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I ntroduction
A Cautionary Tale

In adisaster that has now passed into fundraising legend, a Boston-based group
snared what seemed like an extraordinary opportunity. Reggae musicians Bob Marley and
the Wailers would play free at a benefit.

They made careful plans. About 400 volunteers toiled for many weeks to
organize the event. On the big day, 13,000 people spent seven hours in the summer sun
enjoying a star-studded cast.

Unfortunately, there were some unanticipated costs. They had to pay return air
fare from Jamaica for Marley, his band, and a backup crew complete with cook. There
were hotel rooms for the entourage, tons of equipment to rent, and the cost of the hail.

The net take for the evening was a stupendous $50,000 -— in the red.

Y ou can lose big money in the best of causes. You can also make big profits.
How? Simply cut costs and maximize revenue.

If that sounds too simplistic, this handbook will spell out some of the methods for
youl.

Isthisbook for you?

Thisis asdf-help handbook designed to guide the beginner. Experts, too, will
discover new ideas and rediscover basic principles.

It will help with difficult decisions. What kind of event should you hold? How
can you maximize the returns? What human resources are needed?

The goal of thisbook is to help Canada’s voluntary organizations expand their
share of public support and funds, through special events.

Specia events are probably the most widely used technique to raise money,
attract publicity and educate the public.



All kinds of non-profit organizations use special events. With minor modifications,
they fit large and small, urban and rural. They work for registered charities and for
unregistered non-profit advocacy groups. Almost identical ideas raise money for
francophones, anglophones and every other ethnic group. Adaptions customize methods for
groups with wealthy patrons, or for low-income self-help organizations.

Highly paid professional event managers can be. hired to run them. More often,
volunteers make it al happen.

Events can raise a million dollars “in just one night.” Of course it really takes
months of planning behind the scenes.

At thetop end, Canadians paid $1,500 per person to attend agalabirthday party and
support apolitical party. At the other extreme, organizations charge no admission and raise
less than ahundred dollars by passing a hat. In between are auctions, theatre nights, bingos,
casinos, film nights and many more variations on the theme.

They can and do go wrong, wasting hours of work, losing money, and
embarrassing the organizers. The opportunities for difficulty are plentiful. Concerts, for
example, frequently lose money. One celebrated Canadian singer/actor had to apply for
welfare after spending all his own money organizing a benefit concert for native peoples.
Despite free performances from Dinah Christie, the Parachute Club and other well known
artists, the event didn’t even break even.

Several large and well organized charities have also had serious difficulties while
raising money by raffling off a house. One group lost over a half million dollars this way.

Even when they do make money, groups often complain that the financial returns
simply do not justify the volunteer hours consumed.

There aremany success storiestoo, of course. Thisbook will document some of the
techniques that reduce the labour, increase the income and remove the dangerous
uncertainties.

This book is a unique Canadian look at the subject. While fundraisers have
published somematerial inthe United States, itisof limited value here. There are substantial
market differences. Tax regulations governing ticket sales and donations are completely
different. Little of the American material is available to most people, in any case.



This book doesn’t say everything there isto say about specia event fundraising.
That would take an encyclopedia. Or two. It does cover the most important points, in a
format that’s quick and easy to read.
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1 .. Ethics and Special Event Fundraising

Theethical considerationsof eventsdeserve special consideration. Depending onthegroup,
these can be complex. Don’t be overwhelmed by the long list that follows. It is meant to identify the
issues, and offer solutions.

First of al, themoney raised must actually be spent for the non-profit group’spurposes. The
publicisincreasingly suspiciousthat fake charities are raising money from unsuspecting donors, and
use the money for personal gain. There have been severa cases of abuse of the public. The worst of
these involved telephone sales of tickets to a show supposedly benefiting disabled children.
Apparently the show was oversold, few disabled children saw it, and the non-profit group was
misrepresented by salespeople who were paid commissions.

Responsible non-profit groupswill have to counteract this understandable hardening of the
heart.

It isalso essential that fundraising costs be kept to a minimum. Special events can be costly
operations. It behooves us all to keep expenses as low as possible. Laws have been passed in parts
of the United States that set maximum fundraising expenses at 10% to 15% of the money raised.
Similar legidationisbeing discussed in Canada. Thisextremely low limit can be hard to achieve. The
reaction is understandable, however, given afew highly publicized cases where overhead expenses
consumed 70% or more of all money donated.

Fundraisers must a so be careful not to give special treatment to suppliers. If, for example,
ajob is given to a Board member’s printing firm without getting competitive prices, others may
object. Exercise extra caution when dealing with suppliers who are not at an arm’s-length
arrangement. Beware of conflicts of interest. Avoid finders’ fees, kick-backs or incentives from
suppliers. In extreme cases, people flying on non-profit business have been criticized for using
accumulated frequent flyer points for their own benefit, instead of the non-profit’s.

Community standards must also be respected. Strip-athons, and bachelor auctions may
sound like fun, but they can hurt an organization’s image. Avoid anything that smacks of sexism,
racism or age-ism.

Eating contests, pie-throwing and similar activities are also becoming less acceptable. As
the public becomes more conscious of hunger in Canada and around the world, food wastage and
conspi cuous over-consumption become moral issues.

Alcohol is another problem area. For many religious groups, it is ssmply



prohibited. For others, religious or not, only moderate drinking is acceptable.

This goes beyond ethics, too. Severa lawsuits have aso demonstrated that the person
pouring the drinks is responsible if adrunk driver is hurt or hurts someone else. Non-profit groups
that serve alcohol at events must pay heed. Drinking contests are not a good idea. Raffles for
alcohol are now illega in many areas. When serving acohoal, the current trend is to include no
more than one free drink as part of the price of admission to an event and that is usually only
done at dinners. A cash bar is provided for those who want to drink more.

