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Look for this icon throughout the toolkit —  it references the IAFE Online Library. If noted as an “IAFE
Library Item,” please use your email address and IAFE member password to access the category ARK —  & Activist Response Kit in the online library (www.fairsandexpos.com>Resources>Library).
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Animal rights activists may target the traditional livestock show
components of your fair or show. To help prepare for such an in -
cident, it is essential to have a solid foundation in policies, proce -
dures and standards for exhibitors and the care of their animals.
You cannot expect to change the fact that some people oppose
the use of animals in any way, but you can be prepared with ac -
curate information about your fair should the disruptors come
under the guise of “animal welfare.”

This section of the toolkit will act as a checklist to help your fair
be prepared. Links will take you to downloadable resources and
supplemental information.

Animals Coming to the Fair Must Be Healthy

1. Does your state or province have regulations regarding animal
health and certificates of health necessary for exhibition? The
rules and regulations vary greatly so a critical first step is to
verify with your own state or province (usually Department of
Agriculture, Animal Health, or Veterinary Services) what rules
apply to your fair.

It is imperative, then, to ensure that these rules are:

(a) Up to date every year and/or for every show occurring
during the year

(b) Published, made available to all exhibitors

(c) Communicated and reviewed with the superintendent(s)

(d) Are followed. Determine who has inspection and enforce -
ment authority.

i. If you have one entity responsible for inspecting and
have also secured an “official” veterinarian, determine
prior to the event who has final authority.

2. Consider securing the services of a reputable veterinarian to
be on call and available to respond to any animal illness or in -
jury. Again, check with your state or provincial authorities as
having a veterinarian on call or on-site may be required.

3. Develop a procedure for how situations of animal illness, in -
jury or death will be handled. Some typical considerations
might include:

(a) Identify and prepare treatment areas. Considerations
should include:

* Placement near barns, but separate from primary
stalling areas

* Capabilities of limiting access as well as viewing

* Stocked with essential equipment and supplies (i.e.
bedding, lighting, access to electricity and water, head
gate and/or squeeze chute, etc.)

* Equipment to handle different species (or separate
areas created by species)

* Potential for isolation to prevent spread of disease

* Record-keeping procedures

i. Maintain where the animal was stalled, including
tie-outs in case exhibitors stalled in proximity need
to be notified

ii. Maintain records of treatment, movement, results, etc.

(b) Have the equipment necessary for handling dead animals
(i.e. to remove from barns or stalling areas, show rings,
etc.) as well as proper procedures for all staff who might
be involved. Typical considerations might include:

* Tarping/covering and screening materials

* Trailer versus bucket loader

* Bio-hazard equipment/supplies for staff

* Monitors (i.e. additional personnel to walk along, keep
crowd back, hold screening material, etc.)

* Emergency contacts/numbers (veterinarian, state or
provincial animal health authorities, animal forensics
laboratory, trucking, rendering plant, burial or other
disposal mechanisms)

* Record-keeping procedures (i.e. cleaning, sterilization
of barns, stall areas, treatment areas, and equipment
utilized)

* Disposal procedures (i.e. refuse company, rendering
company, etc.)
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Animal Welfare Policies                                      &
1. Has your fair adopted an animal welfare policy for animals in

exhibition or on display? If so, ensure that these policies are:

(a) Up to date every year and/or for every show occurring
during the year

(b) Published, made available to all exhibitors

(c) Followed. Determine who has inspection and enforce -
ment authority and what penalties will be in place for
failure to adhere to the policy

Code of Ethics

1. Has your fair adopted a code of ethics for the fitting, handling
and showing of livestock at your fair? If so, ensure that the
document is:

(a) Up to date every year and/or for every show occurring
during the year

(b) Published, made available to all exhibitors

(c) Is incorporated into the entry form/contract that ex hibi -
tors sign

(d) Followed. Determine who has inspection and enforce -
ment authority and what penalties will be in place for
failure to adhere to the policy

2. The IAFE has published a “Show Ring Code of Ethics”
which can be adopted and published by member fairs.&

Legal Considerations for Animal Health,
Animal Welfare and Code of Ethics

When an individual enters an animal to exhibit at your fair, a
con tract is created between that individual and your fair when
the entry is accepted. The essence of the contract is that if the
exhibitor presents his or her animal in the show ring in full com -
pliance with all of your fair’s rules and the judge selects the ani -
mal to receive recognition set out in your premium book/list in
the form of a ribbon, plaque, trophy, prize money, the privilege of
being sold in a market auction, etc., your fair is contractually ob -
li gated to deliver that recognition or privilege.

Such a contract whether written or oral is enforceable by either
party. However, if the exhibitor does not fully comply with the
terms of the contract by following your rules, your fair has no
obligation to uphold its end of the contract to deliver recogni -
tion or privileges to the exhibitor. It is extremely important that
your entry contract form contain or incorporate by reference in
writing all your fair’s rules and requirements. Most exhibitors
have not reached the age when they are permitted by state or
provincial law to enter into a binding contract (18 years of age in
most states and provinces). It is therefore a recommended prac -
tice to have the parent or guardian of a minor exhibitor sign the
entry form contract, as well.

The enforcement by a fair of its rules, regulations and code of
ethics frequently results in a claim being made against the fair
by the aggrieved exhibitor claiming that he or she has not been
properly treated and that those who brought the complaint are
“out to get” them for various reasons. These highly emotional
situations usually develop very rapidly when things are occurring
at a hectic pace during the fair. For that reason it is important to
have in place at your fair a deliberative body and a procedure to
handle protests made by disqualified exhibitors. The key to being
successful in these situations is to give the protesting exhibitor
“due process.” Giving due process means the protesting exhibitor
is given notice of what he or she is alleged to have done, is given an
opportunity to be heard and to present evidence of his or her side
of the story and that the protest is heard and decided by a body
that is disinterested in the outcome and is fair and impartial.
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Your entry form contract should include:

(1) A full statement of or an incorporation by reference of all rules
and regulations of your fair including detailed show ring rules of
competition, animal handling rules and require ments, animal and
exhibitor disqualification procedures, and due process for those
disqualified.

(2) A full statement or reference to all applicable animal wel fare pol -
icies, animal health regulations, state or provincial health certifi -
cate requirements, certificate of veterinary in spection require -
ments, and your fair’s animal inspection procedures.

(3) An affirmative statement by the exhibitor that the animal being
entered meets all the requirements, rules, and regula tions of your
fair.

(4) An agreement that the animal can be inspected at any time by
fair officials, and a consent that the fair has the right to take
blood, tissue, urine, or otherwise sample the animal and submit
those samples to a laboratory for analysis.

(5) An agreement that if the animal requires emergency treat ment
while on the fairgrounds that your fair’s official vet erinarian will
be notified and if appropriate will be present when the animal is
treated. An agreement that your fair’s officials and the fair’s offi -
cial veterinarian reserve the right to treat the animal if they de -
termine that it is in the best interest of the animal’s health and
well-being .

(6) A full statement of or incorporation by reference of detailed ex -
hibitor conduct and exhibit area rules.

(7) An affirmative statement by the exhibitor that he or she has read
and understands the animal welfare policies, the rules and regula -
tions of your fair. An example statement above the signature line
of the entry application follows:

“In consideration for being permitted to exhibit at
____________(your fair’s name)____________, I (we) agree that I
(we) have been furnished and have read and un der stand the rules
and regulations of ____________(your fair’s name)____________
and consent to and agree to abide by all provisions of the animal
welfare policies and rules and regulations. I/we understand that if
I/we violate any of the animal welfare policies and rules and regu -
lations I/we will not receive any premiums or privileges from
____________(your fair)____________ and that I (we) may be re -
quired to remove the animal(s) from the fairgrounds.”



To assure that an exhibitor’s protest will be considered by an im par -
tial panel, it is recommended that your fair have a standing disci -
plinary committee. Such a committee considers the evi dence re lat -
 ing to the disqualification presented by the fair and the exhibitor
and renders a decision. Ideally this disciplinary com mittee would
have no other function than to sit as impartial jurors at these pro -
ceedings. The presence of a separate standing disciplinary com mit tee
allows your fair’s staff and board of direc tors to gather and as simi -
late the information for the disciplinary committee’s pro ceeding.
It also insulates your staff and board from the complaint that the
decision was already made before the matter was considered.

Keep Livestock & Humans Safe: Risk Management
Assessments, Policies & Procedures

1. Facilities should be thoroughly inspected prior to use. To en -
sure process control, the fair should:

(a) Develop record-keeping forms (see example template in
this section)

(b) Have policy and procedures for remediation, review, etc.

2. Assessment made of potential risks for injury to animals and
humans. Considerations should include:

(a) Animal movement from loading/unloading areas to
stalling areas

(b) Animal movement from stalling to prep areas (i.e. wash racks)

(c) Animal movement to and from stalling area to show rings

(d) Limit of access for guests

3. Assessment of risks and management of potential illness to
animals. Considerations should include:

(a) Sanitation procedures (before, during, after)

(b) Be vigilant to the rise of potential disease, outbreaks, etc.

(c) Implementation of information campaign for exhibitors
(and/or public)

4. Assessment of risks and management thereof of potential ill -
ness to humans. Considerations should include:

(a) Development of comprehensive Consumer Protection
Pro gram. More details about the CPP training provided
by the IAFE as well as supplemental materials
can be found in the Library                                     &

(b) Be vigilant to the rise of potential disease, outbreaks, etc.

(c) Implementation of information campaign for exhibitors
(and/or public)

The Human Element

When it comes to animals present on your fairgrounds for exhi -
 bition and competition, there are a number of factors to consider
insuring that the human element does not contribute to misper -
 ceptions about the handling of animals or gives rise to incen -
diary reactions.

A. Exhibitors

1. Exhibitors must understand the severity and potential risks

2. Exhibitors should be expected to behave ethically and
treat their animals with care and in compliance with ani -
mal welfare policies

3. Exhibitors must be alerted to tactics deployed by animal
rights activists

4. Exhibitors should be provided information and/or training
(ideally) for non-confrontational discussions with animal
rights activists

IDEAS AND RESOURCES

Many states and/or provinces have developed training pro grams
for youth. Many have been developed through 4-H/  Extension
and generally include “quality assurance” training. Some fairs
even require that youth complete such quality as surance train -
ing in order to participate in their livestock show competitions.

An example is one from Florida State Fair:
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The Florida State Fair believes that every youth exhibitor should receive proper training and information for raising and showing a youth animal project.
It is important that the exhibitors understand:

- The purpose of youth livestock projects                                       -   Proper animal handling and management

- The importance of ethics in youth livestock projects                    -   The difference between animal welfare and animal rights

http://www.floridastatefairag.com/pdffiles/live-ethics.pdf

The Youth Livestock Show Ethics and Animal Care Workshop is designed to certify students to meet the mandatory certification require ments that will
be in effect for the 2018 Florida State Fair. Certification is valid for a three (3) year period. The requirements are as follows:

® ALL STUDENTS THAT ARE ENTERED IN THE 2018 FLORIDA STATE FAIR YOUTH SHOW MUST HAVE COMPLETED THE
ETHICS TRAINING TO SHOW AN ANIMAL AT THE 2018 FLORIDA STATE FAIR.

® YOUTH EXHIBITING AT OTHER FLORIDA FAIRS SHOULD CHECK THAT SPECIFIC FAIR’S RULES FOR ETHICS QUALIFICATIONS.

® WORKSHOPS WILL BE OFFERED AROUND THE STATE. CHECK OUR WEBSITE FOR UPDATED DATES AND TIMES.

® THE LAST WORKSHOP OFFERED FOR EXHIBITORS SHOWING AT THE 2018 FLORIDA STATE FAIR WILL BE JANUARY 15, 2018, AT
RIVERVIEW HIGH SCHOOL IN RIVERVIEW, FLORIDA.

This program has been endorsed by the Florida Department of Agriculture and Consumer Services and the University of Florida, Institute of Food and
Agricultural Sciences (IFAS).

http://www.floridastatefairag.com/pdffiles/live-ethics.pdf


In 2016, the Youth for Quality Care of Animals (YQCA)
was created in order to provide quality assurance training
where it might not be available, and in a national platform.
Visit www.yqca.org for details and see an example of cur -
riculum schedule at end of this section.

YQCA emerged from the discussion of state youth livestock
leaders with representatives of national livestock organiza -
tions. There was a growing concern about the amount of ef -
fort required for each group to maintain an accurate and
 engaging curriculum to provide youth quality assurance
training. The National Pork Board’s Youth PQA program was
the first national program and many subsequent trainings
were modeled from it. Some states had created multi-species
programs to include youth showing animal other than pigs
into one training. University of Nebraska Extension had de -
veloped an online training platform to meet training require -
ments for youth in areas where workshops were not avail  able.
All of these parties discussed the development of a single,
na tional, multi-species program that could leverage the best
of everyone’s efforts. These meetings culminated in 2015
with the decision to work together and establish a new non-
 profit organization, Youth for the Quality Care of Animals,
that developed and offered a training and certification pro -
gram with the same name. YQCA was founded in fall of 2016
and the program was launched in March 2017.

YQCA is not meant to replace the efforts of states and or ga -
nizations that wish to continue their own youth quality as -
surance efforts. For states and organizations that find that
the cost of maintaining their own program is prohibitive or
the burden of keeping the content up to date with industry
standards and government regulation and delivered in an en -
gaging and on-demand platform, YQCA offers a ready-made
alternative. YQCA will continue development of the base cur -
riculum through 2018. At that time a regular schedule of cur -
riculum revision will be maintained under the direction of the
YQCA Board of Directors.

&YQCA Curriculum & Objectives

C. Security Concerns

1. Consider the use of security staff (highly identified as well
as “plain clothes”) to monitor exhibitor and visitor be -
havior and interactions.

2. Consider the use of security staff to monitor animal areas
after visitor access to the grounds has ceased for the day.
Also consider utilizing panels, gates and fencing which
might limit access to barn and stalling areas, as well as any
outside animal tie-out areas during overnight hours.

D. Visitors

1. Visitors may likely not understand why certain ways of
handling of animals are necessary for the safety of the ani -
mals, the handlers, and the public. Make a determination if
some activities should occur after primary visiting hours or
in secured locations.

2. Informing and educating visitors is necessary. Options are
limitless and the opportunities abound to create positive
experiences and to educate the fairgoers about the good
stewardship of animals, the truth about agriculture
and farmers, etc. Some best practices include:          &
(a) Signage in barns and show rings

(b) Guided barn tours

(c) Announcers, or “interpreters” in the show ring to
“translate” what the judges are saying about the ani -
mals into easily understood facts for the fairgoer

(d) Youth ambassadors to meet & greet, do demos,
 answer questions

(e) Information on websites and/or app linked by QR
code to get more information

(f) Printed programs and/or fact sheets

E. “Freedom of Speech” Concerns — See Sections 4 and 5
of Toolkit for Details

1. Be sure volunteers and staff understand policy

2. Train security personnel on fair policies and procedures

3. Meet with law enforcement officials (with jurisdiction) to
review policies and procedures.
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B. Volunteers and Staff

1. All volunteers and staff charged with working in the animal
exhibit and show areas should be properly vetted and
trained (see Section 7)

(a) Create job descriptions for both volunteers and staff

(b) Volunteers should be screened in application process
(similar or identical to process used for hired staff)

(c) Volunteers and staff orientation/training should have
content on the animal rights activist situation:

- Awareness, what to watch for, intervention tech nique

- Reporting process

- Crowd control techniques, diffusing situations

http://www.yqca.org


BARN NAME OR ID: _______________________________ 
PRE-FAIR SAFETY INSPECTION 

DATE:_____/_____/_____ 
TIME:_________ 

INSPECTED BY: _______________ 
 

INTERIOR 
Item Location Condition Repairs Made Notes 

 i.e. Row 1 Pass Fail Date Time By  
Headboards        
Ties        
Stall footing        
Aisle/walkway        
Electrical 
outlets 

       

Water source        
Lighting        
Ventilation        
        
        
EXTERIOR 
Doorways        
Lighting        
Approach 
ramps 

       

Loading dock        
        
        
        
        
 
 
 
Form reviewed by: ____________________________________________________________ 
Date:____________ Time:_________ 
 
 
Suggested usage: 
*One form per barn or building area 
*Add sections/lines as needed to best identify area of inspection (i.e. stall numbers, bay numbers, 
row numbers, etc.) 
*Be consistent in symbols used (i.e. X or ! in Pass/Fail columns) and time standards (i.e. if 12 
hour standard use AM and PM; if 24 hour standard use that format all the way through) 
*If using one form for all facilities, but there are some aspects not in all, use N/A where 
applicable – no item line should be blank. 
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OKLAHOMA STATE FAIR 
2016 ANIMAL WELFARE POLICY & QUALITY OF EXHIBITS 

1                        2016 Animal Welfare Policy & Quality of Exhibits Oklahoma State Fair® 
 

 
 
Oklahoma State Fair Inc. is committed to the humane treatment of all animals exhibited.  Every 
possible precaution is taken to ensure the animals’ safety and wellbeing.  Any exhibitor found 
using unethical practices or mistreating an animal at the Oklahoma State Fair (OSF) will be 
immediately removed from the premises and reported to the proper authorities.  All privileges will 
be withdrawn, attraction fees will be prorated, and premiums will not be awarded. 
 
ANIMAL EXHIBITS, SHOWS AND COMPETITIONS 
 
It is the responsibility of the owner/exhibitor/handler/agent for each animal being brought to State 
Fair Park to be aware of and adhere to the most current regulations and rules regarding animal 
transportation, disease control, vaccinations and health documentation requirement, in 
accordance with the Oklahoma Department of Agriculture, Food and Forestry, Animal Industry 
Services.  For current information call: 405.522.6141.  
 
