Kaat Heirbran, 
Co-Director, Ghent Light Festival, and ILO 
conference host at Email: Kaat.Heirbrant@
stad.gent or go to: www.lichtfestival.be/en.

Montréal en Lumière, Canada
February 22- March 4, 2018

The opening night of Montreal en 
Lumière’s Illuminart outdoor art exposition 
on February 22nd drew visitors to the 
city’s Rue des Spectacles to view thirteen 
light installations over an eight-day 
period. The 19th edition of the festival 
ended March 4th with Nuit Blanche, 
the festival’s 24-hour, non-stop party. 

Concurrent with Illuminart was the 
I.A.rt conference on Artificial Intelligence, 
the collaborative effort of Montréal Joue, 
Université du Québec à Montréal, and 
the Quartier des Spectacles Partnership, 
with special emphasis on how data and 
artificial intelligence can contribute to 
new artistic and creative experiences 
for public spaces. Welcome to the 
intersection of light, art, and technology! 

For further information on  
Montréal en Lumière, contact Mikaël 
Frascadore, Vice President President,  
Event Production, Programming for  
Illuminart, L'Équipe Spectra, producers 
of Montréal en Lumière in Montréal, 
Québec, Canada, at Phone: +1 (514) 
525-7732 x 4512, Email: Mikael.
Frascadore@equipespectra.ca or go to: 
http://www.montrealenlumiere.com/en  
http://experienceilluminart.com/en-CA#  
http://www.quartierdesspectacles.
com/en/media/colloque-i-a-rt_2018

Toolbox
US$1 = CS1.29015= 0.812601 EUR
Exchange rates as of April 2, 2018.

Charlotte J. DeWitt, CFEE, is 
President of International Events in 
Boston, MA, where she has served 
as a cultural ambassador and events 
architect in some 30 countries since 
1979, designing and producing 
over 150 waterfront festivals and 
international events. Charlotte has 
represented Light City Baltimore as 
their ambassador to International 
Light Festivals Organization (ILO) 
conferences since 2017. Charlotte is 
Past Chairman of IFEA/World (IFEA) 
and founder/ past President/CEO of 
IFEA Europe. She lived in Sweden 
from 1994-2004.  Charlotte was 
inducted into the IFEA Hall of Fame, 
the industry’s highest honor, in 2009.  
Charlotte can be reached at: Phone: 
+1 617 513 5696 or Email: char-
lotte@internationaleventsltd.com.

discussions and, of course, recommend 
or complain about businesses. These 
online communities can become 
very influential, with forums such as 
Mumsnet having an unbelievably active 
audience. Again, these discussions can 
make their way onto page 1 of Google, 
which could hurt your business.

NEXT STEPS
It’s time to start taking reputation 

management seriously, and to do 
so you need to cover all the bases: 
training your staff appropriately, putting 
together a policy for dispute resolution, 
taking a proactive approach to public 
relations and monitoring online 
reviews. Reputation management isn’t 
about hiding the negative press and 
incidents that occur, it’s about taking 
steps to ensure they don’t happen 
in the first place and that if they 
do, ensuring your business is being 
proactive in resolving the issues.

REFERENCES:
1. https://moz.com
2. https://blog.reputationx.com/on-

line-reputation-management-statistics
3. https://blog.reputationx.com/on-

line-reputation-management-statistics
4. Dimensional Research, 2016
5. https://storage.googleapis.com/word-

press-www-vendasta/2016/08/50-
Stats-You-Need-to-Know-About-
Online-Reviews-white-label.jpg

6. https://storage.googleapis.com/
wordpress-www-vendasta/50-Shock-
ing-Stats-About-Online-Repu-
tation-Management-infographic-1.jpg

7. http://www.adweek.com/digi-
tal/81-shoppers-conduct-online-re-
search-making-purchase-infographic/

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

Continued from International Light Festivals Organization (ILO) page 51 Continued from Reputation Management page 55 
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With respect to interactions with members/customers or those applying to 
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dures, or decisions which are unsafe, undignified, unnecessarily intrusive, or 
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IFEA VISION
A globally  

united  industry  

that touches  

lives in a positive  

way through  

celebration.

