SPECIAL EVENTS 101

SPECIAL EVENTS

STEPS 1, 2 AND 3

STEP ONE

ANSWER QUESTIONNAIRE TO DETERMINE WHETHER YOU ARE “EVENT-READY”

STEP TWO

CONDUCT A FEASIBILITY STUDY

STEP THREE

WRITE A STRATEGIC PLAN

“EVENT READY”

CHECKLIST
Ask yourself these questions, prior to embarking on an event…

( Do you need the money?

( Do you have a convincing case for support, appealing both to the heart and the head?

( Do you have the staff expertise?

( Do you have active and highly motivated volunteers to help execute the event

( Do you have good access to funding sources (sponsors, ticket/foursome buyers etc.)?

( What is the competition up to?—Is there room for another gala, golf tournament, Run, Walk, etc.

( What would be your USP’s (Unique Selling points)

( It costs money to raise money?  Are you willing to make the necessary expenditures?

( What are your organization’s fundraising priorities?—Do events fit into the mix?

( How successful have you been with executing your existing events/have they been cost effective/have they been worth the staff investment of time?

( Do you have a positive image in the community?

( Is your organization well known in the community?

( How well does your organization work from a business perspective?

( Do you have an idea as to who the chairperson should be?  Do you think that person will agree to lead?  Do they have the right contacts to help you?

( Can you identify 5-10 prospective sponsors, including a lead?

Success or Failure?

Will rest with the decisions made and activities completed in the initial phases?  You will need:

· A comprehensive feasibility study

· A fully developed strategic/fundraising plan

· Selection of proper leadership

· Full and complete support of the board

· The staff expertise

· The proper systems and procedures in place to execute the event

· No details should be overlooked or considered insignificant
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FEASIBILITY STUDY
Should address/encompass the following:

· Research trends/can you capitalize on something that is new?  Will it appeal to a broad audience?  Does it have USP’s (example of Miracles in Motion)

· Miracles in Motion/buy-in from company who produces steps/meetings with directors of fitness from clubs in GTA etc.

· If you embark on a traditional event (ie gala/golf tournament) is there room for another one/how can you make yours unique/What elements can you include that will make yours more appealing over others

· Determine the purpose of the event…fundraiser? Friend raiser?, Awareness for your organization? Etc

· Is the event an organizational fit?  (eg boxing gala/CAF)

· Develop a budget/Research your expenses, Is the expense ratio reasonable, Will you make good money?

· Do you have the staff/volunteer resources to execute it/Develop the required org chart to execute the event

· Does it fit in with your existing calendar of events?

· Conduct a venue analysis 

· Research the types of corporations that would be a strategic fit with the event/gage their interest

· Conduct a market survey to determine interest level in type of event you would like to execute—send to donors, volunteers, board members

· Focus groups/telephone surveys if appropriate to gage potential interest

· Investigate your possible revenue sources depending on the event

· Determine what tools/mediums you will require to market the event/do you have the resources/expertise/what are the costs/are the costs feasible/are you able to get pro bono space
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VENUE ANALYSIS
Items for Consideration

· Cost

· Location

· Date Availability

· Venue Layout/Is the space appropriate for your needs?

· Venue rating

· Insurance

· Square Footage

· Amenities

· Uniqueness

· Staff Cooperation

· Extras/What will they throw in? (staging, linens, volunteer meals etc)

· Ability to expand

· Opportunities to Advertise

· Security

· Parking

· Technical Support

· Power

· Restrictions

· Load in/out/Set-up

· Cleanliness

· Exclusivity
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THE STRATEGIC PLAN

The road map to executing your event…

Elements Include:

· Executive Summary

· Event Overview/Proposed Schedule

· Mission Statement

· Organizational Chart/Committee Terms of Reference

· Critical Path

· Budget

· Marketing Plan

· Media Plan

· Evaluation Procedures
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STRATEGIC PLAN

EXECUTIVE SUMMARY

Summarizes the findings of the feasibility study, the elements to be found in the strategic plan and points of interest such as purpose of the event, possible net dollars raised etc.

OVERVIEW OF EVENT/PROPOSED SCHEDULE

Outlines who, what, when, where, why

MISSION STATEMENT

Purpose of the event

ORGANIZATIONAL CHART

Chart that outlines the chain of command and the various committees required to execute an event

TERMS OF REFERENCE

Outlines the purpose of the organizing committee, its responsibilities and other items such as meeting frequency, quorum, meeting protocols and confidentiality

CRITICAL PATH

Outlines in detail all the tasks that are required to be done to successfully execute the event.  This can be sub-divided by committee, who it is assigned to and date it needs to be completed by

MEDIA PLAN

Is a plan developed to obtain media coverage for your event.  It includes: Objectives, Audiences and Tactics/Action Plan.