Any animal not cleaned or fitted to show as a true representative of the breed it represents shall 
be disqualified, and the judges will not award premiums on such animal.  Exhibitors are 
requested to see that their attendants are neatly and appropriately dressed when their animals 
enter the show ring.  Herdspersons are requested to present an attractive and appealing barn 
exhibit(s), by keeping their stall areas neat and clean, keeping the spectator walkways clear of 
all straw, feed, etc., refraining from cooking in the barns, keeping radios, etc. at a low volume, 
following any fire and life-safety rules, and maintaining positive behavior at all times. 
 
A. Summary of Program:  

Exhibitors show animals for many reasons.  The exhibition provides education to the public 
about livestock and farm animals, as well as the overall agriculture industry. Competition in 
the show ring provides a forum for comparison of livestock animals, based on selected or 
desired characteristics and genetics. The results contribute to breed and overall species 
improvement. These selected characteristics reflect in the market and usually follow 
consumer demand for a certain type of product (for example, leaner meat). The Fair also 
provides advertisement for the breeders and owners of the animals. The 4-H and FFA 
programs and other junior organizations teach valuable skills to youth, such as finance 
management, responsibility, decision making and leadership, to name a few. 
 

B. Education 
The Oklahoma State Fair has several educational exhibits and programs designed to 
educate, entertain and inform the public about livestock and agriculture. The Fair utilizes 
judging commentators during the livestock shows to involve and inform the public about what 
is taking place in the show ring. Commentators cover what the judge is looking for in the 
animals, judging terminology (or “reasons”), as well as fun and educational information about 
the judged animals. The junior livestock exhibitors display educational exhibits in the 
livestock area during the Fair. The Fair has a special livestock exhibit area designed to 
provide species diversity and special education. 
 

C. Livestock Exhibits 
1.  Livestock Exhibitor Guidelines 
     a) The Fair expects exhibitors to be knowledgeable about exhibit rules, about their 

projects, and always to be prepared to answer questions. The exhibitor’s role is that 
of ambassador. 

 
b) Exhibitors should learn additional details about animals and their roles in society.  For 

example, it is fun and interesting to share by-product uses and other facts with the 
public.  The Fair encourages educational exhibits in barns.   
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c)  The Fair expects the exhibitors to cooperate with the AgriBusiness Department, the 
assistants, the barn crew, the Fair Management, and any appointed volunteers. The 
Fair also expects good sportsmanship, conduct, and open communication. 

 
d)  Notify the AgriBusiness Department if there is a confrontation with animal activists or if 

there is someone approaching exhibitors and asking questions, which make the 
exhibitors uneasy. Also notify the AgriBusiness Department if someone who is 
unfamiliar, or who looks suspicious, is taking photographs or video footage of the 
animals. 

 
2.  Livestock Exhibit Guidelines 

a)  Keep the needs of the animals as the number one priority with regard to the following:  
• Food and water are clean and fresh. 
• Stalls are clean, with fresh bedding, and free of debris and waste. 
• Animals are clean and well groomed. 
• Transportation is safe and clean.  Use care when loading and unloading.   
• Stalls have enough space to prevent crowding, fighting or discomfort.   
• Animals are tied in the stalls with enough slack in the rope so they may lie down. 
• Use proper grooming techniques and equipment when preparing the animals for 

showing, to cause the least amount of discomfort to the animal. 
• The management will not tolerate any practices deemed inappropriate, unethical 

or inhumane.  Report any sick animal immediately to the proper authority who 
may suggest that the exhibitor contact a veterinarian.   
 

b)  Feed and Pharmaceutical 
Feed shall be appropriate for the animal’s age, weight, and species. Exhibitors should 
read all feed labels for appropriate use and portions. Adhere to all proper withdrawal 
times if using medicated feeds. Follow the requirements of the Food and Drug 
Administration dosages and withdrawal times of drugs. See Drug Residue Policy. The 
Fair prohibits any unnatural, inhumane weight control prior to weigh-in. 
 

c)  Exhibitors should know the proper use of all equipment and exhibit safety awareness. 
This includes removing equipment from walkways so it is not a hazard to people or 
animals. Tack areas and stalls, pens or cages shall be neat and clean, with equipment 
put away in tack boxes or stored out of the way.  Exhibitors shall use all equipment for 
approved and legal uses ONLY. 

 
EQUINE SHOWS AND COMPETITIONS 
 
USDA and APHIS (Animal and Plant Health Inspection Service), under the Horse Protection Act, 
which prohibits making a horse sore to enhance its performance, regulate horse shows. OSF 
also regulates horse shows regarding prohibited substances and the drugging of horses. USEF 
members and affiliated shows are subject to the rules and industry review program administered 
by the United States Equestrian Federation. Shows may also be subject to standards set by the 
individual breed associations, when and if applicable. 
 
 
ANIMAL ATTRACTIONS AND EDUCATIONAL EXHIBITS 
 
Fair Management contracts and supervises animal attraction and educational exhibits. 
Both animal attractions and educational exhibits are required to provide educational material 
about their animals and their care to the public.  Fair Management encourages interaction with 
the public. This may be a criterion for issuing a contract. 
 
Prior to opening to the public, a Fair-designated veterinarian may inspect each animal exhibit. 
The veterinarian may also make periodic checks throughout the Fair. 
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Each animal exhibit will designate a representative to be responsible and to be available during 
the Fair operating hours to answer questions, talk to the media, or respond to an emergency 
situation. 
 
A. General guidelines for care 

1)  Exhibit staff shall be available at all times.  Signs will be posted informing the public of 
acceptable behavior in any petting facility.   

 
2)  The staff should be familiar with basic animal husbandry practices.   
 
3)  Keep animals groomed and clean at all times.  Keep feed and water receptacles clean 

and free of debris. The exhibitor will clean animal stalls or pens, daily. Properly dispose 
manure and used bedding in the appropriate receptacles or areas. Replace old bedding 
with fresh material. 

 
4)  Alternate and give rest periods to the animals especially during hot weather.  The resting 

pens and working area shall have shade with proper ventilation. 
 
5)  Feed animals a nutritionally balanced diet as appropriate and with consideration to the 

animals’ age, weight and species.  Water regularly when working and have clean water 
available in resting pens. 

 
6)  The facility operator should make an effort to control flies in the exhibit and resting areas. 

Proper and prompt disposal of manure and used bedding is beneficial to this effort. 
 
7)  Exhibitors shall use all equipment for approved and legal uses ONLY.  The management 

will not tolerate any practices deemed inappropriate, unethical or inhumane. 
 
8)  Report any sick or injured animal immediately to Fair management, who may suggest 

that the exhibitor contact a veterinarian. 
 
9)  All animals are required to have a current (within 30 days) Certificate of Veterinary 

Inspection.  Many species are required to have negative tests against certain diseases.  It 
is the responsibility of the exhibitor to contact the Oklahoma Department of Agriculture, 
Food & Forestry at 405.522.6141 or at http://ag.ok.gov/ais/oair.pdf to make sure all 
required testing has been performed. 

 
B. Animal Petting Facilities 

The design of an animal petting facility should help educate the public about different types 
of animals and animal care while regarding the animals’ basic needs including time away 
from the public.  It should also provide the rare opportunity for contact and interaction with 
animals. Petting zoos may feature exotic animals not typically raised on farms. 
 

C. Pony Rides 
1)  The ponies should have a pad or cushioned surface such as lawn or shavings to prevent 

ponies from walking on the ground or asphalt for extended periods of time. 
 
2)  The pony ride should be a safe site, away from potential, unexpected noises and sudden 

movements. 
 
3)  Alternate the ponies to allow for reasonable rest periods. 
 
4)  Water the ponies regularly. 
 
5)  Do not expose the ponies to sun for extended periods of time without breaks for rest, 

shade and water. 
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6)  All equine are required to have a current Certificate of Veterinary Inspection (within 30 
days) and a current negative Equine Infectious Anemia test (within 12 months).   

 
D. Pig Races 

Pig races provide fast-paced family entertainment and crowd interaction. 
The USDA regulates pig races and requires an exhibitor license for performing animals. 
Oklahoma Department of Agriculture, Food & Forestry requires Certificates of Veterinary 
Inspection and negative test for Brucellosis and Pseudorabies for pigs to enter the state. The 
owner/operator of the pig races may need to produce current and correct copies of all CVIs 
and results of blood tests as requested by Fair Management or in compliance with their 
contract. The owner/operator of the pig races may need to produce current and correct 
copies of all licenses as regulated by the USDA. Operator should maintain itinerary or 
schedule of Fair dates to document past and future exhibitions. Pig races shall follow the 
general policies outlined in this manual, as well as the appropriate feed for piglet age. 

 
E. Other Animal Exhibits (not previously listed) 

It is up to the exhibitor of animal attractions including: any owner exhibiting animals doing 
tricks or shows; carnivals and concessionaires who exhibit regulated animals; anyone who 
uses regulated animals to promote or advertise goods and services; animals used to 
promote photographs or photography; and anyone exhibiting farm animals for 
nonagricultural purposes to have knowledge of and obtain in a timely manner any required 
licenses.  

 
ANIMAL CARE: POLICY DISCIPLINE AND VIOLATION NOTICE 
 
A. Fair Management relies on staff members, volunteers, exhibitors, and the public to report 

any situations that may be potential policy violations. 
 
B. Fair Management will investigate and determine the severity of all complaints and concerns. 
 
C. If there is a violation of the Animal Welfare Policy, the exhibitor will receive a verbal warning 

and the steps needed to correct the violation. 
 
D.  With the second violation, the exhibitor will receive a written violation notice, and Fair 

Management may call the Humane Society or the veterinarian, at the exhibitor’s expense, 
depending on the severity of the violation. The removal of animals and/or exhibitor from 
State Fair Park may become necessary. 

 
E. A record of the verbal violation warning and copies of the violation notices will become part 

of the exhibitor’s file. Fair Management will consider these before issuing another contract. 
 
F. Any other public or staff complaint filed will become part of the exhibitor’s file. Exhibitor will 

receive copies. 
 
G. Fair Management reserves the right to disqualify any competitive exhibitors in violation of the 

animal care policy from any awards and premiums. 
 
 
 
 
 
 
Oklahoma State Fair, Inc. is a 501(c)(3) not-for-profit corporation that serves the people of Oklahoma and is dedicated to 
continuing the organization’s heritage of education, entertainment and economic development through the operation of 

State Fair Park and the annual Oklahoma State Fair. 
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2016 ANIMAL WELFARE POLICY & QUALITY OF EXHIBITS    
 

5                                       2016 Animal Welfare Policy & Quality of Exhibits                    Oklahoma State Fair 
 

 OKLAHOMA STATE FAIR 
 ANIMAL CARE POLICY 
 VIOLATION NOTICE 
 
VIOLATOR:________________________________________________
___________________________________________________________
___________________________________________________________
___________________________________________________________
___________________________________________________________ 
 
AREA:_____________________________________________________
___________________________________________________________
___________________________________________________________
___________________________________________________________ 
  
CONTACT#:________________________________________________ 
  
DATE OF VIOLATION: ______________________________________  
 
DESCRIPTION OF VIOLATION: ______________________________ 
___________________________________________________________
___________________________________________________________
___________________________________________________________
___________________________________________________________
___________________________________________________________ 
 
ACTION TAKEN: ___________________________________________ 
___________________________________________________________
___________________________________________________________
___________________________________________________________
___________________________________________________________  
 
WITNESS: ________________________________________________________________ 
   
 
DATE: _____________________________________________________________________ 
 
 
 
 
Cc:Fair Manager, Exhibit Supervisor 
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FFA GOOD CONDUCT POLICY AND CODE OF SHOW RING ETHICS

GOOD CONDUCT POLICY
All FFA exhibitors are expected to conduct themselves in a cooperative and courteous manner while participating in FFA events at the Iowa
State Fair.  FFA members who wish to have the privilege of participating in FFA activities at the Iowa State Fair must conduct themselves in accordance
with the Good Conduct Policy.  Use or possession of alcoholic beverages, tobacco or illegal drugs by any FFA member, regardless of age, on the Iowa 
State Fairgrounds (barns, exhibiting facilities, dormitories, campgrounds, etc.) will result in the following:
A. If the violation occurs before or during exhibiting, the member is ineligible to participate in FFA activities at the Iowa State Fair and must remove his/

her exhibit(s) from the Fairgrounds.
B. If the violation occurs after exhibiting, the member forfeits his/her premium money, prize money, trophies/banners and/or sale of champions money, 

and must remove his/her exhibit(s) from the Fairgrounds.
C.   The violation will be reported to the exhibitor’s school for further action under the school district’s good conduct policy.
D.   A meeting of the member, parent and advisor with FFA and Iowa State Fair of cials will be held to determine future member eligibility.

CODE OF SHOW RING ETHICS
FFA members participating in the FFA division of the Iowa State Fair will be obligated to understand and abide by the Code of Ethics described as follows:  
Youth are expected to be sincere, honest and act in sportsmanlike ways at all times.  Youth represent the entire program and their behavior re ects on their 
parents, leaders, school and the entire youth program.  All adults involved with the youth program, leaders as well as parents, are expected to set positive 
examples and serve as positive role models by what they say and do.  Any youth who breaks the Code of Ethics or allows another person (adult or peer) 
to talk them into violating the Code of Ethics agrees to forfeit all prizes, awards and premiums.  The youth may also be prohibited from exhibiting at this 
and future exhibitions including the Iowa State Fair and other county, state or regional exhibitions.
Youth agree to follow these guidelines:
A.  I will do my own work, appropriate for my age and physical and mental development.  This includes research and writing of exhibit explanations, 

preparing exhibits (building, re nishing, etc.) care and grooming of animals, etc.  Adult assistance should help guide and support me, not do it for 
me.

B.   All exhibits will be true representations of my work.  Any attempt to take credit for other’s work, alter the conformation of animals, or alter their 
performance is prohibited.  Copyright violation or allowing others to complete my exhibit is considered misrepresentation and is prohibited.

C.   I will treat all people and animals with respect.  I will provide appropriate care for animals.
D.   I will present exhibits that are safe for consumption.  All exhibits will be safe for judges to evaluate and for exhibition.
E.   All food animals that may be harvested immediately following the show shall be safe for consumers, and shall have met all withdrawal times for all 

medications, and be free of violative drug residue.
F.   If any animal requires medical treatment while at the Fair, only an of cial Iowa State Fair Veterinarian may administer the treatment.  All medications 

that are administered shall be done according to the label instructions of the medication used.
G.   My animal’s appearance or performance shall not be altered by any means, including medications, external applications and surgical procedures.  

Any animal that is found to have changed its appearance or its performance shall be disquali ed from the show, and have penalties assessed against 
me, my parent(s) and/or guardian by the Management of the Iowa State Fair.

H.   I will follow all ownership and possession rules and, if requested, will provide the necessary documentation.
I.   I will follow all livestock health requirements for the Iowa State Fair, according to the state health requirements as printed in the Premium Book.  I will 

provide animal health certi cates from a licensed veterinarian upon request from the Management of the Iowa State Fair.
J.   By my entering an animal in this Fair, I am giving consent to the Management of the Iowa State Fair to obtain any specimens of urine, saliva, blood 

or other substances from the animal to be used in testing.  If the laboratory report on the analysis of any sample indicates a presence of forbidden 
drugs, this shall be evidence such substance has been administered to the animal(s) either internally or externally.  It is presumed that the sample 
tested by the laboratory to which it is sent is the one taken from the animal in question, its integrity is preserved and all procedures of said collection 
and preservation, transfer to the laboratory and analysis of the sample are correct and accurate and the report received from the laboratory pertains 
to the sample taken from the animal in question and correctly re ects the condition of the animal at the time the sample was taken, with the burden 
on me, my parent(s) and/or guardian to prove otherwise.

K.   I am responsible for my exhibit and I will not allow others to violate this Code on my behalf.  By my entering an exhibit in this Fair I will accept any 
disciplinary action taken by the Management of the Iowa State Fair for any violation of this Code of Ethics and any other rules of competition of the 
Fair without recourse against the Iowa State Fair.

L.   I want my exhibit to be an example of how to accept what life has to offer, both good and not so good, and how to live with and learn from the 
outcome.

M.   I will not be involved in any illegal activities while participating in FFA events, including but not limited to alcohol, tobacco or drug use.
I agree to conduct myself in an honest, ethical and upstanding manner; and I understand that disciplinary actions will result if these rules are violated.  I 
understand that I am expected to represent the program in a positive manner.  I have read, understand and agree to follow this Code of Ethics and any 
other rules of competition of the Iowa State Fair as printed in its Premium Book and other exhibitor material.

      Chapter Name___________________________________________ Chapter Town___________________________________________

I certify that these entries are from my SAE Program and I maintain records on them.  While participating in FFA events at the Iowa State Fair, I will conduct 
myself in a cooperative and courteous manner.  I have reviewed the Good Conduct Policy and the Code of Show Ring Ethics and agree to abide by them.  
I am responsible to maintain insurance to cover any loss to person or property that may occur as a result of this competition.

               
Exhibitor’s Printed Name    Exhibitor’s Signature    Date

I hereby certify that all exhibitors are active FFA members and eligible to compete in Iowa State Fair classes as entered.  High school members were 
enrolled in at least one agricultural education course during the school year.  I have reviewed the Good Conduct Policy and the Code of Show Ring Ethics 
with members.  Throughout the Fair, I or a school designated chaperone(s) will be present to assist and supervise chapter members. 

               
Advisor’s Printed Name    Advisor’s Signature     Date
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Animal rights activists are more frequently targeting animal activ -
ities at fairs and non-fair events, which are not part of the tradi -
tional livestock show components of your fair or show. Whether
it is a rodeo or circus, touring educational presentations, animal
races, etc., these activities are a target for individuals who believe
that animals should not be used for any purpose whatsoever.

The most frequent “angle” used by those instigating these inci -
dents will be one of animal welfare. To help prepare for these inci -
dents, it is essential to have a solid foundation in policies, proce -
dures, and standards for such activities. You cannot expect to
change perceptions about the fact that some people oppose the
use of animals in any way, but you can be prepared to provide
accurate information about your fair should the disruptors come
under the guise of “animal welfare.”

