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By R.V. Baugus

As a grizzled relic who still subscribes to the daily print news-
paper and recently posted on Facebook of  a misadventure with 
said paper in which yard men mowed over my precious reading 
(which elicited some humorous IAVM member comments, by 

took place in an episode involving those zany knuckleheads, the 
3 Stooges (Google it if  you don’t know, I’m too lazy to share 
more).

Seems the boys were serving in the military, or at least thought 
they might be called to duty. The drill instructor measured up 
Moe, Larry, and Curly, as the trio stood in a straight line, and 
asked for one of  them to volunteer. Moe and Larry each took 
one step back, upon which the instructor thanked Curly for his 
willingness to step up and volunteer.

Nyuk, nyuk, nyuk.
How many of  us are like Moe and Larry? Maybe we don’t 

take a step back but rather just stand in place until someone else 
actually does step forward.

We are now in a new year and with it comes, of  course, reso-
lutions. Why not let one of  yours be to step up within the ranks 

-
ready give of  their time and talents in this capacity and they will 
tell you a lifetime of  friendships and networking opportunities 
that often lead to other promoted positions within the industry. 

and the Association.

IAVM and its volunteer leadership remain committed to 
seeking diverse and inclusive leadership for committee posi-
tions. Our chair, Michael Marion, CVE, continues to lead the 
charge and follows this goal that was set by his predecessors, 
Mark Mettes, CVE, and Doug Booher, CVE.

-
-

mittee is one group of  serious volunteers ready to stand at the 
forefront to help push the initiative. Behind our committee 
chair, Julia Slocombe, and vice chair, Robyn Williams, CVE, 
the committee is engaged to work with IAVM leadership and 

road and better represent not just our membership makeup, 
but that of  the diverse range of  individuals who come into our 
member venues from event to event.

Most recently, committee members Troy Thorn, CTA, and 
-

them in future board leadership positions.

a steadfast resolve such individuals. As with locating any indi-
vidual to volunteer for committee service, there are often some 
legitimate hurdles to overcome, including the targeted individ-
ual not having the available time required for service, a simple 
lack of  interest, or not having the resources at the member fa-

So, what do we do?

IAVM has created a Path to Leadership document that spells 
-

teer leadership. This document should alleviate many fears and 
concerns that individuals might have about serving. The IAVM 
Committee Call for Volunteers opens January 24 and closes 
on March 11. Visit the web site and get your name on the list!

We often (rightly) hear that our volunteer ranks need to rep-
resent a much broader scope of  individuals. IAVM wants to 
do its job in making that happen. It sits very high on the pri-
ority list of  our president and CEO, Brad Mayne, CVE. We 
also need for our membership to take ownership in making this 
happen by stepping forward and volunteering. 

-
unteering to serve. Once people are on a committee, they want 

-
cause they are not interested. No, it is just the opposite. They 

to do and they feel they can better allocate their time elsewhere.
The ball is actually in both of  our courts. IAVM seeks 

diverse and inclusive representation while at the same 
time we ask you to consider placing your name into 
the volunteer pool. Let’s make it happen together. FM

STEP RIGHT UP, FOLKS!
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Managing your venue’s workforce is complex. With dozens of traditional tools used for handling many diverse 

tasks—staff availability, schedules, training, budgets, settlements, credentials, and more—it’s easy to feel 

overwhelmed. ABI MasterMind® is designed to condense all of your traditional tools into an automated, mobile, 

and easy-to-use system that is available in real-time. Reduce the complexity of managing your operation with 

ABI MasterMind®… over 450 venues in North America already have.

Learn more about ABI MasterMind® at www.abico.com or by reaching out to 916-381-3809 option 4 or 

Sales@abico.com.
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Remember the good old days? When security meant keeping (un-
wanted) groupies from sneaking in backstage or protecting patrons 
from themselves as they body surfed or stage dived.

Now we live in a new universe, where security means looking out 
for a crazy with malice in his/her heart and the intent of  causing 
harm to as many as possible. Unfortunately, this phenomenon contin-
ues to occur and shows no sign of  abating. Preparing for these types 
of  deadly actions has come to the forefront of  advancing an event. 

In the world of  things that keep us venue professionals up at night, 
this is certainly #1. “See Something, Say Something” is no longer just 
something we stick on our video monitors and hope nothing happens. 
Public vigilance is something to be encouraged, with the understand-
ing that everyone is now working security. How many of  us now go 
to a restaurant and check all the available ways for escape? We have 

-
ordination is more important than ever. Walk through magnetometers 
are no longer just something that you see at the airport. 

Major sports leagues set the standard a couple of  years ago, and 

those of  us in secondary markets have been following suit. Our per-
forming arts brothers and sisters haven’t been far behind. I think what 
surprised me the most was how appreciative our patrons were when 
we introduced them two years ago. Our audience is willing to give 
up some convenience for improved deterrence measures. Bomb dogs 
are now Standard Operating Procedure for large events and are often 
requested by touring shows. Making our venues hard targets will be 
an ongoing goal.

Over the years, IAVM has been responsive to these sad changes. It 
seems we don’t have a meeting without a security session. The Acad-

-
tional Crowd Management Conference?) has become an important 

educational enterprise after Venue Management School. Paul Turn-
er, CVE, and his committee put together a great program with real 

by Russell Dyer, is working to keep us current on the latest advances 

The last couple of  years have seen our CEO, in conjunction with 
-

center folks live in a world of  alphabet soup - PCMA, IAEE, CIC, 
ASAE, DI, MPI, PCMA, WTF, :-) 

Working with the U.S. Homeland Security Department, we have 

standards that will help protect our patrons. This will roll out as Se-
-

see this developed for the other venue types. As an arena manager, I 
like that we could have some agreed upon standards to better secure 
our buildings.

Mark Herrera, traveling to cities across the U.S. to give training to 

Situational Awareness, and Risk Mitigation. Mark has been a great 
leader and representative of  the association at various security semi-

resource in the world of  large public gatherings. IAVM not only has a 
seat at the table on this topic, but is also one of  the leaders.

It’s bad enough that we have crazies to deal with, but Mother Na-
ture also presents us with challenges. Our Severe Weather training 
gives our members an opportunity to prepare for weather-related 
emergencies. It seems all of  us have some weather hazard to face from 

Locusts, maybe?
While we all know that there are no perfect solutions to these po-

tential calamities, if  we take advantage of  the available resources, 
we can rest a little easier, knowing we have done all we can.  FM 

CHAIRMAN’S COLUMN
By Michael Marion, CVE

IAVM JUMPS AHEAD OF THE 
SAFETY AND SECURITY CURVE



  IAVM     7

Dan Mendelson
President
When I established Unitex Direct in
1992, I didn’t know how prevalent certain
problems were for uniform buyers.
Since then, I now focus my company’s
efforts on solving those problems. 

Just over the last year, companies and organizations using
competitors have come to us and we’ve solved their 
problems including: lack of on-time delivery, incorrect items/
quantities shipped, poor quality or lack of communication.

The Unitex Direct Guarantee 
Since one of the most prevalent issues facing uniform
decision-makers is poor quality, I established the
UNITEX DIRECT GUARANTEE: If anything a client
buys from us doesn’t meet their standards, we’ll
replace it. And that’s a promise from me personally.

We outfit venues across the nation.
We supply the uniforms that have become industry
standards over the years: polos, windbreakers, blazers,
vests and much more, all customized to your 
exact requirements. Our focus is on maintaining 
exceptional quality, durability and timely delivery. 

Customization at our warehouse and showroom.
Customization is done quickly and accurately. That
includes embroidery, silk-screening, heat sealing.
We have the products you need. At the prices you want.

Contact Dan Mendelson at: 
800-682-1606 x236 or dan@unitexdirect.com  
Visit us at www.unitexdirect.com

Everything from polos to parkas.
All of it Guaranteed.



Cam, you have been with the Chan Centre 

for the Performing Arts on the campus of the 

University of British Columbia in Vancouver 

since before it opened in 1997. How has your 

role evolved at the facility throughout your 

22-year career? What were you doing before 

that?

-
ington (Theatre Design and Technical Production), I went to 
Edmonton where I was the technical director for The Alberta 

months as the head stage carpenter at the Jack Singer Concert 
Hall in Calgary and then seven years there as the production 
manager before I left for Vancouver and the Chan Centre for 

What do you love most about working in a 

theatre and specifically that theatre? 

Mostly, I like the variety of  activity. I am not a person who 
likes to sit in one place for long periods of  time, so working 
in this kind of  environment, and the interaction with the stu-
dents, speakers, and artists that come through, suits my work-

and challenged by the changing needs of  the venue as it ages. 

major “refreshes.” The building looks as good as it did when 
it opened and, in many ways, better. Mostly, though, I like di-
alogue, music, and theatre and that environment, both at the 
Chan Centre and The University of  British Columbia, is a rich 
one.

What or who was the motivator the made you 

want to pursue your CVE? What would you say 

about the CVE experience to members consid-

ering pursuing theirs?

Initially, it was because it was a way of  gaining more knowl-
edge about the industry. As I moved further along my person-
al IAVM continuum, it became both about the people I met 
throughout the process and the relationships that developed 
from those meetings. Starting with conferences, Venue Man-

then more conferences and board meetings, it continues for me 
to be about the people and the respect that is gained through 

there is a lot of  help out there to help our members get through 
the process.

What was one of your best days on the job?  

I am not sure there has been one best day. There have been 

CVE CORNER
By Beth Wade, CVE

Cameron
McGill, MFA, CVE 

Co-managing director of the University of British 

Columbia/Chan Centre for the Performing Arts in 

Vancouver, British Columbia



Stadium
People®

Paul,

Thank you for ten years of faith and friendship. You have 

always set the bar so high for us, and your partnership has 

been instrumental in our growth and success.

Congratulations!
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many that have been very good. I have always loved sitting in 
sound checks, because it is one of  the few times I really get to 
listen and appreciate the music. During the events, there are 
usually so many operational concerns that it distracts from 

team, go very well.

I understand you love to scuba dive. What are 

your other favorite ways to relax and enjoy 

“me” time? Do you have a go-to place to re-

charge?

Yes, I am a diver and a PADI instructor. It is something that 

are reading, skiing, and riding my bicycles. I do long distance 
bike riding, so I am always training for something or com-
muting to and from work. It is the one thing I do where I am 
so totally focused that I don’t think about anything but the 
bike, the street, and the fabulous views that you get in British 
Columbia. Mostly, though, I like spending time at home or 
out with my wife.

Growing up what did you think you wanted to 

be?? 

When I was 12-years-old, I wanted to be a chartered accoun-
tant. I have no idea why, other than I had I worked as a golf  
caddy at the local private club and also had a paper route 
where a lot of  my customers were accountants. It was prob-
ably the golf  angle, because I like playing golf  (something I 
now only get to do a few times a year when I play with my 
son). I was a 12-year-old fanatic about becoming an accoun-
tant and studied the stock market every day. When I turned 
14, we moved to Seattle, and I never thought about it again. 
That was when I drifted into theatre at school, and that essen-
tially led to the rest of  my life.

What is the one thing that most people would 

be surprised to learn about you?  

I am not sure about that one. One could be from the fall of  
-

ball team (Mercer Island, Washington), and I kicked a 40-yard 
-

from the National Theatre School of  Canada (Montreal). A 

current one is perhaps that I spend a lot of  my time training 
-

sponder (EMR), and am a Canadian Ski Patrol Member who 
patrols at one of  the local mountains during the winter.

Many CVE and CVP test questions are written 

based on U.S. governing regulations or laws. 

What type of challenge do non-U.S. members 

face when preparing for the test?  

-

answered by stating what I knew about ADA and then related 

-

There are very few of  them in Canada, but are much more 
prevalent in the U.S. The last area would be about the laws sur-

here, so we never have to deal with the concept of  how to man-
age an event in a venue, city, or state that embraces the idea.

Who are the mentors that you have relied on 

through your career?

