
Assessing return on investment (ROI) can be a straightforward process for many types of events. But 
for fundraisers, the metric can be a bit more complicated.
 
How do you define ROI for your fundraising event? And more importantly, once you've defined it, how 
do you achieve it?

Maximizing ROI 
for your Fundraising Event

Defining ROI for your Fundraising Event
If you're running a sporting or entertainment event, your goal is pretty clear: maximize profit through 
ticket sales and concessions. For fundraising events, it's slightly more complex. While you need to 
think about generating funds from other sources such as sponsorships, auctions and donations, your 
focus will also still be on maximizing ticket sales.
 
Money, however, isn't the whole story when you're talking about ROI for a fundraising event. You also 
must consider the success of your efforts to raise public awareness about the specific cause, issue 
or organization related to your fundraiser. Your success at raising awareness will hinge on factors such 
as how well you access media channels, generate publicity, improve understanding of your mission, 
and educate the public.
 
To ensure your event is successful, consider two key objectives within your strategy:  maximizing 
ticket sales and using social media to maximize awareness.  

ROI = Increasing donations + Raising awareness + Maximizing ticket sales 



Maximizing Ticket Sales
Eventbrite's customer support center receives 
calls from fundraisers concerned about ticket 
sales. On average, fundraiser tickets go on sale 
four to six weeks before the event, but 75 percent 
of organizers see the majority of sales occur in 
just the last week or two before the event. Slow 
ticket sales can cause event planners emotional 
stress and operational challenges, as it's difficult 
to finalize your event plans when you don't have 
an accurate attendee count.
 
Waiting to the last minute to commit is human 
nature.  The statistics support this observation: 33 percent of events sell half their tickets just one 
week before the event, and 38 percent don't even reach the halfway mark in their sales goals until a 
few days before the event. But it doesn't have to be that way. You can encourage potential attendees 
to commit -- and purchase -- sooner by being proactive about your goals and communication 
plan.

 
First, create a goals calendar for ticket sales and 
work backwards from that goal. For example, if your 
event venue has room for 1,000 attendees, you 
may set the goal to sell at least 50 percent of your 
tickets (500) within two weeks of the event date, 
and the full 1,000 by the date of the fundraiser.

Next, keep up a steady stream of communication. 
Organizers who meet their goals post event 
information on their website, regularly update their 
Facebook and Twitter accounts, send out both 
Eventbrite and third-party invites, and list their 
event in event directories.  They utilize the 
attendees from past events to create a cohesive 
database for future events.  While 88 percent of 
fundraisers send 
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Social media is an important part of life for many individuals, and smart marketers use it to their 
advantage. You can use social media to encourage attendance and even to boost ticket sales. Each 
day, more than 5,000 Eventbrite events are "shared" on Facebook, and more than 1,500 on Twitter. 
The power of social media becomes evident when you consider these numbers:

Each attendee will have an average of 130 social media “friends”

Through the connections of those friends, each attendee has the potential to reach nearly 
17,000 other social media users.

A single “share” of an Eventbrite fundraising event on Facebook generates 
$11 in ticket and registration sales and 11 page views.

Using Social Media to Maximize Awareness

invitations when tickets go  on sale, too many fall silent after that initial overture. Provide potential 
ticket purchasers with updates via email and social media whenever you have something new to 
report, such as a new partner that's joined the event or a new sponsor.
 
Also, create incentives for early ticket purchasing. For example, offer a discount for purchasing 
tickets within the first week after they go on sale. Create a “friend or colleague” referral program for 
registrations that occur before a certain date.  Lastly, offer free merchandise or swag at the event 
for the first 100 people to register, and remember to use tracking links to understand the source of 
your ticket sales.  
 
Finally, make sure your event registration page offers a direct donation option. Inevitably, someone 
interested in attending will go to your site to purchase a ticket, only to discover he or she can't 
attend on the event date. In that moment, when they're already receptive and interested in your 
message, many will make a cash donation if the option is available to them right there on the ticket 
purchasing page.



Before your event, use social media to 
engage potential attendees and boost ticket 
sales. Why does social media marketing work 
to increase ticket sales? Because people 
want to go to events with their friends. The 
overwhelming majority of Facebook shares 
(60 percent) are made after the sharer has 
already purchased a ticket -- your attendees 
telling their friends that they have gotten their 
ticket. That post-purchase share will inspire 
20 percent more additional ticket purchases 
than a share by someone who has not yet 
purchased their own ticket.

Use social media before a fundraiser to jumpstart a dialogue about the event and its objectives, and 
to create interest and buzz among potential attendees. During the event, prominently display the 
event #hashtag so that attendees can participate in a real-time dialogue about the fundraiser. Use 
screens to display the conversation where everyone can see it. People who couldn’t attend can still 
follow along and feel a part of the excitement. 
 
After the event, social media allows you to gather feedback. Encourage attendees to comment on 
their experience, create and share recaps and provide overall input on the event. This buzz will show 
up in your attendees friends’ feeds and increase awareness for your cause and the great event that 
you are throwing. 
 
Today, social media is the most effective word-of-mouth medium available for raising awareness of 
your fundraiser and its goals. Savvy use of these tools can help ensure you achieve both key metrics 
of fundraising ROI: increased ticket sales and enhanced public awareness.

Whether you like it or not, getting attendees to commit to a fundraising event earlier rather than later 
is difficult, but knowing this information enables you  to plan accordingly. Establishing a marketing 
plan upfront that takes this into consideration and tapping into social media will help you attract 
attendees earlier and be better prepared on the day of your event.
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Leveraging Eventbrite for your Next Fundraiser
At Eventbrite we've seen that events are a great way to raise money and awareness for a cause. We 
help nonprofits use technology to make events easier to run and more impactful. We provide 
powerful tools to help you easily manage, promote and sell out your fundraising event. Sign up for 
Eventbrite at www.eventbrite.com to get started today!

501(C)(3)  organizations qualify for a reduced rate through our Eventbrite for Causes program.  
Visit www.eventbrite.com/npo to learn more and sign up.

www.eventbrite.com/l/my-community
www.eventbrite.com/npo

