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IBTF SPORT HOSTING BID PROCESS 

WRITING A BID PROPOSAL TO A POTENTIAL HOST CITY:  
 

HOST FEDERATION SITE SELECTION:  

Support for bidding and event sponsorship may come in the form of one or more of the 

following:  

Direct grants and subsidies that come from convention & visitors’ bureaus, tourism offices, 

government agencies, or hotel sponsorship 

STAKEHOLDER SUPPORT  
 

 
Description of the Event 
 

It is important to provide an overview of what the event is about. Some events need very little 
explaining because they are commonplace. However, it is unwise to rely on the title of the event 
alone to explain its purpose. In providing an overview, it may be important to describe the main 
participant target group(s), the main goals to be achieved in running the event and, if the event is 
somewhat unusual (as baton twirling is uncommon to many), one or two sentences that provide 
the reader with mental picture of what the event will be. A fuller description of the event program 
is dealt with separately. 
 

This is where you will describe the relationships you have with all your bid partners including 

sport organizations (state, provincial, local, national), government agencies (local, state, 

regional, provincial, federal), corporate sector, media, local tourism offices, etc.  

Here is where you would include letters of support from community and/or political leaders or 

indication of financial commitment from partners/sponsors. 

What are the economic benefits to locals and other stakeholders? Is your event economically 

viable?  Provide as much as you can regarding the economic statistics that would benefit a 

community in hosting your event.   

Check with your tourism office for assistance. Your local tourism office has a wealth of statistics 

and experience that can help save time and strengthen your proposal.  

Make sure you have a clearly defined vision – one that the community can identify with. 

Applications for financial support must normally be submitted at least one year in advance (and 

more time is certainly better).     
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General Guidelines of who qualifies for funding assistance:  

1. the applicant/sponsoring organization must be incorporated as a not-for-profit entity 

usually.  

2. affiliated with a national or provincial entity.  

3. the event will attract spectators and/or participants from outside the area.  

4. in assessing the information, the level of support will be weighted by the magnitude of 

the event, including the following:  

a. the number of spectators/participants  

b. the scope of the competition (ie: a higher level of support will be considered for 

national/international events than for local or regional events.  

c. the duration of the event 

d. does it contribute to the economic/social well-being of the community?  

5. Know more about your event than anybody else.   Make sure to provide background, 

history and vision of the event. Read your application form and/or bid guidelines and 

make sure you follow timelines.  

6. Know the selection criteria for the event and address them in your bid document. 

Providing reference documents from previous events is helpful.  

7. Develop a realistic and detailed budget with revenue and expenses. Be mindful that you 

should prepare a budget for the bid phase as well as the event itself. 

8. Your bid should leave no question unanswered in the minds of the decision makers who 

are tasked with making a choice about awarding you any type of funding to support your 

quest in hosting an event.  
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WRITING AN EVENT PROPOSAL TO IBTF 

The information that event proposals should convey includes but is not limited to the following: 

• Experience of the Event Bidder 

• Venue and facilities offered 

• Transportation and Logistics  

• The proposed dates and event program 

• The proposed event budget 

Experience of the Event Bidder 

The organization bidding for the event should present its experience and capability. It is crucial that IBTF 

firmly believes the bidding organization will be able to put on a good competition. The proposal should 

contain succinct information about the event management experience of the proposed event team. 

If experience in staging events is limited then it is useful to mention any managerial, project management 

or co-ordination experience in any other field. Qualifications of persons in the event management team may 

also prove useful to mention. 

The proposal should also describe any training that will be given to event volunteers. 

Venue and Facilities offered 

The reader of the proposal will want to know whether the venue is suitable for the event. The proposal 

should outline all facilities available at the venue, everything from toilets to car-parking. For indoor events, 

the type of surface, lighting, air-conditioning, seating, electronic equipment should be well described. The 

number of change rooms and their condition for teams/participants is always important. It is often worthwhile 

to include a map or floor diagram. Photographs of key features of the venue may assist. Information should 

also be included about available practice venues in the area.  

There needs to be a detailed description of what would be attractive to event goers and how the venue will 

fully cater for the needs of the event, including athletes, officials and spectators. 

Don't forget to include information about public transport to the venue, and car parking for those who arrive 

by car. 

If the venue has staged similar events in the past, you should make mention of this. 