128  IFEA’s ie: the business of international events Summer 2018

http://www.ifea.com


MARKETPLACE

BANNERS/FLAGS
dfest® - The ONE source for creative design, custom decorations, street banners, 
mascots, video marketing & installation for events. All services tailored to fit your 
unique needs. Contact: Vanessa Van de Putte Jr., President; Address: 1930 
N. Pan Am Expressway, San Antonio, TX 78208; Phone: (800) 356-4085; Fax: 
210-227-5920; Email: sales@dixieflag.com; Website: www.dixieflag.com.

COSTUMES
HISTORICAL EMPORIUM - Historical Emporium specializes in authentic, durable, high  
quality historical clothing and accessories. Victorian, Edwardian, Old West and  
Steampunk for men and women. Since 2003. Contact: Noel Matyas;  
Address: 188 Stauffer Blvd, San Jose, CA 95125-1047; Phone: (800) 997-4311;
Email: amusement@historicalemporium.com; Website: www.HistoricalEmporium.com

INFLATABLES
DYNAMIC DISPLAYS / FABULOUS INFLATABLES - Designs, manufacturers, for 
rent or purchase – costumes, props, floats, helium balloons, event entry ways and décor. 
Offers complete and flexible service packages for small towns and large international 
events. 50+ years of parade/event experience. Contact: Steve Thomson; Address: 6470 
Wyoming St. Ste #2024, Dearborn MI 48126; Phone: 800-411-6200 Fax 519-258-0767; 
Email: steve@fabulousinflatables.com; Website: www.fabulousinflatables.com.

INSURANCE
HAAS & WILKERSON INSURANCE – Over 50 years experience in the 
entertainment industry, providing insurance programs designed to meet the 
specific needs of your event. Clients throughout the US include festivals, parades, 
carnivals and more. Contact: Carol Porter, CPCU, Broker; Address: 4300 
Shawnee Mission Parkway, Fairway, KS 66205; Phone: 800-821-7703; Fax: 
913-676-9293; Email: carol.porter@hwins.com; Website: www.hwins.com.

KALIFF INSURANCE - We insure the serious side of fun! Founded in 1917, 
Kaliff is celebrating 100 years of providing specialty insurance for festivals, fairs, 
parades, rodeos, carnivals and more. Contact: Bruce Smiley-Kaliff; Address: 
2009 NW Military Hwy. San Antonio, TX  78213-2131; Phone: 210-829-7634;
Email: bas@kaliff.com; Website: www.kaliff.com.

K & K INSURANCE – For 60 years, K & K insurance has been recognized as the leading 
provider of SPORTS-LEISURE & ENTERTAINMENT insurance products. Contact: Mark 
Herberger; Address: 1712 Magnavox Way, Fort Wayne, IN 46804; Call: 1-866-554-4636; 
Email: mark.herberger@kandkinsurance.com; Website: www.KandKinsurance.com.

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 

how PointsMap is being used. It’s easy to use and extremely affordable. Contact: 
Jerry Waddell; Address: 1100 Riverfront Pkwy, Chattanooga, TN 37402-2171; 
Phone: 423-894-2677; Email: jerryw@videoideas.com; Website: www.pointsmap.com.

TRAVEL PLANNING
TRIPInfo.com - The site used by 30,000 tour operators, group leaders and travel agents 
each month, to book their group travel. Travel professionals spend more time on tripinfo.
com than any other travel site. Address: 3103 Medlock Bridge Rd, Norcross, GA 30071-5401; 
Phone: 770-825-0220; Email: mark@tripinfo.com; Website: www.tripinfo.com.

WEBSITE DESIGN
SAFFIRE - Saffire is award-winning software providing events & venues with 
beautifully designed, online event destinations, including integrated content 
management, mobile, social, ecommerce, email and more. Contact: Kendra 
Wright; Address: 248 Addie Roy Rd, Ste B-106, Austin TX 78746-4133; Phone: 
512-430-1123; Email: info@saffireevents.com; Website: www.saffireevents.com.
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