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[bookmark: _Toc206668980]Context and background
Events can raise funds, create awareness, motivate, promote team spirit and encourage friendly competition. They’re meant to be fun!
Fundraising events allow us to work on one of the most important goals of the GCWCC:
Strive to build a donor, not just a donation. 
By raising awareness about the campaign and the Named Recipients, employees will become invested in the causes. Rather than contributing to the event and walking away having enjoyed some pizza with colleagues, employees should have learned something new, and ideally, made the conscious decision to become a donor by pledging. It is challenging to acquire a donor, but much easier to retain. One of the best ways to gain new donors is through well-planned fundraising events and activities. 
Fundraising events must be held after employees are canvassed; participants should not perceive that their financial contribution to events replaces or lessens their pledges. This also helps prevent donor fatigue: the notion that donors will be less inclined to give because they feel overwhelmed by the perceived or real relentless appeals for support. Events designed to showcase impact (campaign launch, speaker series, etc.) can be held anytime in the campaign. Remember that events should complement your solicitation campaign, not replace it!
When planning an event, choose one that has already proven effective and try to involve as many employees as possible. 
The saying “plan the work and work the plan” applies to special events. Sound logistics planning is essential to the success of an event. Focus on careful planning and promotion, but more importantly: remember quality over quantity when it comes to events. 
[bookmark: _Toc206668981]Event Requirements
There are specific requirements you must follow when hosting events in the GCWCC, these include:
1. Named Recipient exclusivity and prominence
As per the agreement with the Treasury Board Secretariat, both the Named Recipients (HealthPartners and United Way Centraide) are the only charitable organizations that may be featured in communications and events and are to be invited to all GCWCC events.

2. Fund allocation
[bookmark: _Int_JOi3JT5n]All funds raised at awareness, campaign, inter-organizational, major or signature events in the workplace will be shared amongst the Named Recipients based on an agreed upon formula. Event Funds cannot be designated to other registered charities.

3. Licensing
Depending on your province, charitable gaming activities such as raffles, bingos, etc. require a license. The requirement will depend on your province and the type of event. You must work with your GCWCC Local Manager to determine and secure required licenses and ensure the proper processing of funds raised.

4. Charitable receipts
Specific requirements must be met for a charitable receipt to be provided. In the GCWCC, only peer-to-peer events are eligible for charitable receipts. If you are unsure whether the event or any aspect qualifies for a charitable receipt, reach out to your GCWCC Local Manager for guidance.

5. Data security
Any digital platforms used to host an event must host the data in Canada and comply with the Direction for Electronic Data Residency. Event platforms
You must consult with your GCWCC Local Manager on what web-based event platforms are to be used. You likely will have to consult your own workplace’s IT security team as well to ensure employees can access the platforms. Do not create or use web-based platforms not offered by your GCWCC Local Manager without pre-approval. Please note that all platforms utilized must follow accessibility, official languages and privacy requirements. If they do not, then the following statement must be added:

“Visitors on this website should be aware that information offered by a non-Government of Canada platform is not subject to the Privacy Act or the Official Languages Act and may not contain all the accessibility features for persons with disabilities. The information offered may be available only in the language(s) used by the sites in question. With respect to confidentiality, visitors should research the privacy policies of this non-governmental website before providing personal information. Visitors requiring help with accessibility should contact [insert email address] “


6. Accessibility
All events are to conform with legislation, policies and standards that apply to accessibility for public servants, such as the Accessible Canada Act and Regulations and the accessibility Strategy for the Public Service. Please consult the following guidelines to ensure you r event is accessible:
· Digital Accessibility Toolkit – Tool and Resources
· Guide to Planning Inclusive Meetings 
· How Can Accessibility, Accommodation and Adaptive Computer Technology (AAACT) Help You?