Start with Background and References

1. When considering booking of an animal act, attraction, pet -
ting zoo or activity with another party, always ensure under -
standing of the event.

- What animals are involved?

- Is there a central message or theme w/regard to education?

2. Many exhibitors may also be members of the Outdoor
Amuse ment Business Association (OABA) and familiar with
their Animal Care and Husbandry Guidelines for Performing
and Exhibition Animals in the Mobile Amusement Business.
A copy of these Guidelines are available to IAFE
members in the IAFE Library.                                         &

3. Before booking, seek and confer with references

- It’s always a good business practice to check references

Always Have a Written Agreement

1. It is advisable to always seek legal counsel from your local at -
torney for any contracts entered into on behalf of your fair.

2. Your contract with animal acts, petting zoos, educational exhib -
its with animals, etc. (animal act), should include:

(a) An affirmative statement and agreement that the animal
act is in compliance with all federal, state, provincial,
and/or local laws and a requirement to furnish you cur -
rent certificates evidencing compliance and certification.

(b) An affirmative statement that there are no pending legal
actions, administrative and/or regulatory actions against
the animal act operator and its employees that allege
ani  mal abuse or noncompliance with animal welfare laws
in any other performance locations and that there have
been no such actions within the past five years. (If there
are you will have the information you need to make an
informed decision whether or not to hire the animal act.)

(c) A requirement that the animal act provide a current cer -
tifi cate of insurance coverage for general and commercial
liabil ity covering its acts and any activities it will conduct
while physically present on your fairgrounds. (You should
confirm with the insurance carrier that the certificate is
valid and you should confirm with your state or provin -
cial Department of Insurance that the insurance com pany
is authorized to do business in your state or prov ince and
in good standing.)

(d) An agreement that your fair will be named as additional
ensured on the animal act’s policy and that the animal
act’s policy will be the primary coverage regarding claims
arising from the animal act’s presence or performance at
your fair. The agreement should include a provision that
if the animal act’s insurance is canceled or lapses that
you will be notified by the animal act and its insurance
company and that the coverage will continue in effect for
30 days following such notification.

(e) An affirmative statement and agreement that the animal
act has read and understands the animal welfare policy
and media relations policy of your fair and its agreement
to fully comply with those provisions.
See Oklahoma State Fair Animal Welfare Policy,
pages 2-4.                                                                                  &

(f) An agreement that the animal act will follow fair’s proce -
dures including:

i. Will contact the fair’s security and media personnel if
they observe protesters or become aware of protest -
ers  activities.

ii. Will not engage in a confrontation with protestors
other than to protect their animals, if their animals’
welfare is threatened, nor speak to the media in the
event of protester’s activities other than to direct
them to the media contact for your fair.

iii. Will meet with your fair media relations representa -
tive to provide facts and backup information regarding
their exhibit/act and will accompany your media rela -
tions representative to assist with media events if re -
quested to do so.

Verify Contractor Is in Compliance
with Applicable Laws and Rules

In the United States, animals in traveling exhibitions are regulated
by the Department of Agriculture. The Animal Welfare Act was
signed into law in 1966. It is the only Federal law in the United
States that regulates the treatment of animals in research, exhibi -
tion, transport, and by dealers. Other laws, policies, and guidelines
may include additional species coverage or specifications for animal
care and use, but all refer to the Animal Welfare Act as the minimum
acceptable standard. The Act is enforced by USDA Animal Care, a
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unit within Animal and Plant Health Inspection Service (APHIS).
Information at this link provides more detail as to operations of
USDA Animal Care:

https://www.aphis.usda.gov/aphis/ourfocus/animalwelfare/sa
_awa/ct_awa_program_information

1. Ask the contractor to provide you proof of a valid current
USDA License.

2. State and provincial regulations as well as local ordinances
(municipality or county) may also apply. It is important to
 research any potential other regulations which might impact
having an animal act, attraction, educational presentation,
etc., at your fair or on your fairgrounds.

(a.) Even if there are no specific regulations impacting the
con tractor, it is beneficial to communicate with your state
or provincial animal health authorities in advance. These
 authorities may be called upon to respond to media in -
 quiries or can be an ally in direct response to activists.

3. Ask the contractor to provide a current certificate of insurance
coverage and verify such coverage is in force prior to arrival.

Prepare Summary Information and Talking Points

1. Work with the contractor and/or agent to prepare a summary
of how the attraction/event is providing education, rehabilita -
tion, preservation of species, etc.

2. This information should be readily available for use in promo -
tion and media response

3. See additional information in other sections of this Toolkit
 regarding social media, media relations and communications

 For an example of talking points developed by Ohio&   State Fair when PETA issued a call to action to send
                   robo-emails regarding the Sea Lion Splash

On-Site Risk Management

1. Prior to arrival of contractor, review site location for all risks
and hazards to guests, contractor and animals

2. Review contractor requirements such as water, waste disposal,
lighting, fencing, bleachers, siting of supporting equipment,
proximity of living quarters and/or stock vehicles and ensure
all can be met as per agreement

3. Implement daily inspection protocol ensure the fair is com -
plying with its responsibilities under the contract. Maintain
records and use good record-keeping procedures

Determine Security Protocol

1. If specific security protocol is required by agreement, ensure
compliance

2. If monitoring this area will be part of overall fair security, add
area and activities to daily responsibilities and checklists. Con -
siderations should include:

(a) Crowd management for safety

(b) Crowd management for adherence to fair policies and
procedures regarding picketing, protests, etc.

(c) Overnight protocols

(d) Alertness for visitors carrying signage and/or literature,
attempting to access non-public areas, etc.

Communications — External: Media, PR,
Social Media, etc.

1. Discuss key communication points well in advance with con -
tractor and/or agent

(a) Discuss past incidents or situations and outcomes

(b) Discuss potential “angles” of attack

(c) Prepare talking points

2. Identify pro-active positive talking points and potential “posi -
tive push” campaign, especially on social media (see section 8
of the Toolkit).

3. Review “Crisis Communications” or reactive communications
plan (see section 9 of the Toolkit).

4. Be aware that activists will likely target your website, include
you and your staff (or board, or government officials) in a
robo-email campaign, and/or comment extensively on your
social media platforms. See Sections 6 and 8 for details on how
to prepare and respond.

See the May/June issue of Fairs & Expos for an in-depth article
about how fairs dealt with activists in 2016 (“They Are Coming!
Are You Ready?”, pages 20-22).
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Rental events are important for fairs. They provide revenue to the
organization, vital community resources (i.e. when used for emer -
 gency shelter or staging, school graduations, fund-raising events),
and are an economic engine for the community. In addi tion, non-
fair events may help build a positive perception of the fair itself by
introducing new guests to the facility. Conversely, negative per -
ceptions may also result from event incidents at non-fair events.

Animal rights activists are more frequently targeting animal
 activities at the non-fair events taking place on fairgrounds.
Whether it is a rodeo or circus, touring educational presenta -
tions, hunting and fishing expositions, etc., these activities are a
target for individuals and groups who believe that animals
should not be used for any purpose whatsoever.

And certainly other types of social activism may occur with the
wide variety of events taking place at fairgrounds facilities
around the world. Although written with primary focus on ani -
mal rights activists, the items included in this section may be
easily transferable or adapted to any social activism situation.

The sound business practices in this area of fairgrounds opera -
tions include:

* Assessment of facility capabilities for various types of events

* Developing standard policies and procedures for operations
(both internal and facility rules and regulations for renters)

* Sales (proper handling of inbound inquiries, role of outside
sales staff)

* Qualifying sales lead (research and references)

* Communication and understanding between the parties
 before the contract is entered

* Sound contracts (lease agreements)

* Emergency planning (including crisis communications)

Assess Functionality of Facilities for the Event

The most frequent “angle” used by those instigating the animal
rights incidents may be one of animal welfare. The attention may
focus on welfare conditions related to the travel and temporary
housing of the animals, so it is important to assess the fair -
grounds facilities to be used with this in mind.

Consider these areas as examples of assessing your fairgrounds
facilities to be suitable for use for animal events:

* Will animals be housed in fairgrounds buildings (totally en -
closed), open sided barns, tents provided by the renter, trailers
provided by the renter, or outdoor corral areas?

* Does the facility have adequate water supply to animal hous -
ing areas?

* Can facilities where animals are housed be properly ventilated
(and/or heated and cooled) to address any welfare concerns?

* If the fair is providing loading/unloading facilities (ramps,
docks, chutes, etc.) and are they in good condition and ade -
quate for the species?

* Is fencing (permanent or temporary) in place to protect ani -
mals during rest or non-event times from predators or un -
authorized access?

* Does your fairgrounds incorporate a year-round Consumer
Protection Plan (CPP) and procedures? More details about the
CPP training provided by the IAFE as well as
supplemental materials can be found in the Library      &

* Does the facility have mechanisms in place for security of
property, animals, and visitors such as fencing and lighting?

Policies & Procedures/Facility Rules & Regulations

Preparing for a successful rental event business includes develop -
ment of policies and procedures for internal operations, as well
as facility rules and regulations which impact the renter/user.

Many examples of these types of documents from IAFE members can
be found through online search of their websites and in the
IAFE Library (search on category “Facility Usage (Year-Round)”  &
Qualifying Sales Leads

Every prospective facility rental should be researched and refer -
 ences checked, most often from consideration of protecting the
facility and the financial obligations. However, further research
should be undertaken when animals are involved and to assess if
the event has been the target of activists in the past. This should
be both part of contract negotiation discussions with the pro -
spective renter and through independent research.

When the event involves animals and operators who may be sub -
 ject to licensing, permitting, and inspection by federal and/or state/
provincial authorities, additional consideration should be part of
the process of qualifying the lead. The discussion with the poten -
tial facility user should include a discussion of legal, admin istra tive
and/or regulatory actions pending (or upheld within the past five
years) against the operator and/or operator’s employees if those
actions allege animal abuse or noncompliance with ani mal wel -
fare laws in any other performance location. This will allow an in -
formed decision on whether or not to lease or license the rental.

Communication Before the Contract is Signed

Particularly in situations where the event under consideration
may likely be the target of activists, it is important to discuss
this aspect of the event with the prospect. Ask about past experi -
 ences at other facilities – how they were handled, the outcomes,
etc. Review procedures for dealing with potential situations. For
example, at your facility who will make the determination if pro -
testing is allowed or not? Who is responsible for security and is it
adequate for the anticipated situation?
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Considerations for the Lease Agreements/Contracts

When fairgrounds are leased or licensed during the non-fair sea -
son your goal is to include in the agreement provisions that will:

(1) Allow the fair to end the contract and remove the lessee/
licensee if animal welfare abuses occur

(2) Provide the fair with an explanation to media showing it is
concerned with animal welfare and that it contractually re -

quires that its animal welfare policy be followed by those
using the fairgrounds

(3) Empower the fair’s designated media contact to oversee
and/or control media relations relating to a protest

(4) Not be so extensive that a court would conclude that the
fair is controlling the lessee/licensee and the event or activ -
ities thus becoming a partner in the production of the event
or activity
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Your lease or license agreement with lessees and licensees in the non-fair season should include:

l An affirmative statement and agreement that the lessee/licensee has read and understands your facilities’ animal welfare policy and media rela -
tions policy and agrees to fully comply with those provisions.

l An affirmative statement and agreement that all animals brought to and/or present on the fairgrounds for any purpose related to the lease or
 license are in compliance with all federal, state, provincial, and/or local laws and a requirement that the lessees/licensee will have or require cur -
rent certificates evidencing compliance and certification.

l An affirmative statement that there are no legal, administrative and/or regulatory actions pending against any operator(s) of animal act(s) and
operator’s employees, that will be present on the fairgrounds during the lease/license, that allege animal abuse or noncompliance with animal
welfare laws in any other performance locations. And, that there have been no such actions within the past five years. (If there are you will have
the information you need to make an informed decision whether or not to lease or license the fairgrounds).

l A requirement that the lessee/license provide a current certificate of insurance coverage for general and commercial liability covering all the ac -
tivities it will conduct during the time the lessee/licensee is present on the fairgrounds. (You should confirm with the insurance carrier that the
certificate is valid and you should confirm with your state or provincial Department of Insurance that the insurance company is authorized to do
business in your state or province and is in good standing).

l An agreement that your fair will be named as an additional insured on the lessee/licensee’s policy and that the policy will be the primary cover -
age regarding claims arising during the lease/license. The agreement should include a provision that if the lessee/licensee’s insurance is canceled
or lapses that you will be notified by the lessee/licensee and its insurance company and that the coverage will continue in effect for 30 days fol -
lowing such notification.

l An agreement that the lessee/licensee will contact your security and media personnel if they observe protestors or become aware of protestor’s
activities. That they will not engage in a confrontation with protestors, nor speak to the media in the event of protestor’s activities other than to
direct them to the media contact for the fairgrounds designated in the agreement. If the lessee/licensee’s use of the fairgrounds involves animals
the lessee/licensee should be permitted to protect their animals, if their animals’ welfare is threatened.

l That the lessee/licensee will meet with your designated media relations representative to provide facts and backup information regarding their
production and its activities, exhibits, displays, acts, etc. and will accompany your media relations representative to assist with media events if
requested to do so. (When such an incident arises you may decide to allow the lessee/licensee to handle the media, but this provision will give
you the opportunity to make that decision at that time, when you can assess the gravity of the situation).

l Standard hold harmless and indemnification provisions protecting the fair should always be included.



Can Protestors Be Forced From the Grounds?

See Section 5 Free Speech. You will first need to answer the
ques tion of whether your fairgrounds are private or whether the
particular non-fair events produced there by the lessee/licensee
will be considered “state action.” The right to regulate speech
and activities derived from the “designated forum” rulings dis -
cussed in Section 5 will most likely not be helpful unless the
event and activity for which you have leased/licensed the fair -
grounds are in furtherance of your purposes. For example, a
youth livestock show, a purebred cattle or horse show or sale
would likely be viewed as an event and activity that furthers
your fair’s purpose to advance or showcase agriculture. Since an
analysis of the lessee/licensee’s event and activities relative to
the fair’s designated purposes is involved the decision to remove
protestors from the grounds during non-fair events is more diffi -
cult. It is important to consult with your fair’s attorney about
this issue during the time you are qualifying the sales lead when
you can choose not to lease/license the grounds.

If your fairgrounds are private you have a broad right to remove
unwanted protestors. You should never, nor should you allow
your security personnel to, engage in a physical confrontation
with protestors. The safest way to handle these situations is to
instruct the protestor to leave the premises. If the protestor
 refuses to leave the premises you should advise her or him that
she or he is now considered to be a trespasser and that you are
calling law enforcement to have them arrested for trespassing.

Pre-Event Communication

In addition to standard procedures in pre-event communication
with the renter, make sure that activist situations are discussed.

* Using latest intelligence discuss potential for protestors
 (inside or outside of facility)

* Review key contacts (i.e. security, fairgrounds rental manager/
staff, local law enforcement (including the Public Information
Officer, PIO), fairgrounds and renter media relations/ spokes -
person, etc.)

* Review emergency plans

* The fairgrounds representatives should be provided key talk -
ing points (i.e. animal welfare of the species, educational
 aspects, etc.)

Be Prepared for Cyber Attacks,
Social Media Response

Even though the event on your grounds may only be a rental, it
is possible that activists will target your website, include you and
your staff (or board, or government officials) in a robo-email
campaign, and/or comment extensively on your own social me -
dia platforms. See Sections 6 and 8 for details on how to prepare
and respond.

Emergency Planning/Crisis Communications

In addition to typical concerns addressed in most emergency
plans (weather, bomb threat, violence, etc.) and resultant crisis
communications consider potential animal emergencies:

* Animals escaped

* Animal injury

* Animal death

An excellent example of policies and procedures specifically
 addressing animal welfare in rental events is from ExpoSquare
(Tulsa State Fairgrounds, Tulsa, Oklahoma) follows this section.

Read excerpts of a IAFE Igniter Forum discussion
amongst members in Spring, 2017 for examples
of their experiences.                                                                                 &
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Animal Welfare Policies     1 

Animal Welfare 

Expo Square is committed to the proper care and treatment of all animals.  Every possible precaution is 
taken to insure an animals’ safety and well-being while on Expo Square property.  No one has a greater 
economic stake in the welfare of animals than the livestock and equine producers and organizations 
involved in the promotion of the agriculture and equine industries.   

Care and Management of Animals 

The care, custody, and control of the animals brought onto Expo Square property is the responsibility of the 
owner and/or exhibitor.  Expo Square will at no time have care, custody, and/or control of any animals 
brought onto Expo Square property.  In the case of an emergency, the show’s designated veterinarian 
and/or Expo Square’s designated veterinarian and/or State Veterinarian of Oklahoma, would be the lead 
individual in directing the resolution of a problem. 

Sick and Injured Animals 

If an animal on Expo Square property becomes sick or injured, the designated show veterinarian will be 
immediately notified to coordinate a prompt, expeditious, and appropriate response.  In the event that 
emergency measures are necessary before the veterinarian arrives, Expo Square Agribusiness Department 
Coordinator and Show Management will ensure that the animal is properly moved to a designated location 
for evaluation as quickly as possible.  A stall/area in the livestock complex will be designated for the 
treatment/evaluation of injured or sick animals.  A conveyance will be available for moving an animal to the 
designated location if necessary.  Expo Square Agribusiness Department will maintain an Incident Report 
on all animal sicknesses and injuries.   

Dead Animals 

In the event the animal dies while on Expo Square property, Expo Square Agribusiness Department 
Coordinator, Show Management, and the designated veterinarian will assist the exhibitor and coordinate 
animal disposal.  Expo Square Agribusiness Department will maintain an Incident Report on all animal 
deaths.  