In addition, your bid should leave no question unanswered in the minds of the decision makers in IBTF 

who are tasked with making a choice about what federation will be selected to host the event. 

 

 



4 | P a g e           I B T F  S p o r t  H o s t i n g  B i d  P r o c e s s -  D e c e m b e r  2 0 1 9   
 

The Event Program 

The host organization has little or no say in setting the competition program when the schedule and date, 

or dates have been set by the sport governing body. 

However, at the initial stage of bidding, the event proposal may suggest a competition program in terms of 

the number of days. It is important for decision makers to know how many hours a day the venue is 

available. 

It is worthwhile to consider that the program should also include ceremonial events with visiting dignitaries 

who may make speeches or present awards.   

The Proposed Event Budget 

The organization bidding for the event should draft a proposed budget of probable income and expenditure. 

It is important that such a budget is realistic and therefore some care and consideration should be given to 

suggesting sponsors that have not yet formalized any sponsorship agreement. 

The proposed event budget should not show a loss when all projected income and expenditure has been 

taken into account. If the budget predicts a loss there will be major concerns in the minds of those who 

assess the event bid proposal. 

The organization that wins the bid will be entitled to an amount of funding from the IBTF to alleviate costs.  

The funding comes in the form of a rebate less bank/administrative expenses from the entry fees. (See 

Page 12 for Rebate info)  However, there is also an expectancy that the organization will have the 

opportunity to make money through the ticket sales and merchandising. These forms of income should be 

reflected in the budget in the event proposal. 

The Event Budget 

Predicting the financial outcome of an event 

The event budget is a projection (forecast) of the income and expenditure that the event will incur based 

on plans made and information gathered. 

The preparation of a budget is an essential part of event management. It is fundamentally important that 

Event Directors are able to predict with reasonable accuracy whether the event will result in a profit, a loss 

or will break-even. This is achieved by identifying and costing all probable expenditures and by totaling all 

expected revenues (income). By comparing expenditures and revenues, it then becomes possible to 

forecast the financial outcome of the event. 

The prediction of financial outcomes of the event need to take place very early in the planning stages. There 

is no use on setting dates, booking venues, preparing plans until there has been some attempt to determine 

whether the event is financially viable. 

http://www.leoisaac.com/evt/top093.htm
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Importance of financial control of an event 

Once the Event Budget has been constructed, the Event Director has a means to exercise control of the 

event finances. Many organizations have run into severe financial difficulty and even bankruptcy as a result 

of staging events. The budget therefore enables the Event Director to make sound financial decisions about 

the choice of venue, and expenditure on a whole range of things including promotion, equipment and 

staffing. The process of budgeting also enables the Event Director to calculate how much revenue is 

needed to stage the event in accordance with the planned level of expenditure. 

Continual adjustment of the event budget 

The preparation of an event budget is one of the earliest tasks to be undertaken in the event management 

process. However, it should be expected that there will be numerous adjustments and refinements to the 

budget throughout the whole project life-cycle. It is not possible to know every cost from the start, nor is it 

possible to know whether efforts to secure sponsorship and government funding will be successful.  

Basic event budgeting rules 

Although the budget takes time to develop, there are some basic rules that should be followed from the 

outset: 

• Budget to avoid making a loss 
 
If an event looks likely to make a loss, it calls into question whether the event should go ahead 
according to the existing plan. If it is not too late, plans should be changed so that the event will at 
least break-even. 
 

• Be realistic about event incomes 
 
Far too often, event plans are far too optimistic about the amount of sponsorship to be gained, or 
the number of people who will attend as spectators or participants. Over optimistic predictions are 
often a cause for financial loss as a result of staging an event. 
 

• Have a contingency plan 
 
In thinking through what could possibly go wrong with an event, it is a good idea to determine what 
must be done if something does go wrong. For example, what happens if the sponsorship pulls out, 
or there is very bad attendance? 
 

 

  

  

http://www.leoisaac.com/evt/top086.htm
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Typical event expenditure 
 

Travel and 

Accommodation 

Costs associated with officials needed to run the event may have to be borne by the 

event organizers. Event participants will be responsible for their own travel and 

accommodation costs.  