Smoking is aso increasingly an issue. Non-smokers fedl that ‘clean air’ areas should be
provided at all events. If that isn’t possible, it may be preferable to ban smoking entirely.

Gambling presents another contentious debate. Again, many religions prohibit it. People
also criticize lotteries and bingos as a tax on the poor. While people of every income level do
participate in these activities, there is a disproportionate representation from the people who can
afford it least. Consider carefully before involving your non-profit group in any gambling
activities. Thisincludes casinos, raffles, bingos, 50-50 draws, lotteries, Nevadas and similar games
of chance. Double-check all local, provincial and federal laws on the subject.

Accessibility isimportant, too. This extends far beyond groups dealing with people who
have special needs. Non-profit groups have a responsibility to lead social change. In the arts,
religion, education and any community building, sensitivity to these issues has earned groups high
praise.

Inspect any premises you may use for an event to make sure it is wheelchair accessible,
from ramps to special washrooms. Speakers and entertainers should be interpreted into sign
language for people with hearing impairments. Offering child care can make an event more
accessible for single parents. In some cases, you may need to arrange specia transportation, too.
Some people have special dietary needs. Offer to make arrangements on request for those who
require special food because of health, religion or other reasons. Most cooks can accommodate
the arrangements if given reasonable notice.

Multi-cultural issues must aso be addressed. Should you provide English-French
bilingual materials? Perhaps other languages should be included, such as Ojibway or Cree,
Vietnamesg, Italian, or Ukrainian, to name just afew of Canada’s largest ethnic populations. Be
sensitive to inter-faith issues, too. When saying grace, invoking the blessing of Jesus can offend
Jews, Modems, Sikhs, Hindus and many others. Similarly, referring to God as “He” will anger
those battling sexism. Avoid scheduling events during major holidays, for example. During the
Isdamic fast of



Ramadan or the Jewish feast of Passover, meals can become more complex. English Canada
sometimes forgets that Quebec offices are closed for St. Jean-Baptiste.

Boycotts present yet another problem. Many groups do not want to use products from
repressive countries, strike-bound companies, or businessestargeted in campaigns. For example, one
Canadian brewery ispartially owned by South Africaninterests. Someuniversity campusesand union
halls forbid the sale of any of their brands. Others are concerned about California grapes, toxic
chemica dumpers, and products madein countrieslike Russia, Chile, or South Africa, to nameafew.

Corporate co-sponsorshipsarealso aproblem. Disabled people’sgroups, for example, often
fed angry at drug companies that charge high prices and insurance companies that are slow to pay
premiums. Environmental groups are concerned about resource extraction companies and polluters.
Feminist groups, Native peoples, people on both sides of the abortion issue and many others have
strong grievances against specific businesses. Often, these antipathies cross over from the business
itself to include those who own them, invest in them, or work there. Throughout history, there have
been people who hate the rich. Be careful of the company you keep.

Charges of elitism are athorn for those planning high-priced special events. Many people
argue that expensive admission charges, upper-class entertainment styles and specia privileges for
those who can give more money are all inappropriate for anon-profit group. This sets up, they say,
atwo-classsystem of benevolent giversand beholdenreceivers, intheworst traditionsof paternalistic
charity. Othersrespond that the purpose of afundraising event isto make as much money aspossible,
not to provide a party as a public service.

Although this situation crops up most oftenin social service and health organizations, it also
arises in arts and sports groups, and political parties from the New Democrats to the Progressive
Conservatives. There arefew solutions. Sometimesit helpsto offer adliding scale of admission fees,
with discounts for seniors, unemployed, disabled, or students. Ultimately, a group must decide: will
the event be open to al, or will it cater to the wishes of those who can give the most?

If those who have money are persona non grata, should you raise money from the poor?
Many groups are equally vehement that the people they are helping can’t afford to support the group
financidly. They often refuse to ask members/ clients/ patients / service-users to donate or buy a
ticket to an event. This, too, can be akind of paternalism. In many cases, poor people have shown
that they not only will contribute, they take pride in doing so. This participation



helpstransform anon-profit group from an alienating bureaucracy into a participatory self-help tool.

What’s more, studies by The Canadian Centre for Philanthropy show that poor people are
extremely generous. They giveasubstantially larger portion of their incometo non-profit groupsthan
the rich do. While the availability of services should never depend on anyone’s donations, it is
reasonable to ask if they would like to join in the efforts. Avoid asking anyone who may be hurt by
apublic disclosure of their connection, of course.

Findly, non-profits must respect each other. Most groups are friendly and open about
sharing information with other non-profits. Thisisasit should be. A few groups, however, have
tried to steal others’ fundraising ideas. That hurts everyone. While there aren’t many, if any, truly
origina fundraising events, it isdangerousto copy too closely. New techniquesreported inthe media
quickly become trends as dozens of groups pick them up. Using the same idea too often can render
it totally unproductive for everyone.

All of these factors must be taken into account in choosing the right special event. It can

seem daunting to deal with them al, yet the public expects higher standards of morality from charities
and non-profit groups than from anyone else. Be sure you live up to areasonable standard of ethics.
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2.. Mor e than Money
What Can Y ou Gain from Specia Events?

Good fundraising must provide an opportunity to gain more than just funds. In fact,
if that’sall it raises, it may not truly be a success in the long-term.

The money may finance important work. All too soon, though, the income is
exhausted and more is needed. The needs are so endless, and the available funds are so
limited.

Fortunately, events can produce more than just money.

They also communicate image and information about your organization and its
projectsto the public. These are called “warm fuzzies’. They’reintangible, but very real. If
thisis done well, it makes it easier to raise money again the next time. Warm fuzzies are
more than Public Relations. The list below will show you some of the possibilities.

Too often, however, warm fuzzies are used as an excuse. After an event that doesn’t
raise much money, the organizers might consol e themselves and try to mollify the Board by
pointing out all the warm fuzzy results. They may be over-estimating the reality.