Animal Disposal Procedure: Animal should be loaded onto conveyance and covered with a tarp to 
designated location.  Tarps will be utilized to shield the loading of the animal onto the conveyance.  The 
designated Animal Removal Company will be contacted promptly to remove the animal from Expo Square 
property at the expense of the contracted show. 

Bio Security 

Biosecurity for Expo Square involves adopting procedures to prevent the introduction and spread of disease 
in animals.  Many normal appearing animals can be carrying a virus or shed an infectious agent, which can 
be passed from animal to animal. Following Expo Square’s protocols will minimize the risks, keep our 
animals healthy, and prevent any threatening outbreak which can result in the closure of the facility.  
Maintenance staff, housekeeping staff, event coordinators, and department supervisors are trained in Expo 
Square’s biosecurity process. 

*Please reference the detailed Bio Security Protocol.  
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Animal Welfare Policies     2 

Escaped Animals 

In an event an animal escapes the designated stall area, an attempt to contain the animal should be made 
by the owner and/or exhibitor since they have the most experience with the animal.  If the animal escapes 
Expo Square property, Show Management, Expo Square Agribusiness and Security Departments, Tulsa 
Police Department, Tulsa County Sheriff’s Office, and Tulsa Area Emergency Management Agency, 
(TAEMA), will be contacted in an attempt to contain the animal.   

Severe Weather Emergencies 

When the potential for severe weather is forecasted, Expo Square Staff will work to evaluate the situation.  
Expo Square staff will monitor the National Weather Service Tulsa Forecasted Office webpage, 
www.srh.noaa.gov/ts, and consult with TAEMA officials as needed to insure proper warning information is 
provided to the contracted show’s staff, animal exhibitors/owner’s, and patrons.  The Agribusiness Event 
Coordinator will ensure contract show’s staff, animal owners/exhibitors and patrons are informed and 
updated on severe weather conditions as well as precautions to take in relation to severe weather hourly via 
the Expo Square paging system.   

Should severe weather impact Expo Square during an animal event, the on duty Agribusiness Event 
Coordinator will be in charge of the response and ensure owners/exhibitors and animals are cared for.  The 
Agribusiness Event Coordinator will be available to first responders and work in unified command to best 
coordinate response activities.  In the event resources for recovery are overwhelmed, TAEMA official will be 
notified for assistance.  

*Please reference Expo Square’s Emergency Operations Plan.  

Handling Animal Rights Issues 

All inquiries from the public, news media, or representative of the animal interest groups regarding the care 
and management of animals should be referred to the Expo Square CEO and Expo Square Public 
Information Officer.  
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Animal Welfare Policies     3 

Consultants: 
 Dr. Rod Hall, State Veterinarian of Oklahoma 
 Dr. Deroy White, Sapulpa Equine Hospital 
 Mr. Roger Jolliff, Director of Tulsa Area Emergency Management Agency (TAEMA) 
 Mr. Darrell Bilke, Executive Director of the Pinto Horse Association of America 
 Mr. Bob O’Bannon, Executive Director of the Breeder’s Invitational 

 

References: 
 Expo Square Emergency Operations Plan.  
 American Horse Council Welfare Code of Practice. 
 International Association of Fairs and Expositions Animal Welfare Policy Template. 
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Most IAFE member fairs have some type of exhibit space activity
during the annual event referenced by a number of different names
such as “commercial exhibits,” “vendors,” “concessions,” “booths,”
etc. The way in which the fair manages this area of operation is
not strictly about revenue. Following best practices in contracting
(or licensing) the space — from application through operation —
will not only result in a superior program, but is the key to man -
aging activity on the grounds when activists of any type attempt
to influence opinion and gain media attention during your fair.

Fairs in the United States often refer to the core concept of con -
trolling exhibitors activities as the “Booth Rule.” Historically, fairs
implemented booth rules to deal with the fact that they are of lim -
ited duration and exist in part to provide a means for a great num ber
of exhibitors to temporarily present their products or views, be they
commercial, religious, or political, to a large number of people in an
orderly, safe, secure, and efficient fashion. “Booth Rules” at fairs
were first challenged over 50 years ago as being unlawful restric -
tions on the exercise of free speech and religion. In 1981, the United
States Supreme Court upheld the Minnesota State Fair’s “Booth
Rule” as constitutional. Their booth rule pro hibited distributing free
literature and items, selling items, and conducting fundraising
activities other than from a licensed booth. The Supreme Court
said that requiring any person desiring to engage in those activities
to do so only from a rented booth was a permissible time, place,
and manner restriction on First Amendment speech activities.

A well written “Booth Rule” is at the core of your fair’s right and re -
sponsibility to maintain orderly movement of the crowd at the fair.

NOTE: This section is written from the perspective of laws in the
United States. If you are an IAFE member from a country other
than the U.S., please contact a legal expert in your country to
help you address your rights regarding “Booth Rules.”

To prepare for dealing with activists in this aspect of your fair’s
programming examine the following:

1. Does your fair have a “Booth Rule” that requires all persons,
groups or firms that desire to sell, exhibit or distribute materials
during the fair to do so from a duly licensed location?

It is imperative to ensure that your fair’s “Booth Rules” are:

(a) Written in a manner that is legally enforceable

(b) Published, made available to all exhibitors and the public

(c) Applied so that booth space is rented, consistent with
your fair’s policy governing balance of products and ser -
vices, in a non-discriminatory fashion on a first-come,
first-served basis and applied alike to nonprofit, charitable
and commercial enterprises

(d) Uniformly enforced at all times by security personnel
with the assistance of law enforcement if the circum-
stances require

              Examples of “booth rules” and exhibitor contracts& from member fairs

At the end of this section there are case studies where the
Booth Rules were used successfully in dealing with PETA at
four separate fairs.

In addition to a booth rule to confine exhibitor’s activities to a
specific booth location your fair needs to have rules that define
what conduct, activities and expressions are permissible in ex -
hibitor’s booths. In 2012, the US District Court for Kansas upheld
the Kansas State Fair’s rule requiring PETA to shield a graphic
video, containing vulgar language depicting animal slaughter,
from fair visitors was permissible to serve a rational government
interest to shelter minors from lewd language and graphic images.

The court noted that the application of the rule was consis -
tent with the state fair’s stated purpose to provide education
and entertainment to a youth and family-oriented audience.

2. Does your fair have a manual or set of rules governing ex hibi -
tor’s conduct at your fair? Does your fair have a policy state -
ment included in its rules stating that the primary audience
of the fair consists of family and youth? The courts recognize
that these kinds of rules establish a status quo of family-
 oriented entertainment and education. Courts are reluctant
to overturn an established status quo thus increasing your
fairs chances of prevailing in litigation.

It is imperative to ensure that your fair’s Exhibitor Conduct
Rules are:

(a) Written in a manner that is legally enforceable

(b) Published, made available to all exhibitors and the public

(c) Contain a statement that the primary audience of your
fair consists of family and youth

(d) Contain a statement that your fair is a limited public
forum of limited duration and exists in part to provide a
means for a great number of exhibitors to temporarily
present their products or views, be they commercial, reli -
gious, or political, to a large number of people in an order -
 ly, safe, secure and efficient fashion

(e) Contain a provision giving your fair the right to reject any
exhibit and/or contents that may be considered objec tion -
able by that audience (family and youth)

(f) Applied in a non-discriminatory content neutral manner
and uniformly enforced at all times by fair administration
and security personnel with the assistance of law enforce -
ment if the circumstances require

                   Examples of exhibitor rules, manuals, etc. from& member fairs. Also, see end of section for case studies
                    where the presence of such a document was utilized.
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4
“Booth Rules”
Controlling Activist Activity on Grounds



The following case studies have been submitted by members, detailing their individual situation with PETA as a commercial exhibitor
during their fair.

“BOOTH RULES” CASE STUDY – UTAH STATE FAIR

In May of 2012, the Utah State Fair received a Commercial Exhibitor Application from People for the Ethical
Treatment of Animals (PETA). A letter which accompanied the application indicated that in light of a new law
passed by our State Legislature in March of that year, they wanted to present a “thought-provoking twist on the
traditional 4-H booth”. The bill which passed our legislature that year established that a person was guilty of
agricultural operation interference if the person recorded an image of, or sound from, an agricultural operation
under certain circumstances or if they obtained access to or employment at an agricultural operation under false
pretenses. The law further established penalties for such violations. The code can be read in its entirety at
https://le.utah.gov/xcode/Title76/Chapter6/76-6-S112.html?v=C76-6-S112_1800010118000101

Because of the potential conflict that a booth of this nature could cause with the core of Fair participants and
 attendees, staff contacted our legal counsel at the Utah Attorney General’s Office for advice in handling the
 review of the application. Our rules allow us to deny any application based on space availability, variety of
 content, or best use as determined by management.

However, after lengthy consideration staff and legal counsel determined that do deny them booth space outright
or without due consideration could potentially provide them a larger platform for their cause. So a standard
 review of the application was performed. Commercial exhibit applicants are required to list all activities that will
be taking place within the booth space and, when applicable, provide samples of materials that will be sold,
 distributed, or displayed.

The PETA application included samples of materials they would distribute and indicated they would be screening
footage from their 2008 investigation of an Iowa pig farm and from Paul McCartney’s “Glass Walls.” Staff  reviewed
the provided materials and they were deemed to fall within criteria established in our rules that state in part “all
materials, products, and displays must be family-friendly and not cause undue concern or alarm for attendees of
all ages.” A request was made by staff to the applicant for access to view the footage proposed to be shown and it
was provided. When the footage was viewed by staff it was determined that it did not fall within the above stated
guidelines because of the violent nature of some of the content. The applicant was contacted and informed they
would not be allowed to show the footage in such a manner that it could be seen or heard by anyone that did not
enter directly into the booth space. The applicant was initially not happy with the restrictions but when presented
with the location of rules within our handbook, they agreed and a lease space agreement was drawn up stating
those criteria very clearly. The applicant signed the agreement and was assigned a booth space.

Because the anticipation for on-site conflict was still very high, livestock exhibitors and specifically youth exhibitors
were given advance notice of the booth’s location and provided tips for handling confrontations and for talking
to Fair attendees that may have specific questions after viewing or receiving materials provided at the booth. It
was emphasized that taking the opportunity to discuss their best practices in animal care was a better approach
rather than getting into an argument about claims made by PETA.

Staff began the Fair with some trepidation about the decision to allow the booth but the PETA staff followed all
guidelines set forth in the agreement and there were no issues to speak of.

During our post-Fair evaluation, staff agreed that having guidelines in place that allowed us to limit the screening
of the footage and providing our exhibitors with knowledge and tools helped to diffuse the potential for problems.

We did not receive an application for exhibit space from PETA the following or subsequent years.
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CALIFORNIA STATE FAIR CASE STUDY

BACKGROUND
An animal rights organization (PETA) approached the State Fair in 2012, in an effort to
apply to be a “Commercial Exhibitor” at the 2012 State Fair. At that time, Fair Manage ment
advised the Organization, in writing, that the Organization’s request was made too late
for consideration, since the due date for Commercial Exhibit applications had already
passed. Fair Management suggested that the Organization apply again in 2013, before
applications closed. Subsequently, in early 2013 the Organization submitted the required
Commercial Exhibitor application in a timely manner.

RESEARCH
As soon as the application had been received, Fair Management began contacting
 industry trade associations to determine what “lessons had been learned” by those
large Fairs that had already been involved with this Organization. It was found that:

1. None of the Fair industry trade associations that were contacted had any specific
guidelines or policies in this subject matter. However, trade associations did
 assist in identifying large Fairs that had been targeted by the same Organization.

2. One State Fair had gone through court battles in its efforts to protect guests
from the Organization’s use of profanity and violence in its videos and materials
(see PETA vs. Kansas State Fair at end of this section)

3. One State Fair was deemed to be a “private entity” by a Federal Court in a
 decision to prevent a preacher from distributing religious materials on the
 midway, and as such could take a much stronger stand in not allowing the
 Organization to exhibit at its Fair. (Texas)

4. One State Fair had let the Organization in as a Commercial Exhibitor, and held
the Organization to the same standards that it did for all of its Commercial
 Exhibitors. (Iowa)

5. One State Fair had let the Organization in as a Commercial Exhibitor, only to
see the Organization show graphics videos, make up its own “Four H” type flag
(Hell-Heart Attack-Hazard-Hypocritical) as an insult to 4-H, leave its designated
booth to instigate problems in the animal barns, regularly initiate its own Press
Conferences, etc. (Colorado)

Additionally, Fair Management held conversations with several key State Officials and
with leaders from major livestock industries within the State. Related legal and political
matters were also reviewed as part of Fair Management’s research.

DECISION TO ALLOW
The Organization had completed and submitted the required application for Commercial
Exhibit space in a timely manner, as well as submitted the required advance deposit.
The Organization had no previous history of being a good or bad Commercial Exhibitor
at any Fair within the State. The State Fair is an Agency of the State and therefore
seeks to not differentiate based upon the content of the product or the message of a
Commercial Exhibitor – unless such product or message is in violation of State, local
or Federal laws. The State Fair does prohibit certain items as a matter of public safety,
including but not limited to: replicas of firearms; “realistic looking” toy guns; etc. Additionally, 
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items such as long knifes must be delivered to the Patron at the Will Call Booth, or
shipped to the Patron’s home.

Reasonable Restrictions and Placement
Since the Organization had listed certain video/films on its Commercial Exhibitor
 application form, Fair Management reviewed these video/films online before approving
the application. Several of the videos/films contained curse words, along with graphic
images. Consequently, Fair Management required that the television/video equipment
must face into the booth, so that it could not be viewed or heard by small children as
they walked by the booth. As is the case with all Commercial Exhibitors, the Organization
had to agree to abide by all conditions outlined in the State Fair’s Commercial
 Concessionaire Handbook, including but not limited to: Hours of Operations; Staffing of
the Booth at All Times; Staying Inside of the Booth; Use of Pre-approved Amplified
Sound and Video Equipment; Conduct of Booth Employees and/or Volunteers;
 Insurance Requirements; etc.…

As is the case with all Commercial Exhibitors, the State Fair seeks to locate products
in such a way that competitors are not adjacent to one another. Additionally, differing
locations have differing rental prices. i.e. Indoor, air conditioned, corner spaces generate
more rent than spaces located outside. Given that the Organization had requested that
they be placed in an inexpensive location, Fair Management gave the Organization a
choice of two less expensive outdoor locations that were roughly 100 yards away from
the nearest large animal barn, but only 200 feet away from the rabbits and chicken
 display areas.

STRATEGIC COMMUNICATIONS
Based upon the above outlined research, discussions, and the decision to allow the
Organization to be a Commercial Exhibitor, Fair Management developed a strategic
approach to communications.

Common Message: “As the State Fair we seek to balance the desires and opinions of
hundreds of thousands of patrons each year. Consequently, this matter will be appro-
priately monitored and any related issues will be addressed in a timely manner.”

Involve Stakeholders: Fair Management held meetings with various key stakeholders
including State Fair Board; State Fair’s Agricultural Advisory Council; Key State Officials;
Key Elected Officials; FFA; 4-H; Beef Producers; Pork Producers; Dairy Industry; Major
Agricultural Universities in the State; State Fair Staff; Law Enforcement, etc.

Group discussions were held with youth and adults as they checked their animals into
the State Fair. As part of the messaging, it was noted that the Organization thrives on
the use of “free media” and “sensational comments.” Whenever the Organization is
able to portray itself as being mistreated, it is able to raise more donations.

All stakeholders were encouraged to not engage in any negative activities aimed at the
Organization (i.e. Damage or block the Organization’s Booth; shout inflammatory
 statements at the Organizations, etc.) All stakeholders were asked to report 
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 immediately to Fair Management any potentially negative actions by the Organization
(i.e. Organization’s representatives coming into the Barn Area to verbally harass young
people, etc.)

DAILY MONITORING AND DOCUMENTATION
During its routine daily rounds, Fair Management viewed the Organization’s Booth
 several times each day. Any violations of the Commercial Concessionaires Exhibitor’s
Handbook were noted, written down and then addressed in the same manner that is
used with all Commercial Exhibitors. Typical violations included: the Organization’s
booth not being opened on time in the morning or closing too early in the evening;
Booth Staff was leaving the Booth vacant for periods of time during the day; etc. One
patron complained that the Organization’s television/video screen had been turned to
face the public walkway. However, when Fair Management went to the booth, the
TV/video was facing into the booth and the sound was at a reasonable level. At one
point an aggressive volunteer from the Organization began handing out leaflets in the
Livestock Barn. They were stopped immediately by appropriate Fair Staff, and the
 Organization was advised that their employees/volunteers were allowed to conduct
business in their designated booth space only – like all other Commercial Exhibitors.

On one occasion the Organization invited local media to come to the booth for live
 interviews. Since the State Fair requires that all media check in with the State Fair’s
Media Department, appropriate State Fair Staff accompanied the media to the
 Organization’s booth. In an effort to obtain a more balanced story, the media was also
taken into the main Livestock Barn by State Fair Media Staff, where they were able to
interview several FFA and 4H youth. Having been prepared ahead of time by their
 respective programs, these young spokespersons did an outstanding job, and came
across very well on local news stations that ran the story.

SUCCESSFUL APPROACH
The State Fair and the Organization were able to coexist in a reasonable manner. No
sensational media stories were obtained by the Organization. No expensive litigation
was incurred by the State Fair. No allegations of discrimination or mistreatment were
filed by the Organization against the State Fair.

It appears that the Organization did not raise any significant funds by being present as
a Commercial Exhibitor at the State Fair. The Organization found it very difficult to staff
its booth with employees or volunteers, due to the long hours of the State Fair. The
 Organization has not reapplied for any space at the State Fair since 2013.

One large livestock industry partner threatened to withdraw its sponsorship of the State
Fair if the State Fair allowed the Organization to be a Commercial Exhibitor.  Fortunately,
this relationship remains intact and the partnership has continued.  Unfortunately, one
member of a related Livestock Committee of the State Fair resigned due to “health reasons”
as a silent protest of the State Fair allowing the Organization to be a Commercial Exhibitor.
This individual remains a strong State Fair supporter, just not a committee member.