GOALS AND STRATEGIES

States the desired results for the event and the strategies required to successfully achieve the goals.  Can be divided by primary and secondary goals

SPECIAL EVENT BUDGETS

REVENUE SOURCES

· Sponsorships (varies depending on event)

· Ticket Sales

· Raffles ( e.g. 50/50 draws, draw tickets, reverse draw)

· Foursome sales (e.g. bowling/golf)

· Silent/Live Auctions

· Balloon Bursts/Mystery Envelopes

· Monte Carlos

· Registration Fees

· Pledges

· Customized packages

· Lotteries
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TYPES OF EXPENSES
Industry Standard: Should not surpass 50% of gross revenue

· Venue

· Food/Beverage

· Advertising

· Technical

· Décor

· Signage

· Printing

· Corporate/Volunteer Recognition

· Prizes

· Travel

· Courier/Postage

· GST

· Entertainment

· Supplies

· Photography

· Insurance

· Gifting

· Raffle

SPECIAL EVENTS
THE MARKETING PLAN

Five Main Questions to address when developing a plan.

1. Where are you now? (Situational Analysis: SWOT and Competitive Analysis)

2. Where would you like to be? (Set your marketing objectives and strategies)

3. What will you do to get there? (Marketing Activities)

4. How will you make sure you get there? (Marketing Management)

5. How will you know when you have arrived? (Marketing evaluation)

SWOT ANALYSIS

(Strengths, Weaknesses, Opportunities 

and Threats)

· Consists of sizing up an event’s internal strengths and weaknesses and its external opportunities and threats.

· Easy to use tool to get a quick overview of an event’s strategic situation

Strength

· A strength can be a competitive asset, or an element of an event that puts it in a position of market advantage (like having a better product, stronger name/brand recognition etc.)

· From a strategy-making perspective, an event’s strengths are significant because they can be the cornerstones of strategy and the basis on which to build competitive advantage

Weakness

· Is something an event lacks or does poorly (in comparison to others) or a condition that puts it at a disadvantage

· A weakness can be strategically important or not, depending on how much it matters in the competitive battle the organization is in

Opportunities

· Market opportunity is a big factor in shaping a organization’s strategy

· Not every organization in the sector is well positioned to pursue each opportunity that exists in the industry—some are always better situated than others and some organization’s may be hopelessly out of contention (i.e. lottery)

Threats

· Often, certain factors in an organization’s external environment pose threats to its well-being

· Threats can stem from the introduction of new or better products by rivals, new regulations that are burdensome to an organization than to its competitors, unfavorable demographic shifts

Competitive Situation Analysis

Evaluate your competition—all events that cater to the same market segments as does yours

3 Main Objectives

Comparison

· Directly compare your own situation with that of your competitors

· In particular, highlight your competitor’s strengths and weaknesses—to avoid head on competition with their strengths while capitalizing on their weaknesses

Characteristics:

1. Cause-related competition: These organizations have similar mandates

2. Audience-related competition: Targets a similar market audience

3. Sponsor-related competition: Targets similar sponsors

4. Event-related competition: Similar event

Identification of Unique Selling points

· Analysis should highlight your competitors’ unique selling points (USPs)—characteristics of their businesses that make them unique

· These points are different from your competitors’ strengths and –characteristics which you do not possess but they do

Opportunity Identification

· Identify areas where your competitors are particularly successful—can you be successful too?

· Pinpoint opportunities that your competitors have overlooked

· Identify areas where you may be able to work in partnership with your competitors

Sources of Intelligence on Competitors

From the Competitors Themselves…

· Annual Reports

· Newsletters

· Planning documents

· Marketing brochures

· Advertisements

· Speeches and public statements

· Reports to regulatory agencies

· Want Ads

From One’s Own Organization…

· Sales and service people

· Personnel department

· Economic or market researchers

Outside Observers…

· Suppliers 

· Trade Associations

· Other competitors

· Newspaper Articles

· Magazine articles

· Advertising Agencies

· Financial institutions

· Formal employees of competitors

Competitors’ Customers…

· Market research—Interviews, focus groups, surveys

Marketing Mix

The core marketing strategy had three elements:

· One or more specific target markets

· A clearly defined competitive position

· A carefully designed and coordinated marketing mix to meet the needs of the target markets while differentiating the marketer from major competitors

The nine P’s of marketing:

Product

The full range of activities, facilities, experiences and services provided by the business

Partnership

The pooling of complementary facilities and/or services by two or more businesses (sponsorship)

Packaging

A combination of various complementary facilities, services, experiences, offered as a single product at a single price in a single transaction

Programming

The organization and presentation of a single product or service

Price

The amount a donor will pay for the experience, product etc.