7. Official languages
All events must respect the language rights of federal public service employees, the Official Languages Act, the TBS Official Languages Policy, the Directive on Official Languages for People Management, and the Directive on Official Languages for Communications and Services.
[bookmark: _Toc206668982]Best Practices
[bookmark: _Toc206668983]Identifying the Purpose
The first step towards planning a successful event is to determine the purpose of the event. There are two main types of events in the GCWCC: 
1. Impact
The primary purpose of an impact event is to raise awareness about the GCWCC and the Named Recipients (NR) and hopefully acquire new donors. It will focus on testimonials, addressing questions, and what the NRs have to offer as charitable organizations. For more information on the value of the NRs, please review the campaign Key Messages.

2. Fundraising
A fundraising event is focused on raising money for the GCWCC NRs. There is a clear call to action that ensures the participant is being asked to contribute financially in some way. This could be via an admission fee, a peer-to-peer donation, or purchasing something. Often, fundraising events are an excellent employee engagement tool. This is encouraged, but keep in mind the primary focus is to fundraise, secondary is to showcase impact, and third is to engage employees. Employee engagement is the “added bonus” of any fundraising event. Showcasing impact should still be an integral part of fundraising events so participants can learn more about their contribution and be encouraged to make a full pledge to the campaign. 
Once you’ve determined the objective of the event, this becomes the foundation of your planning. As you set goals, create a timeline and develop the programming, all elements should be aligned with the purpose of your event. 
[bookmark: _Toc206668984]Creating a Timeline
In planning your event(s), it is essential to build your timeline collaboratively with your campaign team. Whether the entire campaign in your organization is going to run for three weeks or three months, you need to ensure your event planning aligns with the overall campaign. 
Once you have confirmed the timeline, you need to evaluate how long each event will take to plan and create a timeline that reflects that. Consider how long it will take for approvals, to acquire licenses, secure booking, etc. and develop a workback schedule from the date of your event. For example, if you are planning an Impact BBQ on October 1, but you need approval from Senior Management and that will take approximately 20 business days, you need to include in your timeline “submit event for approval” on or before September 3. List all the tasks required for this event and when they need to be completed for the event to run smoothly. This becomes your timeline. If you are hosting multiple events, consider how to streamline similar tasks. For example: submit all required approvals for the campaign season by September 3, even if other events are later in the campaign season. 
Every step of the way, work with your GCWCC Local Manager, who will be able to guide you on tasks to remember, how long certain things can take, and what licenses may be required (among other things). 
As a bonus: you’ve now created a critical path that can be used in succession planning and knowledge transfer!
[bookmark: _Toc206668985]Developing the Programming
When developing the programming for whatever event you are looking to host, whether it be a speaker series or a bake sale, there are three main elements to include:
1. Educate
To build a donor, it is essential to educate and raise awareness. You can get creative on ways to showcase the impact of a donation and/or why someone should give. Whether it’s getting testimonials from the Named Recipients, sharing videos or sharing the impact of what $X per pay can do, these are all great tools to educate. You can also get creative depending on the type of event. For example, host a paper bag luncheon and share how much the lunch costs at the grocery store, versus how much United Way Centraide pays thanks to several partnerships. A sandwich, apple and water may cost $10 to you, but $5 to United Way Centraide, so the same $10 could feed two individuals. (NOTE: These are fictional numbers to showcase an example, do not use them and verify any examples with your GCWCC Local Manager). Even a bake sale can have flyers or a video playing while people are waiting in line. 

2. Donate
A contribution to an event or a purchase of a good is not a donation because you are receiving something in exchange for your contribution. Events are an opportunity to encourage people to donate or pledge on top of their event contribution. It is vital that employees understand how each is different. Depending on the organization, an average donation via monthly or payroll pledge ranges from $400-$700, while an event contribution varies between $10-$50. You would need to have 40 events to collect the same amount of money for the campaign from one employee. This is why ensuring there are opportunities to make pledges (QR codes, laptop with ePledge open, paper forms) and having a clear ask integrated into the programming will make the event more fruitful and ultimately supporting the growth of the campaign. This in turn supports the causes we care about. 

Events should be the “icing” of the campaign. Often, employees pay $5 for their muffin and think they’ve donated, not contributing any more for the rest of the campaign. This is known as the “donor checkbox mentality” and why it’s critical to canvass first. If they are going to check “donate to the GCWCC” off their to-do list, we want it to be through a pledge or monthly donation, not a $5 muffin. 