& Examples of the correspondence with PETA as well as space agreement can be found in the ARK Toolkit Section of the Library.
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Kansas State Fair Case Study
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Kansas State Fair Case Study
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Activists and protestors have identified fairs as one of the easiest
ways to reach a lot of people in person and a great way to get
media coverage to reach thousands more individuals.

This Section is based on United States law. If you are an IAFE
member from a country other than the U.S., please contact a
legal expert in your country to help you address your rights
 re garding activists and protestors who seek to be present and
ex press themselves at your facilities.

United States courts have held throughout history that the indi -
vidual right of free speech created by the First Amendment of the
United States Constitution and applied to the states through the
14th Amendment is the fundamental building block of our democ -
racy. It is important to understand, however, the right to free
speech is not absolute and it can be regulated or restricted by
governmental or quasi-governmental entities if the regulations and
restrictions satisfy the legal standards imposed by the judiciary.

Determine What the Activists/Protestors
Are Engaging In

In preparing yourself in the event that your fair experiences

l protestors

l activists and/or zealots

l people attempting to secure signatures on petitions

l people attempting to distribute literature while walking
around the fairgrounds

l people standing on your midway attempting to draw a crowd
with loud speech directed to many

l people holding up signs on rigid sticks or poles

l commercial exhibitors displaying images or words that are
graphic and/or offensive to the fair audience

your starting point is to know whether your fair is part of a state
or local government system or a private entity.

Determine Whether the Fair Is a “State Action” Fair
or a Private Fair

A key question you need to answer regarding free speech is to
determine whether your fair is structured and operated as a pri -
vate entity. If your fair is a private entity its rules and regulations
are not “state action.”

The determination of what constitutes “state action” involves a
variety of both objective and subjective factors that will ulti -
mately be decided by a court on a case-by-case basis. You, how -
ever need to answer this important question as best you can be -
fore you write your rules and regulation. Addressing this question

early may even provide the opportunity to change a fair’s gover -
nance documents, business relations and transactions thus in -
creasing the chances it will be found to be a private fair.

The question is easily answered if it is a state fair created by state
statutes and the workers are employees of the state govern -
ment. The same goes for county fairs when the county employs
the staff that controls the fairgrounds and produces the fair.

If a fair is a non-profit corporation or association that operates
on county or city owned property under a lease or similar ar -
rangement the question is not so easily answered. Each case
must be examined from the facts of each situation and there is
no hard and fast simple rule. A careful review of the factors
below will help answer the question and may prompt a change
in business relationships and practices to prevent a fair from
being considered a “state actor.”

Review These Factors To Answer
the “State Action” Question

This is a list of some of the criteria that have been considered to
determine whether “state action” exists in a particular case:

(1) Is the fairgrounds’ property owned by the state, county, city
or other governmental entity?

(2) What is the principal source of funding for the operation of
the fair? Does the fair receive any subsidy or financial sup -
port from tax dollars?
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(3) Is the governing body of the fair made up in whole or in part
by individuals from private organizations or by government
officials or individuals designated by state law?

(4) Is there substantial government involvement in planning
and operating the fair?

(5) Is there government involvement in the development of re-
strictions on expressive activities?

(6) Was the fair originally a function of the government that
has been transferred to a private not-for-profit entity?

(7) Are the fair’s transactions with governmental entities
“arm’s-length” transactions or special “sweetheart” deals?

(8) Does the fair use local law enforcement officials to enforce
its rules and regulations or do law enforcement officials only
enforce the criminal code of the state, county and city?
Does the fair employ non-government security personnel?
Who pays the law enforcement officials?

(9) Are there other significant affiliations and entanglements
between the fair and a government agency or official that
creates a symbiotic relationship?

PRIVATE FAIRS ARE TREATED DIFFERENTLY
THAN “STATE ACTION” FAIRS

Private Fairs Have Greater Control Over Expression

A private fair has much more discretion in the regulation of
speech, religious and other First Amendment activities on its
grounds. A private fair can almost uniformly expect to prevail in a
lawsuit brought by a protestor who has been told to stop his or
her speech or activity or face arrest for trespass. If there is a
question in your mind about this it would be prudent for you to
(1) direct the question to the attorney that represents your fair,
and (2) proceed cautiously as though your fair is “state action”
until you know otherwise.

“State Action” Fairs Have Less Control —
But All Is Not Lost

The following discussion assumes that a fair is a government en -
tity or its connection to government is sufficient for the court to
consider the enforcement of its rules and regulations to be “state
action.” State action fairs, though they do not have the free hand
of private fairs, may restrict and regulate the exercise of free speech,
free religion, and other First Amendment activities on their prop -
erty because they are created to be “limited public forums.”

Why Is Being a “Limited Public Forum”
So Important?

The greatest limitation against restrictions on speech is in public
forums. Public forums are public areas such as streets and parks
that have been used throughout time for purposes of assembly,
communicating thoughts between citizens, and discussing public

questions. The restrictions which a “state action” fair may place
on First Amendment activities and speech have evolved as courts
have recognized fairs as “limited public forums,” rather than pub -
lic forums. Designation as a limited public forum means that the
government has dedicated the use of the forum (the fair) to cer -
tain groups or dedicated its use solely to the discussion of cer -
tain subjects.

The purposes set forth in a fair’s governance documents (state
statutes or other government legislation establishing the fair
and/or articles of incorporation or statement of purposes) define
the perimeters of the subjects a fair is dedicated to showcase
and discuss. It is beyond the scope of this section to fully explore
governance documents but you should review the purposes and
mission of your fair with board members, stakeholders and legal
counsel frequently because those documents define what subjects
and what groups of people your fair is inviting to participate in
speech activities.

In addition to the subjects and groups to which your fair is dedi -
cated, the uniqueness of its characteristics support the use of
reasonable restrictions on First Amendment activities and ex -
pression. Those characteristics are:

l Fairs are temporary events attracting great numbers of visitors

l Fair visitors come to the fair for a short period of time

l Fair visitors come to see and experience a host of exhibits and
attractions

l All fairgoers and concessionaires should have adequate and
equal access to each other

l Fairs have an overriding interest in the safety, welfare and
health of fairgoers and thus must provide a minimum of con -
gestion on the fairgrounds

Those unique characteristics have given rise to the U.S. Supreme
Court’s approval of “booth rules,” see the discussion in Section 4.

Permissible Restrictions on First Amendment
Activities and Speech

With properly written and enforced rules and regulations, a fair
may restrict or prohibit the following speech/activities:

(1) Handing out leaflets, trinkets, and the like other than from
a licensed booth

(2) Selling literature, trinkets, and the like other than from a
 licensed booth

(3) Soliciting donations or contributions other than from a
 licensed booth

(4) Soliciting signatures for a petition other than from a
 licensed booth

(5) Uttering or displaying “fighting words” likely to provoke
 retaliation

(6) Uttering or displaying words or gestures that incite immi -
nent lawless action
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(7) Advocating breaking the state’s criminal law (because the
First Amendment cannot require a state to facilitate such
speech at its own activities such as a state, county or other
government sponsored or supported fair)

(8) Creating congregating or loitering which could interfere
with the orderly, safe and efficient movement of the crowd
or impede the flow of vehicular traffic

(9) Holding signs or placards up in the air on a rigid stick or
pole (a rigid stick or pole could be used as a weapon)

(10) Displaying graphic or offensive images free from shielding
or screening. (PETA was prohibited from displaying videos
and pictures depicting animal slaughter, animal harvest,
hide removal, live animal decapitation, dismemberment or
butchering in a manner readily visible to passersby or the
general public.)

It is worth considering whether speech advocating that animals
are not ours to eat, wear, experiment on, or use for entertain -
ment can be restricted or prohibited at a fair with properly writ -
ten purposes which promote the production of food and animal
agriculture. Short of a court approving this kind of a restriction
or prohibition based on the subject matter to which the fair is
dedicated, it is clear that you may not prohibit fairgoers from
mingling with the crowd and orally or with signs or words on
clothing propagating their views about whatever subject they
choose. This assumes their words do not violate items 5 through
8 above.

It is a recommended practice to include the following statement
in all of your fair’s rules, regulations and documents published
for public consumption:

“The ______(your fair’s name)______ primary audience
consists of family and youth and we reserve the right to
reject any exhibit and/or contents that may be consid -
ered objectionable by that audience.”

“Free Speech Areas”

“Free speech areas” are a location on the fairgrounds with de -
fined boundaries where people can make speeches advocating
their position on any subject, so long as they are peaceful and
law abiding in the process. In some states, fairgrounds may be re -
quired by statute to establish free speech areas. But, free speech
areas within limited public forums are not required by the First
Amendment of the U.S. Constitution. Apparently, free speech
areas in limited public forums have been adopted by legislators
thinking that if a fair has such an area the fair then has more
lati tude to control speech on the rest of the fairgrounds. In fact
the opposite is true. Opening up a portion of a limited public
forum, a forum in existence because of government policy dedi -
cating the forum to speech for certain groups and subjects, in -
vites a challenge that the limited public forum isn’t a limited
public forum, after all! If your fair is not required by your state’s
law to have a “free speech area” do not add one to your venue.

See Kansas State Fair case study in Section 4 for a detailed
explanation of how “limited public forum” status was used
in winning a lawsuit filed by PETA.
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What Is a Cyber-Threat?

A cyber-threat is defined as “the possibility of a malicious at -
tempt to damage or disrupt a computer network or system.”

Cyber-threats can come in various types: email campaigns,  Denial of
Service (DOS) attacks, and phishing/gaining access to the network.
They can cause structural, relationship, and mone tary damages.

Email Campaigns (Robo-Emails)

Online petitions are petitions that are generally created through
companies or organizations that offer users (supporters) the op -
portunity to create, advertise, and carry out petitions for any
cause. Users can sign up and provide reasons they would like to
petition against a fair, provide a fair’s email address, then embed
web code into their own sites or on social media to encourage
other users to sign a petition online. Once the link to the peti -
tion is clicked, the signee only needs to complete a short form
and click “submit” to send an email to the fair’s address — this
can result in THOUSANDS of emails inundating a fair’s server.
Processing this much email can cause a server to crash, losing
valuable email, network, and website hosting capabilities.

Example:

For online petition sites (such as change.org, moveon.org,
ipetitions.com), ANY user can sign up to create an online
petition/campaign against your fair. The user then pro -
motes signing of the campaign through social media (click
here to tell XYZ Fair that you will not support their decision
to allow . . .) and embedded in the user’s website’s code

(click on this link to be sign an online petition telling XYZ
company that you will not support them if they continue to
advertise with XYZ Fair . . .). The user tells the site which
company’s email address to send template emails from
the petition’s signers. The online petition site may also
provide tools for off-line notification (i.e. other emails,
calls, etc…) to let the fair know about their decision.

Visitors to the online petition site can also simply search for key -
words to sign a petition based on that topic. For example, a visi -
tor can search for “county fair” to see all campaigns with those
words. They can then sign the petition as well. (See Figure 1).

Activist organizations such as Humane Society of the
United States (HSUS), People for the Ethical Treat -
 ment of Animals (PETA), Animal Legal Defense Fund
actively encourage their followers to sign up for alerts
calling them to action using online petitions.

Email Bombs

A slight variation of this type of attack occurs when a malicious
actor intentionally signs the fair up for online emails and other
services. Known as an “email bomb,” these attacks can be more
devastating because it takes only one dedicated user to perpe -
trate the attack. If that user can write or receives a copy of a script
(a small program) that helps conduct these attacks, they can sign
the fair up for hundreds or thousands of emails, per hour.
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Figure 1 - Search that allows visitors to a petition site to send petitions to a “County Fair.”



To make this attack work the perpetrator first finds the email ad -
dress of the fair. They then go to websites that offer email (“push”)
notifications, including newsletters and other free resources. If
the website is not setup for security, the perpetrator can sign the
fair up to receive all of the newsletters and other resources. This
results in thousands of emails to the fair, and has the same ef -
fect as the robo-emails: causes the server to crash, and the loss
of valuable email, network, and website hosting capabilities.

Denial of Service (DOS) Attacks

A Denial of Service attack occurs when a perpetrator tries to
make a server unavailable to other users by requesting too much
information from the server. A normal request to a website gen -
erally comes from a single machine and can be easily processed.
A DOS attack happens when there are many requests from one
machine, too many to divert or block with filtering software. (i.e.
block a particular IP address’s message from being downloaded
into the mail server).

A Distributed Denial of Service attack (DDoS) is more malicious
and utilizes hundreds or thousands of compromised computers
(those unknowingly infected with spamware or a virus — which
allows the perpetrator to utilize it) to submit emails or requests
to a server, causing it to crash. The affected company’s Internet
Service Provider may also be forced to stop Internet service to
protect other customers from decreased service. Due the volume
of machines sending the request, and the fact that they are
often victim machines, too, it is more difficult to track and block
the IPs. (See Figure 2).

A common type of DDos attack is a SYN Flood. According to the
Multi-State Information Sharing & Analysis Center (MS-ISAC), “It
occurs when an attacker sends a succession of TCP Synchronize
(SYN) requests to the target in an attempt to consume enough
resources to make the server unavailable for legitimate users.”
When the victim server receives a SYN request, it keeps the con -
nection open with the requesting client to maintain the connec -
tion. Although the connection is never verified from the request -
ing client, the connection is kept open and more SYN requests
are sent until the server’s resources can’t keep up with the in -
complete connections and crashes.

Other common attacks include variations of the SYN flood, Net -
work Time Protocol (NTP) Attack with Amplification, Wordpress
Pingback Reflection Attack, Simple Service Discovery Protocol
(SSDP) attack, Microsoft SQL Reflection Attack, and DNS Reflec -
tion Attack with Amplification (DNS). To learn more about these
potential threats and ways to identify and repair services after
an attack, please see https://www.cisecurity.org/wp-
content/uploads/2017/03/guide_to_ddos_attacks2016.pdf

Phishing/Accessing a Network

Sometimes, employees or volunteers may unknowingly allow ac -
cess to computer networks through clicking on a link in an email
or opening an attachment, installing malware or spamware. This
software then searches the network and institutes an attack on
the server’s network or data. Phishing is another type of email
attack, where the email may appear to be legitimate, but re -
quests the user click on a link. After clicking, the user will be
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taken to a website to login or enter information. This results in
the user providing their login name and password or other sensi -
tive information to the perpetrator.

Preparing for an Attack

l Ensure all users use complex, unique passwords.

l Take an inventory of your network —

° Have an accurate inventory of all authorized and unautho -
rized devices.

° Is your email hosted by a service (i.e. software company,
Cloud-based, etc.)?

° Who and where is your website hosted?

° Is your data backed up off-site and on-site? Have you test -
ed restoring from backup?

° Who is your Internet Service Provider? How much band -
width do you have?

n What protocols do they have in place to handle DDOS
attacks?

n Do they offer any tools for assisting with an attack?

n NOTE: It may be expensive, but some companies have
increased bandwidth to handle potential overload/volu -
metric attacks and other companies offer mitigation
services. Purchased in advance, these services are
cheap er than during an attack.

° Is there redundancy in your hardware? Do you have the
capability to switch servers if an attack shuts a server down?

° Network Traffic Analysis — What is the normal amount of
traffic on your network (fair and non-fair)? How much
traffic/emails/requests can your servers handle?

l Take an inventory of your software —

° Have an accurate inventory of all authorized and unautho -
rized software.

° Do you have anti-virus software on every system? Is it
turned on to receive automatic updates?

° Is all software up-to-date and patched? Do you have a
patch management plan?

° Do you have a spam filtering service? See end of this sec -
tion for announcement of such a service at discounted
rates for IAFE members.

° Do you have a company policy on the use of hardware and
software? Is it enforced? Do you have a method for han -
dling suspicious emails?

° Are firewalls, IDS (Intrusion Detection System), and/or IPS
(Intrusion Protection System) in place?

° Do you have a balancer to handle server loads?

° Do you have SYN flood protection? TCP connection limits?
(i.e. only allow connections for a small amount of time to
not drain resources)

l Continuously acquire, assess, and take action on new informa -
tion in order to identify vulnerabilities, and to remediate and
minimize the window of opportunity for attackers

l Implement the Principle of Least Privilege.

l Encrypt sensitive data at rest and in transit (e.g. within emails)

l Train your employees to recognize spam and phishing emails.

l Monitor known communication channels (e.g. Twitter) for
threats or claims of attacks.

DURING A POTENTIAL ATTACK OR CAMPAIGN

Communication

If you know of a campaign against your fair, it is important to
take steps to communicate with stakeholders within your asso -
ciation. These can include: board members, staff, IT professionals/
contractors, Internet Service Providers, sponsors, or exhibitors.
You will need to decide, based on your fair’s structure:

(1) Who will be impacted the most?

(2) Does sharing the potential of an attack help or hinder your
relationship with the party?

(3) How will you be proactive in handling the attack?

(4) What type of information is most valuable? Does the mes -
sage fit within your fair’s mission?

Sample Wording (Potential Attack):

As you may know, XYZ Fair has learned of an online petition to
stop the fair from hosting the ABC Animal Classic. This petition
will cause the fair’s server to potentially receive thousands of emails.
We have prepared for this barrage of email with our cur rent tech -
nology provider (or filtering software) and will be pre pared to
handle this threat. Please know that we take cyber secu rity seri -
ously and have taken measures to ensure security of sensitive data.
Most attacks are meant to disable our server to not allow users to
access our website and hinder our abilities to respond to legiti -
mate email information requests. . . . In the meantime, please
contact the fair at (alternate website or email).

