
event 
guide

ADVANCEROCKHAMPTON.COM.AU

BEST PRACTICE



ROCKHAMPTON
REGION



ROCKHAMPTON
REGION

THE ROCKHAMPTON REGION 
IS FULL OF OPPORTUNITY, 
POTENTIAL AND MEMORIES 
TO BE MADE. 
A tale of two cities, Rockhampton is both a city steeped 
in history and proud of its colonial heritage and regional 
service-centre roots, while simultaneously being a city that is 
vibrant, cosmopolitan and actively engaged in carving out its 
own future.

It is a city readily defined by its natural environment, the 
Fitzroy River that runs through it and the Berserker Mountain 
Range that surrounds it; it is a city that straddles the Tropic 
of Capricorn and strives to be much more than the sole sum 
of its parts. It is a city that is quirky, ambitious and eager to 
solidify its reputation as a place where achieving work/life 
balance is not just an ambition but a reality.

Our progressive city boasts a diverse range of opportunities 
from investment and lifestyle to culture, arts and events.

The people who support the community are vital to the 
regional identity and by working together we can continue to 
grow and build this vibrant city.

Rockhampton Regional Council and Advance Rockhampton 
are working towards making Rockhampton an event 
destination. Events are an important element of our 
community and lifestyle. Events bring people together to 
celebrate culture, art, sport and industry to ignite pride in our 
region. 
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EVENTS BEST 
PRACTICE GUIDE
Rockhampton hosts a range of 
community and commercial events. 
These events build on the natural 
strengths and unique attributes of 
the region, celebrating our history, 
creativity, industry and role as the 
Capital of Central Queensland. 

Advance Rockhampton identifies that 
events are a large economic driver for 
the Rockhampton Region and as such 
we want to work with you to deliver the 
best events for our region.

Introducing the Rockhampton Region 
Festivals and Events Best Practice Guide, 
designed to assist organisers of events, 
new and existing festivals to take their 
events to the next level.

Organising an event can be daunting 
and this tool will provide a greater 
understanding of event management 
and a framework for planning, 
producing and marketing your festival/
event.

The Advance Rockhampton Events 
Team at Rockhampton Regional Council 
are available at any time to provide 
assistance to help build your event. 
Training and workshops are held at 
different times of the year to help walk 
you through the elements within this 
document.

CONTACT:
ADVANCE ROCKHAMPTON EVENTS TEAM
EVENTS@RRC.QLD.GOV.AU
07 4932 9000
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ROCKHAMPTON FESTIVALS 
AND EVENTS ARE DYNAMIC 
AND MULTILAYERED AND 
ARE USUALLY DESIGNED 
TO PROVIDE A UNIQUE 
EXPERIENCE TO ATTENDEES.  
Effective event management is important to deliver a 
consistent experience and grow your event or festival each 
year. Part of this is developing future vision and goals for your 
event through planning and preparedness. All festivals and 
events are delivered through a five step process: 

	 / STRATEGIC PLANNING
	 / FINANCE AND BUDGETING
	 / �PRODUCTION AND IMPLEMENTATION 
	 / �MARKETING AND PROMOTION 
	  /POST EVENT WRAP-UP
The Rockhampton Region Festival and Events Best Practice 
Guide is designed to take you through each of the above 
steps to ensure your event is delivered to the best it possibly 
can be. 

All events in the Rockhampton Region are important to 
building culture and diversity. No matter how small you think 
your event is, it adds so much to our community. To adopt the 
view point that your small event does not need a strategic 
plan, guidelines or written documentation is automatically 
under-selling the importance of your festival/event. In doing 
this you may miss out on opportunities to grow your event or 
festival into an enhanced experience for our community and 
visitors alike. 

5



STRATEGIC/ 
BUSINESS PLAN
DOES YOUR FESTIVAL/EVENT HAVE A 
STRATEGIC/ BUSINESS PLAN?

Strategic/Business plans are essential 
for all event planners and organisers. 
It acts as a ‘signpost’ to move your 
festival/event from its current stage to 
the desired development for the future. 

Important sponsors will always seek a 
copy of your Business Plan. 

 The preparation of the Business Plan is 
the role of the total Team/Committee, 
guided by the Event Manager. The key 
is to keep it simple.

There are many variations on possible 
Business Plan formats. Basically, the 
Business Plan should give a summary of 
the Team/Committee and the festival/
event. An analysis of the present 
business that the festival/event attracts 
and a financial and promotional 
strategy for the future.

The following is a suggested structure 
for the Business Plan:

// Legal status of the Team/Committee
// History of the event
// Vision
// Mission Statement
// Goals
// Objectives & Strategies
// Market Analysis 
// SWOT / Situation Analysis
// Programme of Events
// Team/Committee Structure
// Organising Committee
// Operational/Tactical Plans
// Control Systems
// Event Evaluation and Feedback

IF YOU HAVE A BUSINESS PLAN WAS IT 
REVISED WITHIN THE LAST TWELVE 
MONTHS?

By definition the Business Plan is 
dynamic and will have to change over 
time. Ideally it should be revised or 
updated every twelve months.

THE VISION STATEMENT
DO YOU HAVE A VISION STATEMENT FOR THE 
FESTIVAL/EVENT?

A vision statement usually describes 
what the event seeks to become and 
to achieve in the long term. It is brief, 
precise and motivational in nature.

For example - “Rockhampton 
River Festival will become the 
biggest multiday festival within the 
Rockhampton Region, drawing in 
visitors from interstate and nationally 
within its fourth year of operations”. 
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THE MISSION 
STATEMENT
HAVE YOU CONSIDERED WHY YOU 
RUN THE FESTIVAL/EVENT?

The Mission Statement should indicate 
what the festival/event is trying to 
achieve and to whom it is targeted.

The following questions should be 
answered in the Mission Statement 
which should be about two sentences 
long:

// Who are your visitors?
// What are their entertainment 

needs?
// What are the core activities of our 

Team/Committee,  and why are 
these activities important?

// �How can we use the festival/event 
to promote our area?

OBJECTIVES
HAVE YOU SET CLEAR OBJECTIVES?

If you do not have a set of agreed 
objectives, then you do not know why 
you are running the festival/event. 
Just a few words are all that is required 
for each objective. At the end of the 
festival/event the outcome should be 
reviewed against the objectives.

The objectives should be SMART, that is:

// Specific - objectives must be stated 
clearly and in a few words

// Measurable - it must be possible 
to measure the success of each 
objective

// Achievable - there  must  be  a  
realistic  hope that  the Team/
Committee can achieve these 
objectives

// Realistic - objectives must be 
realistic

// BU - by a certain year/date this will 
have been achieved

Some examples of objectives are as 
follows:

// To attract a minimum of 20,000 to 
the event,  with 40% of attendees 
being from outside of the Region. 

// To generate a gross income based 
on ticket sales, beverage and food of 
not less than $10,000. 

// To make a net profit of not less than 
$2,000

// That at least 4,000 of the visitors will 
be repeat  visitors, having attended 
the festival at least oncein the 
previous three years.

FESTIVAL/EVENT 
STRATEGY
DO YOU HAVE A CLEARLY DEFINED 
FESTIVAL/EVENT STRATEGY?

Having carried out an examination 
of your festival/event through your 
statements of vision and mission, you 
are now in a position to decide on a 
strategy for the future.

There are many strategies that you 
could consider, but the following 
are some examples measured in 
attendance terms. Strategies could 
be based on financial outcome – i.e. 
raise a minimum of $5,000 for local 
development or increase the number of 
trade stands each year by 10%. Above 
all you must be sure that your chosen 
strategy is acceptable to the local 
community and visitors to the festival/
event alike.

// Maintain the festival/event as  it  is  –  
do  not  try to  grow numbers as this 
will cause difficulties  locally

// Try and grow numbers by 5% per 
annum up to 2020

// Reduce numbers to the 2015 levels 
because of  problems with car 
parking or loss of a main 		
sponsor last year

// Generate a profit of $5,000 to 
liquidate debt from previous years.

// Generate a profit of $5,000 for a 
local charity
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MARKET ANALYSIS
DO YOU HAVE A PROFILE OF THE EXISTING 
VISITORS TO THE FESTIVAL/EVENT?

It is very important that you have some 
information on the type of visitors 
that are attending your festival/event. 
Successful marketing flows form a 
complete understanding of your 
visitors – who they are, where they 
live and the leisure needs they seek 
to satisfy. The post event evaluation 
techniques suggested later in this guide 
will provide you with solutions on how 
to undertake market research.

The following list details data that you 
should try and ascertain about your 
visitors:

// �	Age
// �	Group size
// �	Group make-up, families, couples, 

visitors, on their own
// �	Where do they come from?
// �	How often have they visited the 

festival/event?
// ��	How much do they spent at the 

festival/event?

SITUATIONAL ANALYSIS
HAS YOUR TEAM/COMMITTEE RECENTLY 
CARRIED OUT A SITUATIONAL ANALYSIS OF 
THE FESTIVAL/EVENT?

This involves looking at your festival/
event in an honest and critical manner. 
The usual way to do this is to carry 
out a SWOT analysis. This involves 
looking at the strengths, weaknesses, 
opportunities and threats as they relate 
to your festival/event.

The analysis might reveal the following 
issues:

// �Strengths - Well established and 
respected festival running for the 
past twelve years.

// Weaknesses - Existing Team/
Committee has been in place 
with little change for past seven 
years and  no new ideas are being 
examined by the Team/Committee.

// Opportunities - Potential new 
sponsor willing to  contribute $6,500 
next year will allow the expansion of 
the festival by one day.

// Threats - Suggested rival festivals/
events to take  place just before 
your festival, whether in same 
month in next year.

Under each of the four headings there 
could be a number of points. This 
analysis is worthless unless it is carried 
out in a very open and honest manner.

