HUMPH.

Fundraising Event Plan.
Event Name: Corporate Conscience Ball EventDates: 12 September
Connect with businesses and our corporate audiences. Raise funds for wombat vet support.
Event Objective:
14 July $250 per person / $2,000 per table of 8
Promotional Launch Date: Price:
Sit-down meal, speakers, entertainment, silent auction and activities
Event Format:
Corporate groups looking to engage with an environmental cause.
Target Market:
. $35,000 $8,000
Fundraising Goal:
Budget:
80

No. of Participants:
Venue Requirements

Accessibility Capacity Location Technical Other
Wheelchair access 80 seated round tables Sydney CBD PA system Kitchen space
Screen Silent auction space Walking distance from public Wifi Changing rooms for staff
Hearing loop Stage Some green space ideal Outdoor lighting Dancefloor
All gender bathrooms Green room Lighting rig
Storage space Smoke machine
Event Background, Risks and Considerations Staffing / Volunteer Requirements

The Corporate Conscience Ball brings together contracted partners and poten

4 representatives; 1 emcee; 8 waitstaff; 2 bar staff; 2 security; 2
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Week 6

Week 12

Event clean up. Post-¢
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Affiliate Marketing

Awareness Engagement Conversion Retention
Paid TV Organic social Ticket webpage Email journey
Paid Radio Direct mail [ ] Eventinformation pages [ | Incentives O
Out of home (billboard etc) Telemarkting U | Ticket Competitions U | Merchandise
PR/Media Email Marketing U | Social community U | Digital badges [
Paid Social U | sMS U | Social assets Feedback surveys
Digital Advertising [l | Editorial Digital retargeting Competitions
Webpage L | Native content U | Impact communications
SEM U | User generated content Thank you comms U
[ 0

Influencer Outreach
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Activity

Promotions

Ticket sales

Event logistics
Staff management
Comms

Talent booking
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Event cancelled

Negative incident at event

Low ticket sales

Difficulty finding venue

Increased costs

Competing events
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Informed

Volunteering
Finance
Operations
Operations
CEO

CEO

Mitigation Strategies
Create option for donation instead of refund / virtual even

Thorough risk assessments and OHS practices

Constant monitoring, back-up venue options, event forma

Reach out to partners for support. Early booking.

Create sponsorship packages

Innovation meets environment - ensure point of difference
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	4: Smoke machine
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