This kind of  ties back to the question about what made me 
want to pursue a CVE. I’ve never had a single person who was a 

had is a series of  people I have met and encouraged me along 
the way. Seeing the people I respect and call friends being suc-
cessful, empowered, and inclusive has set a very high bar. That 
is essentially what has been my mentor by trying to emulate the 
work, ethics, and high standards of  a group of  people rather 
than just one individual.

Is there anything else you would like to share or 

add so people will get to know you better?

Just that I believe in honour, high ethical standards, hard work, 
and being reasonable in all my decisions. Those have been 
some basic tenants of  how I try and conduct myself  in both 
business and friendships. I think if  you go through your day, 
week, month, etc., with those basic beliefs then you will end up 
being successful. FM

Beth Wade, CVE, is director of  the Berry Center in Houston, Texas.

CVE CORNER
Continued
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will change over 
time. We cannot 
predict the twists 
and turns which 
lie ahead for us 
personally nor 
professionally. 

IAVM is made 
up of  individuals 
from all ages and 
backgrounds. All 
of  our member-
ship could speak 
to their ideas 
when it comes to 
achieving work-
life balance. I’m 
sure there’d be 
unique perspec-
tives from those 
of  us with and without spouses and children. 

from SU. Soon thereafter, it allowed me to step into roles at Spectra 
and, most recently, the NBA’s Atlanta Hawks. Although my current 

my career, I don’t have a crystal ball telling me when and where the 

future. While some may view it as a daunting or scary proposition, I 

environment. We are inundated with emails and time-sensitive proj-
ects which coincide with our ever-present event schedule. On a weekly 
basis, it’s important for us to make time for activities outside of  work 

are golf  and running. Both allow me to partake individually when in 
a time crunch, as well as socially when I’m able to align with friends’ 
schedules. Both are challenging yet calming in their peaceful, quiet 

and stimulating environment of  an arena. 
As my career progresses to new facilities, roles, and responsibilities, I 

-
es arise, I plan to lean on my loved ones and mentors for advice on how 
to navigate them. While the enormity of  achieving health, happiness, 
and balance can feel like a lot for one person to manage, it’s important 
to remember we’re not alone! FM

 
Jack Wentzell is Conversion Operations Manager for the Atlanta Hawks & State 
Farm Arena in Atlanta, Georgia.  

One of  the most discussed topics across all verticals of  business 
of  late is the elusive subject of  work-life balance. Everyone wants to 
achieve their optimal balance of  success and productivity at work 

in particular, have brought this issue to the forefront, as a result of  

venue management, I’d like to share some of  my views on the topic 
and how it pertains to us within IAVM. 

I’ve been involved in stadium and arena operations since my 
freshman year on the campus of  Syracuse University. In the fall of  
2010, I began working changeovers at the University’s iconic foot-
ball/basketball/lacrosse venue, the Carrier Dome. From very early 

As my career aspirations began to take shape in college, the atyp-
ical conditions of  working in sports and entertainment became clear 

college, my sport management professors deserve credit for empha-
sizing the time commitment necessary to embark on this career. 
They made it clear that if  we were serious about this as our path, we 
needed to be prepared to work longer hours and make less money 
than many of  our peers.  

We all make choices in life, and therefore we all must weigh the 
-

tions, of  which I was well aware. In the end, we must all decide if  
the reward is worth the commitment. Nobody is trapped or forced 

-

fathom with age, we could all step away at any given moment, but 

achieve in our ever-evolving occupations?  

in an especially demanding position when it comes to work-life bal-
ance. My department blows past the 40-hour work week on a rou-

an environment amongst my fellow managers in which we are equal-
ly knowledgeable and capable of  serving as MOD. We prioritize 
planning and proactively updating calendars to anticipate our most 
strenuous periods of  work. Additionally, I nurture the development 
of  our part-time supervisors to empower them to take responsibility 
and pride in the department.  

-

all” model. Each one of  us needs to discover how we achieve happi-

BALANCING ACT
Finding the right blend between work and life can be achieved in various ways 

By Jack Wentzell
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According to the US Bureau of  Labor Statistics, the average 20-24-year-old stays at one job an average of  1.3 years. Turnover, employee reten-
tion, and the time it takes to manage a selection process, can be a big drain on managers within any business. If  you and your organization are 
feeling the strains of  such a situation, we have a solution for you. By developing a strategic partnership with local colleges and universities, your 
organization can develop a talent pipeline, create innovative and engaging training programs, and spend more time where it matters, developing 

A university is a powerful resource for your organization that may include opportunities for faculty and students to perform research and 

university you might consider:

 

Topic:

Authors:

Partnerships – A Mutually Beneficial Relationship 

Sean Daly – Associate Professor of Sport, Entertainment, & Event Management

 Johnson & Wales University – Denver

VA Hayman–Barber – Director, Experiential Education & Career Services

 Johnson & Wales University – Denver 

Kimberly Mahoney, Ph.D., CVP, is assistant professor in the College of Business Sport Management Depart-
ment, and Gil Fried, J.D., is professor - chair in the College of Business Sport Management Department, both 
at the University of New Haven.

THE FACILITY DOCTORS
Co-Editors: Dr. Kimberly Mahoney, CVP & Prof. Gil Fried

Developing an academic partnership...

Developing a stronger internship or mentoring program; and/or...

Connecting with the university’s alumni association. 
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ACADEMIC PARTNERSHIPS

Wales University and Delaware North (Boston Bruins and TD Bank Arena) have a partnership that, among other things, provides their employ-
ees with discounted educational opportunities, while providing students with internships and faculty with research opportunities to help them 
solve business-related problems.

    Initiating conversations related to an academic partnership can begin with a visit to campus that includes a meeting with faculty and career 

-

When both organizations have goals related to research, innovation/development, and helping students/graduates get internships and jobs, a 

invite senior venue leadership and university faculty to meet, tour the venue, and open a dialogue regarding respective needs and opportunities 
to collaborate.

 

MENTORING PROGRAMS
Developing a partnership with any local college or university requires thoughtful strategy and consideration regarding what this investment 

a mentoring program, would help both the university and industry partner develop and guide students into future careers in venue and event 

development, and leadership skills. 
When developing a mentor program, there should be a focus on two-way dialogue that allows for both the mentor and mentee to develop and 

industry veterans with students who are close to graduation and are making decisions about which industry and organization to apply to for their 
internship or entry-level position. Best practices in developing mentorship programs include: developing commonly agreed upon measureable 
goals (vocational and life), pair students with an engaging and caring professional who is also a good communicator, develop a consistent and 
regular meeting schedule (in person, phone, or virtual), and often involve alumni from the university. 

 

ALUMNI ASSOCIATIONS
-

can spend more time working on the key priorities in your venue.  According to Gen-Z Raising (a multi-country report on university graduates), 

education and advance their careers. Starting a strategic and meaningful relationship with a university will help you solve business problems, 

Developing a formal partnership with a college or university can provide a valuable return on investment for the both the university and the 
organization. Developing a mentor program or educational partnership can help your organization develop and retain young talent, utilize the 

the university or employees to your organization. All organizations look for a way to attract the best talent, and programs like the ones mentioned 
above can be just that for you. If  you have questions about how your organization can identify and develop a stronger relationship with a local 
college or university, please feel free to contact us.  FM

THE FACILITY DOCTORS
CONTINUED
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• Ask for strategic alliance partnerships with major league sports 

and help fund the foundation
• Ask building managers to solicit support from local vendors not 
in our allied member program that see the value in investing in 
the strengthening of  our industry - as we prosper so too will those 
vendors

We are also growing the future of  IAVM by supporting programs 
that are vital to the future of  our workforce through our 30|Under|30 
program.  We are providing the resources that make scholarship pro-

helped fund and pioneer programs like Venue Management School 

up our diversity initiative and have really reinforced our organization 
by strengthening, educating, and protecting those individuals in our 
industry.

Various facilities have various restrictions; some cannot contribute 
gifts, others can only provide training, or some may only be able to 
support through sponsorship giving.  Whatever you can do to help is 
greatly appreciated. I would encourage you to think of  what your ven-
ue can do to support this outstanding foundation, so it can continue to 
be there for you in the future.

Join me in investing in our industry initiatives by supporting the 
Foundation with a personal gift and a contribution from your venue. 
Together we can build a stronger Foundation and an amazing future 

FM

Paul Cramer is the Executive Director of  the Classic Center in Athens, Georgia.  

YOUR FOUNDATION. 
YOUR FUTURE.

As one of  your IAVM Foundation trustees, I am honored to serve 
a foundation that does so much for our amazing association.  I am 
challenging my fellow IAVM members to make it a mission to help 

-
courage you to ask your venue, local governments and/or founda-
tions to follow our facility in gifting $1,000 per year on behalf  of  
your venue to the foundation that supports our entire industry.  We 
all give to our local community, including sponsorships of  all kinds 
and various ads to promote our facilities.  By giving to this campaign, 
you will be providing funds to research and develop important safety 
and recovery initiatives that can help us better manage the issues of  
today and tomorrow.  Every day we are seeing more and more ac-
tive shooter or crowd management issues in the news.  Keeping our 
entire industry current, developing our people, and investing in your 
foundation today are the best ways to keep our facilities profession-
ally running and safe for our public to enjoy.

Historically, we have only asked the individual members to con-
tribute to the foundation.  Today, we are asking the facility itself  to 
contribute.  We are a small building in Athens, Georgia.  We have a 
convention center, performing arts theatre, and small arena.  IAVM 

today due to the professional training and development our team 
has received from IAVM and our foundation.  Asking our board to 
contribute to the foundation may have been the easiest ask of  any 

foundation has made and swiftly invested.  

step strategic plan, which includes the following:

• Continue to encourage all members to give directly to the 
Foundation that gives back so much to our association;
• Ask the facilities themselves to provide funding for continued 
research, education and training in order to keep our facilities 
up-to-date on professional development

Y O U R  F O U N D A T I O N  

YO U R  F U T U R E

INVEST IN YOUR FOUNDATION. INVEST IN YOUR 

FUTURE. VISIT WWW.IAVM.ORG/INVEST TO 

GIVE TO THE IAVM FOUNDATION TODAY!

Paul Cramer, CVE, IAVM Foundation Trustee
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IF I WASN’T DOING THIS, I’D BE: 
Sitting on a beach with a tropical drink. But seriously, I would 
be a teacher.

MOST IMPRESSIVE PERSON I’VE EVER MET: 
Dr. Maya Angelou. Not just impressive, but an amazing woman! 

I met Dr. Angelou at an event, I melted in her presence. She was 
engaging, graceful, and kind. Her book, “I Know Why the Caged 
Bird Sings,” remains one of  my favorites.

I UNWIND BY: 

am preparing a new recipe. But I also like to watch old movies 

ON MY DESK RIGHT NOW IS: 
Two monitors, iPad, phones, a handful of  red grapes (trying to 
eat healthy snacks), work/project related documents, my note-
book (I carry it everywhere), and a greeting card with words of  
inspiration sent from a client.

MY FAVORITE IAVM PROGRAM/CONFERENCE/
EVENT/SESSION I EVER ATTENDED WAS: 

VenueConnect in Nashville and the Diversity Reception led by 
Robyn Williams. What an amazing fundraising event! I made 
new industry friends that day and came away with a renewed 
sense of  commitment to IAVM. 

IF I WERE ON THE OTHER SIDE OF THE SEATS, I’D 
BE: 
Door greeter or usher. This is an awesome way to meet new peo-
ple. I would get to smile all day.

ONE TRAIT AN UP-AND-COMING VENUE MANAGER 
SHOULD HAVE IS: 
Be humble.

ONE UP-AND-COMING VENUE STAR IN THE  
INDUSTRY IS: 

Shawn Brown at the Verizon Arena. I am just growing my relation-

in and lend a helping hand at a moment’s notice.

ONE OF MY GOALS FOR THIS YEAR IS TO: 

company in every way, to grow our business, and to have a positive 
impact.

HOW DO YOU PLAN TO HELP ELEVATE THE  
PROFESSION? 
By remaining enthusiastic, supportive, committed, and engaged 
with IAVM and the industry as a whole. I will join others to ensure 
that all are represented as we tackle Diversity and Inclusiveness as 

such.