Strengths and weaknesses usually 
apply to the internal management 
or production of the festival/event. 
Opportunities and threats refer to 
external issues not normally within your 
direct control. 

FESTIVAL/EVENT 
PROGRAMME
HAVE YOU AGREED ON THE CORE THEME OR 
THEMES OF THE FESTIVAL/EVENT?

The Team/Committee must agree on 
what is/are the core element(s) of the 
festival/event. 

Core elements usually form the main 
attractions for visitors to the festival/
event. For example:

// �	Traditional music
// �	Arts
// �	Drama
// �	Veteran/vintage cars
// �	Walking

Agreement on the real core themes are 
important from a marketing point of 
view. It also helps to keep a clear team/
committee focus on the audience/
market for the festival/event.

DOES YOUR FESTIVAL/EVENT 
HAVE FRINGE EVENTS?

Carefully chosen fringe events can add 
to the success of the festival/event, 
but must be clearly related to the core 
theme(s). A Drama Festival might, as 
a fringe activity have a workshop on 
stage or lighting design. However, care 
must be taken that fringe events do not 
take over from the real purpose of the 
festival/event.
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POST FESTIVAL/EVENT 
EVALUATION
DID YOU SURVEY ATTENDEES AT YOUR 
FESTIVAL/EVENT WITHIN THE PAST TWO 
YEARS?

Surveys can provide vital information 
that can be used to improve your 
festival/event in future years, provided 
they are carried out properly. These 
surveys should be carried out every 
three years. The survey instrument must 
be carefully constructed in order to 
exclude bias. A range of techniques are 
used in post event evaluation including:

// Self completion questionnaires
// One to one interview on exit from 

festival/event
// Focus groups in which groups of 

10/12 people are interviewed
The following are some areas that 
should be investigated in your survey:

// �Where did the respondent come 
from?

// �How far did they travel to attend the 
festival/event?

// �Did they stay locally to attend the 
festival/event?

// �How did they hear of the festival/
event?

// How many in their group?
// �How much did they spend at the 

festival/event? 

You also need to get the views of 
visitors on:

// Car parking
// Site signage
// Official opening
// Festival/event printed programme
// Food and beverage outlets
// �Festival/event individual 

entertainments
// Quality of the festival/event
// Value for money
// Returning to a future festival/event
// �Helpers and volunteers with whom 

they came into contact
Post event evaluation measures the 
outcomes of the event in relation to 
its objectives and is an important tool 
enabling more informed decisions to 
be made and more efficient planning 
to be implemented to improve event 

outcomes. Most potential sponsors and 
some grant giving agencies will seek 
post event evaluation to be undertaken.

DO YOU HAVE A FORMAL POST FESTIVAL/
EVENT DEBRIEF?

If not then you should do this within 
one week of the end of the festival/
event while everything is still fresh in 
people’s minds.

A debrief should be conducted with 
all stakeholders. This may be done at a 
single ‘debriefing’ meeting or a series of 
meetings depending on the complexity 
of the festival/event. It is often useful 
for an agenda to be circulated before 
the meeting.

You should discuss every aspect of the 
festival/event in detail with a view to 
introducing further improvements for 
the following year. Some of the content 
of this Best Practice Guide can be used 
as discussion headings.

The minutes of the meeting should 
be documented so that they may be 
referred to in advance for the following 
year’s festival/event.  Do remember that 
it is more important to discuss in detail 
what went wrong, rather than what 
went well.
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LEGAL ISSUES
DOES YOUR TEAM/COMMITTEE ‘OWN’ THE 
FESTIVAL/EVENT, OR DO YOU KNOW WHO 
CARRIES THE LEGAL RESPONSIBILITY?

This is a critical question for your 
Team/Committee. Wherever numbers 
of people are brought together for 
entertainment purposes legal issues 
can arise.

If your Team/Committee are the 
organisers and ‘owners’ of the festival/
event then they should operate under 
the umbrella of a legal entity; many 
organisers appear to operate as an 
informal Team/Committee with no legal 
protection. In the event of a problem 
your Team/Committee could find 
themselves to be ‘jointly and severely 
liable’ in the event of a claim against the 
Team/Committee. It is essential to get 
legal advice on this immediately, if you 
have not done so before now. 

The key issue is ‘does your Team/
Committee carry financial responsibility 
for any successful claim that might be 
taken against the festival or the event?’

It is important to seek legal advice in 
regards to this area. 

THE TEAM/COMMITTEE
ARE YOU SETTING UP A NEW FESTIVAL/
EVENT TEAM/COMMITTEE?

Look at other Teams/Committees in 
your town or community to see who 
the really strong performers on those 
teams are, i.e. those who actually do 
what they promise to do. Can you 
get a few of them to join your Team/
Committee?

Try and seek out these essential skills:
// Finance
// Marketing
// Public relations
// Knowledge of local retail trade 
// Experience of organisational 

techniques
// Committed – ‘workers not talkers’
// Management

CONTRACTS
DO YOU ENTER INTO CONTRACTS WITH 
SUPPLIERS FOR THE FESTIVAL/EVENT?

If you do then it is most important that 
the contracts are examined carefully 
to see if any additional responsibilities, 
legal or otherwise, are binding by 
signing any individual contract. For 
example a contract might state that it is 
the responsibility of the festival/event 
organisers to have handling equipment 
on site at the time of delivery of the 
seating, otherwise the suppliers will not 
be responsible for any delays that may 
arise.

Contracts should only be signed at 
full Team/Committee Meetings and 
the details carefully recorded in the 
minutes and filed in the Minute Book.
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DOES YOUR TEAM/COMMITTEE HAVE 
A CONSTITUTION OR WRITTEN SET OF 
OPERATIONAL RULES?

Every Team/Committee should have 
a written Constitution that has been 
adopted at an Annual General Meeting 
(AGM). Basically the Constitution is a 
set of rules that governs the operation 
and management of a Committee. Your 
Solicitor will be of help in preparing this 
document. 

Have you clearly thought out the 
approach to the organisation structure 
and how it operates? This should be put 
together as a short section of a Business 
Plan and will cover the following areas:

// Team/Committee – how many 
members?

// How long do Officers/Ordinary 
Members serve 		
before they must retire?

// Sub-Team/Committee roles
// Guiding policies of the festival/event
// Procedures for Team/Committee 

meetings.

DO YOU HAVE A CLEARLY DEFINED TEAM 
ORGANISATION STRUCTURE?

The basic recommended positions are 
as follows:

// Chairman – serves two years and 
becomes  ordinary Team/Committee 
member for a further two years

// Vice-Chairman – serves two  years 
and then becomes Chairman

// Secretary – serves for three years
// Treasurer – takes responsibility 

for all financial 		
matters, generally serves two years 
or more. Some Team/Committees 
have two treasurers who split the 
responsibilities between them

// Public Relations – serves for a two 
year period

// Marketing – serves minimum of two 
years

// Safety Officer – serves for a 
minimum of two years

// Up to six Ordinary Team/Committee 
members

This will give a Team/Committee of 
thirteen people. Do remember that 
large Teams/Committees do not 
necessarily achieve a greater volume of 
work.

For some festivals and events a Team/
Committee role of Logistics Coordinator 
may prove very useful. This is especially 
so if a lot of equipment has to be 
delivered to the site and erected and 
removed after the festival/event.

DO YOU KEEP MINUTES OF EACH MEETING?

Typed minutes must be kept of all 
meetings, and circulated with the 
agenda of the upcoming meeting. 
These should be kept in a formal 
minute book. It is essential that 
all minutes are formally adopted 
by the process of being proposed 
and seconded. Key issues arising at 
meetings should also be formally 
adopted or defeated.

// �Do you have a set number of 
meetings each year?

// �Have you agreed on what is meant 
by a majority vote?

// Does your Chairman have a casting 
vote?

Does the Chairman have a casting 
vote or an additional vote to break a 
tied vote? Sometimes this can be most 
important, but it can also divide a 
Team/Committee going forward.

// Does the Team/Committee have the 
power to co-opt new members?

// Do you have an Annual General 
Meeting (AGM)?

// Do you have provisions for 
Extraordinary 		
General Meetings?

You should agree under what 
circumstances the Chairman is 
obliged to call an Extraordinary 
General Meeting (EGM). This should 
be documented in your constitution, 
operational rules or business plan. 

SUB TEAMS/COMMITTEES
HAVE YOU AGREED ON A SUB-COMMITTEE 
STRUCTURE AND RESPONSIBILITIES?

For all but the smallest festivals/event 
sub-committees are recommended. 
The degree of authority delegated by 
the Chairman to the chairs of sub-
committees must be clearly agreed and 
recorded in the minutes. However at 
all times the roles of sub-committees 
is subservient to the main Team/
Committee.

Possible sub-committees include:
// Finance
// Marketing
// Production 
// Programme
// Public Relations.

Not all Team/Committees will need 
five sub-committees, except for larger 
festivals/events.

In each case it is important that the 
Chairman of the main Team/Committee 
delegates responsibility to the Sub-
committee Chairman in regard to 
expenditure by that sub-committee. 
For example, some Teams/Committees 
may agree that any sub-committee 
expenditure over $1,000 has to 
be sanctioned by the main Team/
Committee.

The role of the sub-committee is to take 
total responsibility for all aspects of 
the festival/event coming within their 
area of activity. The Chairman of each 
sub-committee reports in detail at each 
Committee meeting. 
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FINANCIAL PLANNING IS 
THE CORNERSTONE OF 
YOUR TEAM/COMMITTEE 
ACTIVITIES. WITHOUT IT 
YOU CAN MAKE LITTLE 
PROGRESS TOWARDS THE 
RUNNING OF A SUCCESSFUL 
FESTIVAL/EVENT. 
It is good practice to review the budget at each monthly 
meeting, where income and expenditure will be examined in 
detail.

Planned expenditure for the coming month should also be 
agreed.