Warm fuzzies aren’t an accidental by-product. Y ou must plan on developing them
from the beginning.

It’s al'so easy to measure the results.

Y ou may have shown your new slide show about your projects, for example. Did
people learn anything new? Were you preaching to the converted?

Try asimple before-and-after test. Decide 5 or 10 points you want people to know.
Before the show begins, ask them to fill in a 60-second multiple choice quiz. Afterwards,
have them do the same quiz again.

Did they score high marks before they even saw the show? Then it’s too simplistic
for them. Havethe scoresimproved?Y ou’ ve got awinner! Did the scoresgo downhill?Y es,
it really happens. That means you’ ve confused them.

Here’s another common misconception about warm fuzzies:. overrating media

coverage. Y ou may have had your group’s namein the media, but will people remember it?
Was the name linked to positive values that enhance your

13



Image, or clarify your mission? Was it in media that your most important donors respect?
Don’t measure your media exposure in column-inches or seconds of air time aone.
Quality is more important than quantity.

Even more important than warm fuzzies is the enhanced ability to raise more
money in the long run. Call this “hot flashes’.

An event is worth more than the money it raises if it makes it easier to raise still
more. For example, will the people who participated do so again? Did you get their
names and addresses? Do you have a plan in place to contact them again soon?

After an event that’s done right, the donors and even the volunteers may feel
energized. They may look forward to the next event, instead of dreading it. The
organizers have learned new skills, made new contacts, and feel rewarded.

Y our human resources should feel invested, not spent.

Hereisasampling of possibilitiesin three categories:

Cold Cash (Once you spend it, it’s gone!)

. cash

. cheques

. money-orders

. credit card donations

. in-kind donations of goods and services
. post-dated donations

. pledges

Warm Fuzzies (The good feelings that open doors tomorrow.)

. publicity

. Image

. contact with people

. credibility

. education

. motivation

. Increased commitment

. good community relations

14



Hot Flashes (Enhanced ability to raise more in the long run.)

‘repeat-ability’ of good ideas

leadership training

new volunteers

re-invigorated volunteers and staff

names and addresses of new donorsto ask again
diversified sources of funding

15
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3.. What makes special eventswinnersor losers?

There are thousands of different ideas, but they al boil down to “give donors
something for their money.”

What’s the biggest advantage? People nervous about asking for money find it
easier to make arequest. Aswell, events can help a group educate people, gain publicity
and find new friends.

What arethe problems?

Running an event isredlly very similar to starting a business. Many non-profits
don’t like to think of themselves as having anything in common with the business world.
Y et the similarities are striking.

Have a dinner and you’re opening a restaurant for one night. Put on a concert and
you’re in show biz! Design and sell your own Christmas cards and you’re into
manufacturing and retailing.

Profits can be slim in any of these businesses, even when professionals run them
year round. Restaurant corporations go bankrupt every year. Musicians’ poverty is
legendary, except for a handful of stars. Greeting card companies report declining sales as
postal rates soar. Most small businesses expect a 3- to 5-year struggle before they are
profitable.

How much more difficult isit for amateurs to do well? Who else would expect to
open abusiness, operate it for asingle night, and immediately generate substantial
surplusincome? Yet it can be done!

The profits may come from surprising places, however. In the cinema, for
example, the sales of popcorn and refreshments can be more rewarding than admission
charges.

Magjor recording artists often don’t break even on tours. Large audiences paying
top dollars for tickets and buying expensive souvenirs may not produce enough revenue.
Tours frequently must be subsidized by government arts grants. Even the biggest stars
have concerts co-sponsored by soft drink companies, brewers or car makers. Ultimately,
the value of atour is usualy measured in promotional publicity that increases record
salesin stores.

19



It is no surprise that non-profit groups sometimes lose money on events despite
countless hours of hard work by many volunteers. The surprise is how often they succeed.

Why do special eventsfail?

Costs are too high.

Prices are too low.

Not enough tickets are sold.
Expectations are unrealistic.

Here are some of the most overlooked problems:

1. Front money is needed to pay bills before revenue comes in. Many groups do not have
asource of capital to bankroll the investment phase. If they use operating funds, aloss - or
even adelay in payments - can interfere with programs. Some board members will
advance personal funds, or co-sign aloan. Although this can be risky, it is often the only
solution.

2. Underbidding cutsincome by setting prices below what a donor might give.
Frequently, organizations decide the price by the lowest common denominator. The
non-profit doesn’t want to exclude any supporters who can’t afford high prices. As
aresult, afundraising event turns into a community party that just breaks even

- Or worse, loses money.

Even when prices are higher, there are always some people who would give you as much
or more as a pure donation, if you asked properly. Whether you offer aticket for $15 or
for $150, few people will offer to give more than the ticket price. Y et some of them can
afford $25, or $250. They might give that much, if you asked. It’s often your
organizational goalsthey care about, not the event itself.

They might even be happier to give you money if they don’t have to attend the event! Y et
you incur expenses, and get less than they’d like to give.

3. A ‘careful consumer’ attitude makes donors reluctant to pay for tickets. Sell $15
tickets for adinner worth $10, and they question the value. They may forget that you are
not putting on the event to offer them a bargain, but to raise money. In addition, they
believe they gave your organization a $15 gift, not $5, since that is their out-of-pocket
cost. The expenses are not apparent to the donors.

20



This problem becomes most acute when selling products. A souvenir sweat shirt may
cost your organization $10 to produce. You may sdll it for $15. The donors may compare it to
one at a discount store for $5.

4. Disaster planning is overlooked too often. Murphy’s Law applies to fundraising events. It
remains true that if things can go wrong, they will.

One group researched the entire meteorological history of their community. They
wanted to determine the one day statistically least likely to rain, for an outdoor event. It rained,
of course.

Rental of atent, or alternate scheduling are essential for outdoor activities.