WHERE DO YOU SEE NEW GROWTH OPPORTUNITIES 
IN THE PROFESSION? 
There are two areas that I believe will continue to impact our in-
dustry and our venues: technology (infrastructure) and security. I 

-
perience all the way up to securing our venues.

HOW DO YOU STAY CURRENT WITH INDUSTRY 
TRENDS AND DEVELOPMENTS? 
I read industry publications, staying in touch with other industry 
friends, attending conferences such as IAVM and IAEE. I also en-
joy reading the daily digest from PCMA. Lastly, I follow some in-
dustry organizations on LinkedIn and Twitter.

WHO ARE THREE PEOPLE YOU’D INVITE TO A DIN-
NER PARTY AND WHY? 
Oprah Winfrey, Stephen Covey, and Martha Stewart. There is so 
much to learn from all of  them, and this dinner would likely go on 
for hours. I selected Oprah, simply because she is a phenomenal 
woman, inspirational, and transformative; Stephen Covey wrote a 
book that helped to shape me as an upcoming leader; lastly, Martha 

leader. FM
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A friend and colleague of  mine recently got curious about the 
term “mansplaining.” I don’t know what sparked his curiosity, and 
frankly, at the time, I failed to ask. He reached out to me for an 

spearheaded at VenueConnect recently. Whatever his reason, feeling 
a bit insecure about my ability to give what felt like a delicate inquiry 

-
lowing days was illuminating:

Tue, Oct 23, 10:44 PM
Him:  Afraid to read it. 

Me:  I think you’re going to be ok. And, actually, I think you’ll like this essay. 
Don’t be afraid. She (nor I) will laugh.

spotted in the comments section of  a LiveJournal blog post shortly 
-

-
descendingly, esp. (typically when addressing a woman) in a manner 
thought to reveal a patronizing or chauvinistic attitude.” 

A quick Google search turns up related terms such as “cave-
mansplaining,” which might give you some sense of  how long we’ve 
perceived the behavior to be part of  our culture, and culture is a 
central part of  this discussion. We have been acculturated to accept 

throughout adulthood. Starting with parents and teachers, we learn 
to negotiate power dynamics in all of  our relationships. Power comes 

-
cisely why a power imbalance, as found between underrepresented 
identities and privileged classes, can be uncomfortable to acknowl-
edge and understand for ourselves and with each other. But, it can 
also be seductive. Knowledge is, by nature, irresistible.

Him:  Couldn’t help it:  read it.

Me:  I think she’s very smart--hard to resist.

Him:  Arg. I was caught momentarily mansplaining the article about mans-
plaining. I want to crawl under a rock.

-
amination and to, when needed, modify our behavior. We are asking 
ourselves what impact this might have in the workplace and how we 
might take responsibility for changing it. Revisiting power dynamics is 

 

scenarios. So, what can you do if  you feel someone is ’splaining you 

or someone else? You can intervene. Call it as you see it . . .  gently. I 
know, this requires vulnerability. Will it be uncomfortable? Probably. 

Mansplaining has been easy to do and hard to resist since long be-

-

patriarchal space. Conversely, so-called mansplainers do this on behalf  
-
-

Let me be clear. Men are not the only ones guilty of  this practice. 
Women do it, too. Further, while mansplaining illustrates a man’s 
perceived power, it’s not only the occasional cultural icon who is 

been white-splained? Straight-splained? Mom-splained? Disrupting 
one social norm can inadvertently cause instability of  other norms, 

In her recent article Diversity is the New Denim Jacket, Kletra Newton 
reveals, 

I’ve lost count of  the number of  times that I have been spoken over or complete-
ly disregarded in diverse settings, irrespective of  my experience on the subject 
matter and still receive the inquisitive look from those trying to understand my 
presence at all (2018, 20).

From her words alone, we don’t know if  she is referencing mans-
plaining, racesplaining, or otherwise. However, even without the full 

-

behaviors is complicated, slow, and often painful. These sensations, 
however, are the learning pains of  teaching ourselves how to do the 
thing we learn to do when our spouse, co-worker, or employee inter-

In the words of  social science researcher Brené Brown, vulnerability 

with social changes which lead culture shifts. With a single action, my 
friend instigated one such shift that is likely to permeate his personal 

-
comfort it caused him. Neither he, nor any of  us, will ever have enough 
perspective to identify all of  our biases. Sometimes, we will have to 

(hopefully gently) . . .  even if  it makes us feel like we want to “crawl 
under a rock.” FM

 
Acknowledgements:  Lauren Hill, Margaret McGladrey, PhD, Jenn Fishman, PhD, 

 

Jill Schinberg, MFA, is assistant professor in the Department of  Arts Administra-
tion at the University of  Kentucky in Lexington. 

Lucy, You Got Some ‘Splainin’ to Do
By Jill Schinberg, MFA
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at each end of  the court. The largest concentration of  ball 
courts is found in the Mayan area of  the Yucatan Peninsula, 

city of  Cantona has 24 courts, and El Tajin has at least 11 
courts.

The typical sized court 

comparison, a basketball 

courts did vary in size. To 
illustrate, the Ceremonial 
Court in Tikal was small-

the Great Ballcourt in the 
Mayan city of  Chichen 

– nearly as big as an NFL 

Generally, each side of  
the court was bordered by 
parallel stone walls. These 
walls might be perpendic-

or they might slope up-

Surrounding the court 
were locations for judges, 
spectators, plus the nobles 
and elite of  society.

In comparison to the 
advertisements ringing 
today’s courts of  play, the 
ball court’s walls were of-
ten plastered and brightly 
painted. Rather than beer 
ads, these courts had art of  

jaguars, serpents, and raptors, plus representations of  human 

The precise game rules were lost after the Spanish colo-

but by deciphering art, sculptures, and glyphs, historians have 
tried to decipher the game’s rules. It is believed teams of  two 

a line etched across the court. The ball was not allowed to 
touch the ground. Players were not able to use their hands, 

In the 21st Century, many of  our facilities are built 
around and are reliant upon team sports - they are a crit-
ical foundation of  our business. The teams are the pride 
of  our communities and economic drivers of  our venues. 
Considering how vital they are, do you know what is the 
oldest known team sport 
in the world? A sport 

-
day’s soccer (football), to 
its nations?

It turns out, the Me-
soamerican ball game 
known broadly today 
as Ulama, is recognized 
as the planet’s oldest 
known team sport. It 
was believed to have 
been played from Arizo-
na all the way south to 
Paraguay (Mesoamerica 
includes a cultural area 

northern Costa Rica), 
and it was played almost 
1,000 years before the 

Greek Olympic Games.  
The Mayans called 

the sport Pok a Tok. The 
Aztecs called it Tlacht-
li, while presently it is 
most commonly known 
as Ulama. It was a game 
not for the weak. It was 
connected to war, reli-
gion, and sport, and con-
testants could lose their 
lives, both during, and after, the game.

The game was most popular with the Olmec, Aztec, and 
Mayan civilizations, but it was played across the region. 
Using radiocarbon dating, the court in Paso de la Amada, 

Around 1,300 ball courts have been discovered. The Az-
tecs called the courts tlachtli or tlachco. Typically, they were in 
the shape of  a capital I - with two perpendicular end zones 

By Glen Mikkelsen, CVE

IN THE QUIRKS

A SPORT OF LIFE & DEATH
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but used their padded hips, elbows, knees, and shoulders. Players 
constantly threw themselves to the court’s surface to prevent the ball 
from hitting the ground. Injuries were common.  

On each side of  the court, players used the stone walls to bounce 

net. Fouls were given when a team could not get the ball over the 
centre line.

As the game evolved, the Maya added a stone hoop at the cen-
tre of  either wall that the ball could pass through. This stone ring 

through the hoop. In various versions of  the game, target markers 
were also along the court, or players could gain points for talented 
plays.  

pounds, and were 3 to 11 inches in diameter. Since they were sol-

caused bruising. Players wore deerskin guards on their hips, thighs, 
chin, cheek, and hands. In fact, seven rubber balls were discovered 

Spanish conquistadors reported that ulama players were incessant-
ly bruised, with some bruised so severely that their skin had to be 
lanced open.  

Hernando Cortes, the conquistador of  the Aztec empire, was so 
impressed with the ball players, that he took some back to Spain to 

these muscular athletic men likely thrilled the Europeans with their 
skill in hitting the rubber ball with their hips.

Today’s pro sports illicit fervent emotion, but these ball games had 
-

thology, the game is tied to the story of  the gods Vucub Hunahpu 
and Hun Hunahpu. These two brothers annoyed the gods of  the 
underworld with their loud playing, so they were tricked into de-
scending into Xibalba. Here, they were challenged to a ball game. 

custom that would continue for earthbound players who lost a game.
It is also believed the religious nature of  the sport helped divine 

the sun’s destiny – guaranteeing the continued cosmic and univer-
sal order. The games were perceived as a contest between the sun 

versus dark – and potentially the struggle between good and evil. 
Furthermore, the spin and movement of  the ball represented the sun 
traveling across the sky.

With religious connotations tied to the games, the losing team’s 

carved into the stonework surrounding the courts. At the South ball 
court at El Tajin and at Chichen Itza – a relief  panel illustrates two 
opposing teams of  seven players, with one player being decapitated by 
the other captain, (or by a priest). At other courts, tzompantlis were 
installed (tzompantlis featured bars connected to wooden posts, and 
these bars were adorned with the skulls of  severed heads). The Mayans 
even created a ball game, where captives on the opposing team, once 
vanquished in a game, were tied, used as “balls,” and callously rolled 

in the world cannot be overstated. It was believed to help foretell the 
-

enced religions, kings, and religions, for generations of  dynasties.
Interestingly, some historians dispute the decapitation happening 

So, some historians contest that it was the winning team who lost lives. 
For the champions, this was considered the supreme honour.  

-

Yet the game could also be played for peace. Reportedly, during the 

of  Xochimilco.   
Similar to today, gambling was a common activity amongst the fans. 

In the Aztec empire, bets were wagered with anything from ornate 
feathers, to land, and even to children. Losers sometimes needed to sell 

rival kings wagered on the games. One story tells of  two kings: one bet 
his market, the other bet his garden. The king betting his market lost, 
but the winning king was murdered when the losing side’s contingency 

garland; with a leather strangling cord concealed inside.

in the world cannot be overstated. It was believed to help foretell the 
-

enced religions, kings, and religions, for generations of  dynasties.  FM 
 
Glen Mikkelsen, CVE, is general manager of  the CN Centre in Prince George, 
British Columbia, Canada.

Did You Know?

of  seven players used a solid rubber ball, and used only their hips to propel the ball.  

continued

IN THE QUIRKS
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kids running around and shouting with glee as they played catch 
and, otherwise, just enjoyed getting to be on the same turf  as the 
venue’s local and iconic residents, the Dallas Cowboys.

one year before the mammoth venue opened, as the senior director 
of  event operations. Over the joyous noise below, Turner takes a 

not even he could have foreseen as a youngster growing up in the 
Los Angeles area.

“I was not a big fan of  pro football ,when I was a kid,” Turner 

buddies over to the house and eat a lot of  junk food and watch the 
football game. A number of  those at the time were obviously Cow-

Dallas Cowboys and, oh, by the way, it’ll be the second NFL team 
you work for and third pro sports team you work for, and you’ll be 

-
mark team, I would have asked, how the hell is that ever going to 
happen?”

for having someone with the industry chops of  Turner, but so to is 
IAVM, for which Turner serves as chair of  the Academy for Venue 

-
agement School.

desire to work in a sports industry,” Turner said. “But, I found the 
right match for my skill set and the role that I do for what I really 
care about. I don’t mean to minimize it, but to me it doesn’t really 

about safety, it’s about security, it’s about the chance to really create 

as they pllayyeddy  catatttccch
the samee tuurff  asss theee

Cowboys.

as the seenniiorr diiirreccttoor
below, Tuurrneer tttaaakeees aa

ter growwinng upppg  inn thheee

I was aa kkidd,” TTTuurrnnerrr

k foodk aannd waaattchhh thheeee
were obbvviousllyyy CCCowwwy ---

he seconndd NNFFLLL tteeaammmm
work for,k aandd yyooou’lll bbeee

---
 is that evver ggoooinng toooog

of  Turneer, bbut sso tto iss
e Acadeemmy forrry Veeenuueee

--

aid. “But, I ffouuuunddn  thheee
I do for wwhaat III reeaallllyy
to me it ddooessn’ttt reaaalllyy

hance to reaeallllyy ccreatattteeey

something that is very special. That’s really shaped my philosophy.”
Indeed, it is a career that has taken some remarkable twists for a 

guy from SoCal whose most early association was to nothing less than 
a euphonium. A what?