A Team/Committee should ideally have monthly income 
targets against which they can measure their monthly fund 
raising progress.
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BUDGETS
DO YOU HAVE A DETAILED ANNUAL BUDGET?

Every Festival/Event must have a 
detailed annual budget.

Remember budgets must be realistic 
and the figures used in budgets must 
have a properly worked out basis for 
their existence. The experience of the 
previous year will be a help in deciding 
individual budget item levels for the 
current year. Ultimately there must be 
some real logic for budget decisions. 
The budget for each new year should 
be prepared two months before the 
end of the financial year.

When your Team/Committee are 
allocating figures to each budget 
heading it is essential that the financial 
allocations are realistic and not just an 
automatic addition of a % on to the 
income/expenditure for the previous 
year.

Some festival and event Team/
Committees use sub-budgets or 
functional budgets as illustrated in 

Marketing Expenditure $ Marketing Income: $

Advertising:

Radio
TV
Newspapers
Internet
Magazines

Main Sponsor wishes all of their 
sponsorship to be allocated to 
marketing. 

Graphic design

Print production

Distribution of print

Website maintenance

Mailing

Development of mailing list

Travel trade workshops

Media hospitality

Official opening

Public relations

Photographer fees

TOTAL

the following example of a marketing 
functional budget.

Remember that in practice people 
typically under-estimate their 
expenditure and over-estimate the 
potential income, thus giving the 
likelihood of an end of year deficit.

The general guideline is to estimate 
revenue at 55% of the maximum 
and overestimate expenses by 
approximately 10%. Income should 
exceed expenses by a 1 – 2 % margin.

Below is an example of the types of 
different elements that should be taken 
into consideration.
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DO YOU HAVE A FESTIVAL/EVENT BUDGET 
POLICY?

By this we mean that the event must 
have a policy formally agreed by the 
Team/Committee that this year’s 
festival/event must meet certain 
financial criteria. For example:

// Break even – dangerous because 
this is too close to a loss

// Make a minimum profit of $5,500
// Accept a loss of up to $3,500 as the 

festival/event has a very important 
community dimension

DO YOU HAVE BUDGET CONTROL MEASURES 
IN PLACE?

Budgets must be controlled on a 
weekly basis; in that way problems may 
be anticipated before they become a 
serious financial problem for the event. 
In respect of control measures the 
following points are critical:

// Realistic figures must be allocated 
to each budget heading when the 
budget is being drawn up. There 
must be a logical basis to all budget 
figures, both expenditure and 
income.

// The budget policy must be reflected 
in the projected Income and 
Expenditure account. Remember 
that a break-even policy is not 
usually satisfactory – it is too close 
to a loss.

// If the budget is running over by 
10%, then the cutting of all budget 
headings by a similar amount, to 
bring the budget into line, is not 
usually realistic.

// A critical aspect of budget control 
is the implications of the action(s) 
taken to bring the budget into line. 
For example, a festival/event that 
usually distributes the programme 
free of charge may decide to make 
a charge of $2.50 per copy. With an 
attendance of say 7,500 people this 
may realise in gross terms perhaps 
$7,500 assuming that 40% of the 
attendance purchase a programme. 
However, charging for programmes 
may change the public perception 
of the value or importance of the 
festival/event. Another example 
might be to start charging for car 
parking at $3.00 per car, regardless 
of the number of occupants. 
The $3.00 will not make a great 
difference to most people but their 
perception of the festival/event may 
immediately change for the worse.

// Therefore you should use a ‘what 
if….’approach when trying to work 
out budget savings – this is called 
sensitivity analysis.

DO YOU CONSIDER VARIABLE COSTS AND 
FIXED COSTS SEPARATELY?

Your Team/Committee must handle two 
different types of costs:

// Variable costs that will change with 
the level of festival attendance, the 
length of the festival etc.

// Fixed costs such as insurance and 
marketing that probably remain the 
same regardless of the number of 
people that attend.

DO YOU HAVE FORMAL FINANCIAL 
REPORTING MECHANISMS FOR USE AT 
TEAM/COMMITTEE MEETINGS?

At meetings the Treasurer or Chairman 
of the finance sub-committee must 
report in clear terms the present 
situation in regard to income and 
expenditure. The Minutes of the 
meeting must reflect this report and 
any actions agreed by the Team/
Committee resulting from the financial 
report. It should be noted that most 
grant-giving agencies will require 
details of the financial reporting 
procedures used by the organisation.
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FINANCIAL CONTROL
DO YOU HAVE ADEQUATE CONTROLS IN PLACE 
IN RELATION TO RECEIPTS AND PAYMENTS?

Transaction records (either manual or 
electronic) should be maintained in 
order to record the details of all receipts 
and payments and these should be 
updated as frequently as possible. 
For salaries and wages, guidelines 
are available for payroll/PAYE records. 
Supporting vouchers (such as invoices, 
expense claims, employment/tax 
records, cash reconciliations – see 
below) should be filed in an orderly 
fashion, e.g. by transaction date.

Where there is cash income, such as 
admissions or car parking fees, the use 
of turnstiles or pre-numbered tickets 
can provide a check to ensure that all 
such receipts are lodged to the bank 
account (e.g. ticket serial numbers can 
be reconciled with the amount of cash 
collected). During the course of the 
festival/event, accumulated cash should 
be placed in a safe place and banked 
at the earliest opportunity. Designate 
a person, other than those involved 
in taking in cash from customers, to 
reconcile the physical cash with the 
serial number records before banking.

All expenditure should be evidenced 
by suitable documentation (such as 
invoices) and paid by cheque or bank 
transfer. For such payments, a minimum 
of two signatures should be required (it 
can be that three or more members of 
the Committee may be designated as 
authorised signatories under the rules, 
of which any two may sign).

Accounts of receipts and payments, as 
well as a list of expenditure incurred 
but not yet paid, cash received but 
not yet lodged  and bank account 
statements should be presented to the 
Team/Committee or its finance sSub-
committee on a monthly basis.

Further advice and guidance on good 
financial control should be sought from 
a qualified accountant.

THE IMPORTANCE OF 
QUOTATIONS FROM 
SUPPLIERS
DO YOU ALWAYS GET MORE THAN ONE 
QUOTATION FOR SERVICES?

There may be a temptation to use the 
same suppliers every year regardless 
of cost. Best practice suggests that you 
get three quotations for all services that 
you need to buy in. You might have a 
rule that you will do this for every item 
likely to cost more than $1,000.

You should consider adopting a 
policy that in regard to all purchases 
the lowest quotation will usually be 
accepted. A situation where the event 
pays more than necessary for a service, 
just to keep a local supporter happy, 
should not be tolerated.

TICKET POLICY
DO YOU HAVE A POLICY ON HOW TO DECIDE 
WHAT TO CHARGE FOR ADMISSION/
TICKETS?

There are a number of generally 
accepted methods to determine the 
cost of admission as follows:

// Admission/ticket costs may be 
related to the financial budget 
policy of the organisation. Take the 
cost of running the event and add 
to it the required level of profit. This 
gross figure is then divided by the 
number of people that are expected 
to purchase tickets.

// Find out the admission/ticket price 
for a similar festival/event in your 
region and use that figure. This 
figure will be totally unrelated to the 
true financial needs of your event 
budget.

// Charge a premium for tickets 
because the ‘act’ is so well known 
and people are always anxious to 
attend their performance. However 
some people may have seen the act 
recently elsewhere and may not be 
prepared  to  pay  a premium to see 
it again.

// Beware of the dangers of under 
pricing or over pricing. If the price 
is very low it can undervalue the 
event in the mind of your potential 
visitors. Over pricing may create 
unrealistic expectations for the 
visitor.
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FESTIVAL/EVENT 
GRANT SCHEMES
ARE YOU AWARE OF EXISTING GRANT 
SCHEMES?

There are a number of potential Grant 
Schemes available to assist qualifying 
festivals and events. The following are 
some web-sites that may be of help to 
your Team/Committee:
Rockhampton Region Funding 
Opportunities:	

// Regional Arts Development Fund, an 
initiative of Rockhampton Regional 
Council and the Queensland 
Government –  or 
 www.rrc.qld.gov.au  

// Community Assistance Program at 
Rockhampton Regional Council – 
www.rrc.qld.gov.au 

// Aurizon Community Giving Fund –  
www.aurizon.com.au

State and Federal Funding 
Opportunities:

// Tourism and Events Queensland  -  
www.teq.queensland.com 

// QTIC Grants Gateway provides 
a comprehensive list of funding 
available for a yearly membership –  
http://www.qtic.com.au/news/qtic-
grants-gateway 

// Ministry of the Arts Federal Funding 
– www.arts.gov.au/funding/
opportunities 

Depending on the nature of your event 
or festival your organisation may be 
eligible to apply for specific category 
funding. This could be multicultural, 
sports and recreation, disability access 
and so forth.  It is important to spend 
some time looking at the different 
funding that has potential and work out 
how your event or festival can fit into 
their requirements. 

Key points in regard to grant schemes 
and applications:

// Read the Guidelines very carefully – 
exactly what sort of application can 
the scheme consider for funding

// Complete all sections of the 
Application Form fully

// Provide all necessary supporting 
documentation with your 
Application Form

// Beware of closing dates for grant 
applications. Some schemes may 
close many months in advance of 
the date of your festival

// Most grant schemes have limited 
funding and early applications are 
more likely to be successful that 
those that are received when the 
fund is likely to be over- subscribed

// If your festival/event is awarded a 
grant read the conditions that may 
attach to that grant very carefully 
and follow them exactly

// Invite a representative from the 
grant giving organisation to the 
official opening of your festival/
event. 
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SPONSORSHIP
DO YOU ACTIVELY SEEK SPONSORSHIP?