Positioning

The market niche in which a business offers a particular advantage, and the way it differentiates itself from its competitors

Place

The place in which your donors/participants buy your product.   You may sell directly to them or they may select your product through the channels of distribution.  

Promotion

The range of activities by which a business makes customers aware of its products and attempts to persuade them to buy

People

The people who work in your business

Marketing Strategy

An effective core marketing strategy will have the following characteristics:

1. It will be customer centred.  It will have as its principal focus meeting the needs and wants of its target audiences.  It will not be designed to sell a program or image that the marketer thinks needs to be sold

2. It will be visionary.  It will articulate a future for the organization that offers a clear sense of where the organization is going, what the “new” enterprise will look like, and what it will achieve when it meets with its expected success

3. It will differentiate the organization from its key rivals.  The marketer will stand out; it will offer target markets unique reasons to prefer its goods and services

4. It will be sustainable for the long run and in the face of likely competitors’ reactions.  Strategies are not implemented in a vacuum. If they are successful, competitors will respond and the organization will anticipate this possibility and prepare for it.

5. It will be easily communicated.  The central elements of the strategy will be simple and clear so that both target audiences and the marketers’ own staff have an unambiguous understanding of just what the strategy is and why it should be supported

6. It will be motivating.  A successful strategy will have the enthusiastic commitment of those who will carry it out.  This will not be the case if it is either little more than business as usual or so unrealistic as to be unimaginable by key participants

7. It will be flexible.  It should be sufficiently broad that it allows for diversity in the ways that individual staffers implement it and not so rigid and uncompromising that it is not adaptable to unforeseen contingencies

Marketing Objectives

1. Identify your market segments

2. Rank in order of priority

3. Establish objectives for each of those market segments

Market segments must be:

Measurable

You should be able to measure the size of your targeted market segment—why—so that a reasonable estimate of potential business can be made

Accessible

You must be able to reach your target market segment through promotion.  The target market must be able to reach you too

Substantial

Your targeted market segment must be large enough to justify the expense of marketing to it

Marketing objectives should be:

· Specific

· Stated in terms of desired results

· Expressed in quantitative terms, so that actual results can be measured

· Achievable within a specified period of time (preferably within one year)

· Based on your situational analysis, not last year’s results

Marketing Management

· Demonstrate to your staff a commitment to your marketing objectives

· Involve your staff and managers in setting the objectives

· Ongoing communication among managers and staff is essential

· Motivation is key

Motivation techniques involve:

· Care in staff selection

· Use of job descriptions

· Regular performance evaluations

· Regular orientation and training sessions

· Employee incentives—should be tied to results

Polices

Careful review of policies should be made as an ongoing part of your marketing management

SPECIAL EVENTS

EVALUATION PROCEDURES
Evaluation

Develop a monitoring program—components include:

Situational Analysis

· Read local newspapers and monitor other local media for information on upcoming special events, trends, changes in competitors’ advertising

· Read trade publications (Marketing Magazine, the sponsorship Report, Toronto Events Planner, Toronto Life, Social pages of the papers etc.)

· Monitor your attendees for their opinions on your events  (questionnaire cards, suggestion cards, sample interviews by mail, telephone, or in person, complaint reports

· Go to your competitors events

· Whenever possible, visit other events similar to yours in other areas of the country

Event objectives and strategies

· Hold scheduled meetings with your managers and staff to review your event objectives and strategies, in light of changing conditions identified in the review of your situation analysis

Key items to be reviewed include:

· New objectives and strategies

· The degree of success you have had in reaching previously set objectives

· The compatibility of new objectives and strategies with those already in place

Marketing Activities

· Do a regular review…are you using the right mix for each of your selected target markets

· Measure the success of your marketing activities in reaching your targeted levels of sales

Event Management

· Monitor your sales and net profits to see how they match the projections in your budget (Budget vs Actual)

· Evaluate staff and volunteer investment of time—is it cost effective?

· Is there the ability to grow your event revenue?

· Does the event still fit in with your organization?

· Keep your staff fully informed of the progress you are making towards reaching your various event objectives

· Ask for staff suggestions on ways in which your attendees could be better satisfied and served—monitor staff response to any changes that you introduce to your event plan

SPECIAL EVENTS
HOW TO ENHANCE YOUR SPECIAL EVENTS

Remember you are only as good as your first and last impression…

Collateral Pieces

· Find a creative design firm to create your collateral pieces pro bono

· Careful design of materials—clear and concise content/straightforward imagery

· Don’t skimp on quality of printing and paper—care you put into invite, will indicate care you are putting into event
Greeting/Saying goodbye to your guests

· Have senior volunteers/staff available to greet and say goodbye to guests—makes them feel special and at home

· Find unique and personal ways to thank guests before they leave for home—i.e. rose given at women’s golf/photos at gala/fortune cookie

Research

· Conduct research/read trade magazines/read all kinds of magazines—Vogue/Women’s fitness/Canadian Living/Marketing Magazine etc.) (golf/virtual lessons/reverse draw—miracles in motion/line of aerobic wear/fashion show—Gutter Gala/champagne reception/jazz band)—What is TRENDY?