3. Celebrate
Like we said in the beginning, events are meant to be fun – so the “celebrate” element is to make sure the fun is included in the event. Celebrate the success so far, milestones achieved or simply coming together as a group. This part is arguably the easiest: what are you going to do at your event? Throw a pie in a DMs face? Have an obstacle course in crazy costumes? Here is another place to get creative!
Operationally, when developing the programming, you should also put together an agenda with dedicated time slots. Think about how much time will be needed for each element and consider adding a buffer on those that are likely to run over. The bulk of the formal speaking/presentation elements should be focused on impact, awareness and education related to the GCWCC or should somehow always tie back to these elements. If you are unsure how you can relate back to the campaign, ask your GCWCC Local Manager for ideas. 
Consider also how the landscape of the public service has changed and how this affects the campaign. When planning your programming, will you offer the event in a particular region? Will you have in-person satellite events, or watch parties, or an entirely virtual event? Or a variation of the above. Consider how you can engage those who are not physically present beyond simply sending them a meeting link. 
Whether the event is in-person, virtual or hybrid, ensuring accessibility is key to fostering an inclusive fundraising event. Consider the following when planning: 
· Venue Accessibility: Choose locations with ramps, elevators, and accessible restrooms. 
· Hybrid Participation Options: While most events will be in-person, consider live-streaming key moments or offering virtual alternatives where possible. 
· Sensory-Friendly Spaces: Provide quiet areas at large events for individuals with sensory sensitivities. 
· ASL Interpretation & Captioning: Consider offering sign language interpretation or closed captioning for speeches and presentations. 
· Clear Communication: Ensure event materials are available in multiple formats (large print, braille, digital versions with screen reader compatibility). 
· Seating & Rest Areas: Provide comfortable seating and easily accessible rest areas for attendees.   
[bookmark: _Toc206668986]Promotion
Every event will require promotion to help meet its goals. If no one knows about the event, no one will show up, and no money will be raised. Integrate promotions and outreach into your timeline and use a variety of emails, posters, pop-ups, or other solutions to let people know about the event. 
Likewise, in every promotional tool, take the opportunity to promote the Named Recipients and the option to pledge via payroll. Here are some examples of promotional tools to consider before, during and after the event:
· Email Campaigns: Send a series of emails leading up to events, sharing impact stories and statistics about United Way Centraide and HealthPartners. 
· Posters & Digital Signage: Display visual messaging in common areas, with QR codes linking to donation pages and impact reports. 
· Hashtag Campaigns: Encourage event participants to use custom hashtags like #GCWCC2025 #PayrollGiving
· Video Testimonials: Post short clips of beneficiaries explaining how donations have changed their lives. 
· Guest Speakers: Invite representatives or beneficiaries from United Way Centraide and HealthPartners to share their stories. 
· Leadership Endorsements: Have executives or team leads open events with personal stories of giving. 
· Pre-Recorded Messages: If live speakers are unavailable, play short video clips from both Named Recipients. 
· Impact Boards: Create displays showing how different donation amounts translate into real-life impact. 
· Giving Thermometers: Track and highlight live fundraising progress. 
· Infographics & Handouts: Provide easy-to-digest materials summarizing how donations are used. 
· Donation Stations: Set up kiosks with QR codes for easy gifts.  
[bookmark: _Toc206668987]Keys to Success
Here are some tips and tricks to help ensure your events are successful:
· Recruit Event Organizers (for large organizations): if you are the campaign leader for your organization, you will probably be too busy to oversee the operations of events. Recruit a co-worker who is resourceful and creative to take on the responsibility. This will also ensure that other volunteers such as ambassadors will be able to focus solely on canvassing.

· Allocate your time: Generally, around 10% of the GCWCC revenue comes from fundraising events, while the remaining 90% comes from employee pledges and donations. This is an indicator of how much time you should spend on planning events (10% of your time) versus canvassing (90% of your time). Remember, the return on investment (ROI) from canvassing is significantly higher than events. If you focus too much of your time on events, the campaign overall will suffer.