 
BEATING THE DRUM

the public assembly venue profession, you likely check him as a sta-
dium guy. Prior to coming to Dallas, Turner had started working in 
2004 at Lincoln Financial Field for the Philadelphia Eagles. one year 
after that stadium had opened. However, go back to the formative 

High School and went on to earn a degree in speech communication 
at California State University, Long Beach. That degree came only 
after Turner switched from a music education major.

Music was always a part of  Turner’s life growing up. He was in his 
high school marching band and became its drum major, a position 
he would also gain with the college band. As for the instrument he 
played, “Well, I played baritone horn. I usually tell people trombone 
because they give me a look when I tell them I played a euphonium 
(note: I just gave him that look). It’s pitched like a trombone, but looks 
like a small tuba.”

Despite switching majors, the music and performance side stayed 
with Turner, and he became introduced to what would eventually 
become his career profession when he landed a position running the 
recital hall on campus.

“I thought, you work on campus, you get paid. It isn’t a very hard 
job. So, my sophomore year, I got the job and started running the 
recital hall,” he said. 

From there, Turner stayed involved in the music department, and 
after serving as a technician for the recital hall, landed other positions 
on campus including front-of-house manager work at the theater, as 

“So, I was kind of  a jack-of-all-trades, and that’s what really got me 
interested in facility management,” Turner said.

Safety (and Security) 

First By R.V. Baugus

AT&T STADIUM’S PAUL TURNER, CSSP, CVE, 

LEADS BY SHINING EXAMPLE

Paul Turner, CSSP, CVE, surveyed the landscape from an empty suite at 

AT&T Stadium in Arlington, Texas, onto the football playing field below.
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with Chad Estis, then vice president of  sales, for a new $1.3 billion 

the Dallas Cowboys. 
“He and I had a conversation that they were going to sell this new 

stadium, but had no idea how they were going to do it,” Turner said. 
“They really needed to get somebody, which led to a conversation 

left to go on the construction of  the new stadium. I set up the stadi-
um operations department and event operations, and we got things 
going. I have been here 10 years now.”

NOW THAT HE’S HERE

hundreds more young, screeching voices of  kids having a time as 
carefree as an unleashed dog romping through a park.

“You know, what I have learned and what I get to do in the venue 
and event industry is really something very special that ties directly 
into the things I think I am good at, interested in, and once again 
helps me get out of  bed every day and try to make today better than 
it was yesterday,” Turner said. “It’s the hearts and minds thing. 

“When you work at a place that is a destination for others, such 
as Disney, we share this common bond because, No. 1, we’re in the 

Those are tangible things that people purchase, but the organizing 
thing around us is an intangible. It’s watching something happen. 
It’s having that emotional connection to a sports contest, to a team, 
to a performer, whatever. These people have saved their money. 
They’ve made plans. They are looking forward to it and emotionally 
invested. We get to be the caretakers of  that. We get to be the ones 

IAVM volunteers has likewise grown. Just as many in the industry 
know him as a “stadiums” guy, most think of  Turner within IAVM 

given Turner’s passion for protecting his guests as well as the assets 
of  his venue.

Turner came to know IAVM, while working in Portland, when 
-

er a member of  IAVM and, second, to attend Venue Management 
School (VMS) to learn more about the industry.

“That introduction of, oh wow, this is an industry, these people 
do this, there’s a growing body of  knowledge around this as a pro-
fession, really struck me as a new IAVM member,” he said. “This is 

member at VMS and second vice chair. It goes back to my seeing 
this as a growing profession and having an opportunity to have an 
impact on that.”

in San Diego from March 10-14, Turner will once again welcome 
attendees that come from a number of  safety and security disciplines. 
Just as Turner sought out IAVM membership and the opportunity to 
attend VMS while in Portland, upon arriving in Dallas, one of  his 

“The AVSS program was originally envisioned to provide a base-
line and level of  competency and training for people around safety 

was this thought that, hey, we’ve got to get our act together. We’ve 
got to train people and develop a body of  knowledge around the 
unique application of  safety and security responsibilities to venues 
and events. 

“The program we have today is very similar to the one we had 
back then. We’re continuing to identify areas of  competency and to 

in the curriculum. The mission of  AVSS is to take people responsi-
ble for safety and security at venues and events and to provide them 
with a two-year educational foundation that will help them be able 
to better manage their operations, to train their people, to develop 
safety and security plans, and to make sure their operating protocols 
are meeting the requirements of  their venue and their marketplace.”

Turner said that the safety and security aspects of  the public as-
sembly venue industry are unique because for years “we tended to 

everybody started doing their own thing. They were doing it in isola-
tion. There was a lot of  duplication and a lot of  people going down 
dead ends or just not 
lot of  people are doing it and I have no idea how they are coordinat-
ing it but if  they truly coordinate it together, they are probably going 

The above really states why Turner took a greater interest in 

-
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cause safety and security is very important,” he said. “How do we 
make sure we are aware of  what we’re doing, and when somebody 
engineers something that’s a really good standard or practice or a 
best practice, how are we making sure that information gets out to 
others?”

Turner has an upcoming meeting rapidly approaching at the sta-
dium, but he is in his element now and continues talking safety in 
the areas of  escalators, venue perimeters, alcohol, and much, much 
more. He eventually circles back to the critical role of  AVSS.

“The catchphrase I use when trying to convince people to under-
stand AVSS is you would not construct a building without putting 

-

security role who can be an advocate, can be a guide and somebody 
who can help write those plans, develop those protocols, help train 

within your total operation.
“What’s ahead? I don’t know. I’ve spent a lot of  time develop-

ing tools and practices and been so lucky to be involved with AVSS 
and now VMS. I want to continue to contribute to the profession. 

done to people who are smarter, more capable, and better informed 
than I ever was. If  that happens, then all this time and investment 

that will be coming later than sooner down the path for the guy who 
started as a drum major but now beats a major drum for the place 
he calls home. FM

R.V. Baugus is senior editor for Facility Manager magazine.

SAFETY (AND SECURITY) FIRST continued
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A single-use ticket is no longer simply a blind date between the 
consumer and a team or venue. Thanks to modern ticketing sys-

both parties. Teams and venues know more about each purchas-
er than ever before, while fans can receive greater value through 

Innovations in the ticketing industry have moved to answer the 
demands of  millions of  people who use online services in their daily 
lives. Not only do fans want access to the best seats, but they look 
for personalized opportunities that help them with parking, deliv-

near the venue.
In return, venues and teams have gained access to data that gen-

erates loyalty as well as additional revenue.
“It’s all about taking advantage of  the moment,” says Maureen 

Andersen, president and CEO of  INTIX.  “Innovations to ticketing 
systems have allowed us to develop relationships in deeper and in 
more profound ways.”

 
CUSTOMER RELATION MANAGEMENT

-
son-to-person transaction, it was rarely personal and little infor-
mation about the customer was gathered. No true relationship was 
born. More recently, that human interaction was replaced with 
technology as online ticketing began to boom, again with the goal 
of  faster service. Still, little was known about the customer beyond 
what events they attended. However, today’s savvy consumer and 

requires a new level of  marketing. Much of  that is learned through 
the online or mobile purchase of  a ticket, especially when paired with 
consumer analytics.

-
ident of  ticketing for accesso.  “However, without leveraging what you 
know about patrons to predict what they want – perhaps before they 
even know themselves – data alone does not carry any value.”

Once a consumer purchases a ticket, venues and teams have the 
opportunity to learn their preferences by way of  various platforms. 
Users can opt-in to programs that allow venues and teams to create 

-
ket and communicate directly with them. Once in a building, infor-
mation can be gathered as to the patron’s preferences for concessions. 
Facility managers can also learn transportation habits of  patrons. The 

-
trons who are using their apps. Many venues will send a “welcome” 
message to patrons once they enter the building and send a “thank 
you” message after the event with a survey or a promotion for an up-
coming event similar to what they had just attended.

“It’s a smart way to customize one-to-one relationships with custom-

TICKETING TECHNOLOGY  
BRINGS VENUES & GUESTS CLOSER TOGETHER

By Kelly Pedone
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like a valued patron of  the organization.”
While some people may view this type of  marketing as a little 

invasive – after all, it does appear that the venue is stalking its patron 
– the reality is that is has become a part of  everyday life thanks to on-
line services such as Amazon, Google, and other platforms. Anyone 
who shops or searches online has grown accustomed to various pop-
up ads promoting products or services that were recently searched.

“The majority of  consumers not only appreciate personalization, 

-
pectations.”

Dan Archabal, director of  
sales for Paciolan, agrees. “It is 
seen as being more thoughtful,” 
he says. “Why wouldn’t you 

if  you knew the habits of  your 
customers? If  you know that 

attending your event are wom-

your bathroom situation.
“You have to be more 

thoughtful than simply provid-
ing a good show in order to get 

your building.”
In some ways, venues and 

event organizers have per-
formed these duties for decades 
through patron cultivation. For 

them that may encourage them to upgrade their seat choices by way 
of  inviting them to batting practice or a special team luncheon. A 
moderate donor to the opera may be contacted via personalized let-

entice them to increase their giving level.

over spreadsheets, information can be gathered on all patrons in sec-
onds via tailored applications. 

email invitation,” Carr says. 
Promoters and venue owners want to know every fan and guest 

entering their venue. Venue managers invest a great deal in resourc-
es to marketing shows and events, and until now they only knew 
the ticket purchaser. The ability to grow a relationship with that 
purchaser’s guests was not an option until now. With new social 
functions, where the purchaser can transfer tickets to their guests 

the friends and families of  ticket purchasers, giving them an even 
broader audience.

 
GENERATING REVENUE

Until recently, ticketing was a cost center for events that did little 

more than allow access to the building. Companies can now leverage 

-
ple. They can also integrate information such as parking and conces-

According to Petrusic, more than half  of  bookings and related pur-
-

simple, personalized recommen-
dations for items they will likely 
want to purchase in addition 
to their ticket, teams and ven-
ue managers can take the guess 
work out of  the planning process.

“A single-platform system al-
lows venue operators hassle-free 
access to a wealth of  comprehen-
sive data and reporting on pur-
chase patterns, ticket availability 
and other insightful user behav-
ior,” Petrusic says. “Once venue 
managers have access to that 
data, they can leverage it to drive 
revenue and ensure an enjoyable 

patrons.” 
Through advanced con-

sumer analytics services, teams 
-

geted ancillary services from 
their marketing partners, such as car rentals, hotels, restaurants, 
and other entertainment. If  a patron is attending a concert from 
out of  town, why not encourage them to spend the weekend? Those 

 
 
THE NEXT GENERATION

As patrons and event managers become more and more accustomed 
to online and mobile ticketing, the need for security increases. Not only 
do patrons need to know that their data is safe, but facility operators 
want to know who is entering their buildings.

The future, Andersen says, lies in making sure event managers know 

crypto-currency, as well as identifying patrons who can skip long secu-
rity lines similar to what airlines provide for frequent travelers.

Ticketing will continue to be the forefront of  establishing a high-
er touch point with fans who increasingly are looking for the easiest, 
quickest, and most mobile-friendly way to purchase a ticket.