Sample Wording (During/After Attack):

As you may know, XYZ Fair was the victim of a Denial of Ser -
vice/Mass Email Bomb due to an online petition to stop the fair
from hosting the ABC Animal Classic. This petition caused the
fair’s server to receive too many emails, which crashed the fair’s
email/web server. Fair staff were made aware of this issue at 8:00
p.m. and have worked with our security provider/instituted fil -
ter ing software/instituted our cyber security plan. The server was
down for approximately ____ minutes and no data was com -
promised. Our web site may be down for (length of time), please
contact the fair by visiting (alternate email or website).

(For staff and board members, you may want to divulge any po -
tential public relations issues caused by the online petition.)
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Staffing

Designate a point of contact for your Internet Service Providers
and web/email hosting. This person should be familiar with basic
server and email policies. They should be available at all times to
assist with setting filters, contacting the ISP, and assisting with
replacing damaged hardware.

Let all staff know what to do in the event of an attack and what
the fair’s policy will be on handling network outages. Ensure
there are secondary communication channels.

If You Host Your Own Email/Website

(1) Call your Internet Service Provider. Explain the attack,
known sources, and potential length of the email cam -
paign/attack. Be prepared: some ISPs cancel your service for
24 hours in order to protect overall bandwidth for other cus -
tomers on their network. (If longer, research an interim ISP).

(2) If in the budget, contact an Internet Service Security com -
pany to provide spam filtering, email encryption and data
scrubbing services (in the event of an attack). These com -
panies specialize in security and remain updated on all new
threats and ways to attack servers. See end of section for
how IAFE members can get this service at a discounted
rate from AppRiver.

(3) Know what bandwidth your server can handle. Set limits to
block traffic over a certain threshold.

a. Consider instituting layers of protection on the server (i.e.
Software provider filtering email before it is downloaded
on to your server, separate email and web site servers,
firewall settings, etc.).

(4) Check your router limits to know when to add a limit to
bandwidth allowed.

(5) Set filters to block access from known sources/IP addresses
of the attack.

(6) Set filters to drop any spoofed packets.

(7) Set time-outs of packets to be lower. If longer time-outs, it
gives the packets more time to keep trying to access your
server and will burn out the server.

(8) Set spam filtering software to catch any phrases that are
common in the email campaign.

a. Look for common wording among emails and set emails
with the phrases to automatically be quarantined within
your spam filtering software.

b. Examine the quarantined emails to be sure there are no
legitimate information requests.

If You Have a Hosted Email/Website:

(1) Contact your hosting provider. Let them know about the at -
tack, known sources, and potential length of the attack.
Most providers have a larger capacity for bandwidth and re -
dundancy — many have measures in place to move your
data to a proxy server while the attack is occurring.

(2) Call your Internet Service Provider. Explain the attack,
known sources, and potential length of the email cam -
paign/attack.

(3) Set email spam filtering keywords to catch any phrases that
are common in the email campaign. (See 8b above).

If the Server Crashes:

(1) Contact Internet Service Provider (ISP) — if service is shut
down, ask when it will return. Contact interim ISP if available.

(2) For the server hardware:

a. Restart server

b. Examine tasks that were running during the attack

c. Check logs for any failures

d. Change password

e. Check firewall settings — restart firewall if needed

(3) Notify community of outage (see “Communication” on
page 46).

a. Work with staff to address any issues caused by out -
age/attack

(4) Institute another domain to handle outgoing email and one
for incoming email. The outgoing email server is a private
domain (known only to stakeholders). If the incoming do -
main is attacked by a petition/service, the outgoing domain
would take over operations for the regular email traffic.

(5) In the event of hardware damage, replace hardware imme -
diately. Utilize backed up data to restore the server.

(6) If the fair’s website is affected, create a page to route web -
site visitors to another location on the Internet for fair infor -
mation. (You can also duplicate the site on another domain).

(7) If the email is not going to be operational in a shorter period
of time, promote a temporary email address for necessary
communication until email service is restored.

(8) If data needs to be “scrubbed” and filtered after the attack,
contact an Internet Security Provider to assist. This can be a
costly service, depending upon the provider. A Security
com pany will route all incoming traffic to their cloud ser -
vices, data is then “scrubbed” with valid requests being for -
warded on to the fair’s server while invalid, attack data is
quarantined and/or deleted.

(9) Monitor traffic in the coming months to ensure data is not
lost or compromised. Restore any lost data, if possible.

(10) Keep notes on future policy changes.
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Multi-State Information Sharing &
Analysis Center (MS-ISAC)

If your fair qualifies as a state, local, tribal or territorial govern-
ment entity, you may utilize the services of MS-ISAC
(https://www.cisecurity.org/ms-isac/). The mission of MS-ISAC
is “to improve the overall cybersecurity posture of the nation’s
state, local, tribal and territorial governments through focused
cyber threat prevention, protection, response, and recovery.” The
MS-ISAC provides 24x7 monitoring of state, local, tribal, and ter -
ritorial government networks, monitors and reports on security
issues, assists with incident response, and offers email alerts,
white papers, and articles on various cybersecurity and online
safety topics. Their website offers a comprehensive look at cur -

rent and potential threats to online security as well trouble -
shoot ing and recovery advice. All fairs (regardless of if they affili -
ated with government agencies or not) may sign up for free
alerts on their web site.

AppRiver

The IAFE has partnered with software provider  AppRiver to offer
IAFE members 10% off spam filtering and other software services.
AppRiver is a trusted vendor that offers a wide range of spam,
network monitoring, email encryption, host ing and DNS services.
For more information, please visit http://411.appriver.com/iafe
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Other Resources

http://www.usatoday.com/story/tech/2016/10/21/cyber-attack-takes-down-east-coast-netflix-spotify-twitter/92507806/

https://krebsonsecurity.com/2012/10/the-scrap-value-of-a-hacked-pc-revisited/

https://www.forbes.com/sites/tomiogeron/2012/10/17/activism-for-profit-change-org-makes-an-impact-and-makes-
money/#6ea8f15a7ffa - October, 2012

https://www.change.org/en-IN/guides/how-an-online-petition-works

https://transition.fcc.gov/cyber/cyberplanner.pdf

http://www.esecurityplanet.com/network-security/how-to-prevent-dos-attacks.html

https://insights.sei.cmu.edu/sei_blog/2016/11/distributed-denial-of-service-attacks-four-best-practices-for-prevention-and-
response.html

MS-ISAC Security Primers — Resource

Guide to DDoS Attacks: https://www.cisecurity.org/white-papers/technical-white-paper-guide-to-ddos-attacks/

Best General Recommendations: https://www.cisecurity.org/white-papers/general-security-recommendations/

TDOS: https://www.cisecurity.org/white-papers/cis-primer-telephony-denial-of-service-attacks/

Spear Phishing: https://www.cisecurity.org/white-papers/cis-primer-phishing/

Login Credentials: https://www.cisecurity.org/white-papers/cis-primer-securing-login-credentials/

Emergency Preparedness: https://www.cisecurity.org/white-papers/cis-primer-emergency-preparedness-for-cyber-infrastructure/

https://www.cisecurity.org/ms-isac/
http://411.appriver.com/iafe
http://www.usatoday.com/story/tech/2016/10/21/cyber-attack-takes-down-east-coast-netflix-spotify-twitter/92507806/
https://krebsonsecurity.com/2012/10/the-scrap-value-of-a-hacked-pc-revisited/
https://www.forbes.com/sites/tomiogeron/2012/10/17/activism-for-profit-change-org-makes-an-impact-and-makes-money/#6ea8f15a7ffa
https://www.forbes.com/sites/tomiogeron/2012/10/17/activism-for-profit-change-org-makes-an-impact-and-makes-money/#6ea8f15a7ffa
https://www.change.org/en-IN/guides/how-an-online-petition-works
https://transition.fcc.gov/cyber/cyberplanner.pdf
http://www.esecurityplanet.com/network-security/how-to-prevent-dos-attacks.html
https://insights.sei.cmu.edu/sei_blog/2016/11/distributed-denial-of-service-attacks-four-best-practices-for-prevention-and-response.html
https://insights.sei.cmu.edu/sei_blog/2016/11/distributed-denial-of-service-attacks-four-best-practices-for-prevention-and-response.html
https://www.cisecurity.org/white-papers/technical-white-paper-guide-to-ddos-attacks/
https://www.cisecurity.org/white-papers/general-security-recommendations/
https://www.cisecurity.org/white-papers/cis-primer-telephony-denial-of-service-attacks/
https://www.cisecurity.org/white-papers/cis-primer-phishing/
https://www.cisecurity.org/white-papers/cis-primer-securing-login-credentials/
https://www.cisecurity.org/white-papers/cis-primer-emergency-preparedness-for-cyber-infrastructure/


News of animal rights activists infiltrating production agriculture
operations in order to shoot photos or videos of alleged animal
welfare abuse and/or disrupt operations has become more frequent.

It is therefore not outside the realm of imagination to consider
that activists — of all types — might consider such a tactic with
your fair or fairground’s operation. For most fairs the crushing
need of so many people for such a relatively short period of time
may lead to hasty hiring decisions and/or accepting anyone who
simply wants to volunteer.

Sound and established practices for volunteer screening and per -
sonnel hiring, training, and management are just as important in
this area of concern as for any other aspect of your operations
(i.e. screening practices for criminal background, etc.)

Additional considerations in realm of activism have been built
into the following template documents and suggested practices,
all of which have developed from accepted business practice.

Employment Application Checklist

l Have an employment application that is carefully structured
and tailored to your business and the position

l Use a written application form for all employees

l Require the employee applying to sign the application

l Is there a certification of accuracy on the application?

° Example: “The applicant certifies that all statements and
entries on this application are accurate and complete. Any
false statement or omission of fact constitutes grounds for
denial of employment or immediate termination of em -
ployment if discovered after employment begins.”

° If they refuse consent, this should be a red flag

l Does the application ask for consent to do a background
check? Your application should ask applicants to consent to a
background check and be signed by the individual applying
authorizing the fair to perform background checks. If they
 refuse to consent, this should be a red flag.

° Any time you use an applicant’s background information to
make an employment decision, you must comply with fed -
eral laws protecting applicants from discrimination. In addi -
tion, when you run background checks through a company
in the business of compiling background information, you
must comply with the Fair Credit Reporting Act (FCRA).
For information on complying with both United States

federal nondiscrimination laws and the FCRA,
https://www.ftc.gov/tips-advice/business-center/guid-
ance/background-checks-what-employers-need-know.

° Some states and provinces have more limiting restrictions on
the use of background checks. Consult with local legal coun -
sel to identify if restrictions exist in your state or province.

l Does the application ask for consent to run a credit report? If
the applicant refuses to give consent, this should be a red flag.

° As noted above, you need to be mindful of federal and
state restrictions on obtaining and using credit checks.
For informa tion on United States federal requirements,
https://www.ftc.gov/tips-advice/business-center/guid-
ance/background-checks-what-employers-need-know.
Check with local counsel to see if restrictions exist in your
state. 

Top 10 Questions to Ask During an Interview

(1) Have you ever, legally or otherwise, changed your name for
any reason?

(2) Are you currently working for any organization that is pay-
ing/asking you to collect information related to (_____your
fair_____)’s activities, procedures or processes?

 (3) Do you possess or use equipment that you intend to have
during work hours that can collect audio, record video or
take pictures?

a. Refer them to your stated policy regarding such equipment

(4) Why do you want this job?

(5) How would you feel knowing that we monitor our employ -
ees very closely, sometimes even with video surveillance?

(6) What would you do if you observed an animal being sub -
jected to mistreatment or conduct you believed to be abuse?

(7) What do you do for fun? What clubs/organization are you a
member of?

(8) Are you prepared to adhere to (_____your fair_____)’s pur -
poses, values and uphold it’s standards to the fullest extent?

(9) What prior experience do you have working at fairs or on farms?

a. Listen for incorrect use of terminology or a response
that sounds scripted or rehearsed

(10) What questions do you have for me?
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Employee Acknowledgment 
 

I have been advised and I understand that (__________your fair’s name__________) exists to: 
 

(List your fair’s purposes from its governance documents.) 
 
The job to which I will be assigned has been explained to me in detail, and I have been provided with and 
read a copy of my job description.  I hereby certify that I am qualified to perform the tasks assigned to me 
and that I do not have any personal feelings about (_____fair’s name_____) or any of the business or non-
profit activities that it hosts, produces, conducts or permits to be produced or conducted on its premises 
that would prevent me from performing these tasks, as well as other duties that (_____fair’s name_____) 
may assign to me from time to time. 
 
I certify that I have read, understood and will comply with all of (_____fair’s name_____)’s policies 
regarding the welfare and humane treatment of animals.  I will immediately report to management any 
violation of or deviation from these policies that I may learn or observe. 
 
I certify that I am not a member of any group or organization opposed to the advancement of the above 
purposes; that I have not been recruited or requested by such organization or group to provide them with 
information about (_____fair’s name_____) and its activities to advance its purposes; and that I am not 
seeking employment with (_____fair’s name_____) for any purpose related to a plan to obtain or provide 
information about (_____fair’s name_____) or its activities to such a group or organization.  
 
I understand and agree that (_____fair’s name_____) strictly prohibits me from taking photographs, films, 
video tapes or other visual images, or recordings of the (_____fair’s name_____) fairgrounds or 
operations without written consent of management.  I understand and agree that I am strictly prohibited 
from taking or using any (_____fair’s name_____) records or documents for any purpose other than 
performing my duties on behalf of (_____fair’s name_____). 
 
I understand that if I violate any of the requirements set forth in this acknowledgment, I will be subject to 
disciplinary action up to and including immediate termination. I further understand that nothing in this 
acknowledgment constitutes a contract of employment or alters the (_____fair’s name_____) at-will 
employment policy. 
 
Date:____________________ Employee Signature_______________________________________ 
 
 

 Employee Name (print)____________________________________ 
 
  

  

Volunteer’s Acknowledgment 
 

I have been advised and I understand that (__________your fair’s name__________) exists to: 
 

(List your fair’s purposes from its governance documents). 
 
The volunteer job to which I will be assigned has been explained to me in detail, and I have been 
provided with and read a copy of the description of my duties in my volunteer capacity.  I hereby certify 
that I am qualified to perform the tasks assigned to me and that I do not have any personal feelings about 
(_____fair’s name_____) or any of the business or non-profit activities that it hosts, produces, conducts or 
permits to be produced or conducted on its premises that would prevent me from performing these tasks, 
as well as other duties that (_____fair’s name_____) may assign to me to perform as a volunteer from 
time to time. 
 
I certify that I have read, understood and will comply with all of (_____fair’s name_____)’s policies 
regarding the welfare and humane treatment of animals.  I will immediately report to management any 
violation of or deviation from these policies that I may learn or observe. 
 
I certify that I am not a member of any group or organization opposed to the advancement of the above 
purposes; that I have not been recruited or requested by such organization or group to provide them with 
information about (_____fair’s name_____) and the fair’s activities to advance its purposes; and that I am 
not volunteering with (_____fair’s name_____) for any purpose related to a plan to obtain or provide 
information about (_____fair’s name_____) or its activities to such a group or organization.  
 
I understand and agree that (_____fair’s name_____) strictly prohibits me from taking photographs, films, 
video tapes or other visual images, or recordings of the (_____fair’s name_____) fairgrounds or 
operations without written consent of management.  I understand and agree that I am strictly prohibited 
from taking or using any (_____fair’s name_____) records or documents for any purpose other than 
performing my duties on behalf of (_____fair’s name_____). 
 
I understand that if I violate any of the provisions set forth in this acknowledgment, that my activities as a 
volunteer will immediately terminate. I further understand that nothing in this acknowledgment 
constitutes a contract of employment with (_____fair’s name_____). 
 
Date:____________________ Volunteer’s Signature______________________________________ 
 
 

 Volunteer’s Name (print)___________________________________   
 
 

& &
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Important To Remember

(1) You CANNOT ask any questions about an applicant’s gender,
marital status, sexual orientation, children, or convictions

(2) NEVER take an application at face value. ALWAYS check an
applicant’s references!

a. Never call a cell phone for a company reference, always
dial the company directly and ask to be transferred to
the referenced employee

b. Be vigilant!

c. Search for all applicants online to see if they have public
social media profiles (Facebook, Twitter, LinkedIn, Insta -
gram, etc.) or websites/blogs. Look for any questionable
content or connections to activist organizations

Volunteer Screening

It is a good business practice to follow application, screening, orientation, and management of volunteers similar to those put to
use with paid employees — all for more reasons than just dealing with “activists.” It is critical that the volunteers involved with
the fair also be folks most suited to the role they play in the event and that embarrassing or dangerous problems don’t result be -
cause of failure to identify a sexual predator, someone who shouldn’t be handling money, etc.

Developing an application form and process, as well as a list of screening questions and protocol similar to those outlined on the
previous page should be considered.

& Select the Human Resources Category and keyword “volunteer.”

NOTE: This section is written from the perspective of laws in the United States. If you are an IAFE member from a country
other than the U.S., please contact a legal expert in your country to help you address your rights regarding screening personnel.



Introduction

Social Media channels like YouTube, Twitter, Instagram and Face -
book are a wonderful way to keep up with your friends and family,
share pictures from the first day of school, and interact with your
favorite brands and organizations. These outlets are a great vehi -
cle for communicating with fans and stakeholders, delivering a
direct path for transmitting your message in your own words.

Social media also provides an easy vehicle for activists to recruit
supporters, promote their agenda, and reach a large audience.
The internet is a sea of wonderful information. Unfortunately, it
is also brimming with opinions, unsubstantiated rumors, and fake
news. As a society, we are quick to judge, often jumping on a
bandwagon without stopping to evaluate the source or spend
even a few minutes “fact-checking” on our own.

Activist organizations are social media savvy. They’ve studied
trends, conducted research, and culled their data, becoming true
experts at selecting just the right words, pictures, and topics to
catch attention. A simple “click here” to email, share, like, and
post makes it all too easy for a potential supporter to join the
cause in a matter of seconds, believing that they are making a
difference with a quick, emotional reaction. This ease of use al -
lows the work of a handful of extreme activists to multiply by
the thousands in a matter of hours.