· Encourage senior management to participate at every stage. Support from your Senior Management is critical to show that the organization supports the campaign. Book their time so they can participate in your virtual events or see if there are existing meetings that you can piggyback on.
· Resources: Enliven your special event with campaign videos, promotional banners, etc. You can work with your GCWCC Local Manager to find out what is available to you. Both United Way Centraide and HealthPartners offer guest speakers in English and French year-round, to speak about the impact of their organizations. 
Please note: in the GCWCC, the Named Recipients have exclusive rights to presenting, showcasing impact, etc. at events. Contact your GCWCC Local Manager for additional information and to secure speakers.

· Engage nationally: Running a campaign in an organization with multiple locations presents some special challenges. When planning events, consider how it can engage all employees. This could mean including a virtual option or replicating the event at key locations across Canada. It is vital to understand that only events ran through ANDAR can be held on a national level.
· Contingency: make sure you have a contingency plan. If you are planning an outdoor event, what if there is bad weather? If there is a minimum participation number, what happens if you don’t meet it? Having a Plan B will help you ensure you’re ready for whatever the campaign season might throw at you. 
· Show appreciation: be sure to thank participants during and after the event. Acknowledge their participation and share an update on how much money was raised thanks to their generosity. 
[bookmark: _Toc206668988]Defining Success
Taking an honest, critical look at your events will help you improve them and adapt your campaign in the future. This is why it’s important to create key performance indicators (KPIs, measures of success) for each event. KPIs should be SMART: Specific, measurable, attainable, relevant and time bound. By creating KPIs at the beginning of the planning process, you will be able to evaluate the event(s) after completion objectively. It is recommended you have at least two KPIs per event: 
· Related to revenue: as this is an event tied to a fundraising campaign, there should always be a revenue target. This could be a set dollar, or a percentage increase over the previous year’s event. The target should consider any costs that will be deducted, as well as the expected participation. 
· Related to engagement: events have the subsidiary advantage of engaging employees in the workplace, but successful engagement can mean different things to different people. Again, this could be a set participation number, it could be a percentage increase over the previous year, or it could be based on feedback via a survey from participants (i.e.: 80% of participants enjoyed the event). 
NOTE: A participation rate and a pledge rate are two different things.
Participation rate = Number of event participants/number of employees for each event
Pledge rate = Amount of donors/number of employees
A participation rate is helpful in events, but for overall campaign metrics, a pledge rate is a better metric. 
If you don’t hit your KPIs, that is not a sign of failure! It is a chance to evaluate what can be done differently in the future at the event to achieve these goals or used to decide if the event should even be repeated. You will have to consider your workplace environment and other internal/external factors when setting these goals, but we encourage you never to reduce your goals. If you feel this is necessary, we encourage you to discuss options with your GCWCC Local Manager.
[bookmark: _Toc206668989]Expenses
When planning events in the GCWCC, the ideal state is that there are no costs or expenses associated with the event. This can be done through partnerships, in-kind donations (please review the annual solicitation letter for guidance in that regard), or using the tools, talents and resources available to you in your workplace. All expenses are the responsibility of the department if they cannot be covered through partnerships. Your Local Manager cannot reimburse your department for expenses, therefore, third party platforms provided by LMs cannot be used. You might also want to take a close look at what features are “nice to have” versus what you “need to have.” If you have trouble finding cost-saving alternatives, reach out to your GCWCC Local Manager for advice.
There may still be unavoidable costs related to the event. This is why it is important to create a budget and understand your KPIs above. You want to ensure there is a net profit after all expenses are paid, and that will be determined by the success of your event. For example, if the total cost of the event is going to be $1,000 and you expect 20 people to attend (your goal is 20-30 participants). Each participant would need to contribute $50 for the event to break even. However, if you want to ensure you are supporting the campaign, you’ll need to increase the contribution per participant. 
When creating a budget, we recommend you estimate low revenues and high expenses. This offers a certain level of security should circumstances change. As they change, though, update your budget regularly. 
Cost ratios (dollars raised compared to expenses) for fundraising should never exceed 35%, or $0.35 cents for every dollar raised. Keep in mind: in the charitable realm donors expect transparency, efficiency and that as much of the dollar goes to the cause as possible, so the closer to 0% you are, the better. 
As always, your GCWCC Local Manager can help you to create and manage a budget. 
[bookmark: _Toc206668990]Post-mortem
A post-mortem is a debrief meeting after a large event. This is where you will review your KPIs, budgets and any other feedback collected to determine whether the event was successful. It is crucial to have open and frank conversations and using the KPIs as objective measures will support that.
The campaign team and your GCWCC Local Manager should be invited to attend. Depending on the scale of the event, you may also want to ask your Champion. You may opt to provide a year-end review to them instead, though.  
Here is what you should review at your post-mortem:
· Did you meet or exceed your KPIs? 
· If so, congratulations, can you improve upon this next year? Consider higher KPIs in the following year. 
· If not, that’s ok. What factors were within your control that could be improved? What factors were outside of your control that should be mentioned? We tend to lean heavily on outside factors being the cause of an event not meeting its KPIs. However, often they did not have a significant influence on the event. It’s essential to review the whole picture and see what can be improved within your scope. 
· Were you on budget?
· If so, congratulations! Is there room to improve the budget next year, allowing more dollars to go directly to the causes?
· If not, again, that’s ok. Re-assess what the “nice to haves” versus “need to haves” were and see if you can adjust your budget accordingly in the future. 
· What feedback did you receive? 
· Consider providing a survey to collect more tangible feedback and review that information. Anecdotal feedback can also be considered but tends to be more subjective. 
· What would you change about the event based on the feedback received? What would you keep the same? These are your recommendations for the following year. 
· Did the event support the GCWCC campaign?
· Did employees learn about the GCWCC and the Named Recipients?
· Were more pledges secured during and/or after the event? Note: correlation does not always equal causation. This means unless you are tracking specific actions of event participants during and after the event, the increased pledges may not be directly related to the event. For example, you may have secured 10% more pledges compared to the same day last year, but employees may also have been motivated to donate because the local news told a story about an almost-breakthrough in MS research that requires more funding, and it would have motivated donors on that day as well. 
After answering these questions, you should be able to create a set of recommendations for next year. Consider ensuring they are SMART recommendations to support success. You may also decide that this event was not a success and should not be continued, in which case you can investigate alternatives for next year. Either way, your postmortem will provide tangible feedback to support your recommendations. 
[bookmark: _Toc206668991]Conclusion
By prioritizing engaging events, strategic promotion of Named Recipients, and seamless integration of giving, the GCWCC campaign can maximize impact and participation. 
This guide ensures that every event is not just fun but also an opportunity to make a meaningful difference. 