“The industry is going to see a move toward guest empowerment,” 
Petrusic says. “Ticketing technology shouldn’t be a barrier between the 

FM
 

Kelly Pedone is a freelance writer based in Charlottesville, Virginia.
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Traditional theater rigging systems developed primarily during 
the Renaissance as sailors, who needed work when not out-to-sea, 
found employment in theatres. During this period, many new large 
theatres were built with formalized stages. As the use of  curtains and 
large painted drops or scenery became more prevalent, sailing tech-
nology was adapted to serve the stage. Theatrical rigging has contin-
ued to utilize manufacturing, equipment, and practices from other 
industries. Although the mechanisms used for manual and counter-
weight theatrical rigging equipment and the engineering involved 
has improved over the last century, the systems largely remain the 
same and their operational practices little changed from the basics 
employed by those sailors in Renaissance theatres.

The developments in motorized rigging, however, have seen 

in the use of  motorized rigging in performance venues. There has 
been a regulatory trend, most prominent in Western Europe, away 
from manual rigging. These regulatory changes were based on 
worker safety and injury preven-
tion from the handling of  coun-
terweights. The North American 
markets have not been subjected 
to this sort of  regulatory direction, 
but the potential safety and labor 

lead them in a similar direction 
and would be applicable for any 
performance venue.

Motorized rigging systems have 
historically been highly custom-
ized and purpose-built machinery 

-
quired unique wiring. Recent trends have shifted towards a more 
standardized equipment model based around the concept of  a 
“packaged hoist.” The result is equipment that is engineered to high 
standards, easy to operate and maintain, and simple to control for 

Packaged hoists are built as a single package or unit, with all el-
ements housed within a single device. They can be installed easily 
(in comparison to custom units) and are designed to augment or 
replace manual rigging systems. In some ways, the packaged hoist 
is the theatrical rigging equivalent of  the automobile. You have a 
standardized machine, with a limited set of  options, that can be 

-

cialized pieces of  equipment, but in comparison to the custom rigging 
machines built in the past, packaged hoists are a major advancement 
in the development of  motorizing rigging.

It is relatively common to see a combination of  packaged hoists and 
manual counterweight rigging on stages. The manual counterweight 
rigging is used for lighter loads that require less counterweight and are 
easier to operate by manual labor. Manual systems can be upgraded 

-
ing counterweight linesets. Multi-line packaged hoists are frequently 
utilized for larger loads on stages, such as theatrical lighting battens or 
acoustic shells or production elements that require high-speed produc-
tion operation. This allows the loads, especially for theatrical lighting, 
to be changed without the need to moving large amounts of  counter-
weight. Precise trim height settings can be programmed and repeated 
for theatrical lighting, acoustic shells, or production loads.

Newer packaged hoists are not limited to static or heavy loads mov-

speed options. Typical capacities 

cover everything from the lightest of  
scrims to large scenic elements or 
speaker stacks. Speed options range 
from 20 fpm (feet per minute) up to 

-
tions, it is entirely possible to design 
a full automated motorized rigging 
system capable of  production level 
scene changes. They are not limited 

These hoists are not solely for 

are based on multi-line hoists, single line point hoist options have also 
been developed. These may be of  use in a traditional proscenium stage 

-
es, event centers, and arenas. The standardized mounting, connectors, 
and improvements in controls allow for hoist units to be repositioned as 
needed, easily and quickly, based on the production needs in a venue. 

Modern control systems for motorized rigging have also seen sig-

more like a lighting console. They can provide a range of  functions, 
from basic controls for simple up/down moves, to the ability to write 

-
-

NEW PARADIGM 
IN THEATRICAL RIGGING: PACKAGED HOISTS
By Jody Kovalick, ASTC
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Many of  the newer controllers include 3-Dimensional modeling and 
pre-visualization of  programed moves of  scenery or curtains. 

Controls are now able to provide a greater level of  informational 
feedback. Faults in the system are readily displayed and pinpointed 
for the operator. An improved level of  safety is possible by this mon-
itoring and robust E-Stop systems located at critical points through-
out a facility. A common option with many of  the newer packaged 
hoists is “load monitoring.” The hoist will actively monitor the value 
of  the load applied to it and report this back to the controls for dis-
play to the operator. Limits on the load may be set at the controls, a 
valuable option for controlling who may be able to hang what from 
a given hoist.

The development of  the packaged hoist and associated controls is 
marked by several key features:

• Standardized components across devices
• Limited options to meet the most common needs of  stages
• Standardized controls and wiring within a manufacturer’s  
ecosystem.
• Engineered around common power available in most facilities
• Engineered to accommodate to a wide range of  structural-
supports.
• Improved manufacturer support for maintenance and repair 
by standardization

• Greater safety features including load monitoring, multiple 

 
NEW CHOICES AND NEW CONSIDERATIONS

any performance venue. Adding or including motorized rigging is a 
critical decision. A thorough review of  a facility’s needs can help to 
determine the right blend of  systems to support the venue’s perfor-
mance program, whether that be packaged hoists, control systems, 
or any manual equipment. When selecting motorized rigging, there 
are several important considerations:

• Initial Cost – The cost to purchase and install rigging can be 

choices of  system and components can result in an economical 
and sustainable system.
• Ongoing Costs – Manual rigging systems tend towards a “set-
it-and-forget-it” mentality. The addition of  motorized rigging 
requires a more systematic approach to ongoing maintenance 
and annual inspection of  motorized systems. This is something 
that is often omitted when planning around manual rigging 
only.
• Future Costs – It is not uncommon to see manual rigging 
systems operating for 30 years with little to no maintenance or 
component replacement. Motorized rigging requires a planned 
approach to the upgrade and replacement of  system compo-
nents. Choosing the right system and manufacturer can go a 
long way to minimizing these future costs and ensuring that 
these needs can be met.

in a facility. These include:
• Increased safety through system fault monitoring, load 
monitoring, and operator access.

awareness.
• Reduced labor costs.
• Reduced set-up or load-out times.

The development of  the packaged hoist and associated advanced 
controls has changed rigging, as much the electronic dimmer and 
networked control console did for theatrical lighting. Venues are no 
longer limited to highly customized devices for advanced motorized 
theatrical rigging solutions. Custom rigging will remain a viable 

-
torization can be served by the modern packaged hoist. FM

 
Jody Kovalick, ASTC, is Principal Theatre Planner with Schuler Shook based in 
Minneapolis, Minnesota.
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PERIMETER  
HARDENING

bat terrorism and provide them with third-party liability protections 
to encourage them and others to make investments to advance the 

recipients a numerical cap on third-party liability arising out of  an 

from the same type of  third-party claims.
To make their case for qualifying for the SAFETY Act, compa-

nies must submit a SAFETY Act application to the U.S. Department 
-

which resides in the Science and Technology Directorate of  DHS, is 
responsible for administering this powerful program. The SAFETY 

-
dations to the Undersecretary for the Science and Technology Di-
rectorate, who has the ultimate responsibility for awarding SAFETY 
Act protections. 

-
ful liability protections, it stands to reason that to earn either award, 

taken proven steps to thwart terroristic threats. If  you are a venue 
operator and want to seek SAFETY Act protection, there are several 
security measures you must deploy, but one of  the most critical ele-
ments is perimeter hardening. 

Given the rise of  terrorist attacks incorporating vehicles, DHS 
has placed an increasing emphasis on understanding what steps ven-
ue operators have taken to eliminate and/or mitigate such threats. 
Terrorist use of  vehicles materializes in multiple ways, including ve-
hicle-as-a-weapon/vehicle-ramming and vehicle-borne improvised 

Each threat type brings unique challenges that must be met with 
a thoughtful and analytical approach. Although DHS understands 
that private sector companies do not have a limitless security bud-

associated risk those vulnerabilities present. 
As a venue owner or operator pursuing SAFETY Act, how do 

you understand your facility’s vulnerabilities? A sound approach is to 
involve consultants who specialize in physical security and Anti-Ter-
rorism Force Protection (AT/FP) assessments of  facilities, which can 
include:

• Establishing Design Basis Threats (DBT) for vehicle-ramming 
and VBIED threats 

The SAFETY Act is rapidly becoming a 
household name among venue securi-
ty operators across multiple industries. 
Nothing better illustrates this than the 
growing number of companies — such 
as the World Trade Center, St. Louis 
Cardinals, San Francisco 49ers, Madi-
son Square Garden, LaGuardia Airport, 
George Washington Bridge, The South-
ern Company, and Bloomberg — who 
have already made obtaining SAFETY 
Act coverage a primary element of their 
approach to risk management.

SAFETY Act, which stands for Support Anti-Terrorism by Foster-

following the attacks of  September 11, 2001. Their main objective: 
-

ism by incentivizing the private sector to take preventative measures 
to deter and/or mitigate acts of  terrorism. Recipients of  SAFETY 
Act coverage receive powerful legal protections that limit or shield 
companies from third-party liability arising from acts of  terrorism. 

-
ly large third-party liability companies can face following an act of  
terrorism. 

An unfortunate circumstance that has occurred (all too frequent-
ly) after a terrorist act is the inability of  those who are wrongfully 
injured to recover from the perpetrators responsible for the injury. 
Terrorists, by the sheer nature of  their modus operandi, make for 
bad defendants: they are either dead; they have no money/assets by 
which to pay for damages; or their money/assets are inaccessible. 
Therefore, companies who are likewise victims of  an attack can often 

the destructive nature of  terrorist attacks, the third-party liability as-

-

By Akmal Ali and Matt Nebel, P.E. 

Step One for Venue Operators Seeking SAFETY Act Protection



• Vehicle vector analysis for vehicle-ramming threats (further de-
tailed below)
• Blast analysis for VBIED threats (further detailed below)

• Crash-rated perimeter plans (further detailed below)
• Present mitigation strategies to venue operator (further detailed 
below)

ESTABLISHING DBT FOR VEHICLE-RAMMING & 
VBIED THREATS 

The selection of  appropriate Design Basis Threats (DBT) for vehi-

threats consider 

• Aggressor capabilities
• Past history
• Available means and methods
• Target attractiveness, and 
• Likeliness of  an event to occur. 

critical structural elements or infrastructure from malicious DBT 
vehicle-ramming attacks or accidental vehicle impacts. They also 

appropriate locations and ratings for new vehicle barriers, a vehicle 
vector analysis is performed. This analysis includes a review of  adja-
cent roadway layout to determine potential approaches for attacking 
vehicle acceleration, roadway restrictions to identify potential vehicle 
threat parameters and magnitudes (type of  vehicle, acceleration ca-
pabilities, mass), and operational procedures used to further restrict 
access and control vehicle movement.

BLAST ANALYSIS FOR VBIED THREATS 
-

-
nation of  mitigation options to implement.

CRASH-RATED PERIMETER PLAN 
Common vehicle barrier impact rating standards include the De-

partment of  State (DoS) “K rating” system and the analogous Amer-
ican Society for Testing and Materials (ASTM) “M rating” system. 
Each of  these systems includes a designation to indicate the impact 
condition (vehicle weight and velocity). Additionally, another designa-
tion is typically provided referring to the allowable penetration that 
a ramming vehicle may achieve when impacting a barrier. Each of  

velocities as shown in Table 1.
 

CRASH-RATED PERIMETER PLAN 
After establishing the types, locations, and impacts from vehi-

cle-ramming threats and VBIED, the venue owner and consultants 
can evaluate various recommendations to mitigate the various DBTs. 
In designing and applying measures to mitigate against the risk of  ve-
hicle ramming attacks, it is important to balance the security require-
ments with the operational and functional needs associated with the 
typical user of  the facility or venue. As a result, a mitigation strategy 

location. FM

 
RESOURCES

• Best Practices in Anti-Terrorism Security (BPATS) for Sports 

• Vehicle Ramming: Security Awareness for Soft Targets and 
Crowded Places  - https://tinyurl.com/ybhatgfv

 
-

in Washington, D.C. where he assists companies in their pursuit of  obtaining 
SAFETY Act coverage from DHS.

