Third Party Fundraising:
A Beacon of Hope
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Why third party fundraising?
Important revenue stream

Secrets to success
Vision for your program
Participant relationship
Creating autonomous organizers
Promoting your program and Its events
Supporting your champions
Recognition

The Lighthouse Case Study



Why third party fundraising?
Engage new participants
Increase your geographical reach
Find new donors
|dentify new partners or potential major donors
Incur minimal costs and increase efficiency
Fundraise throughout the year

Add more flexibility to your fundraising



According to an lpsos MediaCT research,
millennials are spending 30% of their media time
(5 hours/day) engaged with
user-generated content (UGC).
They also trust and remember UGC more
than they do traditional media.

How does your brand fit into this peer-created future?
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Secrets to success

Having a clear vision and purpose
to the program

Treat your participants as heroes

Ask participants to customize their
fundraising pages

Encourage participants and donors to
connect with their social media accounts

Promote the events via emall



Goal setting



What tools should we provide?

Info sheet on your organization

Basic information on how to fundraise
Tips on how to create a successtul event
Instructions on how to use the online tools
Approved logos and letters of support
"How to ask™ script

Branded templates : release forms, donation forms, etc.



Supporting your champions

Consider also providing:
e [ips and tricks
e Access to your advertising material
o Website promotion
« Balloons, stickers, posters, banners, brochures
e Help to volunteers, guest speakers, and the

poresence of a staff/board member at the event

e Permission to use your logo and brand

(after signing an agreement to protect your trademark/brand)

ALL DOCUMENTS MUST BE APPROVED BY YOUR ORGANIZATION
BEFORE THEY ARE USED BY THE EVENT ORGANIZER!



An event is only successful it people get involved and
talk about it! Remember that the lower your expenses
are, the more money Is raised.

Website
Word of mouth
Local media
Community websites
Leaflets
Schools / Community Groups
Libraries
Community centres
Social Media



Event proposal and contract

Logo and contact info of the organization
Title should say "Contract’

Name of the event

Date and place of the event

Contact Person

Event detalls

Promotion & Marketing:

How will you promote your event?
What support do you need from us?
Insurance
Budget
Agreement
Signatures



Also good to have

Best practices for fundraising

CRA guidelines for fundraising activities
~inancial Accountability Code
-undraising code of ethics

Donor rights




Recognition
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Design a recognition program based on the
objectives of your program.

Share the successes of top fundraisers / best teams;
applaud their success in your newsletters, on your
website or microsite for your organization.

Consider creating a "Super Star" program for
participants and long-term performance with
experiential rewards, like a recognition luncheon in
their community.



Include a “leader list” on the main page of your
site and participant pages.

Use social media to celebrate their etforts,
including blogs, YouTube, Facebook, LinkedIn,
Instagram and Twitter.

Include a place on your site so that others can
comment and support their favourite participant.

Offer the possibility of tributes to participants and
encourage them to share their personal stories
(their motivation, their memories...)



Role of the Outside Events Coordinator

Merchants, businesses or professionals
Point of contact tfor the organization
Offers support to help them organize their initiatives
Offers some ideas for activities.

Individuals and groups

Supports and guides their initiatives
Provides necessary branded material
Answers their guestions to help in their etforts
Motivates and encourages them!




Prospecting

Thank & Recognize Solicitation

Evaluate Secure participation

Motivation & Support
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Third Party Fundraising Agreement, Continued

6. INSURANCE: *Pride London Festival cannot have a licence of any kind in its name.

Is liability insurance required? [J Yes [INo

Is a licence required? [ Yes [CINo

Cost of licence: $

Type of licence: [] Lottery [] Raffle [J Liquor [] Other

Licence issued in name of:

7. BUDGET EXPECTATIONS:

Total gross revenue expected: $
Anticipated expenses*: $
Total net revenue expected: $
Anticipated revenue for Pride London Festival: $

*(Please provide a breakdown of revenue & expenses on separate sheet, including any
disbursements to another selected not for profit/charity listed in Section 3 - Event Details.)

8. PROPOSAL UNDERSTANDING:

The following points outline the understanding of the Pride London Festival about its
association with the event named above and its associated people:
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10.

The event named above will be implemented in a manner consistent with the current Fund Raising Policies of Pride
London Festival and consistent with the principles and practices outlined in the Donor Bill of Rights, the Ethical
Fundraising and Financial Accountability Code from the Canadian Centre for Philanthropy and the Statement of
Ethical Principles from the National Society of Fund Raising Executives.

Pride London Festival will not disclose confidential information about agency donors, contacts, suppliers, etc. to the 3
party identified in this agreement.

Any written promotion of the Event will clearly indicate “net” proceeds to Pride London Festival, not “gross” proceeds.
Pride London Festival reserves the right to approve promotional and publicity plans as well as the use of the Pride London
Festival's logo. All print and Web materials, including the Pride London Festival name/logo, must be approved by Pride
London Festival before final production.

Under no circumstances can any service or goods be contracted using the name Pride London Festival.

The third party organization identified in this agreement will indemnify and save harmless Pride London Festival and its
agents/servants from and against all claims, demands, losses, costs, damages, actions, suits, or other proceedings by
whomsoever made, brought or prosecuted in any manner based upon, occasioned by or attributed to any such damage or
injury arising from any fundraising/awareness efforts on behalf of Pride London Festival.

If a liquor licence is required, it must be issued in the name of the 3™ Party, not in the name of Pride London Festival and
all promotional advertisements bearing the Pride London Festival name or logo will include in visible text: "Pride London
Festival asks that you please drink responsibly".

Under no circumstances will Pride London Festival be associated with telephone solicitation, direct mail or door-to-door
solicitation for this event.

Pride London Festival is not responsible for any expenses incurred by this Event unless otherwise specified in this
document and approved by Pride London Festival.

All personal information collected in association with this event is protected under Pride London Festival's privacy policies.
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**NOTE: Copies are to be signed and distributed to all parties involved with this Event™*

Please see the next page for signing.

30-186 King Street, London, ON N6A 1C7
www.pridelondon.ca

E-mail: info@pridelondon.ca




Organizer’s Kit




Organizer’s
Event
Submission
Form



Over 200 outside events raised over $305,000

Microsite



Paper
Donation
—orm




Local garage Comedy show

$3 for every oil change 1 night event



Group of 5th graders

Dirty Nasty Boys' Event
Objective $1,000
Raised over $4,500




Dance group

Halt-half tickets









Steady growth!

o Planning Comms plan & Maintain plan Maintain plan
ilot year : . Lt

the campaign  microsite in place & grow & grow
2010-2011 2011-2012 2012-2013 2013-2014 2015-2016
$33,500 $55,300 $156,500 | $210,000 | $287,400

Steady increase in 3rd party fundraising from day one.

9% Increase In 1

Even direct mai

‘'oundation contributions in 2013.

donations went up because brand awareness was up.



Using Social Media

to Increase the Success of Fundraising Events

PUBLISH > INVITE > MEASURE
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Respect

Diversity

Clearly defined goals
Understand roles
Context

Inclusive culture
Right resources

Smaller teams



Your audience is motivated and
ready to volunteer. They need
guidance and the right tools.

Respond with a program that
educates and encourages them.

They don't need you to run their
event for them.

They are looking for a hand: help
and advice to make an impact and
connection with your mission and
organization.
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Thank gou!

Kim Fuller
514.932.0314 x21

kKim@phil.ca

ca.linkedin.com/in/kkfuller
facebook.com/PhilCom Cortified

@PhilComm
@kkfuller
Skype: kkf2211

Corporation
I