Medals, 

Trophies, 

Awards 

The cost of medals, trophies and other awards are the responsibility of the host 

federation.  This includes the following:  

• Gold, Silver, and Bronze medallions for the medalists of the World Baton 

Twirling Championship  

• Gold, Silver and Bronze medallions for the medalists of the World Freestyle 

Championship and the 4th-6th place awards for freestyle, pair and team, plus 

the country placement awards 1st-6th place     

To ensure suitability, the Host Country will prepare a design and submit that to the IBTF 

Managing Committee for approval by January 31 of the year of the competition.   

Printing and 

Photocopying 

Event program, posters, fliers and other promotional documents will need to be 

printed - especially where quality and color is required.  There is also always a lot of 

photocopying in tabulation at the event.  

Medical Fees Events require persons with at least First Aid training to be in attendance. Larger 

events (this document is only for larger events, so we should state exactly what is 

required) may also warrant the employment of a doctor and physiotherapists and 

athletic trainers. 

Venue Rental A critically important aspect of the budget. Information about the exact cost of the 

venue needs to be obtained as early as possible. Beware that there may be hidden 

costs to consider, such as staging and labor costs, security and supervision costs, 

and air-conditioning and lighting costs. 

Insurance Additional insurance must be taken out to cover risks of injury and/or financial losses 

associated with events. 

Equipment Hire Includes equipment directly used by participants in the event and also any equipment 

used by the event management staff including sound systems, computers, mobile 

phones, two way radios, etc. 

Promotion Expenditure on promotion may be considerable where a significant proportion of the 

event revenue is likely to be earned through spectators. Promotion covers items such 

as advertising, give-aways, costs associated with promotional events and sponsors' 

signage. 

Transport Includes costs of transporting equipment and possible hire of buses. 

Volunteers Event volunteers will likely need training and some costs may be incurred in this 

regard. Other volunteer costs might include food and clothing. 

 Office Expenses Office expenses include cost of internet, photocopiers, computers, printers, 

postage, and office rent that cannot be directly costed to the event. An estimate 

has to be made of what proportion of these costs are charged to the event as 

indirect costs. 

http://www.leoisaac.com/evt/top092.htm
http://www.leoisaac.com/evt/top092.htm
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Selecting the Venue 

 

STEP 1 STEP 2 STEP 3 STEP 4 STEP 5 STEP 6 STEP 7 
Analyze the 

event’s 
requirements 
for a venue 

Investigate 
possible 

venues for the 
event 

Make site 
visits to 
possible 
venues 

Agree on 
price and 

terms 

Win the 
Bid! 

Make a booking 
and confirm 

Make further 
site visits 

 
Step 1: Analyze the event's requirements for a venue 
It is necessary to ask many questions about what sort of venue is needed. Here are just a few of the 
questions that should be considered. 

• What audience capacity does the event require? 

• How long do we need the venue for, including setup and takedown? 

• Is it necessary to select a venue with good public transport access? 

 
Step 2: Investigate possible venues 
 
Step 3: Make site visits 
Once some possible venues have been identified, it is important to make a site visit. 
Venue staff are usually only too pleased to show prospective customer's around. The purpose a site visit 
is to determine the suitability of the venue. The table below identifies and explains five facets of suitability. 
 

Venue suitability 

Dimensions • Area must be appropriate to cater for the event i.e. abide by rules of our sport.  

• Ceiling height must be sufficient. 

Environment • The venue needs to be appealing to all participants. The venue should appear to 

be well maintained and clean. 

• Consideration needs to be given to lighting and air temperature control. Seating 

needs to be comfortable and in good view of the performance area. Places to 

relax away from the performance area also a beneficial feature. 

Facilities • Sufficient changing areas 

• Concessions and food serving areas 

• Offices or meeting rooms for Media and the Event Staff 

• Telecommunication facilities – Internet and livestreaming capabilities  

• Public address system is available (or rented) 

Position • Can be accessed by public transport 

• Sufficient accommodation at a variety of price points within reasonable distance 

• Shops in close proximity (if at all possible) 

Cost • The cost of the venue need to be within the realistic limitations of the event 

budget. 

http://www.leoisaac.com/evt/top096.htm
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Equipment has been left out of the above list. Organizations booking venues can be reasonably expected 

to supply and transport to the venue the equipment that their event needs.  

Step 4: Agree on price and terms 

Once you have identified some possibly suitable venues, your next step is to enter into negotiations with 

venue managers to get the best possible deal that you can. Although venue managers will have standard 

prices you should not think there is no chance of bargaining the price down, or alternatively, bargaining for 

extra services.   This is where working through a city’s tourism bureau or sports commission to help secure 

the most reasonable cost is very valuable.  