In the same way, contingency plans should be made in case of every emergency. Ask yourself
every possible “What If” question. Figure out the answers in advance.

What if not enough tickets are sold? What if the main speaker or entertainment cancels at the

last minute? What if atight breaks Out? What if someone gets drunk and wants to drive home?
What if...
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4 .. What are the Different Types of Events?

There are so many kinds of events that it's hard to select the right one. Here are some
rough categories to simplify the choices. Y ou can use the list to spark some ideas.

8 1 Extravaganzas

Examples include gala dinner-dances, benefit concerts, cruises, and major sporting
events.

The same ideas can a so produce low-cost variations, with lower ticket prices.
Examples include community beer-halls, religious celebrations, or ethnic picnics.

People come to these events for a good time as well as to support your cause. They
also come to see and be seen with the right crowd. Incidentally, ‘ The Right Crowd” is not
always the richest or most fashionable. People may want to attend to spend the evening with a
crowd that is the most political, or the most fun, or the friendliest.

This category includes events that can justify high admission prices and/or attract
large numbers of people. Thereis aso a high degree of risk, and some organizations have lost
fortunes.

Until recently, the Canadian record for ticket prices was $1,000 per person. Mila
Mulroney and Peter Pocklington organized one such event. It included an exhibition game
between the Edmonton Oilers and the Montreal Canadiens, and dinner at the Prime Minister’s
residence. That raised $1.5 million for Cystic Fibrosis research. The Toronto Symphony also
charged $1,000 per plate for adinner honouring Walter Hamburger.

The new record is now $1,500 per person, $3,000 per couple. The occasion was a
birthday party for real estate developer Elvio Del Zotto. The beneficiary was the federal Libera
Party Mr. Del Zotto is the president of the Ontario wing. Interestingly, at about the same time a
fundraising dinner with Libera leader John Turner as the guest of honour was only $300. One
with Prime Minister Brian Mulroney was only $400. Equally interesting, the guest list included
severa prominent Conservatives. Perhaps they were all attracted by the unusual opportunity to
see his spectacular home.

25



In the US, tickets have gone as high as $10,000 per person.

Often the sponsors go to a great deal of trouble to create a memorable evening. That's
not always necessary.

Instead, why not let someone else put on the show? Devote the group’s energy to the
most important part selling the tickets!

Examplesinclude premieres of new movies, theatre nights, or ball games.

Many theatre groups and sports teams are happy to sell tickets at a discount. The
charity makes money by charging more than it paid for the tickets. Mark-ups of 20% to 40%
are common.

Where no discount is available, the charity may buy full-price seats and create a value-
added package. By combining the tickets with a reception or dinner, or perhaps transportation
by chartered bus, a specia combination can justify premium pricing.

Unsold tickets can usually be returned for credit, given enough lead time. If not,

careful planning is required to be sure the non-profit group does not get stuck with expensive
unsold seats.

8 2 Bargain Huntersand Gamblers

Examplesinclude bingos, raffles, casino nights, garage sales, rummage sales, auctions,
flea markets, and bake sales.

People come for a good deal. Those attending may not even know which organization
is hosting the event.

These can be modest events for small groups. They can be on agrand scale.

. Symphonies and society groups have thrown dream auctions with over a
thousand items promoted in specia supplements to the daily paper.

. Prizes for draws have included a round-the-world vacation, a house or a
Rolls-Royce. The runner-up may win apair of matching Porsches.

. One hospital closed its 11-storey parking garage for aday to hold the
world’s largest garage sale.

26



The most successful have the prizes or merchandise donated. Raffle tickets maybe as
low as fifty cents or as high as $250 each.

8 3 Educational events

Examples range from bringing in a major speaker with aworld-wide reputation, to
putting on a dlide show in a community centre basement.

People come to learn, or to be reinvigorated and reassured.

Non-profit groups are constantly trying to tell people about their work. Usually they
pass the hat for donations afterwards. The results can be dismal.

Some groups have discovered that people will pay to attend an educational session, if
it’s done right. They may make a profit on the admission fee. They may aso attract people they
can win over as donors.

Authors who have recently published a new book are particularly promising. The
publisher may pay part or al of their travel costs. They also generate media interviews, which
promote interest in the event.

A free seminar on ethical investing might draw community minded people capable of

making larger donations. A session on estate planning could attract people who might leave
money in their wills to the group.
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5..  Sdection of ideas
Winners Y ou Can Use and
Losers to Watch Out For

Fit isthe most important factor in choosing which event you should chose. There are

thousands of event ideas but which isfor you?

Hereisalist of mgjor factors to consider. Y ou may have others to add.

Theright ideawill fit your...

8 Human Resour ces (volunteer and staff)
e Tdents
e Timeavailable
e Interests
» Contacts

8 Financial Resources
* Available Front Money/Investment Capital
» Goals for needed net income

8 Organizational Image
» Preferred profile
* Ethical limitations
* Specific message to communicate
» Seriousness/Fun style

8 Audience
* Interests
Availability
Ability to pay/donate
Long-term connection
Demographics (age, gender, income)

8 Timing
» Advance planning time
» Competing events
* Seasona suitability

31



TWhat a Good Idea for a Special Event!

Too many organizations waste cregtive energy trying to come up with new ideas that
may or may not work. Y ou get no extra marks in fundraising for originality, only for
productivity.

Some ideas do get worn out from over-use. This doesn’t happen as often as most
people think, however. Better to succeed by repeating a proven method than fail inventing
something new.

Don’t steal other groups’ ideas. It’s not only unethical, but may be unproductive too.
An event that works well in your community once ayear might fizzle if tried twice ayear. Both
groups could suffer.

Y ou may be able to borrow an idea from another city, with modifications. Before you
borrow, check with the group that originated the idea. They may already have plansto
implement it in your community. Since they thought of it first, they can probably do it better.
On the other hand, if they don’t see you as a competitor, they may be willing to share their
techniques with you.