[bookmark: _Toc206668992]Checklist
 Before the event
· Connect with your GCWCC Local Manager
· Determine what kind of event you are hosting:
· Impact
· Fundraising
· Ensure the programming meets all federal requirements
· Ensure the programming meets all GCWCC requirements
· Create a project timeline
· Set key performance indicators
· Create a budget (when there are costs associated with the event)
· Promote the event
During the event
· Educate
· Showcase Named Recipients
· Speak about the value of the GCWCC
· Showcase why employees give
· Donate: Ask for pledges
· Celebrate: Have fun!
After the event
· Collect feedback
· Host a postmortem
· Review KPIs
· Review budget
· Review feedback
· Provide recommendations for future events


[bookmark: _Toc206668993]Examples
Below is a matrix showcasing the return on investment of different activities. Ideally, you want your activity to be in the green zone and should limit or eliminate activities in the red zone. [image: Table showing the return on investment of different fundraising activities: activities in green (e.g., auctions, quizzes, plant sales) are recommended, those in yellow have medium returns, and those in red (e.g., gambling, galas) should be limited or avoided.]
[bookmark: _Toc206668994]Launch/Closing Ceremonies
These serve as an opportunity to engage, showcase impact and celebrate and should be cornerstone activities of your campaign. If you are only going to have one or two events, they should be launch and closing ceremonies. 
	Purpose
	Impact

	Engagement
	Live and/or satellite locations

	Key(s) to success
	· Be very deliberate about showcasing impact, this should be the primary focus of the activity
· It doesn’t need to be fancy or costly. 
· Curate an agenda that is meaningful and fun. 