If it proves to be difficult to get a reduced hourly rate, you may be able to get some free time, or use of an 

additional part of the facility free, or obtain access to sound equipment at no cost, or even get some 

additional personnel at a reduced price e.g. security. 

Step 5: Win the Bid!  

Step 6: Make a booking and confirm 

When you have won the bid, it is time to finalize the booking contract with the venue.  Although the venue 

may take a booking over the phone, it is likely that you will be sent within a few days a contract that states: 

• Facilities booked 

• Dates and times booked 

• Payments required e.g. deposit and final payments 

• Other contractual obligations e.g. cleaning 

• Your contact details 

After you have signed and returned the contract together with a deposit, you should never assume that 

your booking is safe and forget about it until the last week before the event. It is well worth your while to 

keep lines of communication open with the venue manager and to keep checking that your booking is safe 

(i.e. does not get double booked). 

Step 7: Make further site visits 

The purpose of making further site visits is to assure yourself that nothing has changed, or at least that any 

changes that do occur will not affect your event. Changes that could occur include lighting, fixtures added 

like giant score boards in the center of the floor, equipment and decor. 

Further site visits are useful also to plan your event e.g. shipping in equipment. 
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Structure of an event management team 

The work involved in planning, organizing and conducting a major event can be sufficiently great to require 

the recruitment of a large team of people. Members of the team may be involved on a full-time, part-

time, contractor, casual and voluntary basis. At the head of the team is the Event Director whose job it is to 

keep everyone working together for a considerable period of time. 

Organization Chart 

The organization chart below indicates the magnitude and diversity of the team needed to run a major 

sporting event. such as an IBTF Competition. 

Here are key positions in the organization chart.   

Event Director (CEO) 

Project 
Coordinator 

Event 
Facilitator 

Volunteer 
Coordinator 

Equipment 
Coordinator 

Photo & 
Video  

Coordinator 

Public 
Relations 

Coordinator 

Hospitality 
Coordinator 

Marketing & 
Merchandising 

Coordinator 

Country 
Host 

Coordinator 

Practice 
Facility 

Coordinator 

Entries & 
Registration 

Venue 
Bookings 

Recruitment 
of Work 
Force 

Signage Photo Media 
Liaison 

Sponsor 
Liaison 

Sales Team Liaison for 
visiting 

countries 

Scheduling of 
practice 
times 

Competition 
Director  

Set up  Sound 
Equipment 

Video Publicity Catering Outfitting of 
Volunteers 

 Monitors at 
practice 

Announcers Risk 
Management 

 Tabulation 
Equipment 

Scoring 
Display 

Advertising Social 
Functions 

   

Stage/Lighting 
Technicians 

Environment 
Control 

 Electrical 
Equipment 

 Promotional 
Events 

    

Sound Technician   Transport  Media Kits Gifts    

Adjudication 
Coordinator/Judges 

    Information     

Official Timer     Publishing     

Floor Monitor      Programs     

Tabulation Staff          

Technical Staff          

Awards & 
Ceremonies 

         

          

          

The example organization chart above has "departments" 

Importance of Coordinators 

An important aspect of the above model is that each department has a coordinator. As exceptionally 
important people in the event management team, they should be identified and recruited as early as 
possible. Coordinators should be a part of the organizing committee and collectively they will share in 
decision making processes with the Event Director. 

The selection of coordinators is usually on the basis of knowledge or expertise and sometimes because 
only one person volunteers for the task. Whether coordinators have expertise or not, Event Directors need 
to appreciate that sport and recreation depends very considerably on the input of voluntary persons. 
Therefore, systems should be put in place to recognize the contribution of volunteers and to provide  
non-monetary rewards. 

 

http://www.leoisaac.com/evt/top310.htm
http://www.leoisaac.com/evt/top083.htm
http://www.leoisaac.com/hrm/hrm006.htm
http://www.leoisaac.com/evt/top549.htm
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Job Descriptions 
In consultation and close co-operation with members of the Event Team, the Event Director should develop 
and provide a job description for each coordinator. 

 
Financing the Event 
The table below provides common sources of event revenue.  
 