Consider adapting a classic tried-and-true event like one of these:

81 The*Stay at Home’” Event

People buy aticket to a non-event, entitling them to stay home and relax. Since most
people buy tickets primarily because a friend asked them, actually holding an event may be
needless work.

Explain how much money the charity is saving by not arranging a hal, food and
entertainment. Point out how much the donor saves, with no expenses for a hair-do, baby-
ditter, parking, gas, rented tuxedo, and so on.

Thisis especialy good if your target audience are people who are constantly on the
go, who crave anight at home. If your supporters are “party animals’ who look forward to a
chance to get together, this may not be the right fit.

An extra benefit can be had by scheduling the non-event for the same night as an
important television show related to your cause. This could be an investigative report, or a
movie dramatizing your issues. It could be a concert starring your artists, or a game your team
is playing. Urge people to watch it, and learn more about what you do.
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Attach ateabag - donated, of course - to the ticket.

Asamodification, you can even encouragethedonorsto throw their own neighbourhood
fundraising tea party. This do-it-yourself event may result in dozen of mini-events on the same
night. Each can raise alittle money, at minimal cost and send it to you. They can even competefor
titles such as *‘Most Money Raised’ ‘Most Fun’, or ‘Most Innovative’.

8 2 Give Someone an Award

When someonereceives an award, all their friends, relatives and admirerswill buy tickets
to attend the ceremony. When a business |eader gets one, their co-workers, customers, suppliers
and hopeful hangers-on buy tickets, too. Even their business competitors may attend. That’swhy
some of the most successful events are dinners in honour of big business leaders. A great many
people fed the “invisible command” to attend.

Who you honour profoundly affects who attends and how many tickets are sold.

One group presented awards to two religious leaders and an ambassador in a single
ceremony. The staff were disappointed that ticket sales were low. In previous years, they had
honoured business leaders, and had much a larger turn-out.

The religious people were stalwarts, prominent and deserving. They were also brilliant
speakers who made the evening entertaining and moving. Y et they could not draw a crowd.

The business leaders had few of these attributes. However, hundreds of people attended.
They saw the awards dinner as a chance to network with colleagues and advance their careers.

Advocacy groupsthat often use confrontation may feel uncomfortable honouring people.
Exceptional circumstances may allow it, however. Oneleader may have shown some progress, no
matter how marginal. Recognizing that publicly can be an effective incentive in a social change
programme.

A Roast may provide an opportunity to poke fun at someone’s foibles, while raising

money through their circle of influence. Be careful of the fine line between clever digs and
embarrassment. Surprise Party Roasts are seldom a good idea.
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8 3 Rich/Poor Dinner or Third World Feast

At your fundraising dinner, serve some guests a lavish feast of meat, wine, and rich
desserts. Others, to their surprise, get rice and beans. Or perhaps a bologna sandwich and a glass
of water istheir repast. Everyone at the event pays the same price.

The unequal dinners help provide an educational message to all who attend. A brief
speech may explain the facts of hunger to all.

The distribution might be completely random, to show the degree to which luck controls
our fortunes.

Or if the point iseducation about racism or sexism and the economy, discriminate against
one group for an arbitrary feature. Choose something startling and novel asthefeature that results
in inequality, such as wearing glasses, or having big ears.

Sometimes it’s up to the dinner guests to arrange a better distribution of the scarce

resources. Other times, the organization brings out additional high quality meals once the
educational point isclear.

8 4 The Food Fair

To keep the costs down, it’s ideal to get al the food and drinks for a dinner donated.
Restaurants and suppliers can’t always donate all the food for agala. They can usualy afford to
give a portion, however.

Chefs from severa restaurants, hotels and caterers might each contribute one specia
signature dish to a gala buffet. The restaurant gets publicity and the guests get a gourmet treat.

Sdl the public tickets as for any dinner. Ticket prices can go quite high for this kind of
all-you-can-eat buffet if the quality is good.

There are many variations.
* Vineyards, cheese makers and importers might donate a wine and cheese tasting.

* Brewers might offer a chance to sample exotic beers from around the world.



» Pizzerias could contribute several pizzas each, so people could have one mini-dice
from each for ataste comparison.

» Chocolate has been used as a theme for events with names like Chocolate Sunday,
Chocolate Orgasm, and Death by Chocolate. They offer candy bars, ice creams, cakes,
hot cocoa and so on.

Food fairs can a so feature dishes by amateur cooks. They usually agreeto pay for al the
ingredients. Sometimes the non-profit group can get the ingredients donated. Avoid paying for
ingredients, though.

Here are some examples:

* Celebrity chefssuchasmediastars, politicians, authors, businessleadersor clergy could
each contribute one dish.

» The best home cooks provide their specialties.
» An old-fashioned fall fair-style pie-tasting competition can till draw a crowd.

» Men who don’t ordinarily cook could compete for the title of Barbecue King or Chili
Champion.

» Gourmet box-lunches can be auctioned to office workers at a major downtown tower.
Dream up your owntheme! Thisisessentially abakesale, modified toincreasetheincome
and decrease the labour.
85 Unusual Telegram Ddliveries
» Donors pay you to send a message to friends in a clever way.
» On Halloween, tuck amessageinside apumpkinwith acarved glad/sad/mad face. Write
itinicing on agiant cookie for Mother’s Day. Draw it on aballoon for Vaentine’s Day.
Haveit delivered by someonein costume on any festive occasion. Some groups have sent
belly dancers, clowns, even exotic strippers of either sex within limitsl Others send

Christmas carollers to sing the message. Someone even tried offering a bouquet of dead
flowers for someone you don’t like that idea didn’t work
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too well. It could be anonymous or personalized. The limit is your creativity.

Imagine the messages.