The first thing your Team/Committee 
should remember about sponsorship is 
that, in general, sponsors now expect to 
receive some tangible benefits in return 
for their support. For sponsorships 
up to about $1,000 this may not be 
a critical factor. However, above that 
figure the picture changes.

Basically a sponsor must consider 
whether making a contribution of 
(say) $3,000 to your festival/event 
will give him/her a better return than 
spending the same amount of money 
on advertising. You must consider both 
your needs and theirs and look both 
at the benefits which the sponsorship 
will bring to your festival/event and 
the likely benefit that the sponsor will 
receive in return.

ADVANCE ROCKHAMPTON SPONSORSHIP

Advance Rockhampton sponsors 
a number of events within the 
Rockhampton Region that have an 
economic impact. Any organisations 

or events looking for significant 
sponsorship from Advance 
Rockhampton or Rockhampton 
Regional Council will need to submit a 
proposal that incorporates a business /
strategic plan and objectives outline.

All submissions must be presented 
to Advance Rockhampton at least 
six months prior to the event for 
consideration and approval by Council. 

 DOES YOUR FESTIVAL/EVENT HAVE 
SOMETHING TO OFFER A POTENTIAL 
SPONSOR?

Some festivals and events are much 
more suitable for sponsorship than 
others. This comes back to the point 
of what real benefits you can offer the 
potential sponsor. The following are 
some benefits that your festival/event 
may be able to offer a sponsor:

// Good locations for banners
// Wide circulation of the festival/event 

brochure in target market areas 
required by the potential sponsor

// Association with a widely acclaimed 
festival with a good national 
reputation

// A close match between the festival/
event visitor profile and the target 
clients of the sponsor. For example, 
an Agricultural Show may be of 
interest to a major supplier of 
agricultural equipment.

// Your festival/event can provide 
excellent corporate entertainment 
opportunities

// TV and or radio coverage of the 
opening of the festival/event

// Networking opportunity for some of 
the staff in the sponsor company

// Product promotional opportunities
Remember you must never promise a 
sponsor a benefit unless you are sure 
that you can deliver on that benefit. 

HAVE YOU CONSIDERED HOW A POTENTIAL 
SPONSOR WILL ASSESS YOUR SPONSORSHIP 
REQUEST?

The following are some of the questions 
that a potential sponsor may have 
in mind when deciding whether to 
support your festival/event: 

// What do I know about these people 
and their festival/event?

// Was their presentation well thought 
out and structured?
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// Have they considered my likely 
exposure needs?

// Are they financially solvent?
// Does involvement represent a 

public relations risk to my company?
// Has the festival/event had any 

negative publicity in recent years 
that might reflect on my Company?

// Has the festival/event maintained a 
high profile?

// Would I bring clients to the festival/
event for hospitality purposes?

// Can they open up a new niche 
market for me?

// How much can I get out of ‘them’ 
in return for the lowest level of 
Sponsorship?

// How does their proposal rank in 
comparison to the eleven other 
proposals that I have on my desk?

// Would I be better to spend the 
$3,000 sought on radio or TV 
advertising – which would give me 
the best return?

DO YOU KNOW HOW YOU SHOULD MAKE THE 
SPONSORSHIP BID?

You have just one opportunity to get 
this right. First of all you need to do 
some research on the company to 
consider what sort of sponsorship 
proposal might appeal to them. If 
possible, read their last Annual Report 
if they have one, and try and talk to 
someone who has ’inside’ knowledge 
of the company. Try and find out if the 
company has any special exposure 
needs. The Internet may be a good 
source of company data.

If at all possible, try and develop a 
‘champion’ in the potential sponsor 
company for your festival/event. This 
person may not be the decision maker, 
but hopefully he/she will champion the 
cause of the festival/event within the 
company up to decision making level.

Find out the name and correct title of 
the person who handles all sponsorship 
requests. Make sure that you have 
the correct spelling of the name. With 
that information and the suggestions 
detailed above, you can begin to write 
your sponsorship proposal.

A covering letter should be of no more 
than one page. The first paragraph 
should catch the eye of the potential 
sponsor, who may have many other 
proposals on his/her desk. The content 
of the actual proposal document 
should contain the following:

// Very brief background of the 
festival/event

// Objectives of the festival/event, and 
how many years in existence

// Number of visitors in previous years
// Profile of visitors
// Why  your  festival  or  event  visitor  

profile  fits  the  market profile for 
the potential sponsor

// What you are offering the sponsor in 
clear terms

// The  funding you are seeking, or 
benefit-in-kind that you have in 
mind

// A request for an early meeting to 
make a presentation

If you are invited to make a 
presentation then it must be made by 
the best person for the task. This will 
not automatically be the Chairman, 
Secretary or the Public Relations 
person. The presenter must be able to 
make the right impact on the company 
in quite a short period of time. This 
presentation should be no longer than 
10 or 15 minutes at the most. A short 
well thought out presentation is much 
more effective than a long rambling 
one.

Remember that a presentation must 
be closely geared to the needs of 
that company. Do not use exactly the 
same presentation each time that 
you are asked to make a sponsorship 
presentation to a company.

DO YOU KNOW WHAT TO DO IF SPONSORSHIP 
IS OFFERED?

Agree to the ground rules in writing 
on both sides. These two letters of 
agreement should clearly identify the 
following:

// Precisely what the company 
is expecting from your Team/
Committee

// When will sponsorship monies be 
handed over?

// Festival/event naming rights if 
appropriate

// Where will the Company logo 
appear?

// Details of the locations of any 
Company  banners/display stands 
etc

// The name and contact details for the 
sponsor ’minder’

The sponsor ‘minder’ is the Team/
Committee member who will be 
responsible for all contact with the 
sponsor in the lead-up to the festival/
event. On the day of the official 
opening this person will be tasked with 
looking after the sponsor from the time 
they arrive to their departure.

BENEFIT-IN-KIND
DO YOU SEEK LOCAL BENEFIT-IN-KIND?

Have you considered local benefit-
in-kind instead of outright cash 
sponsorship? This route also requires 
careful research and planning. The 
following are some of the key questions 
that you need to ask:

// What does the festival/event need?
// Who has it?
// Who is well disposed to the festival/

event?
// Do you have an appropriate contact 

in the business?
// What do they need in return? 

Sometimes nothing, sometimes too 
much.

FINANCIAL ACCOUNTS
DO YOU PREPARE END OF YEAR FINANCIAL 
ACCOUNTS?

This is highly recommended. If your 
festival/event is applying for a grant 
then annual accounts from the previous 
year will usually be required as part 
of the application process. It is most 
important that a totally independent 
professional person looks at the 
festival/event accounts each year and 
issues a formal auditor’s statement or 
account certificate in regard to their 
findings.
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THIS IS AN OVERVIEW OF 
SOME OF THE MORE SERIOUS 
ISSUES REGARDING THE 
PRODUCTION OF FESTIVALS 
AND EVENTS, INCLUDING 
RISK MANAGEMENT, KEY 
ASPECTS OF INSURANCE, 
HEALTH, SAFETY AND 
LICENSING REQUIREMENTS.
We have also sought to provide an overview of the 
operational activities that take place immediately prior to 
and during an event, noting that efficient preparation and 
due thought to operational issues will reduce the risk of 
something going wrong.
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THE FESTIVAL/EVENT 
ACTION SCHEDULE
DO YOU HAVE A FESTIVAL/EVENT ACTION 
SCHEDULE?

If the answer to this very important 
question is ‘no’, then the Team/
Committee should put such a schedule 
in place without delay. There are various 
reasons for this.

First of all, a properly thought out 
schedule will be of great use to the 
Team/Committee. It will help to get the 
various requirements for the festival/
event in place, in the correct order and 
at the right time.

It is a detailed listing of tasks with 
specific start and stop times occurring 
from set up of the events equipment 
(also known as load in/build) through 
to the eventual removal of all the 
equipment (load out/breakdown). It is 
often presented in the form of a Gantt 
chart illustrating time, activity, location 
and responsibility.

The advantages of using a Gantt chart 
are:

// It visually summarises the project or 
event schedule

// It is an effective communication 
and control tool (particularly with 
volunteers)

// It shows how different aspects of 
the festival/event production are 
dependent on each other

// It can point out problem areas or 
clashes of scheduling

// It provides a summary of the history 
of the event

For the Gantt chart to be an effective 
tool, the tasks must be arranged and 
estimated in the most practical and 
logical sequence. 

An Event Action Schedule Template is 
available to assist you with this process. 

MILESTONE DATES
DO YOU SET ANNUAL MILESTONE DATES?

These are important dates during the 
year by which time certain key actions 
must have been taken or policies 
implemented. Failure of delivery by 
these dates may compromise the 
success of the festival/event in some 
way. 

The following are some examples:
// Sponsorship in place 
// Fundraising
// Venue booked for artists
// Grant applications
// Marketing underway – individual 

milestones required 
// Entertainment booked
// Brochures printed
// Entry forms circulated
// Personality booked to open the 

festival/event
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DO YOU KNOW HOW TO IDENTIFY AND LIAISE 
WITH POTENTIAL SOURCES OF VOLUNTEERS?

Volunteers are gathered from a wide 
variety of sources, some of which are 
listed below. Obviously the type of 
festival/event affects the type and the 
source of volunteers.

// Volunteers immediately associated 
with an event or event organisation 
or a friend, relative or acquaintance 
of someone involved in that society.

// Advertising in local media, most 
local radio stations will have a 
community notice broadcast where 
you could advertise your volunteer 
requirement for free

// Advertise in libraries, job centres, 
volunteer organisations and 
community centres etc

// Universities and third level courses 
in event management or tourism; 
students are often required to gain 
work experience with festivals and 
events as part of their course

// Societies and clubs such as Lions, 
Rotary, Chamber of Commerce, 
local sports clubs or community 
organisations. The advantage of 
working with a group is that they 
may already have a team structure 
and good rapport within the group

// Major Sponsors; as part of the 
sponsorship agreement, the sponsor 
may agree to provide the event 
with temporary workers with a wide 
range of skills including managerial, 
financial and marketing

// Targeting recruitment; the event 
manager would determine the type 
of person most likely to do the job 
and track them down

CONTACTS DATABASE
DO YOU HAVE A CONTACTS DATABASE?