Re-package event

· Add celebrity component

· Live auction/silent auction—change them from year to year/travel to wine to adventure travel/base it on trends

· Change theme of event year to year/translate theme into everything you do i.e. entertainment, food, décor etc.

· Package sponsorships

· Look for entertainment that interacts with guests and isn’t just a “stage performance” (i.e. paparazzi, herbalists, Chinese caligraphy)

Use of technology

· Live Remotes

· Video Scroll

· Video welcomes/thank yous

· Expert technical staff

Evaluation

Ask your attendees what they would like to see different

· Send out a survey to sponsors/guests

· Do telephone interviews

· Ask board members

· Ask volunteers

Gifting/Services

· Thoughtful

· Nicely packaged

· Provide the wow factor by offering various services…head/shoulder massage, valet parking, complimentary car wash, swing analysis, champagne and orange juice on the way to first tee etc.

· Send gift to guest after event is over with thank you

Stewardship

· Thank you letters/personal cards

· Phone calls after event

· Comprehensive sponsorship reports

· Thank you lunches/gifts

Exceptional Service

· By volunteers who are well trained and knowledgeable

· Venue staff who are willing to go to great lengths to satisfy your guests needs

Professional Entertainment and Décor

· Utilize dependable, reputable and creative entertainment and décor companies

Brainstorm

· Continual brainstorm with staff as to what’s knew and exciting…how to add value e.g. slippers in lockers

· Make this an important session prior to starting up an event for the next fiscal year
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LEVERAGING YOUR SPONSORSHIPS

INTO MAJOR GIFTS
· Properly staged events can serve other purposes than just raising money.  They can induce people to become part of the organization’s expanding constituency base

What is important…

· Delivering a well executed event that they are proud to be a part of…this builds their trust in you ( review: how to enhance your event)

· Use event as an opportunity to showcase your case for support

· Stewardship (this is what counts)

If you can properly steward your event sponsors…you can leverage them to major gifts….HOW???

By providing equitable, cost-effective and responsible methods of recognizing sponsors

· Offer worthwhile benefits

Advertising

Public Relations

Unique opportunities specific to the event

Publication recognition

A chance to be an honorary chair or key note speaker

On-site recognition

•Provide an opportunity to join a distinguished list of other sponsors

•Provide an opportunity to network with other sponsors and their target audience

•Produce clever and professional collateral material that they can be proud to be featured in

•Worthwhile opportunities for sponsorship

•Provide them with through and professional contracts 

•Provide opportunities for input

•Ensure they have an opportunity to sign-off on material

•Provide them with an evaluation/sponsorship report

•Provide them with profiling information

Build the personal relationship-- it comes down to:
•Being thoughtful

•Being trustworthy

•Being genuine

•Being loyal

•Being flexible

•Being able to compromise

•Being ethical

•Being respectful

•Keeping promises

•LISTENING

•HIRING STAFF WHO HAVE THE SAME MENTALITY 

WHY IS THIS SO IMPORTANT:

•Competition

•Sophisticated Sponsors

•Word of mouth

•Creates customer loyalty

•Customer Satisfaction

What things can you do to build that personal relationship:

•Timely phone calls

•Personal Visits

•Personalized cards for engagements, b-days, babies, sympathy, congratulations, bon voyage, new home etc.

•Sending articles that pertain to their business/personal interests

•Invitations to events

WHAT ABOUT BEING TOO PERSONAL…
LINES BEING BLURRED…CROSSING THE LINE???
•You need to be genuine—this not about “pretending” to be a friend

•There needs to be a connection for why you’ve taken a personal step

•You need to ensure that you don’t put yourself into a position where you’re mildly abused as a “personal slave” 

•Or the sponsor takes advantage of the personal relationship by making personal demands on you
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WHY THINGS DON’T WORK OUT

· Lost interest/No longer a hot trend

· Equipment

· Venue

· No interest

· Not cost-effective

· Partnerships don’t materialize

· Feasibility study indicates market is saturated

· Organization does not have the start-up costs available

· Lose partnerships and thereby making event less cost-effective

· Do not execute event successfully—thus create poor reputation
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