 
Matt Nebel is an Associate and Senior Engineer in Walter P Moore’s Washington, 

assists clients in physical security and structural protection against threats from 
natural disasters and terrorism. Walter P Moore is an international company of  
engineers, architects, innovators, and creative people who solve some of  the world’s 
most complex structural and infrastructure challenges.
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Threat and vulnerability risk assessment (TVRA) is, and has always 
been a very subjective process. Over the years within the security sector, 
there has been very little done to change the way the process is conducted 
and the product that results. Simply stated, in order to keep up with the 
pace of  change, the approach to TVRA work needs to focus on solid se-
curity foundations, creativity, innovation, and an infusion of  technological 
advances.  

Venues and companies at the forefront of  this movement use very pre-

conducting security planning, client collaboration, and advance visual-
ization in a myriad of  security scenarios to proactively provide accurate 
risk mitigation solutions, business continuity planning, crisis management 
planning, training, and design before clients invest in an implementation 
strategy.  

Through the use of  3-D visualization, bomb blast and small arms am-
munition modeling, escape and evacuation modeling and virtual reality, 

-

Pairing traditional threat and vulnerability assessment techniques with 
technological innovation is a natural evolution in the process. One tech-
nique is the use of  blast analysis software that provides airblast environ-

The models aid the team in predicting the air blast load impact on the 
structure and direct output of  air blast on humans including zones that 
designate and predict the likelihood for survival. Furthermore, the tech-

The results inform risk mitigation recommendations and display facility 
vulnerabilities in a way that gives the customer the visualization needed 
to understand the risk. 

-
mended security solution implementations displaying how the solution 

-
resentation is one way that clients are able to envision security protection 
planning and train against realistic scenarios that could take place in their 
facilities.  

Through approaching security planning in a comprehensive, layered, 

SECURITY PLANNING  
Using Tech Advancements Results In 

More Precise Mitigation Solutions

and integrated manner, it is possible to use the latest escape and evacuation 

simulation can be run thousands of  times in order to accurately account 
for every building occupant. By using the model’s algorithm, interactions 

procedures and gives the client another way to see themselves. The results of  
this type of  modeling directly contribute to the mitigation recommendations 
that help to improve escape and evacuation processes, training, and written 

-
able information that helps with informed security recommendations. 

Additionally, the use of  Virtual Reality (VR) as a security planning tool 
is a must. VR provides the client with a realistic way to visualize security 
enhancements before installation and implementation. In addition to a 
traditional TVRA report, VR modeling products demonstrate the recom-
mended mitigation measures displaying how security equipment can be 
integrated into their space with desired changes that are only a click away.  

Recommendations like bollards, turnstiles, or even glass partitions can 
alarm clients into thinking that all of  these features will transform their spac-
es into aesthetically unpleasing and unwelcoming environments. In VR, 
the client has the opportunity to see what the report details and provides 
the client with the ability to translate what was normally provided as a list 
of  mitigation options into a 3-D virtual reality world that is easily changed 

added technique is customized to client needs and budget as a myriad of  
scenarios are created at a reasonable cost. With a simple click of  a button, 
the client is in their space and immediately sees how their facility can be 
positively transformed and secured. Furthermore, security technologies are 
live in the model.  

-
fore valuable time and resources are invested in a particular location in the 
facility or on the structure. This added feature helps the client understand 

-
pert and clearly lends to the better investment of  funds. Not only are clients 
able to see a camera on the ceiling of  their facility, but they see what the 
camera will see. The models clearly show the camera coverage as the client 
moves through their space, driving home the importance of  the design. 

Furthermore, when clients see their space modeled additional questions 
are generated and ultimately valuable discussions result from the TVRA. 

By Autumn Krill and Bill Edwards



VR provides security directors a way to present security enhancements 

in this manner helps to demonstrate the minimal impact on facility aes-
thetics, allowing for a smoother approval process and more importantly, 
a return on investment. 

end product that can also be used in crisis response training. Venues, 
-

help prepare the team for a crisis situation. The tactical team uses mock-

crisis events. The models we employ can be used to add a 3D element that 
can help to provide for more realistic options in crisis response scenarios.  

As the security environment continues to transform, so does the need 
to evolve traditional security analysis and evaluation processes. By taking 

we can garner better results in TVRA work. Layering 3-D visualization, 
bomb blast, and small arms ammunition modeling, escape and evacua-

the way that they provide this service to the security conscious client.  
A focus on customization and innovative technology integration result 

in accurate risk mitigation solutions, improved business continuity, crisis 
management planning, and security training and design. There has been 
a long-time need to evolve the TVRA process, and by combining art and 
science, we have a chance to change security planning for the better and 
become more precise in mitigation solutions.  FM

Bill Edwards is Vice 
President of  Operation-
al/Technical Security 
Services at Thornton To-
masetti. He is responsible 
for planning, coordinat-
ing, resourcing and build-
ing operational/technical 
security services for the 
world-renowned structur-
al engineering company 
with a long history of  
successful protective de-
sign and physical security 
projects.  

 
Autumn Krill is Technol-
ogy Integration Director 
for Thornton Tomasetti’s 
Operational & Technical 
Security Services.



ARENAS:    

HIDDEN ENERGY WASTE:

-

keep up with during the everyday schedule of  these spaces. By not engaging 
in proactive maintenance, a facility can often face increased energy usage 

-
ciency and functionality of  your facility.

First, take a quick assessment of  your current challenges. 
Has your energy consumption increased without a clear rea-

son? A slow increase in energy use day-to-day doesn’t seem like much, but 
over time this can create a big impact on the bottom line. Although this is 
typically a slow drift, it is certainly something to pay close attention to and 
take necessary precautions to avoid.

Have there been noticeable changes in your equipment usage 
levels? -
plain the increased load, you may be able to recover “lost” capacity by em-
ploying some simple practices.

Have you noticed an increase in comfort complaints? This 
doesn’t mean you need a new system or equipment, but it does show that 

comfort to your occupants.

calibration the quickest and can have major impacts.
 

CO2 Sensors
2 -

fy drift or calibration loss of  sensors. Failure to monitor this data leads to 

impact on both occupant comfort and energy use.
• CO2 sensors should be calibrated using a calibrated device and calibra-

frequent calibration may be required to maintain optimal performance.
• If  a CO2 sensor cannot be calibrated, then it should be replaced. If  

• When out of  calibration, these sensors will often start reading more 
CO2 -
tem opens the outdoor air damper to decrease the amount of  CO2. The 

-
erly. In this scenario, you are wasting money and equipment capacity to 
condition outdoor air you don’t require for ventilation.

 
RH Sensors

• Due to the type and sensitivity of  the sensing element, calibration of  
RH sensors should be checked no less than every two years. If  the sen-

or frequent condensation, more frequent calibration checks may be re-
quired.
• Due to the nature of  RH sensor operation, if  a sensor is found to be 
out of  calibration, it needs to be replaced. Failure to do so can have a 

control is necessary.
• When out of  calibration, RH sensors can cause equipment to go into 

-
crease cooling or reheating operations. Temperature sensors can do the 
same thing. When they start to drift, they’re not providing accurate data 
to the rest of  your system and your costs will begin to rise. 

 

-

the sensors can’t read properly and supply additional unnecessary air.
• By cleaning these sensors properly, you will save fan horsepower and 
prevent wasted heating and cooling simply by making sure that the 

complaints from the occupants.

The bottom line: Maintaining and replacing sensors at the correct in-
tervals is crucial to avoiding substantial costs in operating your facility. Most 
buildings do not replace their sensors quick enough, even those that utilize 
service contracts for controls and equipment. 

With modern controls systems, sensors are crucial to the successful opera-
tion of  a building. By planning these routine maintenance activities, a facility 

-
rience but will also provide increased value to their company through energy 
cost avoidance. Becoming educated and staying on top of  these procedures 

With a seemingly never-ending list of  things to do while managing a fa-

but their potential impact cannot be overstated. In giving them the correct 
attention in the proper timeframes, your facility and bottom line will be in 
much better shape. FM

 
Zach Kremer is an associate, mechanical engineer, and commissioning agent for Henderson 
Building Solutions, a construction management and commissioning company that is a whol-

building systems for more than a decade. His experience includes retro-commissioning at the 

improve operations and energy costs.

Small Components with Large Impacts | By Zach Kremer, PE, RCX-EB CP
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Make everything a win: An ethos I’ve developed over the 
past few years at BOK Center, I’ve noticed that all we do is cre-
ate winning opportunities for our promoters, agents, managers, 
and artists. There is a very strong “YES” culture here in Tulsa, 
as we want to take any situation and turn it into a positive. I’ve 
tried to incorporate the same attitude toward booking, as well. 

Adaptability: As so many facets of  the industry change, I 
need to as well.  

Industry Knowledge: I try to listen to one new artist per day 
(yet another list I have). 
10. : Knowing what sort of  creative 
deal points you can come up with to add value to a show is 
immensely helpful. 

properly, introduce you to the right people, and let you learn on the 

to learn, but that can be taught. The relationship development side 
takes years, so he recommends getting your name out there sooner 
rather than later. 

his wife also love to travel when they can, play golf, snowboard, and 
of  course he loves being the star shortstop for the BOK Center soft-
ball team.  

“It sounds cheesy, but I love what I do because of  the people our 
industry impacts,” Joe says. “We have the opportunity to create 
memories that last a lifetime, and I can’t get enough of  it. Music and 
entertainment bring happiness in a world that needs more smiles. I 
love contributing towards that bright spot or moment in someone’s 

minutes at every show, watch the show if  you want, but to really 
pay attention to the crowd. The people in the very last row singing 
their lungs out and jumping up and down is what it is all about for 
me.” FM

John Bolton, CVE, is vice president of  SMG – Sports and Entertainment Di-
vision. He also serves on the Editorial Advisory Committee for Facility Manager 
magazine.

“You never work a day in your life, if  you like what you do,” says 

of  friends in the venue management business. Joe currently serves as 
the director of  booking at the SMG-managed BOK Center in Tulsa, 
Oklahoma. \

Joe has been a student of  event planning and booking since he was 

-

school, he was in band, chorus, theater, and absolutely loved going to 
see live shows with his many friends. Music and performing quickly 
became the center of  his universe, and soon, he found himself  in a 
rock band of  his own, but without any gigs to play. A few members 
of  his band started a promotion company called Past the Joneses 
Productions and started booking themselves in local VFW halls and 
bars in Northern New Jersey, giving Joe a taste of  booking. 

Pennsylvania, Joe made a connection through his future wife’s family 
to Zane Colling, general manager of  the Sovereign Center in Read-
ing, Pennsylvania.  

Zane was gracious enough to hop on a call and give Joe some tips 
on how to break into the industry. Two weeks later, Zane called him 
for an interview after suddenly losing his booking coordinator. Like 
that, Joe was hired and quickly became Booking Joe. 

Joe was a quick study to booking and was promoted to a region-
al booking manager with SMG for their Theatre Division. Those 
two positions taught him how to hustle and really go after shows in 
smaller markets saturated with venues and touring content.  Most 

-
ing creative solutions to any issues in booking shows or challenges 
that popped up on show days. 

the BOK Center in Tulsa. Since moving to Tulsa, Joe has been an 
integral part of  one of  the most successful arenas in the country. Joe 
has put his skills to use training other booking managers throughout 
SMG, as well as leading booking presentations for IAVM and other 
industry related organizations.   

Asked about his Top 10 Keys to Success in Booking, Joe quickly 
provided the following:

1. Empathy: Knowing what and where promoters, agents, and 
managers are coming from in a situation is critical to negotia-

2. Responsiveness: Simply responding in a timely fashion is crit-
ical to booking. 
3. Passion
must love every side of  it. I still pinch myself  at every show. 
4. Time and organization: Sometimes there are not enough 
hours in the day, so this is critical!

Drive and determination: I think a lot of  us really do know 

them is your drive and determination to do so.  
Work-Life Balance: I truly would not be here today without 

the support of  my family and incredible wife who understands 

regular. 

LEADERS AT ALL LEVELS
Joe Giordano Makes Events Happen at SMG Tulsa’s BOK Center | By John Bolton, CVE
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Employee Engagement | By Virginia “V” Fairchild

PERFORMING ARTS:

A Holistic Approach to Customer Service: 

for some readers, so let’s get something out of  the way right at the be-
ginning: you will not have to align your chakras, consult your crystals, 
or burn sage throughout your entire venue to start giving everyone 
involved with your organization better customer service.  