The combined channels of social media also act now as an offi -
cial news source, making each and every one of us a news an -
chor or reporter. Consider the social media event in March 2017
that turned into a time-consuming and damaging public rela -
tions event for United Airlines.

Shannon Watts, having no information beyond what she over -
heard at the gate, tweets her personal observation about a situa -
tion involving a United gate agent and two travelers.

Shannon Watts’ tweet gets some big pick up, United responds,
and the social media deluge grows.

Traditional news outlets pick up on the story, adding a mislead -
ing headline that no doubt increases the story’s appeal.

A typical day-to-day guest service interaction between United
Airlines and two girls traveling on “buddy passes” turned into a
public relations headache thanks to social media and a broadcast
news environment that appears to trust social media as a reli -
able news source.

Imagine the time spent by United’s social media and PR team de -
bating appropriate responses, responding to media calls, and at-
tempting to run the rest of the business as usual for those travel -
ers not paying attention to what was playing out via social media.

Now imagine this happening on the busiest day of your fair or
exposition. It’s clear that their buddy pass dress code was not on
United’s list of potential crisis topics. If it was, they would have
re-evaluated their dress code months ago and been better pre -
pared with a quick, 140 character response.
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How two teens in leggings became a PR mess for
 United Airlines



l Fun and Fantastical Ag Achievements (world records, funny
shapes, etc.)

l 17 Things You Can Do With Honey (or other relevant exhibit)

l Countdown to Grandstand Tickets on Sale

l Countdown to Opening Day

l Eco-Friendly Tips (reduce, reuse, recycle)

l Fun Facts (how many lbs of potatoes used during fair week,
number of funnel cakes sold, lbs of manure shoveled)

l “I Never Knew That” Facts (why horses are shoed, cattle have
nearly 360-degree vision, how to make Kool Aid pickles, goats
are burpers, etc.)

l Benefits of 4H

l Topics related to wacky food holidays or recognition
(foodimentary.com is a good resource)

Plan to cover all areas of your fair, including a healthy dose of
posts strategically addressing animal agriculture. Brainstorm and
research topics particularly relevant to your fair that reference
third party expert sources as well as touching examples from
your community.

Potential Animal Agriculture Topics:

l A Healthy Plate

l Innovation in Quality of Care

l Feeding the Hungry

l Innovation Leading to Better Natural Resource Management

l Benefits of Drinking Milk

l Benefits of Kids Interacting with Animals in Captivity

We have the opportunity to be prepared by closely looking at our
policies, our past, and current events to get a feel for where dan -
ger may lie. What we do know for sure is that we are under attack
by animal rights activists and we owe it to ourselves to be pre -
pared. It’s doubtful Shannon Watts was out looking for a way to
bring United Airlines’ policies under a microscope on that day of
travel. In our case, we have clear evidence that certain activists
do have our culture squarely in their sights. Let’s be prepared.

Proactive Planning — Planting the Seed

We all strive to be advocates for our industry on a daily basis. As
fair season approaches, we receive more visitors to our online
channels (website, social media outlets) from supporters, detrac -
tors, and those who are just curious. Use this as an opportunity
to share the wonderful world of fairs and highlight our mutually
beneficial relationship with animals.

Social media is best consumed as “snackable content,” a quick,
easy read that makes an impression. To be sure that your proac -
tive social media plan stays on track, use a Social Media Editorial
Calendar. Plan your topics, copy, and images weeks in advance to
be sure that you are not scrambling to come up with social media
posts, and to ensure that your posts are strategic. You can always
swap them around as necessary to take advantage of trending
topics or breaking news from your fair. Photos, infographs, statis -
tics, and short quotes make social media content more com pell -
ing, memorable, and sharable. Remember to keep the post short;
you can always include a link for more information.

Potential Social Media Editorial Calendar Topics:

l Historical Milestones

l Where Are They Now (previous competition winners)

l Fine Arts Highlights

l Winning Recipes/Cooking Tips from Previous Winners

52

https://foodimentary.com/


Social Media Editorial Calendar How To

(1) Look at your Annual Marketing Plan Calendar to see
how the cycle of your business, public relations plan,
paid media plan, holidays, and announcements flow.

(2) Create a Social Media “Idea Worksheet” to brainstorm
and keep track of your story ideas before you transfer
them into your Editorial Calendar. This serves as a
repository of good ideas and keeps them safe so that
when you shift the calendar to maximize “breaking
news” and “trending topics” you don’t forget to work
those awesome ideas back into the calendar.

(3) Create your Social Media Editorial Calendar by month,
week, and day with posts outlined by social media
channel. Social Media Discussion Topic: Some ex -
perts recommend simply reformatting posts for indi -
vidual social media channels, others believe organi -
zations should create unique posts for each channel.
Ask yourself this question: Do your fans want to “re-
see” the same post on Facebook and Twitter? Do you
have totally different followers on each channel so it
does not matter if you use original content for each
channel? The likely answer is somewhere in between.
Consider using the same general theme for each chan -
nel with a different image, slant, and copy that fits the
channel audience.

Staying on top of and making the best use of social media takes
time. Pay attention to what is going on at other fairs around the
world as well as the latest news from allied organizations like
FFA, 4-H, National Cattlemen’s Beef Association, Animal Agricul -
ture Alliance, National Pork Producers Council, the Outdoor
Amuse ment Business Association, and others. Re-post compelling
articles and posts from trusted sources to add to your own con -
 tent quality and depth. Be sure to credit the original source.

Terrific research can be found on the following websites. Repur -
pose the great graphics and stats provided, crediting or linking to
the original source. Follow these organizations on your social
media channels so that you can re-post information that is rele -
vant to your organization.

4-h.org/about/research/

animalagalliance.org/resourcelibrary/

dairygood.org

factsaboutbeef.com

Some of the best and most trusted content on social media
comes from “users.” In our case, this would be our exhibitors and
attendees. User generated content tends to be viewed more
 favorably and brings a “human” aspect to the platform. Encour -
age local 4-H clubs and exhibitors to use a local hashtag sharing
their progress toward their own fair exhibit.

&
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DATE TOPIC CHANNEL POST LINK IMAGE NOTES STATUS

week of 4/17

MONDAY 35 years of  
Massive Melons

Our famous Watermelon 
Weigh-O� launched 35 years 
ago.  Who will have the most 
massive melon  
this year? 

http://www.burpee.com/ 
gardenadvicecenter/ 
vegetables/watermelons/
all-about-watermelons/ 
article10022.html

 Last year’s largest watermelon with 
ribbon and winner(insert picture) SCHEDULED

35 years of  
Massive Melons

Watermelons are full if  
vitamins, antioxidants and 
amino acids.  How about 113 
lbs of massive melon?

 Last year’s largest watermelon with 
ribbon and winner (insert picture)

TUESDAY Watermelon Weigh 
o� Registration

2017 Great Watermelon  
and Pumpkin Weigh O� 
Registration is due May 18 – 
4 more weeks! 113 lbs is the 
number to beat!

Link to registration form 
on website

Image from last year’s weigh o� 
(action shot)

WEDNESDAY

THURSDAY Food Matters/Feeding 
the hungry

Share your 4-H Club or 
community e�ort to provide 
healthy food to those in 
need.

https://4h.extension.illinois.
edu/programs/food- 
access-gardening/4-h- 
feeding-growing-our- 
communities

Use #foodmattersCCF
#CarrawayCountyFairCares

FRIDAY Meat Matters
Moderate amounts of  
nutrient dense meat, 
poultry and eggs provide 
essential nutrients.

http://www.meatpoultry 
nutrition.org/content/ 
controversies 

Infograph to show list of nutrients 
from animal protein and what a healthy 
plate looks like

SATURDAY Grandstand Shows

Where will you be on  
Saturday, June 24?  How 
about down a red, dirt road 
with Brooks & Dunn?  
Tickets on sale tomorrow!

Link to concert ticket  
advance purchase page 
on website

jpg of headline act SCHEDULED

SUNDAY Grandstand Shows 
on sale NOW

Facebook paid Ad

This year’s best concerts are 
on sale today.  Tickets sell 
out in advance.  Get yours 
today.

Link to concert advance  
ticket purchase page on  
website

jpg of concert line up artwork SCHEDULED

https://4-h.org/about/research/
www.animalagalliance.org/resourcelibrary/
https://dairygood.org/ 
https://factsaboutbeef.com/


Keep an eye on your overall social media content making sure
that you have a good mix of original content, curated content
from other sources, and user generated content. No more than
ten percent of your original content should be promotional; if
you go beyond that, fans will quickly begin to tune you out.

Reactive Planning — It’s Not Raining, It’s Pouring.
Where’s the Umbrella?

You can minimize the impact of activist’s efforts by being pre -
pared with a response plan.

Always avoid direct conversation regarding inflammatory topics
via social media. It is impossible to “win” an argument and you
won’t change the opinion of the social media “protestor” with any
amount of fact or evidence. You can however extend the conver -
sation and risk potential greater impact if you choose to engage.

Engaging directly did not turn out well for United in the case of
Sharon Watts’ leggings argument and only served to give her
more voice.

By preparing social media statements for your most probable crisis
or activist topics, you have a head start on handling any situation.
Don’t address specific claims or criticism; rather share your top -
line position regarding the overall topic. And don’t share it just
during a crisis. Let your positive messages be known year round.

Prepared Social Media Statement Examples

Animal Health & Welfare — The entire fair community is pas -
sionate about animal welfare, maintaining strict adher ence to the
highest standards of ethics and care. Our exhibi tors and profes -
sional staff, in partnership with outside ex perts and veterinary
advisors, continually seek to improve standards in animal health
and welfare.  

Crowd Management (as necessitated by severe weather) —
Safety is our top priority. There are extensive procedures in place
to protect public safety in the event of a weather emer gency.
While the fairgrounds offer primarily outdoor venue space, we
have multiple exit avenues avail able should the need for quick
exit arise. Our employees and volunteers are trained to assist
guests in the event of a weather emergency and we rely on guest
cooperation for everyone’s safety.

Traffic — Fair management works with local police each year to
devise and implement a comprehensive traffic pro gram. We re gret
that the huge growth in popularity of this year’s grandstand
head liner generated exceptional traffic on X date. Steps were
quickly taken to re-route traffic and avoid similar situations for
the duration of the fair. We apologize to our neighbors for the in -
convenience and  ap preciate the public’s support.

Ride Incident — Because safety is our top priority, we go above
state standards ensuring that every ride is inspected each day
prior to operation both by our licensed midway  operator as well
as by our third-party experts. Amusement rides overall have an
incredible safety record and are associ ated with fewer incidents
each year than many other forms of entertainment.

Sexual Predator (also security in general) — Safety is our top
priority. The fair has zero tolerance for inappropriate behavior.
We work closely with county police and security experts on an
ongoing basis to create and implement an  extensive safety pro -
gram. We are supporting local police in their investigation and
want to emphasize that misconduct will not be tolerated.

When activists or protestors take to your social media channels,
they are on your turf. This does not mean that you should sink to
their tactics or take the bait of a cyber debate. It does however
mean that you get to set the rules. In the event of a crisis, you
may consider setting your facebook page so that only site Admin
can create a new post or thread. Tolerate opposing views posted
in response to your posts but under no circumstances should you
tolerate hateful or disturbing language or images.

If someone is repeatedly posting negative views on your Face -
book page, you should absolutely hide their posts. You can pick
up on keywords and alter your settings to hide any posts con -
taining those words. This strategy will keep the post visible to
the poster on their site but hide it on yours. In the event of re -
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peated negative posts in rapid fashion, send the poster a private
message asking them to refrain from interrupting your business
by repeatedly posting on the same topic. Retain a screen shot
and/or paper back up of the message. Inform them that if they
continue they will be banned. Then do it. Repetitive posting con -
stitutes harassment. Communicate with your fair’s attorney and
the prosecuting attorney in your jurisdiction to learn of civil or
criminal action can be taken against the harassing person(s).

In the case of foul or abusive language, consider banning the
user. If your fair is a private entity (see Section 5 Free Speech
paragraph X) you can ban the user immediately. If your fair is a
“state action” fair discuss banning the user with the government
attorney who represents the fair (state, county or city attorney)
before taking that step. Some foul language, if it is a part of an
expression criticizing your activities, programming, etc. is pro -
tected. Foul and abusive language that is a personal attack or not
related to activities, programming, decisions and the like is not
protected and the user may be banned.

With Twitter, you cannot prevent someone from tagging you in a
post or “tweeting at you.” It’s tempting, but don’t respond to ac -
tivist posts. They don’t care about your response. You can tem -
porarily alter your Twitter settings to prevent direct messaging if
you are being inundated with activist messages. Be sure to up -
date this setting in the future, as direct messaging can be a ter -
rific way to communicate directly with your audience.

After receiving a heavy deluge of activist or protest social media
posts, try to avoid posting via social media for a day so that your
next tweet or post, regardless of the topic, won’t be viewed as a
“response” to the activist post.

Social Media Policy

Let’s presume everyone has a social media policy that all em -
ployees, vendors, exhibitors and board members are aware of.
Does that policy include further guidelines for crisis situations?

While we can absolutely benefit from our “fans” supporting us
when activists or protestors take to social media, well-meaning
members of our team taking the same action can also harm us
and appear disingenuous. It is difficult to stand by and watch
others detract from something we feel passionate about. That
same passion often results in a response that may not be well
thought out. Volunteers, board members and employees that
post in response to negative comments may be construed as
speaking on behalf of the organization.

While every situation is different and there is no one ultimate
best practice, generally, you will want to advise all stakeholders
to refrain from commenting on any crisis situation via official or
personal social media channels. While we can’t mandate what
our sponsors and exhibitors do with their personal social media
accounts, we can ask that our paid employees, volunteers, ven -
dors and board members refrain from commenting on official
fair efforts, policies and practices.

Typical Components of a Social Media Policy:

l Policy Statement

° Organization recognizes rights of individuals

° Social Media Policy is meant to protect all parties

° Organization will seek to uphold policy barring any legal
precedents and seek appropriate sanctions for violation of
policy

l Scope of Policy

° Paid Staff

° Volunteers

° Board

° Elected Officials

° Third Party Experts

° Interns

° Sponsors

l Objectives

° Establish guidelines for stakeholders when engaging in so -
cial media about or on behalf of Organization regardless of
social media channel

° Protect the Organization brand, stakeholders and cus -
tomers

l Guidelines for Work-Related Social Media Usage

° Only authorized spokespersons may post on behalf of the
Organization or on the Organizations official social media
channels

° Social media/statement approval process

° Credit original sources, protect trademarks and copyrights

l Guidelines for Personal Social Media Usage

° Disclose the nature of your affiliation with the Organiza -
tion

° Disclaimers — your personal views are not those of the
Organization

° Strictly comply with Organization confidentiality

Lesson Learned: When it comes to social media, less is
more. Think through each post before hitting “send.” Sometimes
keep ing quiet, staying the course, and simply doing the right
thing is the best course of action. Don’t let your passion rule
your deci sion making. Above all else, use restraint. If you are
going to “speak,” be concise (less is more), be honest, and stick to
the facts.
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It’s happening. In your backyard or someone else’s. It doesn’t
matter. Folks want to know what your organization is thinking . . .
doing . . . or not doing.

How to respond? Written statement to the media? Social media?
Live interviews? Recorded interviews? Website?

While choosing not to respond really is not an option (Do you in -
struct your front line employees simply to ignore questions from
visitors? No, that’s not practical.), there are numerous alternatives.

One thing is certain, if you don’t have a Crisis Communications
Plan, and your stakeholders don’t know what it entails, you lose
the ability to control your message.

Addressing these basics in advance can help maintain calm dur -
ing a crisis, big or small, and keep emotions in check with a prac -
tical approach.

Crisis Communications Awareness

Protestors or activists don’t have to be lined up outside your gate
or reaching out directly to your organization in order for you to
find a crisis on our doorstep. It is imperative that you keep up to
speed on crisis topics related to the industry on a daily basis. Fur -
 ther, seemingly unrelated issues in your city or anywhere in the
world also have the potential to impact your event.

Here are some ficticious examples with real world inspiration:

l BlueSky Airlines, presenting sponsor of your event, is in the
news for questionable guest service the day before your an -
nual event opens. Consumer advocates decide to protest your
event’s relationship with BlueSky Airlines by demonstrating in
front of your facility and taking to social media. You have a
previously scheduled live interview with the local ABC affiliate
to cover opening day; questions about your sponsor are sure
to come up.

l An out-of-state amusement park is hosting a sea lion show
very similar to the one booked for your fair. Protestors are
lined up at the entrance to the amusement park each morn -
ing with signs and flyers. The leading newspaper in that state
has covered the issue, interviewing both the protestors and
the amusement park spokesperson. You get a call from your
local TV station, who saw the show highlighted in your TV
spot as well as your Facebook page, asking if you expect pro -
testors at your event the following week.

l More than 50 visitors to the minor league stadium in your
town complain of gastrointestinal illness after eating grilled
chicken at a game. You serve grilled chicken skewers at your
fair, which is currently in full swing. A reporter putting together
a story on popular fair food asks how many guests get sick
each year from eating fair food and specifically requests infor -
mation about chicken.

l A windstorm injures multiple guests in the infield of an out -
door concert at an event on the other side of the country. A

young child dies after being hit in the head by a windblown
lawn chair. The incident receives national media coverage and
occurs just as you are preparing to announce your live music
line up. While you don’t allow lawn chairs at your venue, that
won’t keep the media from asking about the incident and
how you keep your patrons safe.

So, what do we do with the media when a crisis
occurs? Better yet, how can we be prepared?

Start with a Media Relations Policy

Regardless of the topic or issue at hand, it is important that each
organization have one designated spokesperson and one back up
should that person not be available. Make sure that everyone is
clear on who that spokesperson is. And who it is not.