“Boss, | quit!”

“Happy Mother’s Day from all the kids.”

“Marylou, | love you. Please marry me.”

“Even your best friends won’t tell you... here’s some mouthwash.”
“Happy Birthday, Dad, you’re the best.”

Sdl the service for a reasonable fee. Set up a booth in malls, offices, schools, service
clubs, or religious centres. Organize teams of volunteersfor publicity, sales, creative services, and
delivery.

8 6 More Ticketsfor Your Money Raffle

Sl donors 3 tickets for $2 (or whatever amount) instead of just one. Don’t sell fewer
than threeasaminimum purchase. It feelslikeabigger bargain, and if there’smore than one prize,
actually increases odds of winning.

It’s probably best not to offer adiscount for multiple purchases, however. Many groups
have tried arrangements such as offering tickets at $2 each, 3 for $5. In many provinces thisis
illegal. Even where the law permitsit, discounting makes accounting needlessly complex.

8 7 Put a Priceon Everything

Thinking creatively can reveal many more income sources at an event. Organizers
routinely charge extra at a cash bar, but why stop there?

the floral centrepiece

If you haveflowersat an event, someonewill take them home. Why not sell them instead?
Thisworks especially well if it is an arrangement of dried flowers that will last for along time.

Get the flowers donated in the first place, of course! Ask florists, garden
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clubs, or aflower arranging class at a school. One group even got the flowers second hand from
afuneral home - don’t tell the guests!

the photo opportunity

If you have a special quest of honour, have someone with a camera take pictures of
people with the guest. Sell the pictures.

A simple cardboard frame, sold at most photo supply shops, can be personalized as a
souvenir item. Add a printed design, a sticker, label or business card.

A Polaroid camerais best. The immediacy is exciting. Each photo can be autographed.
On the other hand, with negatives some people may order several copies of the picture.

Make surethe guest agreesin advance. Timerestrictionswill limit the number of photos.
Make that a selling feature. Advertise “limited quantities only!”

Some groups charge anywhere from $5 to $50 for a photo. If the guest of honour has a
sense of humour, they may charge even more not to have your photo taken with him/her.

the encore auction

At abenefit concert, the performer can auction off achoice of encores. The audience can
vote with the money they contribute. Anton Kuerti, the classical pianist, has raised thousands of
dollars extra this way. He has auctioned up to three encores, for several hundred dollars each.
88The Hug-a-thon

Friends sponsor a ‘racer’ to hug as many people as possible in a fixed time, with a
donation for every hug. Or agroup of people (possibly in couples) pay an entrance fee for amass
hug-in, all at the same time.

Aside from raising money, it reaffirms the positive psychological vaue of hugging.

Donations are raised the same way as with any ‘thon. Thisis an excellent choice for non-profits
concerned with children or mental health.
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89The Quit-a-thon or Slim-a-thon

Friends sponsor people to raise money by giving up smoking. They make a donation for
each smokeless day, or even for each cigarette less than the usual habit. Or they sponsor people
who arelosing weight, offering afew centsor dollarsfor each gram or ouncelost during the event.
This can last weeks or months!

HOT TIP:
How to collect than pledges

The hardest part of most thons is collecting the pledges. This is true
for marathons, quit-a-thons, swim-a-thons, dance-a-thons and every
other kind.

Collect the pledges in advance! Ask each participant to get the cash
as soon as a sponsor promises to help. Make sure they also get the
name and address so you can send the tax receipt and ask the
sponsor to give again another time.

This method also collects the most money. Collecting after the
event brings in only 50 to 90 % of the pledges.

Second best is to have the non-profit send a letter and reply
envelope to each sponsor directly. Do it the day of the event, while
it’s still fresh.

The least efficient method is to send the thon participant back to the

sponsors to collect and the money and send it in. Too many won't
be bothered.

8 10 Construct-a-thon or Clean-a-thon
Too many thonsraisemoney and burn calories, but resultin no socially useful by-product.
Instead, volunteers can be sponsored to clean up garbage in ariver bed, or along aroadside. Or

they can build wheelchair ramps, renovate acommunity centre or rehabilitate housing for seniors.

Some groups have even built an entire church in a matter of days. Shades of the old-
fashioned barn-raising so common in Canada’s past!

Donors sponsor the activity at so many dollars per hour of work, or metres of progress.

38



1 What a Bad idea for a special event!
Not every ideaworks. There are some that it is probably wisest to avoid.

While some ideas are fundamentally sound, they fail because of improper planning and
execution. Others are hard to do well under any circumstances.

However, no ideais universally bad. Some groups have had successes with al of the
following. Proceed with caution!

e 1 Charity Car Washesdon’t produce much money

Many people start their fundraising careers as a student running a car wash. Many end
their careers that same day. It is hard to make alot of money at a car wash. The fees charged at
nearby commercial operations keep the non-profit’s price low. Customers can be scarce.
Volunteers get soaked and dirty. Bad weather can ruin the event entirely.

» 2 Bachelor Auctionsand Slave Sales may be embarrassing

Every few years, bachelor auctions reappear as a hot trend in fundraising. Then groups
discover the problems involved, and they ebb again. Avoid them.

In a bachelor auction, one or more men offer to escort the highest bidders on a special
occasion. They may also provide lunch in an elegant location, limousine service, tickets to the
theatre or opera, or an invitation to a specia party.

Recent mediaaccounts reported one bachel or auction in Canadathat grossed $200,000!
Contacted behind the scenes, the organizer admitted that the net income was considerably lower.
In addition, he said, controversy over the ethical questions nearly split the Board.

Others have had similar problems with bachelor auctions.

One group reported that the behaviour of the audience at their bachel or auction became
so boisterous that it resembled a strip show. In fact, one otherwise

level-neaded Member of Parliament actualy did begin to strip on stage. This causes
embarrassment.
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Another group reported difficulties when one of the bachel ors propositioned the woman
who had purchased his companionship for the evening. She expected innocent fun. He thought it
should go further. Again, there was embarrassment.