Categories of Event Income 

Government Grants Government grants to assist with the running of events are not easy to obtain. To 

be successful, applicant organizations need to demonstrate that the event has 

strategic regional importance. For example: it may increase overseas tourists to 

the region. 

Sponsorship Despite the prevalence of event sponsorship in the sport and recreation 

marketplace is increasing, many organizations have great difficulty in achieving 

a significant amount of sponsorship. Competition between sport and recreation 

organizations for sponsorship is intense. Organizations need to be very 

professional in their approach to sponsorship and to be able to offer sponsoring 

companies outstanding value in promotional services. Organizations need to 

exercise some realism and caution in relying too heavily on sponsorship. 

Merchandising Sales The term merchandising applies to the sale of a range of products that may be 

strongly identified with the event or the organization hosting the event. A common 

example of merchandising is the production and sale of T-shirts, polo shirts, caps 

and other forms of clothing that are screen printed or embroidered with a design 

or trademark of the event. Participants tend to purchase such articles for their 

commemorative value. Other typical forms of merchandise include glassware, 

pens, drink bottles and badges. Merchandising may be a form of income suitable 

for events that have larger numbers of participants. 

  

http://www.leoisaac.com/operations/top050.htm
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Participant Fees The charging of entry fees to participate in the event is perhaps the most common 

form of event revenue. See Rebate info below.  

Sport events are a service provided and it is reasonable to suggest therefore 

that all basic costs of the event should be covered by participant fees. These 

"basics" include the hire of the venue, provision of appropriate equipment and 

the administration of the event. 

 

Sponsorship and government funding, if it can be achieved, allows the 

organization of the event to go beyond the basics. The event budget should be 

set so that if sponsorship and/or government funding is not forthcoming the 

event does not have to be canceled. 

Raffles It is common to find that organizations employ "on-the-day" fundraising 

strategies. The most common example is the raffle and a small amount of 

income can be achieved this way. Whereas it is difficult to achieve cash 

sponsorships, it is easier to obtain goods from sponsors which can be raffled. 

 

Event Directors should identify and research legislation in their own state or 

nation that pertains to raffles and other similar forms of fundraising. Raffles are 

often regulated by governments because of the potential for fraud and 

misrepresentation. 

Spectator Fees In some cases, our events are sufficiently popular and entertaining to attract 

paying spectators.  

IBTF Entry Rebate to  

Hosting Federation    

• IBTF will rebate 50% of the entry fee income to the host federation for hosting 
the World Baton Twirling Championship (less any expenses incurred).  

• IBTF will rebate 60% of the entry fee income to the host federation for hosting 
the World Freestyle Championship (less any expenses incurred).  
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Hospitality should be regarded as an integral aspect of improving the quality of event spectators' 

experience.  Event managers need to think beyond the concession stand but be aware of industry trends 

as to how sport organizations are increasing the rewards for participants.  Hospitality is often a term used 

to infer food and beverages served.   Event managers need to see their event from the participant/spectator 

point of view. The following may be some of the items that would make spectator "guests" feel more 

welcome: 

1. Seating 

2. Food and refreshment 

3. A reception area for dignitaries and other important personnel 

4. Information stands manned by event personnel 

5. Good standard of toilets, wash rooms and baby change areas for public 

6. Good standard changing facilities 

7. Facilities for people with a disability 

8. Giveaways and lucky door prizes 

9. Special services for competitors such as masseurs 

10. Directions to venue on web site 

11. Good public announcement system 

12. End of event function 

Promotional Products for Events 
Merchandising 
 

Selling promotional products (merchandising) is not a necessary component of event management but it 

can add to the potential for ongoing marketing of the event in future years. It can also turn a profit unless 

the event organizers are stock with stock they cannot sell. 

Types of Promotional Products 

Product Example 

Gift items Glassware, cups, etched, painted, printed or carved with special motifs, messages, 

logos, symbols 

Clothing Caps, T-shirts, items of sport apparel 

Badges Competitors badges are popular with children 

DVDS Film of the event 

Event Program Official event program 

Magazines Sport journals, newsletters 

Books Coaching/Judging manuals 

Memorabilia Mascot toy souvenir, 2nd hand items that once belonged to famous identities 
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Purpose of Promotional Products 

The purpose of selling such products is primarily to boost event revenue and increase profits. However, 

there are also considerable promotional advantages. T-shirts that have been screen-printed with a pattern 

to commemorate the event is a common form of promotion, and one that has a lasting effect. Such clothing 

helps to promote the event, the host organization, the sponsor and/or the sport/activity in general. 