All you have to do is care.
I know you do. You are all good people. You are all charming, kind, 

personable, funny, and intelligent. How do I know this? You’re read-
ing this article, which means you are also probably tired, overworked, 
stressed about the constantly changing dynamics surrounding live 

to keep your organization’s reputation and brand loyalty strong. How 
do you do this?

All you have to do is care.
About everyone.
All the time.  

I’m sure you already care about the audience walking through the 
doors. You’ve walked the paths they will take through your venue. 

venue for a three-day weekend of  Something-palooza and fried foods. 
But to really give them your best customer service, you have to also 
care about Mary in Housekeeping who’s singing Uptown Funk while 
she bangs grease-covered popcorn kernels out of  the trashcan. You 
are caring about Davis, sitting in the backstage hallway for the third 

guards the costumes of  the show in the house. You are caring about 
Niko, scanning tickets and worrying about the homework assignment 
due at 11 pm. You are caring about Julie in Finance, Carlos in Devel-

opment, and Adam in Programming. You have to care about all of  
them more than I know you already do.

If  that sounds like a lot of  work, it is. Customer Service has never 
been for the faint of  heart. However, when you are making sure your 

right into place. Lucky for you, there are a lot of  easy, small ways you 
can do this.

Your aim should be authentic conversation and active listening. You 
probably won’t get to everyone every event, but if  you do this for a few 
events, not only will you soon see all the faces, and word will spread 

and motivated. You will also be teaching them a soft skill: customer 
service isn’t about “being on stage” all the time. It’s about actually 
caring about other human beings. THAT is good customer service, 
not an act.  

If  you are truly listening and being open and authentic yourself, 
you’re going to learn a lot, too. You’ll learn faces and names of  course 
(great for increased security of  the building), but you’ll also start learn-
ing what motivates them. Why are they working here? What do they 

brilliant customer service idea right there in front of  you, only hiding 

your organization. Maybe things aren’t as smooth as you thought or 
hoped. Embrace that aspect too. The challenges they present to you 
are a chance for the organization to grow!

Another easy way to engage with your employees is to create oppor-
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-
rience, the easiest way to do this is to create a social committee that 
comes up with various ideas and outings throughout the year. Live in 
a picturesque part of  the country? A Saturday morning hiking trip 

-
day night meet up for pizza will help build the sort of  camaraderie 
that carries over to the work day. A potluck during the day will catch 
those team members that have a hard time participating in non-work 
hour events. The point is to create opportunities for all members of  

will take care of  each other. Further, that family atmosphere will 
turn into a personal investment in your organization. Your clients 
and audiences will feel that friendly atmosphere and that desire for 
every event to be a successful event.  

are going above and beyond, there are a number of  growth oppor-
tunities to be found in an incentive program. These programs are 

decide if  you want to issue points that can be saved up for bigger 

as a voucher to the concession stands. You can also decide how much 
of  your organization’s leadership is involved in this process, whether 
through nominating or being able to provide the immediate prize. 
There is even room for team building through peer-to-peer nomi-
nations. The greatest accolade of  all, though, comes from the cus-
tomers who reach out, either at the event or through a note later, to 

for that.

-
nities at every level and price point, but for many reasons, you may 

-

buy-in on new initiatives? Make sure you’re giving them a place at the 

new policies. In other words, don’t make decisions for Housekeeping 
without input from members of  Housekeeping. An added bonus: a 
much higher success rate for these new policies since a lot of  bugs are 

more well-rounded in general? Good for you! Invest in industry books 

it to see the world from another employee’s perspective. Collaboration, 

increased teamwork, higher retention rates, and a savvier, happier 
FM

 
Virginia “V” Fairchild recently accepted the position of  Senior Patron Experience 
Manager for Children’s Theatre Company in Minneapolis, Minnesota. She is now 
the proud owner of  a snow shovel.  
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Over the course of  my career, I have come to read many how-
to books on the subjects of  leadership, motivating employees, and 
showing them the path towards realizing their greatness. While I can 
always browse the shelves of  my favourite bookstore for a new best-

-
rection of  books on leadership, basically because I thrive on leading 
teams of  people to try harder and do better. 

I have titled myself  an “empathetic badass,” which is my way of  

feelings, thoughts, and attitudes of  others around me. Before I came 
full circle in identifying with this title, I had to spend a bit of  time 
trying to understand if  I could be successful at practicing it in my 
professional life. I think I can say that the moment I decided to fully 
embrace was when a long-time friend and mentor spoke to me about 
empathy and kindness as leadership qualities. 

Kindness Leadership, as it’s been appropriately named, is a kind 

that for the majority of  people kindness is already innately within 
them, waiting to come out but often suppressed due to fears of  look-

kindness we want to show, embrace it like I did by bringing the fol-
lowing items into play.

MR. GRUMPY PANTS
The people who are usually the hardest to be nice to, like Mr. 

Grumpy Pants, need it the most. A little kindness towards these peo-
ple can go a long way in turning their negative attitude around, even 

are faced with a person who is constantly unhappy, especially an an-
tagonistic colleague, it’s only natural for us to follow their lead and 
respond accordingly. Try instead to gently nudge at the reason for 
their hostility by showing him or her a little empathy, because it’s 
possible there is something happening in that person’s life which may 

bad news that has turned their whole world upside down. You have 

nothing to lose by lending an ear, and if  a change in them doesn’t im-
mediately show, know that you’ve still done a good thing. Never un-

who just wants someone to hear them out. I have recommended this 

they don’t get sucked in and escalate the situation unnecessarily. I 

that demonstrate understanding.

“Be kind to unkind people, they need it the most” – 
Unknown

KINDNESS IS CONTAGIOUS
-

ample you’ve set. Think about the wave at a baseball game. It usually 
starts with one or two people, and before you know it the whole sta-
dium has joined in. Kindness can work that way too, with a conta-

-
ing at someone, giving a genuine compliment, or asking about his 
or her day can completely change that person’s mood and lift them 
up to higher spirits. I’m a big fan of  Random Act of  Kindness Day, 

one day a year. When I see the way in which people randomly give 
something of  themselves on this one particular day, without asking 

make in the lives of  others. Don’t wait for a special day that comes 
-

watch with glee as it trickles down to your clients and guests. Who 
doesn’t want happy clients and guests, am I right?

“Remember there’s no such thing as a small act of  
kindness. Every act creates a ripple with no logical 
end.” – Scott Adams

CONVENTION CENTERS:

LEADING WITH KINDNESS
By Carrie Paolone, CMP, CEM, CVP
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KINDNESS STARTS WITH YOU
Kindness has to start somewhere, and it should be with you. An 

important quality that leaders possess is their ability to take initiative 
when nothing has been asked of  them. If  you feel your venue’s cul-

be the role model that your venue needs. The good news is that, 
once you’ve set the example, the wave will eventually hit everyone 
and take on a life of  its own. While this all might sound relatively 
simple, in reality, expect there to be a few people who frankly don’t 
care to keep the momentum going. Believe it or not, it happens at 
baseball games too, where Mr. Grumpy Pants will just sit there in 
his seat refusing to raise his arms as the wave passes through his 

following suit. Be patient. Rome wasn’t built in a day, and seeing 
acts of  kindness spread across your company won’t happen that fast 
either. Kindness will circulate in time, and when it does, appreciate 
what you’ve started.

“A warm smile is the universal language of  kind-
ness.” – William Arthur Ward

KINDNESS DOESN’T HAVE AN EGO
Kindness cannot and must not be fake. For it to have the desired 

looks like it’s coming from a good place, the recipient will usually 
react with surprise and gratitude. If  that same person reacts instead 
with a look of  suspicion, it typically means he or she does not com-
pletely trust the sincerity of  your words or actions. I would guess 
we’ve all had this happen to us, where someone says something you 
think to be either a white lie or just lip service. I like to believe that in 

calling out that person’s insincerity, since it is likely their intentions 
were good. Practicing kindness can be a lot like taking criticism, 

thing you want to do as a kindness leader is to stop encouraging those 
-

periences didn’t go exactly as planned. With that being said, leaders 
and participants who set these acts in motion shouldn’t expect to see 
them paid back right away. To me there’s something morally amiss 
about keeping score, or even hinting to a colleague that he or she re-
ciprocate your kind deed. I would also avoid the temptation to make 
a spectacle out of  your kindness, wherein you’re doing it as a way to 
be seen and acknowledged. The pleasure you derive from carrying 
out the act is the true source of  satisfaction, not the possibility that 

Kindness needs to be performed for its own sake, as if  it came nat-
urally to you. Iif  it doesn’t, let it be a reminder it’s time to get your 
ego in check.

“Carry out a random act of  kindness, with no 
expectation of  reward, safe in the knowledge that 
one day someone might do the same for you.”  
– Princess Diana

These days, my growth as a leader has been dedicated less to what 
I can learn and more to what I can develop. I’ve found that learning 
has and will always be present in my life, regardless of  whether or not 
I’m ready to acquire a new skill or information. A growth mindset 
on the other hand requires developing more of  a mental playbook, 
something that has been planned, practiced, and accepted by your 
team. Fortunately, my venue’s team has taken kindly to playing by 
my game plan, trusting me as their leader to show them that kindness 
can triumph over all.

.FM
    

Carrie Paolone, CMP, CEM, CVP, is director of  events for the Scotiabank Con-
vention Centre in Niagara Falls, Ontario.

SENIOR EXECUTIVE SYMPOSIUM
SES

www.iavm.org/ses

May 13-16, 2019  |  Ithaca, NY
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STADIUMS: 

A THOUGHT ABOUT THINKING

I am often asked, in my position as CEO of  Arena Stadium 
Management, what I do with my day. I go into the ramble about 
driving the strategic direction of  our business and ensuring every 

creating a culture and an environment where people can prosper. I 
do all that, but in reality, I also do a lot of  thinking. I study the data, 
the budget, and trends in the business to create a clear and compel-

of  my job is about thinking. In order to be successful, one needs to 

you ever thought about thinking? 
Have you ever thought why you think the way you do? What 

drives you to accept one opinion over another? What kind of  
thinker are you? What drives your thought process? Are you mak-
ing some fundamental errors along the way? 

and her book The Soldier and the Scout has certainly taught me 
a great deal about it.

She describes what it is like to be a soldier. Your adrenalin is 

side (team), your actions stem from your training, which are deep 

three months of  basic training, during my time in the army, and 
then a further three months of  intense battle-ready training. We 
had to be able to respond to situations under huge amounts of  

kicked in, and it did.

there to attack or defend. A scout’s duty is to understand, to map 
the territory, identify obstacles, and know what is really there. In 
an army, both types of  people are essential. If  we think of  them as 
a mindset and a metaphor for how we collect and process infor-
mation in our daily lives, we can understand the importance that 
each a scout and a soldier play in any organisation or team. How 

we process information and ideas, good judgement, and making ac-
curate predications depends on your mindset. 

Alfred Dreyfus was a major in the French Army. The French found 
that they had a spy within their ranks sharing secrets with the Ger-
mans when a torn piece of  paper was discovered in a waste paper 
bin. They settled on Dreyfus being the culprit, mainly based on the 
fact that he was Jewish, and there was a great deal of  anti-Semitism 
in the French army at that stage. They compared the hand writing 

-
perts said it didn’t. They interviewed Dreyfus’ teachers who said he 
studied foreign languages, which they found convenient that he could 

concluded that he was both clever and sneaky. He was tried, found 
guilty, and sentenced to life imprisonment on the aptly named island, 
Devils Rock. Galef  argues that this type of  thinking, which led to 
Dreyfus being imprisoned, is a soldier mindset or motivated reason-
ing, where the investigators were motivated to get a result regardless 
of  the evidence. She likens it to a sports ref  making a call against 
your team, and your resultant motivation to conclude that it was a 
bad call, or why, if  you read a research paper, that is a certain pro 
stance that you do not agree with, your motivation is to shoot down 

Fortunately for Dreyfus, a Colonel called Picquant, who was also 
causally anti-Semitic, noticed that even after Dreyfus was jailed, the 
spying continued. He found a soldier whose handwriting matched 

his superiors to take his concerns seriously. He even spent time in jail 
due to disloyalty trying to prove Dreyfus innocent, which after 10 

and the truth were more important than his own opinions. She says 
the scout mindset is what is required for good judgement. The prob-
lem is our mindset is based on an emotional response rather than 
logic. The scout mindset is curious, open and grounded. The scout 
wants to see what is real rather than what is convenient or pleasant 

intelligence or IQ , it’s about how you feel.

want to build a ship, don’t drum up your men to collect wood and 
give orders and distribute the work. Instead, teach them to yearn for 
the vast and endless sea.” Improving our judgment as individuals or 
societies requires us to change the way we feel. We need to be proud 

-

She asks a simple but profound question, “What do you yearn 
for?” 