In both general terms and marketing 
terms this is very important. The 
database should contain the names and 
addresses for the following groups of 
people: 

// Local contacts that are useful from 
an organisational point of view

// Potential sponsors
// Previous visitors to the festival/event
// Local services
// Media Contacts

VOLUNTEERS
DO YOU HAVE A STRATEGY FOR RECRUITING 
VOLUNTEERS?

Volunteers play a key role in the 
production of many festivals and 
events. In many instances volunteers 
constitute the great bulk of the 
workforce. The Team/Committee must 
look at the festival/event to identify 
the range of jobs and tasks that need 
to be done and seek to match available 
volunteers to them. This matching is 
part of the selection process.

It is worthwhile to put together an 
application form for volunteers; the 
form should contain a ‘talent and 
skills’ section that will be significant in 
identifying what a volunteer can bring 
to your event. 

Volunteers must be carefully chosen, 
must receive appropriate training; 
be given direction on what they are 
to achieve; and be given appropriate 
rewards.
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DO YOU HAVE A VOLUNTEER BRIEFING OR 
TRAINING PLAN?

Because of the infrequent nature and 
short duration of events, training of 
event volunteers usually takes place on 
the job under the direction of the event 
manager or supervisor. In this case it is 
essential to provide a briefing session 
a few days in advance of the event at a 
time suitable to the volunteers.

The briefing will engender volunteers’ 
enthusiasm for their role in an event 
and for its successful outcome. 
Volunteers should be given a job 
description so they understand what 
is expected of them; this becomes 
the basis for a mutually rewarding 
experience.

DO YOU KNOW WHAT SHOULD BE INCLUDED 
IN A VOLUNTEER BRIEFING?

// Basic information about the event
// �Introduction to key staff members 

and other volunteers
// Outline responsibilities for 

health and safety of visitors and 
participants and the reporting 
mechanism for urgent problems. 
How to get help and the sequence 
of calling managers in an 
emergency

// A tour of the layout of the site, 
highlighting emergency exits, 
assembly points, toilets, catering 
and other facilities, access for 
disabled visitors and for emergency 
vehicles or staff

// Crowd management issues; the 
operation, opening and closing of 
exits; ensuring that emergency exits 
are open throughout the event

// How to direct and help the public, 
audience or participants and the 
need for a calm and courteous 
approach to all involved

// How to recognise and act on signs 
of crowd or individual distress; 
how to deal with overcrowding by 
dispersal or by opening of further 
exits or entrances to overflow space

// What action to take in the event 
of an accumulation of rubbish or 
fire risk; action to take if a fire is 
found; how to raise the alarm; how 
to respond to a small fire or small 
emergency 

It is also worthwhile to run through any 
additional problems or scenarios they 
may encounter or that the event has 
encountered in the past and discuss 
solutions for these issues.

You should, if possible, have prepared 
some written briefing notes that the 
volunteers can take away. Details of the 
volunteer briefing should be recorded 
in writing

The outcome of the induction process 
should be a group of volunteers 
who are committed to the event, 
enthusiastic and knowledgeable about 
their role in it and aware of what part 
their job plays in the totality of the 
event

DO YOU HAVE A STRATEGY TO MANAGE 
VOLUNTEERS AT THE FESTIVAL/EVENT?

// 	/ �Ideally you should organise the 
volunteers into teams and assign 
a team leader to each. This will 
simplify reporting, problem solving 
and communications with the 
team on the day of the event

// �Ensure that the team leaders 
are properly briefed and that all 
volunteers are clear on their role

// �In some situations it may be 
appropriate to have staff/committee 
member act as a Chief Steward to 
direct and work with volunteers on 
the day

// Volunteers who are recruited as 
stewards or guides should be easy 
to identify by means of colourful 
or high-visibility jackets, vests or 
sashes. These may also carry easily 
identifiable numbers which should 
be clearly visible

// �Volunteers who are under 18 years 
of age should not be recruited 
as stewards or left in an isolated 
position.

// There should be no consumption of 
alcohol or other substances while 
volunteers are on duty, nor should 
any of them leave their allocated 
posts without permission or relief

// The Chief Steward should have a 
rota in place so that no one spends 
too long a period doing the same 
repetitive job and to ensure that 
volunteers are adequately provided 
for in terms of refreshment

// �The Team/Committee must realise 
that very often the volunteers 
are the public face of the festival/
event and must be supported by 
the organisation, empowered and 
treated with respect

// �The Team/Committee should ensure 
that all volunteers know they are 
appreciated, thank them for their 
efforts after the event, give them 
recognition in post event. This will 
pay dividends in the retention of 
volunteers year after year

// Finally, where possible volunteers 
and/or team leaders should be 
invited to a de-brief as soon as 
possible after the event to evaluate 
and gain feedback from their 
experiences

RISK ASSESSMENT
HAVE YOU RECENTLY CARRIED OUT A RISK 
ASSESSMENT TO DETERMINE THE POTENTIAL 
RISKS TO WHICH MEMBERS OF THE PUBLIC, 
VOLUNTEERS AND STAFF MAY BE EXPOSED?

A Health & Safety Statement is designed 
to safeguard you and your team and 
your visitors from incident and accident. 
It will also help prove to an external 
party that you took responsible steps to 
minimise the risk of accidents.

You should avoid the error of assuming 
that there are no risks attached to the 
holding of your festival/event because 
it has been running for many years 
without a problem.

The preparation of a risk management 
document is part of the work necessary 
in preparing the Health & Safety 
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Statement. A Safety Officer should 
be appointed to complete the Risk 
Assessment and the Health and Safety 
Statement.

This can only be done by carrying out 
an honest and thorough assessment 
of the possible health and safety risks 
that may be involved in attendance at 
the festival/event. The Risk Assessment 
must be prepared as a written 
document.

One definition of risk assessment is ‘…. 
a formal review and consideration of 
potential hazards, their impacts and 
the likelihood that together they could 
cause harm, affecting the health and 
safety or welfare of people affected by 
your event’.

It is suggested that you examine each 
potential risk under the following 
headings:

// The hazard
// The risks associated with that hazard
// Controls – how will you control 

those identified risks?
// Rating – how do you rate the 

potential risk – low, medium, high or 
very high?

Hazards can be grouped under the 
following headings, but you may wish 
to add to this list to meet the needs of 
your own festival/event.

// Spectators
// �Fire
// Electrical
// Weather
// Noise
// �Litter
// Waste

You need to examine the following 
aspects of the festival/event and assess 
the risk involved to whom, when, and 
why, using the approach suggested 
above. These aspects include:

// The build-up – ‘The In’ - cars, trucks, 
vans, motor-cycles, pedestrians

// Car parking - cars, trucks, vans, 
motor-cycles, pedestrians, especially 
children

// Crowd control – how are crowds 
to be controlled, barriers, fencing 
etc. This is especially important in 
the build-up to concerts or stage 
performances, during the event and 
during the dispersal of the crowd 
afterwards

// Staff and volunteers – consequences 
of incorrect instruction given by 
a volunteer or Team/Committee 
member

// Stage safety – are there two sets of 
access stairs?

// Fire extinguishers, fire blankets, 
water hoses – where are they 
available, are they available closest 
to the possible fire outbreak 
sources?

// The disabled and those in 
wheelchairs

// Essential organisers’ traffic 
movement on site during  the 
festival/event

// Sale of alcoholic drinks on site
// Food preparation on site by mobile 

caterers
// Queues
// The break down – ‘The Bump Out’.

When looking at potential risk areas the 
‘what if’ scenario is critically important. 
For example, you must ask the question 
in the risk assessment – “what if a 
member of the public collapses in 
the middle of a crowd of 600 people; 
how do we get medical aid and an 
ambulance to that person within 
say 3 minutes? Will that ambulance 
get delayed by cars approaching the 
festival/event car park?”

Each scenario should have a thought 
out response that can be implemented 
straight away during the festival/event. 
There is no time to have a Committee 
meeting when an emergency arises to 
decide what should be done next.

The emergency procedures must 
be known to all Team/Committee 
members, volunteers and staff.  
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HEALTH & SAFETY 
STATEMENT
DO YOU HAVE A RISK MANAGEMENT 
DOCUMENT AND A HEALTH & SAFETY 
STATEMENT?

The risk assessment exercise carried out 
above will form the basis for the Health 
& Safety Statement.

Many festival and event organisers do 
not feel that this is important or feel 
that it ‘does not apply to them’. But, in 
the event of a claim or a suggestion of 
a claim, the Insurers will probably ask 
to see a copy of the Health & Safety 
Statement.

Event Organisers have a ‘duty of care’ 
to the people who are directly affected 
by or involved in the event; this means 
taking actions that would prevent any 
foreseeable risks of injury. This ‘duty 
of care’ extends to the event staff, 
volunteers, performers, contractors, the 
audience or spectators and the public 
in the surrounding areas.

This ‘duty of care’ also extends to 
catering contractors, sub- contractors 
and suppliers. It is important that the 
Event Organisers seek evidence from 
the suppliers of food, beverage and 
associated services that they are in full 
compliance with food safety regulations 
they should demonstrate that they can 
operate to the prescribed standards of 
food safety management.

A fundamental legal principle applied 
to events is that of taking all reasonable 
care to avoid acts or omissions that 
could cause injury.

EMERGENCY PROCEDURES
DO YOU HAVE DOCUMENTED EMERGENCY 
PROCEDURES IN PLACE?