The provision of clothing merchandise is also an opportunity for the host organization to provide a uniform 

for volunteers, which they may receive free as a reward. The wearing of a common article of clothing by all 

staff usually has a positive effect on the visual characteristics of the event. Such visual characteristics of 

the event should not be underestimated in terms of benefits for the competition environment. 

Tasks involved with Promotional Products 

The work involved in merchandising includes selecting products, negotiating with suppliers, receiving and 

ensuring security of stock, recruiting and training a sales team, setting up a sales stand, payment of 

suppliers, cash management and producing financial reports. It is therefore not to be undertaken without 

adequate thought or planning. It is generally only considered worthwhile when one or more of the following 

conditions are true: 

• The event brings together a significant number of participants 

• The event has a sufficient duration to allow for sales of merchandising during the event 

• The event has the potential to attract a significant number of spectators 

• The perceived importance of the event is likely to promote sales of merchandising 

Risks associated with Promotional Products 

Some of the dangers that may arise from merchandising include: 

Purchasing items that do not sell 

It can be very difficult to judge what items will sell. Clothing poses a special problem for it is necessary to 

carefully select a range of sizes. Having a knowledge of potential buyers may help. For instance, clothing 

sold at a twirling competition is likely to be smaller than clothing sold at a Rugby match. 

Theft and damage to stock 

The nature of events is that there is much frenzied work with too few helpers. A merchandising stall needs 

to have at least one staff person in attendance at all times. Otherwise articles are too tempting. Damage 

may also occur as a result of transportation, rain, customers browsing or trying on items of clothing. It may 

be prudent to anticipate damage in setting a price structure. 
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Ordering merchandising stocks too late 

For best effect, merchandising should be available for sale two or three weeks before the event. This allows 

for a maximum promotion effect. It is also worthwhile to consider advertising the fact that merchandising 

will be on sale in pre-event brochures and fliers that are sent to participants. Sales may be lost to 

participants who do not anticipate purchasing products by setting the amount of money with which they 

have before leaving home. If stocks simply arrive the day before, advantages such as pre-event promotion 

will be lost. Furthermore, a late arrival of stocks reduces the merchandisers' ability to check stocks, attach 

price tags and package in protective materials such 

Failure to provide adequate training to merchandising staff 

Merchandising can be an onerous task for the volunteer. In particular there is a need to instruct staff in the 

procedures for recording sales accurately and for taking responsibility for cash. There is a need to record 

the details of all sales transactions in an accounting document. Such a document should be able to 

withstand the rigors of an audit by an accountant. For example, it should be possible to check the number 

of items sold, the price, the customer and the date. Staff should also be trained in keeping money secure 

such as counting money in a back room or out of sight, careful transportation 

The best option to avoid Merchandise Failure:  

There are Merchandising Companies which may be contracted to take this burden off of the organization’s 

responsibility.  

The Benefits of a Partnership with a Merchandise Company:  

• A COMPLETE SOLUTION:  They will plan all of the on-site printing operations and provide the sales 

staff needed for the event.  Organizations no longer need to put hours into planning or recruiting staff 

to coordinate apparel and souvenir sales.   

• FREE STAFF:  They will provide staff and volunteer apparel which offers the organization direct budget 

relief.  

• NO COST TO ORGANIZATION: They will promote  and  benefit  your  organization 

through  sponsorship  by  paying  you  a  percentage  of  each  on-site  and  online  sale.   

• INCREASED REVENUE:  98% of participants and fans prefer to add customization to their apparel items 

instead of buying a pre-printed item.   Participants and fans have the opportunity to custom build any item of 

choice.  This results in more profit for your organization.  

• FREE GRAPHIC DESIGN:  Most companies will offer free design of logos of your event if needed.  

• WEB SALES OPPORTUNITY:  Many of these companies will offer to build a Souvenir Merchandise 

Online Store for Pre-Orders and Post-Event Sales which will improve your net profit.  Minimum sales 

quantities will usually apply.  

• WAREHOUSING AND DISTRIBUTION:  All warehousing and order fulfillment is provided at no cost.  

You don’t have to worry about running out of inventory or having leftover apparel that will cut into your 

bottom line profit.   