A third group selected men they thought would bring high prices. Bidding was low,
especially for some who could not be present that evening. The men felt insulted that their value
wasn’t higher.

Instead, have special people host an occasion. Buyers could bid on alunch for six at a
celebrity host’s home. Or four couples could have dinner with a famous husband and wife. A
winner could accompany arestaurant critic on assignment. This can be fun, and apopular auction
item without the problematic connotations of a“Bachelor Auction.”

* 3House RafflesHave L ost Big M oney

Giving away ahome or cottage seemslike an exciting first prizein adraw. Y et one group
lost over $600,000 raffling off a home. They were not aone.

Many groups have had difficulty.

Some provinces havereportedly declared houselotteriesillegal. The Ontario government
routinely cautions applicantsto avoid the scheme. Here are excerpts from awarning letter sent by
the Entertainment Standards Director, Business Practices Division, Ministry of Consumer and
Commercial Relations:

1. A number of maor house lottery schemes have experienced difficulties. One scheme
reported aloss of $600,000.

2. Once the scheme is initiated, the organization is obligated (under Ontario law) to
proceed in accordance with al license Termsand Conditions. If you have concerns about
the viability of this program, or your ability to satisfy license Terms and Conditions, |
would urge you not to start it. We would refund your license fee and cancel the license.
3. No request for delays in the licensed draw dates will be considered by the branch.

Please consider your position carefully. If you decide to proceed, | wish you much
SuCCesS.
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There are several mgjor problems. First, small lotteries aren’t as attractive as the major
government-run lotteries. It’shard to compete with multi-million dollar jackpots. Some non-profit
groupstry to maketheir draws more attractive by offering very few ticketsfor sale. Thisincreases
the odds of winning, but usually drives the price high as well.

Second, the purchase price of alottery or raffle ticket is not considered atax-deductible
gift under Revenue Canada rules. This means there is no added financial incentive to buy aticket
from a charity.

Most people have fixed ideas about where they want to live. They have visions of their
dream house. They’ refussy about neighbourhoods, commuting distances, schoolsand soon.. They
don’t get excited about a property that may or may not fulfil their ambitions. While they could sell
the house if they win, that seems like too much work.

Worse yet, many non-profit groups pay for the house. This can cost thousands of dollars.
It’sdifficult to sell enough ticketsto recover the costs. Occasionally, non-profits have had houses
or land donated for this purpose. Usually the donor is a property developer who wants to draw
attention to a new sub-division that is not selling well. This may indicate that the property won’t
be an attraction for the draw, either.

Finaly, many people have ethical concerns about gambling in general. They don’t want
to encourageit inany form. Thiscan bedisruptivefor your group. It can also cause public relations
problems.

For al these reasons, and given the negative experiences of several groups, house raffles
in particular are not recommended.

* 4 Sdling Products I's Fraught with Problems

Many groups hope to raise money by selling something. It may be chocolate bars, fruit,
or spices. It could be buttons, t-shirts, sweat shirts or hats. It could be coupon booklets offering
discounts in restaurants, hotels and retail outlets. All have been tried, and more.

They seem attractive, because the people who buy the products get something for their
money while they support the organization. It also seems like less work to persuade someone to

buy the product than to explain your cause.

With afew notable exceptions, most groups that try product sales are
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unhappy with the results.

Clearly thisisnot the casefor al. Guides (or their parents) still sell cookiesand calendars,
and Scouts have Apple Day. UNICEF not only continues to sell Christmas cards and calendars,
it has expanded into other product lines. In the US, some groups have whole catalogues of
merchandise.

The major problem with sales is paying for the goods. This can require a substantial
amount of investment capital. If you judge the quantities incorrectly, it can result in expensive
over-supply. If the material is customized with your group’s name, it may not even be possible to
sl it elsewhere.

Consignments are the most acceptabl e solution. The wholesaler or manufacturer should
agree to take back unsold stock with no penalty.

Many companies approach non-profit groups promoting their product as perfect for
fundraising. They usually offer to | et the organi zation keep about 40% of the purchase price, while
they get the rest. That may be a perfectly fair split. However, it is usually not a special offer for
charitable groups. That isanorma mark-up on wholesale price. Y ou could probably get the same
share on any other product you might want to sell.

Delivery of the goods to the consumer presents another problem. Shipping by mail is
expensive, and can be unreliable. Materials that arrive late or broken can causeill will. For bulky
or odd-sized items such as sweatshirts and buttons, wrapping can be aproblem. Direct delivery by
volunteers can consume time, gas, and patience. Allow for the costs of packaging materials,
shipping and returnsin your calculations.

Findly, it’s easy to over-estimate how easy it is to sell products, when gripped by
enthusiasm. Volunteer salesforces are usually less excited at the prospect of going door-to-door,
approaching friends and family, or sitting at a booth in amall or arena. The potential customers,
too, will compare your products to similar items for sale in nearby stores. Merchandising can be
very competitive.

Product sales have been very successful for many groups. However, if you are
considering such a project, investigate all the problems carefully.

* 5 Bewareof Calendars, Dated Products and Perishable Goods

Of dl the products groups sell, the riskiest are those with a short sdlling life.
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Cdendars, in particular, have brought grief to many groups. Typicaly, the idea is
proposed in September or October. By the time artwork is approved and printing is completed, it
isNovember, December or even January. If it’s early, the potential salesforceis busy doing their
own Christmas shopping. If it’slate, all the stores have already started discounting their unsold
commercid calendars. By mid-January, unsold calendars are often given away, or sold to paper
recyclers.

In those rare cases where calendars work, the creative process begins no later than
February, and the finished product is available for sale by June or July.

