Events are HARD Work

Craft Events that Work Hard for You




e Founded Swell Fundraising in 2012

e Response to 16 years of event fundraising as a volunteer and staff

e Optimize the event to (1) reach more donors (acquisition), (2) target a demo our
org needed (3) raise awareness (4) support sponsors.

e Built an event fundraising software platform

Swell Fundraising






Some say the definition of
Insanity

Is doing the same thing
over and over again and
expecting different results







« Uploaded hundreds of new names & updated contact information into your
database

« Reported a significant increase in new donors

o Annual fund / Next Ask increases measurably from new donors at event

e Sent a report to sponsors with event attendance (online + off), website
reach/traffic, demographic/geographic reach and social reach

e Your team connected to community members important for future
conversations

« Created awareness of your program that generated need
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Wine Auction Event:

- Budget Goal: $150,000 gross ($115,0
> Attendance: 1§0 guests
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We do a cocktail hour that includes a silent auction with around 180
packages, a Kendra Scott jewelry pull with 50 boxes selling for $100
each, and a Whiskey, Bourbon and Scotch Pull 30 bottles at $100
each. We made $50,000 between the three and sold out of the jewelry
pull and spirit pull and only had three items not sell at the silent
auction. The silent auction is put online three days before the gala and
sent to the entire database and is all electronic.

We also do a live auction and paddle raise plus allow guests to make
anonymous donations or sign up for monthly donations at their tables.

This year the gala raised $420,000.



Revenue: $420,000

Silent Auction (180 items), Jewelry Pull (50 boxes), Whiskey Pull (30)
Raised $50,000 (12%)

what was the % of

staff time allocated?
S SswellFundraising
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Opportunies...

e Increase corporate sponsorships
o Expand event reach through technology
o Invite event committee members from the corporate partners
o Listen to business needs
o Event website, social media reach and analytics needed to support effort

e Target a new group of donors
o Invite a social maven from that group to be involved with the event
> Small, passionate small business sponsors related to that group

« Donor acquisition
o Improved data capture
o Connect with donors who cannot attend

« Expand individual giving through oni!_ne efforts -.start the Fund-A-Need early



Opportunies...

« New Donors
o Are you capturing donor data? (easily solved with better, low cost tech)
o Is it easy to give at any level? and in any manner?
o Is it too corporate sponsor heavy?
o Is the nonprofit mission clear?
o Auctions do not build donors - shrink / right-size the auction
o Focus on funding the mission (peer)

« Build awareness
o Does your event build any awareness" Local PR, Soaal Media Sharing by
Committee/Board 5
- Does the event support your orgamzatlon br?and”

« Corporate sponsors RN P |
o Events are a co-branding or relatlonshlp opportumty Understand which and
foster. ,_ |
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ng with the Stars of the Magic City 2020 Share now l
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TOP TEAMS

DANCING WITH THE STARS OF THE MAGIC CITY 208 " sXel PG =oAL
$ 9 7 ) 2 8 0 # Alie B Gorrie and Victor Williams $17,950

Total amount raised )
u ' :) Lindsay Davis and Megan Miller $1 75 896

@ Janell Ahnert and David Odenwelder $6,290
) O I l I(‘ V I : \ Sarah FElizaheth Mareman and Quinn BRarrett .QA dﬂ?
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long term health

e 50-55% donor retention and demonstrable growth of
other fundraising campaigns

e Fueling the major gift pipeline and planned giving
conversations

e Leverage your event to adapt to your organizational

needs






swell

FUNDRAISING

@swellfunds

brooke@swellfundraising.com