 

http://www.leoisaac.com/evt/top187.htm
http://www.leoisaac.com/fin/fin043.htm
http://www.leoisaac.com/fin/fin003.htm
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SUMMARY AND CONCLUSION:  

Managing event staff 

The success of any event will be very largely determined by how well 

event staff carry out their allocated tasks before and during the event. 

Although the event plan may stipulate and provide details of every task  

that needs to be completed, it is still necessary for the Event Director  

to ensure that every task is completed by the required date and time. 

It is the nature of event management that one small task, if not 

completed, can have a major effect on the success of the event. Supposing that someone forgets 

to ship the judges’ scoring boards before the event and now there is no way to get them. Perhaps, 

no-one checks the electronic scoreboard before the start of the event and it fails to work. 

Although the Event Director has ultimate responsibility for all matters concerning the event they 

cannot and should not try to be in all places at the same time. Instead the Event Director must 

devise systems that result in: 

1. Recruitment of suitable people for the event team who may be all volunteer, all paid or a 

mixture of both.  

2. Looking after staff is an important aspect of event management.  Staff should be informed 

about food and drink provided for them if their stay is lengthy.  The staff roster should allow 

for staff to be relieved for rest periods.  Ground rules need to bet set in the matter of claims 

for reimbursement of expenses by event staff.  Arguments and misunderstanding between 

Event Management and staff over what expenses can be claimed should be avoided.  Out-

of-pocket expenses of event staff should be anticipated in the event budget.  Expenses 

may include postage & supply costs, travel and accommodation and meal costs.  If all 

event staff received a job description, then this would also be a suitable place to convey 

information about what expenses can and cannot be claimed.  

3. The provision of job descriptions for all event staff. In many cases, job descriptions need 

to be created before advertising positions.  

4. The provision of training to all members of the event team as may be required. This 

includes general induction training as well as training specific to team position. The extent 

of training depends on many factors such as position, level of experience and scale of 

event. 

5. The creation and use of systems of control that: 

A. identify all tasks that must be completed 

B. allocate tasks to individual staff 

C. enable staff to self-check the completion of tasks 

D. provide feedback to the event director when tasks are completed 

E. provide feedback if there is any problem that prevents a task from being completed 

 

http://www.leoisaac.com/evt/top551.htm
http://www.leoisaac.com/evt/top552.htm
http://www.leoisaac.com/evt/evt014.htm
http://www.leoisaac.com/evt/top552.htm
http://www.leoisaac.com/evt/top085.htm
http://www.leoisaac.com/evt/top551.htm
http://www.leoisaac.com/evt/evt013.htm
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6. The organization of meetings between the event team and the event director. Meetings 

are crucial to ensure the Event Director is across any issue that may impact on the event, 

as early as possible. 

 

Required IBTF Reports by Hosting Countries:   

1. Recipients of Hosting Bids are required to supply a post-event financial report within 6 weeks 

of the event:  

FINANCIAL REPORT: (EXAMPLE)   

INCOME: Sponsorship, Grants & Subsidies, Entries, Clinics and Ticketing  

EXPENDITURES:  

Awards 

Athletes' Party/VIP Reception  

Banners 

Bank Service Charges 

Catering  

Clinician Fees 

Credit Card / Bank Wire Fees 

Design/Layout Fee 

EMS/Trainer Personnel 

Equipment Rental  

Facilities - Rental & Costs 

Gifts 

Meeting Room Expenses 

Miscellaneous Expenses  

Office Supplies (Badge Materials, 
Lanyards, Folders, etc.)  

Programs Expense 

Postage & Shipping 

Printing 

Shipping Fees 

Sportswear 

Stipend   

Supplies 

Staff Lodging & Travel Expenses  
 

  

http://www.leoisaac.com/evt/evt014.htm
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NET OPERATING SURPLUS: 

2. Recipients of Hosting Bids are also required to supply a post-event housing report within  
        6 weeks of the event:  

HOUSING REPORT: (EXAMPLE)   

This report will require the assistance of the travel bureau utilized, or all hotel properties blocked.  

This report must include the following:  

1.  Total number of Room nights booked PER NIGHT per lodging unit  

2.  Total number of Rooms from all properties  

This information is valuable history IBTF must have on record to aid future hosting members in submitting 

hosting bids with cities.    

Federations must comply with providing these reports.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  