The document should detail exactly 
what the emergency procedures are  
under a given set of circumstances. 
Ideally this document should be 
discussed with the emergency services 
(Police, Fire, Ambulance etc) well in 
advance of the festival/event and they 
should be given a copy. Remember that 
if the emergency services are on site or 
are called to the festival/event site, they 
may wish to take over the emergency 
procedures. The document must 
identify clearly the decision makers, 
their contact details and the chain of 
command. Your emergency procedures 
document should cover the following 
scenarios:

// Evacuation Procedure
// Fire
// Bomb Threat
// Crowd Surge or Overcrowding
// Disorder within the grounds
// Communications or Public Address 

Systems Failure.
Above all, panic in the audience must 
be avoided. Clear public address 
messages should be given at the 
appropriate time. Failure to keep the 
public informed can lead to rumours 
and eventual unnecessary panic 
among those attending. You should 
have a series of coded public address 
messages in the event of their need to 
contact a decision maker.

In the event of an incident occurring 
and emergency procedures being 
activated, it is most important that a 
report is written up within a few hours 
of the incident giving all relevant 
details, including the contact details for 
any witnesses.

INSURANCE
IS THE FESTIVAL/EVENT 
INSURANCE COVER ADEQUATE?

It is essential that you examine and 
update your insurance requirements 
on an annual basis. Do remember that 
if the numbers attending your festival/
event rise or if you increase the duration 
of the festival/event, your insurance 
company must be advised in advance. 
You should check if your Committee is 
covered against theft/loss suffered by 
stand holders at your festival/event. 

Finally, remember that if you change 
the potential risk, then your insurance 
company must be advised in writing. 
Failure to do that could invalidate 
your Insurance Policy under certain 
circumstances.

It is always better to try and work with 
your Insurance Company than try and 
hide from them until you have a claim 
or potential claim. 

LICENCES AND 
PERMISSIONS
DO YOU HAVE THE NECESSARY LICENCES AND 
PERMISSIONS IN PLACE  AND IN WRITING?

These could involve the following:

// Planning Permission especially for 
larger festivals and events

// Food and drink sales
// Entertainment e.g. fairground rides 

etc
// Outdoor/indoor event licence – in 

some cases up to 16 weeks notice 
may be required

// Performing  Rights  for  music  used  
over  a  public  address system

// Road closure permits
// Carpark facilities provided by land 

owners
// Waste disposal
// For use of photographs not owned 

by the team/committee
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COMMITTEE
Any event utilising a Rockhampton 
Regional Council facility or venue 
requires a booking form. This 
information can be found on Council’s 
website at www.rrc.qld.gov.au.

This process includes temporary events 
and private functions utilising any 
parks, gardens, road or facility owned 
by Council. 

ENVIRONMENTAL POLICY
DO YOU HAVE AN ENVIRONMENTAL POLICY?

An environmental policy will help to 
ensure that your event does not have 
a significant negative impact on the 
environment. Typical issues covered by 
an environmental policy are:

Legislative compliance - your 
commitment to comply with the 
Waste Management Act. This sets out 
legislative requirements for organisers 
of festivals / events in areas such as 
litter control, bin provision, poster 
distribution and clean-up.

Waste management - your commitment 
to minimise and manage waste. This 
could include:

// Provision of clearly signed front-of-
house recycling and composting 
bins along with regular bins

// Provision of back-of-house recycling 
facilities, cardboard collection and 
liquid waste recovery for vendors 
and production

// The recruitment of a “green-team” 
of volunteers to help keep waste 
sorted

Food and beverage packaging - your 
commitment to the reduction of plastic 
generated by the event. This can be 
achieved through:

// The use of re-usable, biodegradable 
or recyclable food service-supplies 
(e.g. plates, glasses, knives, forks and 
napkins) specified in your contracts 
with food vendors and suppliers

// The sale of multi-use water bottles, 
supplying free drinking water and 
asking vendors not to sell water in 
plastic bottles

Transport - your commitment to a 
reduction in car usage by attendees 
getting to your event. You could 
consider:

// Putting on free transfer buses from 
nearby locations

// Offering joint ticket and travel 
packages to ticketed events

// Facilitating “car-sharing” services
// Offering “green-tags” for sale so that 

attendees can offset their carbon 
usage.

Communication - your commitment to 
communicating your environmental 
objectives with all stakeholders. Having 
an event that is environmentally 
friendly helps attract both sponsors 
and attendees as well as improving 
the effectiveness of your recycling / 
composting strategy:

// Issue media releases and advertising 
about your waste minimisation 
goals

// Promote your environmental 
objectives using your website, 
official programmes, relevant 
magazines, word of mouth and 
social media

// Run a poster campaign on the 
shuttle service to the event 

// Make announcements reminding 
people to make use of the recycling 
and composting facilities 

// Have the green team educate 
and assist attendees to increase 
effectiveness
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BRIEFING OF KEY 
SERVICES & AGENCIES
DO YOU CARRY OUT BRIEFING SESSIONS FOR 
KEY SERVICES AND AGENCIES?

It is most important that you brief the 
following at an appropriate time in the 
lead up to the festival/event:

// Police
// Local Authorities
// Fire Service
// Local Hospitals and Emergency 

services
// Air/Sea Rescue
// Environmental Officer
// Area Engineers
// Community/Local Resident Groups
// Local land owners

SIGNAGE
ARE YOU CLOSING ROADS OR CARPARKS AS 
PART OF YOUR EVENT? 

A Traffic Management and Parking 
Strategy will be required to be prepared 
by an accredited traffic provider if your 
event requires temporary road or car 
park closures.

It is important to get in contact with 
the accredited traffic provider as 
soon as possible to discuss signage 
requirements for these closures. 

DO YOU HAVE INTERNAL SIGNAGE FOR YOUR 
FESTIVAL/EVENT SITE?

This can contribute in a positive way 
to the perceived friendliness of the 
festival/event. It must be possible 
for all attendees to find their way 
easily around the site, by following a 
coordinated signage system. These 
signs can be prepared cheaply on  
corflute which is a material that looks 
like a plastic form of cardboard. You 
need to consider signage for the 
following facilities within your festival/
event public areas:

// Exits from car parks to main festival/
event areas

// Return route to all car parks
// Mobility impaired facilities including 

parking
// Admission ticket booths
// Information booth
// Organisers office
// Lost children and first aid
// Toilets
// Food and beverage outlets
// Drinking water points
// ATMs if available on site
// Meeting point
// Main areas where concerts/

entertainments/shows take place
// Bins and composting/recycling 

facilities. 
//  Handling Queues

DO YOU HAVE AN EFFECTIVE QUEUE 
MANAGEMENT STRATEGY?

It is important that you give careful 
thought to how queues will be 
managed on site during the festival/
event. There could be queues for:

// Admission tickets
// Car parking
// Food & beverage
// Access to specific displays
// Exit from car park

Long queues for car parking or 
admission tickets can encourage 
negative opinion of the festival/event 
in advance of visitors entering the site/
venue. There are possible solutions. 
One is to place clearly visible markers 
or signs at strategic points indicating 
the approximate time to the top of the 
queue. All visitors should have sight 
of one of these markers regardless of 
where they are in the queuing system. 
This is a simple idea, but it works. 

If long queues are anticipated signage 
should be available that indicates the 
route to the nearest toilet facilities.
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VIPS AND SPONSORS
DO YOU PROVIDE FOR VIPS AND SPONSORS 
DURING THE FESTIVAL/EVENT?

VIPs are usually invited to the opening 
of a festival/event and it is preferable 
their partners are also invited. Because 
they are your invited guests they must 
be treated with respect and given the 
recognition that their office or standing 
deserves.

Dedicated car parking beside the 
entrance to the festival/event arena is 
recommended for VIPs and Sponsors.

It is recommended that you appoint a 
‘minder’ for each VIP or a small group 
of VIPs. The responsibility of this person 
will be to look after the needs of the 
VIPs, including:

// Meet on arrival at car park
// Provide copy of festival programme
// Escort them to the Reception
// Introduce to festival/event Chairman 

and to other VIPs
// Get them drinks and refreshments
// Escort them to the official opening
// Show them to their priority seats
// If any VIPs are expected to speak at 

the official opening then the minder 
should be aware of that. The minder 
should brief each VIP on the order of 
speakers and from where they will 
be speaking

// Escort to car at end of function

Sponsors should be facilitated in a 
similar way, keeping in mind that they 
are providing finance or benefit in kind 
for your festival/event. They would 
normally have priority seating over 
and above most other VIPs, and they 
must be greeted by the festival/event 
Chairman on arrival and departure. 
Be aware of the publicity needs of 
sponsors and do not forget to have 
them included in appropriate press 
photographs.

If possible arrange for sponsors to go 
back stage to meet the artists.

OFFICIAL OPENING
DO YOU HAVE AN OFFICIAL OPENING 
FUNCTION?

The style of the official opening will 
set up expectations, good or bad, in 
the minds of all attendees. Your stage 
for the official opening must create 
an instant ‘wow factor’, achieved by 
layout, decoration and professional 
presentation by the Master of 
Ceremonies (MC) and speakers.

The following are key aspects of stage 
layout:

// Safety issues must be foremost in 
your mind

// All seats should have name cards 
for all VIPs, sponsors and others 
who will be on stage for the official 
opening

// Access to the stage should be by 
way of a well constructed stairway 
with handrail and non-slip steps

// Power and lighting requirements in 
place and tested

// Public address system to be in place 
and tested before all attendees 
arrive for the official opening

// Proper podium with adjustable 
microphone

// The stage floor should have a 
suitable covering

// Skirting to be provided to the front 
of the stage

// Banner for main sponsors neatly 
displayed if that is part of the 
sponsor agreement with the 
festival/event

// A second set of stairs should be 
provided off the rear of the stage for 
emergency purposes

// It  is  strongly  recommended  that  
you  appoint  a  ‘Stage Manager’ who 
will control all aspects of the stage 
party

// The Stage Manager will escort 
everyone to their seats, and signal 
the MC when the opening can begin

// The MC is responsible for calling all 
speakers in correct order, and briefly 
thanking them after their address

// Sponsors must be recognised by 
name/Company in the Chairman’s 
speech

// Limit all speeches and the official 
opening to a total of 30 minutes 
maximum. Boredom will set in after 
that

DO YOU HAVE AN OFFICIAL ‘OPENER’ FOR 
YOUR FESTIVAL/EVENT?