	Difficulty
	· Medium



[bookmark: _Toc206668995]Peer-to-peer fundraising
Peer-to-peer (P2P) fundraising is a fundraising strategy where individuals participate in an event, usually team based (for example, walks or running events), with the purpose of raising funds by soliciting friends, family, and peers, to support their efforts by donating. The events may or may not have a participant registration fee.  The donations are eligible for charitable tax receipts; however, the registration fee (if charged) is not.

	Purpose
	Fundraising

	Engagement
	Live and/or satellite locations

	Key(s) to success
	· Large ROI
· Take every opportunity to communicate the cause/purpose

	Difficulty
	· medium



[bookmark: _Toc206668996]Auctions
Auctions can be silent (online) or in-person with an auctioneer or bid-sheets.  Note: in some provinces, auctions involving alcohol products may require an Alcohol Sales permit.
	Purpose
	Fundraising

	Engagement
	Live and/or satellite locations

	Key(s) to success
	· Can have a large ROI
· In-kind contributions for items

	Difficulty
	· Medium - high



[bookmark: _Toc206668997]Speakers Series
Lunch n’ Learns, armchair discussion panels, and Q&A sessions. Can be a single event or spread out over a few weeks 
	Purpose
	Impact

	Engagement
	Live and/or virtual

	Key(s) to success
	· Involve both Named Recipients, 
· Ensure there are clear opportunities to make pledges


	Difficulty
	· low - medium



[bookmark: _Toc206668998]Games
	Board game stations, trivia night, carnival games, scavenger hunt,Purpose
	Fundraising

	Engagement
	Live and/or virtual

	Key(s) to success
	· Consider integrating questions/challenges related to the Named Recipients
· Charge an admission/participation fee

	Difficulty
	· Low - medium



[bookmark: _Toc206668999]Gatherings and Socials
Social hour, holiday gatherings, team meetings, Gallas
	Purpose
	Impact

	Engagement
	Live and/or satellite locations

	Key(s) to success
	· Involve the Named Recipients, providing a speaking opportunity
· Ensure there are clear opportunities to make pledges

	Difficulty
	· Low to High



[bookmark: _Toc206669000]Athletic activities
Sport tournament, office Olympics, fitness class for charity, pentathlon (activities at lunch hour for a week, with interdepartmental competitions)
	Purpose
	 Fundraising

	Engagement
	Live and/or satellite locations

	Key(s) to success
	· Charge an admission/participation fee
· Be intentional about raising awareness for the cause 

	Difficulty
	· medium - high



[bookmark: _Toc206669001]Games of Chance (Charitable Gaming)
Bingo, 50/50 raffle, prize raffle, Survivor Island, Stock Your Cellar
	Purpose
	Fundraising

	Engagement
	Live and/or virtual

	Key(s) to success
	· Proper licenses are acquired
· 
· Take every opportunity to communicate the cause/purpose

	Difficulty
	· high
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Bake sale, rummage sale, plant sale, BBQs
	Purpose
	Fundraising

	Engagement
	Live and/or virtual

	Key(s) to success
	· Educate about the campaign and causes with signage and other promotional tools

	Difficulty
	· Low-medium



[bookmark: _Toc206669003]Contests
Decorating contest, photo contest, dance-off, Karaoke, talent show, bake-off, cook-off, seasonal contests such as a pumpkin carving contest.
	Purpose
	Impact / Fundraising

	Engagement
	Live and/or virtual

	Key(s) to success
	· Consider integrating challenges related to the Named Recipients
· Educate about the campaign and causes with signage and other promotional tools
· In kind contributions for prizes
· Charge a fee to vote, or have collection jars and the item with the most dollars raised is the winner of the contest

	Difficulty
	· low


[bookmark: _Toc206669004]
Products
Candy-grams, employee cookbooks, “appreci-o-grams”
	Purpose
	Fundraising

	Engagement
	Live and/or virtual

	Key(s) to success
	· Select products that your employees would be interested in purchasing

	Difficulty
	· Can be low to high depending on what is being sold
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