One international agency decided to illustrate each month with coloured postcards of
Third World scenes. They buyers could detach these and send them to friends. Although the
calendar waswell produced, sales were poor. Fortunately, the group managed to pull out the post
cardsand sdll themindividually andin bundles. Y earslater, they still had aplentiful supply of cards.

Another group decided that a calendar would be afitting way to keep their mission on
supporters’ minds year-round. Instead of selling them, they produced a calendar as an insert to
their magazine. It was sent out free in the November issue. With acover, one month per page, and
a photo to accompany it, it only took up 14 pages in the publication. While it produced no direct
revenue, it was a PR success.

Adding the date or even the year to any product, can reduce its longevity. Some groups
flourish by selling different souvenir items each year to collectors. But othersfind it easier to have
an undated product, so that the surplus can be sold until it’s al gone.

For example, during a festival, one community centre decided to sell T-Shirts as a
fundraiser. At the end of the festival, they had sold only a portion of the supply. Had they not
included the date in the design, they might have been able to keep selling them in future years.
Instead, they gave away the left-overs to staff and local transients.

Material that is perishable and needs refrigeration is the most risky. Two major health
charitiessell flowerseach spring. They must arrange quick shipment, refrigerated storageand rapid
sales. Each has begun supplementing fresh flowers with artificia flowers and plastic pins or cloth
emblems. Although potted plants, bulbs and seeds are somewhat easier to handle, they can till be
difficult. The problems are similar, but dightly lessened in the winter for groups selling holly,
poinsettia and cut Christmas trees.
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Fruit and food are even worse. They must not only be kept fresh and away from pests,
they must pass health inspection tests. They aso have to be unbruised and uncrushed, and tasty
when eaten.

While there are exceptions that prove it can be done, there are probably easier ways to
raise money.

* 6 Avoid Fundraising Companies That Charge a Commission

A handful of companiesin Canada offer to raise funds for non-profits on a
commission. They promise that if no money is raised, the non-profit will not have to carry the
loss. If it sounds too good to be true, it probably is.

Commission-based fundraising is against the Code of Ethics of the Canadian Society
of Fundraising Executives, as well as severa similar professional organizations in the United
States. They feel that commissions take unfair advantage of the non-profit, and may actually
reduce the amount of money raised.

Commissions put all the emphasis on immediate income. This may be a disincentive to
treat potential donors well if they are not making a contribution right away. Donors who might
make alarger gift at alater date, if cultivated properly, may be pressured to give a lesser
amount during the campaign, so the fundraiser can collect a commission.

Commissions also discourage the fundraiser from training the non-profit’s own
volunteersin the art of fundraising, since it is hard to collect commissions on the money they
raise. Instead, emphasisis put on paid canvassers. This may drive up the cost of the campaign.

In some cases, commission-oriented companies are paid a commission on the net
funds left after expenses. There have been allegations that the fundrai sers then steer much of
the production costs to companies they own, have interests in, or receive kick-backs from. In
this manner, they can collect acommission that appears relatively small while collecting large
sums under the table.

Onetypical pattern isfor fundraising company to offer to put on a show on behalf of
the non-profit, and sell tickets for it. Investigative journalists have accused at least one
company of using high pressure tactics to sell the seats. Donors have been asked to buy one or
more seats for disabled children to see the show. The journalists claim that few disabled
children were brought to see the show. They also say that many more seats were sold than were
ever available. Finaly, they say that the charity involved was misrepresented to potential
donors.



The company investigated by the journalists blamed a few unscrupulous former
employees. While they accepted no responsibility for the problem, they did say they had cleaned
up the difficulties. Many people remain sceptical.

Other companiesoffer to put out year books or programmesfor non-profit groups. They
promiseto sell al the ad space and cover printing costs. Small businesses often feel pressured to
advertise in these, although they receive little return.

Even when no shady practices are involved, commission fundraising can be expensive.
In many cases, the charities have received less than 30% of the money raised, while the
promotional company claimed the rest for expenses. While these abuses are documented most
thoroughly in the US, there are Canadian cases.

One small Canadian charity, which received only atiny fraction of the money raised on
their behalf, also had to fight the fundraising company to get alist of the names and addresses of
the people who had donated. Finally it received the charitable tax receipts that the promoters had
issued for the contributions. They then discovered that the company had consistently gotten the
name of the group wrong.

In defence of these fundraisers, it is fair to acknowledge that the costs of putting on a
show and conducting atelephone or mail campaign can legitimately be high. If arock star offered
to give 30% of the proceeds from a concert to anon-profit group, he or shewould be praised. No
one would ask where the other 70% had gone. It’s aso true that many non-profits have received
thousands of dollars they might not have otherwise raised.

Commission-oriented companiesparticularly prey on groups dealing with children, health
issues or disabled people. Small self-help organizations are especially vulnerable.

Although it can seem an attractive offer at first, extreme caution is advised. Most non-
profits should avoid commissions.
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Getting (Almost) Everything
Donated
to Reduce Y our Coststo Nearly Zero.
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6 .. Getting (Almost) Everything Donated to Reduce Your Coststo Nearly Zero

In many specia events, the charity barely breaks even on the ticket sales. The income
results from savings when donors provide free goods and services.

At any type of special event, the best way to increase income is to lower costs by

getting in-kind donations.

Experience shows that almost anything you might pay for you can also get for free.
Often the contributed item is higher quality than you could afford to pay for. Here are some

examples:

Examples

Considerations

Wines, especialy Canadian

A hdll or hotel may charge a*“ corkage fee” for
opening the bottles. That may make it cheaper
to buy from them.

Foods Several restaurants may give one dish each to a
gourmet fair. Look for restaurants that are about
to open, or are new. Make sure the hall isn’t
contracted to a caterer.

Printing Not usually from printers - they are reluctant to

give away their livelihood. Instead, ook for
businesses that own a printing plant of their
own. Chain stores or mgj