The obvious person may not be the 
most appropriate. You have to ask 
yourself some serious questions on this 
issue.

In trying to decide who to invite to 
open your festival/event consider the 
following types of personality:

// Political
// Social
// Entertainment
// Tourism
// Business
// Overseas personality

A political opener may give you the 
opportunity to play local politics for 
the future good of the festival/event. 
A social figure may attract good local 
and regional media coverage for your 
festival/event, as will a figure from the 
entertainment world. If you are trying 
to grow your festival/event in terms of 
overseas visitors then a tourism figure 
may be most appropriate. A business 
personality may be chosen because 
of sponsorship connections or local 
agendas to be facilitated.

You must consider:
// The official opener’s expectations
// Your expectations of them
// Appoint an experienced ‘minder’
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THERE ARE MANY 
DEFINITIONS OF WHAT 
MARKETING IS ABOUT.  
A GOOD BASIC DEFINITION 
IS THAT MARKETING 
IS ABOUT “MEETING 
CUSTOMER EXPECTATIONS 
AT A PROFIT”. KEY WORDS 
HERE ARE “EXPECTATIONS” 
AND “PROFIT”. 
It is possible for your Team/Committee to make a profit 
but still fail to meet the expectations of your customers or 
visitors. The result is unhappy visitors who may not return 
to your festival/event next year. A festival/event which is 
initially profitable, therefore, can not necessarily be deemed a 
successful one.

The importance of effectively marketing your festival/event 
should not be underestimated. Without successful marketing, 
you cannot expect to attract to your festival/event sufficient 
numbers of visitors to ensure that you reach the financial 
targets which your Team/Committee should have set for 
themselves.

It is therefore essential that your festival/event has a 
Marketing Plan. Do remember that regardless of the size of 
your festival/event, such a plan is indispensable.
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THE MARKETING PLAN
DO YOU HAVE A MARKETING PLAN?

It is absolutely essential that you have 
a basic Marketing Plan for your festival/
event. Drafting this for the first time 
will take some thought. After that the 
annual updating of the Marketing Plan 
for the following year will be much 
easier.

There are four variables that are used in 
a Marketing Plan as follows:

// Product – the festival/event and 
everything that is part of it, such as 
the location, the people involved, 
and the overall visitor experience

// Price – what you charge for  car 
parking, admissions, programmes, 
on-site food and beverage

// Promotion – the actions that you 
take to attract visitors to your 
festival/event

// Place – how do potential visitors 
get information about your festival/
event. The Tourist Information 
Office, brochure or Internet.

The aim of the marketing mix of the 
“Four Ps” as it is known is to drive 
visitors to attend your festival/event. 
Each of these variables can be changed. 
You can increase the price of admission 
tickets or change the product by 
extending the festival/event by one 
extra day. You can change the way 
that you promote the festival/event by 
taking advertising on local radio. Finally 
you can change the ‘place’ by deciding 
to mail literature to people who 
attended the festival/event in previous 
year(s).

Making any of the changes outlined 
above will have consequences for 
the festival/event and the potential 
outcome to these changes must be 
considered carefully, before making the 
change.
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MARKET ANALYSIS
DO YOU HAVE A PROFILE OF THE EXISTING 
VISITORS TO THE FESTIVAL/EVENT?

It is very important that you have some 
information on the types of visitors 
that are attending your festival/event. 
Successful marketing flows from a 
complete understanding of your visitors 
– who they are, where they live and 
the leisure needs they seek to satisfy. 
The post event evaluation techniques 
suggested later in this Guide will 
provide you with solutions on how to 
undertake market research.

The following is some of the data that 
you should try and get about your 
visitors:

// Age
// Group size
// Group make-up: – families, couples, 

visitors on their own
// Where do they come from?
// How often have they visited the 

festival/event?
// How much do they spend at the 

festival/event?

WORKING ASSUMPTIONS
DO ASSUMPTIONS UNDERPIN THE 
MARKETING OF THE FESTIVAL/EVENT?

The Marketing Plan for your festival/
event must be based on certain well 
thought out assumptions, examples 
include:

// That all sponsors will between them 
contribute not less than $12,500

// That an event grant will be available 
next year

// That the local hotel will co-operate 
with the festival/event in a joint 
advertising campaign on radio

// That the festival/event will secure a 
media partner. 

Obviously changes will have to be 
made in the Marketing Plan if any 
of these assumptions or other ones 
that may apply to your festival/event, 
change for the better or worse.

Assumptions by definition will not 
always be correct, but they provide a 
working basis for advance planning of a 

festival/event. 

MARKETING STRATEGY
DO YOU HAVE A MARKETING STRATEGY?

We have looked at the need for:

// A Marketing Plan
// The profile of existing visitors
// Situational analysis
// Working assumptions

Now you need to consider the 
marketing strategy. The marketing 
strategy will involve consideration of 
the following issues:

// Positioning of the festival/event. 
This might involve the promotion of 
the event as the “must attend” event 
for 2016

// Key target markets – for example 
local families with an income range 
of less than $31,200 to median 
income range of $74,742 per family 
per year.

// Pricing policy – here you must 
decide what you will charge as entry 
fees

// The festival mission statement – this 
was considered in the Festival and 
Event Management section of this 
guide

OBJECTIVES
HAVE YOU SET MARKETING OBJECTIVES?

It is important to set marketing 
objectives. Generally the marketing 
objectives will be a sub set of the 
objectives in your event’s strategic 
business plan.

FESTIVAL/EVENT LOGO
DOES YOUR FESTIVAL/EVENT HAVE A LOGO?

A logo is part of the branding of a 
festival/event, and the following are 
some points to keep in mind if you are 
developing a logo:

// The logo must be right from day 
one. It is difficult and undesirable to 
have to change it a year or so after 
starting to use it

// The logo should express something 
visually  about  your festival/
event. It must mean something to 
people who have no connection 
with the Team/Committee or the 
organisation of the Festival/event

// It should be capable of reproduction 
on different materials - print, 
T-Shirts, caps, banners etc

// You should use it on all your 
literature, advertising, banners, 
posters, back-drops, letter heads, 
compliments slips, web site and 
sales items that may be produced by 
your Team/Committee

33



MARKETING & PUBLIC 
RELATIONS MEDIA PLAN
DO YOU HAVE A MEDIA PLAN?

A Media Plan is a plan showing 
all purchased advertising and 
demonstrates graphically the 
distribution of the media over time. 
The plan gives ‘at-a-glance’ information 
on the place, size, cost, type and 
concentration of advertising and 
marketing activities for your event.

A Marketing and Media Plan Template 
is available to help you through this 
process. 

DO YOU HAVE A MEDIA KIT PRE-PREPARED 
FOR YOUR EVENT? 

A media kit is a pre-packaged set of 
promotional materials that relate to 
your event that is readily available 
for media to access. This is a key 
promotional tool that will assist 
the media in promoting your event 
effectively. A media kit should include 
the following things: 

// Basic Information on the event; who, 
what, when, where, why

// Event description / Program of 
Events

// Objectives / Facts/ Figures
// Profiles of special guests, artists or 

band – plus images
// Images for media to use. All images 

should be 1mb or over. Contact 
Details

// Your media kit should be available 
for download from your website at 
any time. 

ADVERTISING
DO YOU PROMOTE THE FESTIVAL/EVENT 
THROUGH PAID ADVERTISING?

You need to consider if advertising 
should be placed directly by the Team/
Committee or whether an advertising 
agency may be a more productive use 
of your time and resources. Possible 
advertising opportunities for your 
festival/event include the following:

// Radio – national
// Radio – local
// Television
// National Newspapers
// Regional/local newspapers

It is most important that all 
advertisements give a crystal clear 
message, and this is especially 
important with radio or TV advertising, 
where the listener cannot go over the 
advertisement again to check details. 
The key information is covered by:

// What is it?
// Where is it on?
// When is it on?
// Cost indications may also be 

relevant  

PRINT PRODUCTION
DO YOU PRINT A FESTIVAL/EVENT 
BROCHURE?

Most festivals and events print literature 
of some kind. There is a likely need for 
two print pieces; one general advance 
brochure or leaflet and a more detailed 
brochure with the programme that is 
available perhaps two weeks in advance 
of the festival/event. The following 
points are of key importance:

// The brochure or leaflet must be 
written with the needs of the 
potential festival/event visitor 
in mind. Therefore it may not 
necessarily be the kind of brochure 
that all Team/Committee members 
will like.

// The brochure or leaflet must answer 
the following questions:-

	 / What is the festival/event? 
	 / Where is it taking place? 
	 / When is it taking place? 
	 / Why is it taking place? 
	 / What will it cost me?

// The following are some other 
questions that the potential visitor 
may expect to see answered in the 
brochure:

	 / Where is car parking?
	 / �Is the site child/mobility 

impaired friendly?
	 / Are there catering facilities? 
	 / �What about wet weather 

facilities?
// Decide the print run carefully. How 

are you going to distribute the 
brochures? Tourist Information 
Offices will not necessarily take 
thousands of copies, and the 
Tourism Ireland overseas offices will 
probably only take a few copies for 
file purposes.