Do you yearn for seeking to uphold your own beliefs or do you 
yearn to see the world as clearly as you possibly can?

I invite you to think about thinking. FM
 

Guy Hedderwick, AEVP, is CEO of  Arena Stadium Management Pty Ltd., 
Titanium Security Arena in Findon, Australia.

OUG OU G
By Guy Hedderwick, AEVP
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By By Neal Miller

UNIVERSITIES:

Finding That Low-Hanging Fruit That Leads to Quick Value

It is the start of  a new calendar year. We are all in the middle 
of  our season in our respective venues or in higher education 
institutions, and we are afforded the opportunity to take a step 
back to analyze our current operations. As I was listening to 
Earl Nightingale, who speaks about human character develop-
ment and motivation, during my commute to work, he men-
tioned a strong point that resonated with me that, “sometimes 
success is right in front of  you.” 

We all believe we have a very efficient operation, but have we 
actually dug deep into our own operations to see if  we are miss-
ing lost revenue or opportunities? Are there relationships that 

within your partner contracts? Are you creating new opportuni-

I was hired 2 ½ years ago by Winthrop University to lead a 
restructured Office of  University Events to increase both the 

-
ty’s brand within the community. Many times, we get caught in 
the fast pace of  our industry and actually miss the low hanging 
fruit that equates to quick value. While this will not work for 
everyone, here are some points that enabled us to triple our 
annual net revenue position within two years. 

1) COMPLETING A FACILITY ASSESSMENT AND 
BENCHMARK COST ANALYSIS – Are you covering your 
costs and are the rates competitive within the market? Facil-
ities are evolving at a faster pace than ever before with new 

the safety and security of  everyone in and around the venue.  
Through our own facility assessment of  defining our actual 
daily operating cost, we discovered that at the signing of  every 

we were not recouping our facility cost. With this in mind, 
we were having to make up the deficit with additional event 

Our most reserved venue is McBryde Hall, a multi-purpose 

walls. Prior to us adjusting the rental rate, we were losing ap-

annually.
 
2) MAXIMIZING THE OPPORTUNITIES OF YOUR 
BRAND – Sometimes revenue is not the only value to con-
sider when evaluating events. Being a higher education insti-
tution, our first strategic plan initiative is to “Support inclu-

communities through enrollment growth.” Keeping in mind 
our strategic plan and operating budgets, we have agree-
ments with 12 different high schools that span four counties. 
In this agreement, we supplement the potential increase in 

-
ing within the high schools. This is a win-win for both the in-
stitution and high schools as we are cognizant of  their budget 
concerns. We increase brand recognition through these ad-
vertising opportunities, and the students, parents, and friends 

3) Thoroughly reviewing the associated Request for 
Proposals (RFP) – Analyze the contracts that your venue has 

-
ue. Are there areas within the RFP that you have determined 

event industry? Can you negotiate the current RFP to increase 
the value? We did this at Winthrop University within our food 
service contract. We were able to develop a business case to 
negotiate a commission on newly acquired revenue through the 

-
sion on concessions revenue. At the time, this was the correct 

of  concessions-only events. One key factor that went into the 
decision was that the contract did not allow for the sale of  al-
cohol at the concession area. The contract value increased ap-

renegotiating the food service contract.

revenue and brand potential, and that may help you. By making 

events program, such as increasing the event usage of  the coli-
seum, renovating the 3,000 seat Byrnes Auditorium to improve 

alcohol at specific events.
-

rent services, analyze the recurring events, and focus on building 
closer relationships with your partners. You never know, you may 
be missing opportunities that can add value, build your brand or 
increase your revenue. Sometimes the low hanging fruit are ripe 
and ready to be collected. The question remains have you looked at 
the bottom of  the tree or are you still only focusing on the sky? FM 
 
Neal Miller is executive director of  university events at Winthrop University 
in Rock Hill, South Carolina.



GET CONNECTED WITH IAVM
VenueConnect isn’t the only way to stay connected to IAVM. Check out any of our 

social platforms for the latest updates, news, and industry trends.

VenueNet: Member Forum

This online platform allows members to connect with 

each other and exchange valuable insights on topics 

ranging from safety and security to what’s trending in 

venues right now. See for yourself at venuenet.iavm.org.

Front Row News Blog

This is where we post everything current about the venue 

industry. Read about trending topics related to venues, 

life safety, educational opportunities, technology, industry 

events, and more now at blog.iavm.org.

Twitter

Think 140 characters is too few for the biggest industry 

updates? Think again. Follow @iavmwhq and see tweets 

from us and our members!  

      Facebook

Give the International Association for Venue Managers 

a like on Facebook and always have the latest news and 

photos at your fingertips. 

Did you know...

hundreds of your industry colleagues 
are using VenueNet everyday. Don’t 
miss out on this amazing benefit!

LinkedIn

It just makes sense to utilize a professional social media 

platform to get in touch with your IAVM colleagues. Check 

out our group page at  linkedin.com/groups/98771.

      Instagram

Follow @iavmhq to see some sweet photos from some 

incredible venues. 

Did you know...

hundreds of your industry colleagues 

are using VenueNet everyday. Don’t 

miss out on this amazing benefit!
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Public Assembly Venue Management: Sports, Entertainment, Meeting, and Convention Venues 
(ISBN 978-1-61254-206-5) is the perfect reference guide for any professional in the venue management industry. 

Regardless of whether you are entering the industry or a seasoned professional looking to expand your knowl-

edge base, this guide is an invaluable resource for your professional development. Public Assembly Venue 
Management explores the history and role of public assembly facilities, as well as the fundamental principles of 

venue management and ownership, safety and security, booking the venue, fiscal practices, operations, event 

management, and much more!

Purchase your copy of this professional development reference 

tool at the reduced rate of $65 today at iavm.org/shopping!  

*IAVM members receive a 30% discount off the retail price!  Not a member? Join today at iavm.org/membership/join.
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Staging innovation from top  
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Your Membership
If there is ever anything we can do to help you succeed as a member of 

IAVM, please let us know. Your success is our success, and we are ready to 

help you. Our front desk can be reached at: 1-800-935-4226

To connect with our membership team, contact:

Gina Brydson

Director of Membership

972.538.1008

gina.brydson@iavm.org

Christy Jacobs
Director of Marketplace Sales
Office: 972.906.7441
Direct: 972.538.1015
sales@iavm.org

Kelly McDowell
Client Solutions Manager
Office: 972.906.7441
Direct: 972.538.1010
sales@iavm.org

Board of Directors

Chair of the Board: Michael Marion, CVE, Verizon Arena

First Vice Chairman: Tammy Koolbeck, CVE, Iowa State Center

Second Vice Chairman: Clifford “RIP” Ripptoe, CVE, San Diego Convention Center Corp

Past Chair:  Doug Booher, CVE, Indiana University Auditorium

Region 1:  Mac Campbell, CVP, The Baltimore Convention Center

Region 2: Clement j. “C.J.” Steigmeyer, CPA, Allen County War Memorial Coliseum

Region 3: Abbie Jo Lady, Show Me Center

Region 4: Stephanie Curran, CVE, Spokane Convention Center

Region 5: Courtney Dyer, CVE, General Manager, Virginia Beach Convention Center

Region 6: Kerry Painter, CVE, CMP, CEM, Cox Business Center

Region 7: Jamie Gallileo, CVE, Vivint Smart Home Arena

IAVM/VMA Asia Pacific: Steve Harper, CVE, Melbourne & Olympic Parks Trust

Allied: Lynne King Smith, TicketForce

Arenas: Kim Stone, American Airlines Arena

Board of Trustees: Robyn Williams, CVE, Portland’5 Centers for the Performing Arts

Convention Centers: Brad Gessner, CVE, Los Angeles Convention Center

Performing Arts: Leslee Stewart, Paramount Theatre

Stadiums: Erik Waldman, CVE, Georgia Dome

Universities: Dusty Saine, Rowan-Cabarrus Community College

FM Editorial Advisory Committee

John Bolton, CVE, SMG - Sports and Entertainment Division

Imran Gill, Shaw Conference Centre

Jack Hagler, ASTC, Schuler Shook

Dee Ann Hirsch, Fair Park, TX

Erin Jepson, CMP, Oregon Convention Center

Steve Kirsner, SAP Center at San Jose

Kimberly Mahoney, CVP, University of New Haven

Sarah Kate Rogers, SMG Tulsa 

International Association of Venue Managers
635 Fritz Drive, Suite 100
Coppell, TX 75019-4442 USA

Robin Covington

Member Care Manager

972-538-1016

robin.covington@iavm.org

Our membership, and our buying power, are larger than 
ever. For partnership, sponsorship, advertising and exhibiting 
opportunities visit iavmcenterstage.com or contact:

Staff

R.V. Baugus

Senior Editor

972-538-1014 

rv.baugus@iavm.org

Gina Brydson

Director of Membership

972-538-1008

gina.brydson@iavm.org

Robin Covington

Member Care Manager

972-538-1016

robin.covington@iavm.org

Rosanne Duke

Director of Governance/Operations

972-538-1025

rosanne.duke@iavm.org

Kathryn Eades

Director of Development

972-538-1009

kathryn.eades@iavm.org

Brianna Espana

Education Coordinator

972-538-1011

briana.espana@iavm.org

Tonya Farmer 

Director Of Meetings

972-538-1019

tonya.farmer@iavm.org

Amy Fitzpatrick, MPA

Director of Marketing

972-538-1006

amy.fitzpatrick@iavm.org

Hillary Goodfellow

Meetings & Certification Coordinator

972-538-1027

hillary.goodfellow@iavm.org

Lori Harvey

New Business Development Manager

972-538-1012

lori.harvey@iavm.org 

Mark Herrera

Director of Education

972-538-1005

mark.herrera@iavm.org

 

Tiffany Jackson

Office Manager - Executive Assitant 

972-538-1000 

tiffany.jackson@iavm.org

 

Brad Mayne, CVE

President & CEO

972-538-1021

brad.mayne@iavm.org

Ronald Melton

CFO/COO

972-538-1034

ronald.melton@iavm.org

Chuck Pope, MBA

Creative Services Manager

972-538-1017

chuck.pope@iavm.org

Rob Price 

Director of Web Development

972-538-1007

rob.price@iavm.org

Kristyn Rickman, CMP 

Meetings Manager

972-538-1020

kristyn.popp@iavm.org

Becky Setterberg

Director of Sales

972-538-1015

becky.setterberg@iavm.org

Prem Shah 

Accounting Manager

972-538-1035

prem.shah@iavm.org

Lori Wehmer

Database Manager

972-538-1018

lori.wehmer@iavm.org

Greg Wolfe, MBA

Education Manager

972-538-1024

greg.wolfe@iavm.org

Shellie Van Druten

Client Solutions Manager,

972-538-1010

shellie.vandruten@iavm.org 

Lori Harvey

New Business Development Manager

Direct: 972-538-1012

lori.harvey@iavm.org

Becky Setterberg

Director of Sales

Direct: 972-538-1015

becky.setterberg@iavm.org

Shellie Van Druten

Client Solutions Manager

Direct: 972-538-1010

shellie.vandruten@iavm.org 
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