When seasonal staff, volunteers, board members, elected officials
and sponsors are all major components of your organization, this
can be a challenge. But it’s not impossible.

In particular, sponsors and elected officials may feel compelled
to have their own voice in regard to your organizations’ activities
and their part in supporting them. This is understandable, as they
want to represent their own brand or image personally. While you
cannot keep them from speaking about organization activities,
you can remind them that when speaking publicly, they need to
point out that they are not official spokespersons for your orga -
nization, that they must not disclose confidential information,
and that it benefits everyone if you all have the same message.
In times of crisis, these passionate stakeholders may hurt or
harm your cause depending on how they react.

Here are some important tips for establishing a Media Relations
Policy:

l Make Media Relations Policy part of seasonal employee and
volunteer training as well as third party contractor guidelines
(i.e. mobile amusement operators, booked acts, etc.). Under
no circumstances should they speak to the media unless ex -
pressly asked to by your Media Relations team.

l Include the Media Relations Policy in written contracts with
these third-party contractors.

l Include Key Talking Points (more on this below) about your
event, in writing, as part of training and in documentation
provided to exhibitors. Make sure that these are written in a
way that is easy to understand, repeat and recall.

° Event mission statement

° Educational aspects of event

° Quality standards of event

° Where to refer difficult questions or the media (Media Rela -
tions team, Fair Staff, Barn Superintendent, etc.)
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l Establish a relationship with Police and Fire Department PIOs
(Public Information Officers) or Chiefs, including cell phone
number and email exchange. In the event of a crisis, be sure
to reach out and compare notes, facts and statements in ad -
vance to be certain your comments align. If they don’t, ask for
a meeting to discuss, go back to your source to check facts,
and refrain from commenting until you are 100% certain of
your position. It is a good idea to hold a pre-fair meeting with
your team, all of these PIOs, event security, first aid staff and
any other safety stakeholders prior to your Fair to review
safety procedures and crisis com munications protocol.

l Note the above (comparing notes and statements) as relates
to elected officials as well; try to touch base with the official
or their spokesperson before either of you goes public with a
statement.

Prepare and Share Key Talking Points

Talking points is a term used to refer to the messages you most
want to convey during an interview, presentation or speech, in -
cluding the supporting “proof” to back up your messages. It is
particularly handy to have talking points ready for complicated
or controversial topics, making it easier to explain your position.
Of course, they also address the most commonly asked ques -
tions that support your organizations’ mission.

Talking points should be written in a conversational tone appro -
priate for all ages — easy to understand, repeat and remember.
Arming exhibitors, team members, volunteers and other stake -
holders with your messages increases the likelihood that you will
all be on the same page about critical topics. Talking points also
help to propel your events’ unique benefits and selling points
thus enhancing your brand.

Here are some examples:

l The Carraway County Fair is the largest county fair in Oklahoma

° Visitors see baking contests, quilting demonstrations,
amaz ing vegetables, art made from recycled material,
 animals and so much more

° More than 300 children and adults from across the county
work all year to prepare their exhibits

l There is free live entertainment every day; shows, music, and
an all-new songwriter’s competition

l Our animal exhibitors complete a quality assurance program
to ensure proper care of animals and the environment

° All animal exhibits include health and safety inspections
before and during the fair

l Oklahoma farmers feed more than XX,000 people all over the
country and donate more than X,000 to those in need

l 4-H helps kids be more responsible, confident, caring, and
con nected to the community

l The wellbeing of our animals, our environment, and our com -
munity is why the fair exists

Prepared Statements Help Address Controversy

Prepared statements are not a replacement for sound judgment
based on current events and the nuances of each particular event,
but they go a long way in keeping calm and acting quickly in a
crisis. Prepare for a crisis by brainstorming a list of topics for which
careful word choice is critical; put together a menu of pre-planned
statements to address each of them. When the need arises, re-
evaluate based on details of the current crisis and edit as necessary.

Following are examples of prepared statements addressing the
most common hot topics for fairs and expositions.

Animal Health & Welfare — The entire fair community is pas -
sionate about animal welfare, maintaining strict adherence to the
highest standards of ethics and care. Our exhibitors and profes -
sional staff, in partnership with outside experts and veterinary
advisors, continually seek to improve standards in animal health
and welfare.

Crowd Management (as necessitated by severe weather) —
Safety is our top priority. There are extensive procedures in place
to protect public safety in the event of a weather emergency.
While the fairgrounds offer primarily outdoor venue space, we
have multiple exit avenues available should the need for quick
exit arise. Our employees and volunteers are trained to assist
guests in the event of a weather emergency and we rely on guest
cooperation for everyone’s safety.

Traffic — Fair management works with local police each year to
devise and implement a comprehensive traffic program. We regret
that the huge growth in popularity of this year’s Grand Stand
headliner generated exceptional traffic on X date. Steps were
quickly taken to re-route traffic and avoid similar situations for
the duration of the Fair. We apologize to our neighbors for the in -
convenience and appreciate the public’s support.

Ride Incident — Because safety is our top priority, we go above
state standards ensuring that every ride is inspected each day
prior to operation both by our licensed midway operator as well
as by our third-party experts. Amusement rides overall have an
incredible safety record and are associated with fewer incidents
each year than many other forms of entertainment.

Sexual Predator (also security in general) — Safety is our top
priority. The fair has zero tolerance for inappropriate behavior.
We work closely with county police and security experts on an
ongoing basis to create and implement an extensive safety pro -
gram. We are supporting local police in their investigation and
want to emphasize that misconduct will not be tolerated.

When To Communicate, When To Keep Quiet and
Timing Is Everything

Decisions about how to react to a crisis are complex and difficult.
No doubt, the first 24 hours are crucial. In fact, much damage
can be done in a matter of minutes, making preparation key.

Here are some important considerations:

l Is there a legitimate concern for public safety? In this case,
human or animal safety. If so, there is a need to respond.
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l Is there “critical mass” in terms of those impacted or those con -
cerned with the issue? Translation, is it truly a crisis? (see What
Constitutes a Crisis footnote). If the issue is a non-issue, simply
invite the vocal party to contact your organization directly.

l Reacting quickly is important, very important, but speed does
not trump strategy. That said, make sure your crisis team is
prepared and ready to gather facts and act quickly.

l If social media channels are engaged in your crisis, you need
to respond with your social media statement via your official
channels. Do not respond directly to comments on your page,

or others’ pages. On your channels, it is ok to invite a poster
to contact your organization directly* using your typical re -
sponse; do not customize your response for the situation as
this can be construed as engaging.

l Has traditional news media engaged in the story? If media
outlets are not covering the issue, don’t send them your
state ment proactively. If they are covering the story but have
not contacted you, send them your statement.

*Remember that all of your communication is subject to be
screenshot, copied and pasted, repeated, and misquoted.
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More on Statement Timing

Holding Statement: Early on, when you don’t have all the facts, use this to let the public, listeners, viewers and customers
know that you are aware of what is going on and that you will address the situation.

Example:

“We are aware of a protest taking place on Main Street and are working with city police to ensure the
safety of both pedestrians and motorists.”

Initial Statement: Once you feel confident you have all the facts prepare a statement, as short as feasible, to share your
position on the situation. Be honest, concise, accountable, factual and sincere.

Example:

“A protest on Main Street has delayed today’s Carraway County Fair opening. Event management is
working with City Police to resolve the situation. Please visit carrawaycountyfair.com for updates re -
garding access to the fairgrounds.”

Secondary Statement: As the incident progresses and new information comes to light, it may make sense to update your
statement. A secondary statement may also be necessary to address ongoing concerns, share present
or future corrective action or bring the situation to a close. A secondary statement is not always nec -
essary but is designed to clarify an ultimate return to business if that cannot be accomplished in the
initial statement

Example:

“A protest on Main Street delayed the opening of the Carraway County Fair this morning. With the
sup port of City Police, demonstrators were relocated to a nearby public demonstration zone. The 45th
annual fair is open daily through July 15. Visit carrawaycountyfair.com for a detailed schedule of enter -
tain ment and events.”

When Your Message Needs To Get Out —
Communications Plan 101

You’ve prepared your statement, now, how do you get it out?

Social Media — It is almost a given that you will want to share
your statement via social media. Expect this to be seen by every -
one, including news media. If a statement of more than two sen -
tences is required, prepare a shorter version for social media.

“Fair opening delayed. Carrawaycountyfair.com for details.”

Written Statement to Media — If news media is engaged in
coverage of your crisis you will want to provide your statement,
in writing, to all local news outlets, even those that have not
contacted you. If there is going to be a story, you want your
message to be part of it.

“A protest on Main Street has delayed today’s Carraway
County Fair opening. Event management is working with
City Police to resolve the situation. Please visit carraway
countyfair.com for updates regarding access to the fair -
grounds.”



Phone Interview — When is it advisable to conduct a phone in ter -
view in addition to supplying a statement? Almost never; how ever,
if the crisis has resulted in loss of life or loss of public confi dence,
an interview may be a good idea. While you cannot guarantee
that your message will not be edited, agreeing to an interview
demonstrates confidence, compassion, and accountability.

Checklist:

¸ Statement at hand

¸ Key Talking Points written and at hand

¸ Paper and pen/pencil to take notes on required follow
up if any

¸ Say what you plan to say (Talking Points) then stop;
don’t feel the need to write the reporter’s story for
them or fill in missing blanks that do not align with
your key messages. Silence during the interview is OK.

¸ If you get nervous, or you have gotten in all your Key
Messages, end the interview: “I appreciate you contact -
ing us. I need to go now. If you have any follow up
ques tions, feel free to email and I will do my best to get
back to you.”

On Camera Interview — See above. An on-camera interview can
add credibility to your message. The camera also adds stress for the
spokesperson. Only agree to an on-camera interview if you have
a practiced, confident spokesperson. Crisis specific media training
is essential prior to going on camera. If you don’t have a trained
spokesperson, don’t go on camera. If you are repeatedly pressed
by a reporter or editor to go on camera tell them the truth —
“I’m our spokesperson, but not an on-camera expert like you (OR
like your news team). I appreciate the opportunity to give you
our statement but I’m just not prepared to go on camera.”

On Camera Tips:

¸ Look at the reporter, not the camera (unless there is no
reporter, just a camera, then look at the camera)

¸ Be truthful, don’t speculate; if you don’t know, simply
say so “I don’t have that information,” “I would not be
the appropriate person to ask about that” or similar

¸ Don’t volunteer unnecessary information

Footnote: What Constitutes a Crisis

“A significant business disruption that stimulates exten-
sive new media coverage. The resulting public scrutiny can
affect the  organization’s normal operations and could also
have a political, legal, financial, and governmental impact
on the business.”

— Institute for Crisis Management

¸ Keep answers fairly short — speak in soundbites

¸ Regardless of the questions asked, bridge to your Key
Talking Point with a bridging phrase: “I think what peo -
ple are most concerned about . . . is animal welfare. And
we are too. It’s our top priority. (insert statistic)”

Final Message Preparation

As you finalize your statement, you will want to make sure that
you have versions for each of your stakeholders. Often that
means a shorter, more conversational, less detailed version for
front line employees. For sponsors, you will want to add introduc -
tory and closing copy, including instructions for whom to contact
if they have questions. Communicating with and via the media is
important, but don’t forget to keep patrons and staff on property
informed in a timely fashion as well.

Communication Challenges/Technical Difficulty

As the old adage goes, “anything that can go wrong will go wrong.”
In the middle of the night. When your cell phone is not charged.
And you left your laptop in the office.

Be sure you are prepared with a non-technology dependent back
up plan. Print out a copy of your media list so that you have ac -
cess to email addresses and phone numbers of major media out -
lets as well as your key stakeholders. Be prepared to handwrite a
statement if necessary, review it via freeconferencecall.com
with your crisis team, and know where your nearest 24-hour
business center is located. Make sure that you have remote
 ac cess to your email account and a back-up personal account to
use should your organization’s system become disabled.

More than one person should have the ability to make changes
to and post to your website and social media accounts. Have
login information handy should you be forced to access these
sites via a different IP address than you normally use.

Remember, while you want to be prepared to act quickly in a
 crisis, large or small, be sure you are not tempted to overreact.

Footnote: Non-Fair Venue Rentals

The text above focuses on an annual Fair however, the
principals apply to year round operations and third-party
rentals as well. Once you have decided to rent your venue
to a third-party, and before signing a contract, discuss any
potential hot topics that may be associated with the
event owner, programming, atten dees, or sponsors. Be sure
that you have a clear communications agreement that in-
cludes all channels of communication —  advertising,
media relations, social media, crisis communications.
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https://www.freeconferencecall.com/


Legislative Advocacy

In any given year, there is likely to be legislative action that
might be helpful or harmful to IAFE members. It is important to
be vigilant and to have an awareness of activity of governing
bodies at every level. Because of the vital role fairs play in their
community, region, and state, with both economic and social im -
pact, there is often a unique connection with policy makers. In
addition, fairs have their own base of stakeholders who can be
rallied to influence policy and legislation.

Animal rights activists have shown their ability to influence leg is -
 lation at every level — municipal, county, state or province, and
federal. The largest organizations, especially the Humane Society
of the United States (HSUS) and People for the Ethical Treat -
ment of Animals (PETA), spend millions of dollars each year to
influence legislation.

At the Humane Society Legislative Fund, our mission is to get
political for animals by ensuring animals have a voice in the
halls of Congress and state legislatures, educating elected offi -
cials and the public on animal welfare issues, electing humane
candidates to public office, and utilizing the ballot initiative
process to protect animals.

SOURCE: Humane Society Legislative Fund website

The US 990 Non-Profit tax filing for the Humane Society Legis -
lative Fund in 2014 shows expenditures of over $6.6 million in
efforts to influence legislation. The filing for the Humane Society
of the United States (a separate organization and separate 990
filing) shows $26.6 million for work in “public policy and enforce -
ment” and $49.9 million for “education and engagement” in its
2015 filing. PETA’s 2014 Form 990 Schedule C shows nearly $20
million spent in lobbying efforts.

Sometimes the work of animal rights activist organizations may
be under the radar and the impact to fairs and fairgrounds activ -
ities not readily discernible. It is important to be vigilant and
ready to respond; always building relationships in order to be
proactive in matters important to your fair.

Be Aware, Take Action

When a piece of legislation becomes known that may impact
your fair or fairgrounds operations, get as much information and
background as possible and then share with others. First, reach out
to your state or provincial association of fairs to ensure there is
awareness at that level and determine if the organization’s lobby -
ists, counsel and/or executive are aware. If so, there may be a call
to action from that level. Next, take a moment to let the IAFE
office know about the issue.

Best Practices in Influencing
Elected Public Officials

Many resources are available to learn more about advocacy but
all emphasize a few key steps. For ease of reading, the terms
“legislator” and “legislation” will be used, but the actions are
 applicable at all levels.

(1) WHO: Know the legislator(s) from your district or area. Find
out which committees or sub-committees they serve on.
Research their stance on issues important to your fair. Your
research may include their website, any published newslet -
ters or news releases, reports from fundraising, etc. Find out
how to reach your legislators (phone, mail, email). At the
state or federal level it is also important to find out the
aides and staff members — get to know them.

(2) KNOW: Get to know your legislators before you need to call
upon them. Your fair provides an excellent opportunity —
invite them to attend your annual event, be sure to extend
invitations to any other functions such as volunteer recog -
nition, press conferences, etc. as may be appropriate. Make
an effort to attend their events, such as town hall meetings
or campaign events. Many will be involved in civic club gath -
erings, etc. where you will be in attendance also.

This is the time for small talk and casual conversation.
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10 Advocacy

Numbers Count: Quantify Your Value

Be prepared at any time to share information that can
easily be quantified  such as:

l Number of youth participating in annual fair

l Number of scholarships awarded annually

l Value of scholarships awarded annually

l Economic impact of annual event and/or year-round
activity on grounds

l Dollar value of services provided to community in form
of tickets, use of grounds,

l Number of events held at facilities year-round

l Dollar value of services provided for use of grounds for
emergency services use, training, etc.

l Number of civic clubs or other non-profits involved
 directly with the annual fair and the amount of money
raised that they contribute back to the community



(3) PREPARE: When legislation is proposed, find out as much as
possible about it. Be sure to know the bill number, opportu -
nities for public input or committee meetings, and gather
your facts for sharing your position. Be prepared to state
your position clearly and succinctly in communication
whether in person, on the phone, or in written correspon -
dence. Be ready to use a phrase such as, “In working to pro -
duce the best possible fair for our community, we regularly
seek to balance the opinions of a variety of stakeholders.”

(4) ATTITUDE: Be passionate, but not hurt or angry. Be cour -
teous. Be mindful of time constraints in any meeting or
phone call. Focus on gaining an ally to help solve an issue.
Send a thank you note after a meeting.

(5) DILIGENCE: Ask for the best way to follow up (i.e., phone,
email, etc.), if there will be an opportunity to speak to others
or testify at committee meeting, and monitor the progress
through the system.

(6) TEAMWORK: In all likelihood other fairs and/or businesses
will be impacted by the legislation at hand. Join together
and work as a team to influence the outcome. Your “team”
includes your Board of Directors, staff, volunteers, and groups
such as 4-H, FFA, select business partners, agricultural trade
and marketing coops (i.e., Milk Production or Pork Council),
and other allies.

(7) LITIGATION and PROTESTS: Animal rights groups attempt
to raise donations by keeping their fights alive in the media.
Filing litigation against a fair and/or conducting public pro -
 tests at a fair, provide such organizations with free media.
The more media stories they can get, the more funds they
are able to raise from donors. Be succinct in your responses
to media inquiries on these types of issues, as your state -
 ments in the media may be used to help the other side raise
more donations.

(8) EMOTIONS: Actively work to keep your emotions, and the
emotions of those around you, in check. Set emotions aside
in order to make the best short and long term decisions.
Don’t allow the emotions of others to prematurely force
you into taking a position.
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