// When should brochure distribution 
start? This is a critical issue and one 
that your Team/Committee should 
consider seriously. Quite often a 
Team/Committee may issue two 
brochures for their festival/event. 
The advance brochure will usually 
outline programme details and 
is designed to generate advance 
interest in the festival/event. This 
brochure should be distributed 4 
to 6 weeks in advance. The more 
detailed brochure with programme 
details should issue not more than 
two weeks in advance. You may be 
circulating this brochure through 
Tourist Information Offices and 
accommodation premises within a 
30 kilometre radius of your venue.

// If you are promoting your festival/
event in overseas markets then 
the distribution of the advance 
brochure to appropriate Tour 
Operators must take place some 
months in advance.

// It is recommended you get three 
quotations for all brochures and 
leaflets.
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// Remember that the brochure 
or leaflet will be all that many 
recipients will have to decide 
whether to attend your festival/
event or not. The brochure must be 
exciting, inviting, clear and must 
contain all the relevant information.

// Good design therefore is absolutely 
essential and it is worth paying a 
professional designer.

// Do you own the copyright of all 
photographs to be used in the 
brochure or have you purchased 
reproduction rights foryour 
festival/event literature? Have you 
requested permission from the 
people featured in the photographs 
in your literature?

// Brochure covers must be designed 
in such a way that they invite 
the recipient to open it. A poorly 
designed, dull cover with bad 
photographs may end up in the 
rubbish bin and do nothing for 
your festival/event. The event title, 
location, county and dates must 
appear clearly on the front cover. 

DISTRIBUTION OF EVENT 
LITERATURE
DO YOU CIRCULATE FESTIVAL/EVENT 
BROCHURES?

Generally the following should receive 
appropriate supplies of your festival/
event brochure or leaflet:

// Registered/approved 
accommodation within a 30km 
radius

// Tourist Information Offices/Centres
// Sponsors
// Media contacts
// Airports
// Local libraries
// Chamber of Commerce

35



DIRECT MAIL
DO YOU RUN A DIRECT MAIL CAMPAIGN?

Some direct mail campaigns can be 
successful, but there are a number of 
key issues as follows:

// The quality of the list of names and 
addresses that you have available. 
Are some of these old and liable to 
be out of date? If the list is taken 
from some of your festival/event 
attendees of three years ago, then 
many of them may not be correct – 
some people may be deceased and 
others may have moved house or 
gave incomplete addresses in the 
first place.

// The quality of the literature that 
you send out in the campaign is 
extremely important. The literature 
that you normally use to promote 
your festival/event may be quite 
unsuitable for this purpose. It is 
likely to be regarded as just more 
‘junk mail’ unless you can make the 
leaflet really attractive visually and 
tempt people to read it.

// You can purchase lists of names and 
addresses but you will probably find 
that these are unsuitable as targets 
for your festival/event

// Consider carefully the cost of a 
direct mail campaign in the context 
of the likely return

// Do remember that a 5% - 7% 
positive return may be high

WEBSITE
DOES YOUR FESTIVAL/EVENT 
HAVE A WEBSITE?

A good website is becoming an 
essential marketing and promotional 
tool for many festivals and events – yes, 
even the smaller ones too! Before you 
brief a website designer for a new site 
or site upgrade there are two key issues 
that you should consider:

// What are you trying to achieve with 
your website?

// Who are your target users?

Here are some important points in 
regard to website design:

// Keep it simple
// A site of 4/5 pages is probably 

adequate for your needs
// Use plenty of white space on each 

page (this makes the information 
much easier to read)

// Avoid clutter, flying banners, 
flashing boxes

// Have a straightforward navigation 
system from page to page

// The main menus should ideally be 
visible on every page; this makes the 
navigation quite easy for the user

// Remember that in about 15 seconds 
a visitor to your site for the first time 
will decide whether to stay with 
your site, or move to another one

// Provide the contacts for your 
Festival/event on the first or Home 
Page

// Have a look at this web site – www.
vivid.com.au  as a good example of 
web site design

// Ensure that your web site is updated 
before you roll out your marketing 
campaign

The design of your site is just the 
beginning. The site must be registered 
with various search engines, if other 
web users are to be able to find your 
festival/event site. Your website 
designers will usually be able to arrange 
this registration. It is important that you 
check on a regular basis that the search 
engines where you are registered can 
still find your site. This is easy – just put 
the name of your festival/event into 
each search engine and see if it finds 
you.

Another way to improve your listing 
with search engines is to get your 
website listed on other sites. There are 
many websites which will publish a 
description of your festival/event and 
include your contact details and web 
address.

Here is another really important point. 
You must update your site on a regular 
basis, perhaps a few times each month. 
You should develop the skills to do this 
yourself rather than depending on third 
parties and their associated ongoing 
fees.
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DO YOU PROMOTE YOUR 
FESTIVAL/EVENT WEBSITE?

There is little point in having a web site 
it if it is not actively promoted. Here are 
some ideas:

// The website address should feature 
on all festival/event literature in a 
prominent place

// Consider producing web cards, 
about the size of a business card.

It may be possible to have your festival/
event linked to a number of different 
event calendars within the region. This 
is a great way to get cross promotion. 
Event calendars to consider are:

// Rockhampton Regional Council’s 
Event Calendar – www.rrc.qld.gov.au 

// The Morning Bulletin Event Calendar 
-  http://www.themorningbulletin.
com.au/things-to-do 

// Capricorn Enterprise Event Calendar 
- http://www.capricornholidays.
com.au/events 

// My Community Connect 
Event Calendar - http://www.
mycommunityconnect.com.au

// My Rockhampton Event Calendar – 
email regionalpromotions@rrc.qld.
gov.au  

AUSTRALIAN TOURISM 
DATA WAREHOUSE 
(ATDW) 
Opportunities exists for event 
organisers to have events listed on the 
Australian Tourism Data Warehouse 
free of charge. The ATDW is a database 
of Australian Tourism product held 
in common format ready made for 
distribution via websites such as:

// Tourism Australia – www.australia.
com

// Tourism and Events Queensland –  
www.queenslandholidays.com.au

// The 13 regional tourism 
organisation websites available on 
the TEQ website – www.tq.com.au. 
(This is Capricorn Enterprise 
/ Capricorn Holidays for the 
Rockhampton Region)

Listing is free and up to four images 
can be included. Tourism Queensland 
uses events on ATDW to populate their 
events calendar and for any media 
promotion.

Event organisers can provide event 
information to ATDW using the online 
link at www.adtw.com.au. 

CONSUMER/TRADE 
PROMOTIONS
DO YOU ATTEND CONSUMER & TRADE 
PROMOTIONS?

These promotions take place in 
Queensland, Australia and in key 
overseas markets and many of these are 
attended by Advance Rockhampton. 

However, overseas promotions are not 
normally recommended for small and 
medium scale festivals and events. 
Participation costs can be high for a 
smaller festival/event and the direct 
returns may well be limited. You may be 
able to enter into an arrangement with 
Advance Rockhampton to carry some 
of your literature at such promotions.

VISITOR AND GUIDE 
BOOKS
DO YOU SEEK INCLUSION IN GUIDE BOOKS 
AND VISITOR GUIDES?

If you have a well established annual 
festival/event you should submit 
the details to the many travel and 
visitor guides that are available. It will 
probably cost nothing but you need to 
get your details to them well in advance 
due to publication times.  Destination 
and marketing organisations do not 
have a crystal ball to know your plans – 
it is your responsibility to notify them of 
your plans so they can provide support 
where possible.  

MARKETING 
PARTNERSHIPS
HAVE YOU CONSIDERED A MARKETING 
PARTNERSHIP?

It may be possible to develop a 
marketing partnership with a local 
hotel or guesthouse that is advertising 
on radio for weekend breaks at the 
time of your festival. Perhaps they 
will agree to add a line at the end of 
their advertisement ‘……and visit the 
great Rockhampton River Festival next 
weekend’.

 PRESS RELEASES
DO YOU ISSUE PRESS RELEASES?

Press Releases are the usual method of 
communicating details to the media 
either nationally or regionally. You 
should approach the print, radio and 
TV media in your area in advance of the 
festival/event if you feel that you have 
a story of regional or national interest. 
The following points are important:

// Press Releases should be just one 
page

// The main information should be 
contained in the first paragraph

// Release date and time should be 
detailed at the start of the Press 
Release

// Press Releases should end with the 
contacts details for the person who 
can provide further details

// Ensure that you have the correct 
media contact: name, title and email 

address  

MEDIA COVERAGE
DO YOU KEEP A RECORD OF MEDIA 
COVERAGE RECEIVED?

It is important to keep copies of all 
media coverage received for record 
purposes. It may be a requirement of 
grant agencies to produce a copy of 
your media coverage.
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IMAGE GALLERY
DO YOU MAINTAIN AN IMAGE GALLERY?

You should maintain a library of images 
from previous festivals available for 
media use. Remember that if these 
images contain recognisable people 
you should have their permission to 
include them in those photographs. 
Also it is essential that you have written 
permission to reproduce all other 
images in your library.  Make it easy for 
media to cover your event – give them 
easy access to an online gallery using a 
file share program.  This saves everyone 
time. It is important to make sure your 
images are high res, with a file size of at 
least 1mb or over. This will allow media 
and designers to utilise these images 
across different mediums. 

FESTIVAL/EVENT LINKS
HAS YOUR TEAM/COMMITTEE TRIED TO 
DEVELOP LINKS WITH OTHER FESTIVALS 
OR EVENTS?

The development of links with other 
festivals/events can sometimes 
be a useful way of extending your 
promotional activity.

THE ISSUE OF INNOVATION
If festivals and events do not change 
and grow they may well stagnate and 
die. It is therefore important that you 
have innovation in mind constantly. The 
introduction of new ideas and concepts 
to the festival/event will keep it fresh 
and appealing to potential visitors. You 
must avoid the problem of ‘we were 
there last year and it never changes and 
we will not go again this year’.

ALL THE BEST FOR A SUCCESSFUL EVENT!
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