
Using events and social sharing for a cause 



Get the most out of your fundraising events 

ROFE = (Revenue – Expenses) + Public Awareness + Donor Cultivation 

 

• Profit: Can come from sponsorships, ticket sales, donations onsite, or auctions. 

 

• Awareness: Access to media channels, publicity, greater understanding of your 

mission, and the ability to educate the public.  

 

• Donor Cultivation: Opportunities for volunteers to take on active roles, development 

officers to care for donor relationships, and introductions to be made for new 

prospects.  

 

Use data to monitor and measure your success 
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Social media plays a key role 

in maximizing your ROFE 

3 

Profit + Public Awareness + Donor Cultivation 
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One attendee : 130 friends 

Why is social media so powerful 



One attendee’s 

Potential Reach 

16,900 friends 
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 One attendee’s 

potential reach: 

 16,900 friends 



Events are inherently social 
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The social commerce virtuous cycle 
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Awareness and Profits 
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- Over 4,000 events shared on Facebook a day  

- Over 1,000 Eventbrite events shared on Twitter a day 

- Over 400 Invite Friends emails a day 

- Over 500 LinkedIn shares a day 

- Enabling event organizers to reach more people and sell more tickets 



When one person shares an Eventbrite 

event on Facebook with their friends, it 

yields on average… 
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When one person shares an Eventbrite 

event on Facebook with their friends, it 

yields on average… 
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 $2.52 in ticket sales 
  



When one person shares an Eventbrite 

event on Facebook with their friends, it 

yields on average… 
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 $2.52 in ticket sales 

 11 event page 

visits  



Dollars per share by platform 

Facebook: $2.52 

Invite friends email app: $2.34  

LinkedIn: $0.90 

Twitter: $0.43 
 



Sharing by event type 
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 40% of Facebook shares 

occurred pre-purchase  

      vs. 

 60% which occurred post-

purchase. 
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The motivation to share is 

higher once the purchase 
is made. 

 40% of Facebook shares 

occurred pre-purchase  

      vs. 

 60% which occurred post-

purchase. 
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 A post-purchase share on 

Facebook drives 20% more 

ticket sales per share than 

a pre-purchase share. 
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 A post-purchase share on 

Facebook drives 20% more 

ticket sales per share than 

a pre-purchase share. 

A post-purchase share is 

more impactful. 



Give attendees a reason to engage 

Before the event: 

Encourage sharing to jumpstart dialogue 

Encourage the use of a hashtag 

 

During the event: 

Make attendees aware of the backchannel 

Aggregate and display the backchannel  

 

After the event: 

Ask for feedback 

Create and share recaps 
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Measure your impact 
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Always  make room for non-attendee 

monetary support… 
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Utilize the attendees of past events to easily create a 
cohesive database for future events… 

Use tracking 
links to 
motivate others 
to promote the 
event to their 
networks. 

Offer discount codes to those who can help 
promote your event.  Also, tiered pricing always 
helps drive early sales. 

Other tips and tricks 



Use social media to maximize your ROFE 

Find creative ways to engage your supporters 

 

Encourage post-purchase sharing – it is most powerful 

 

Use data to understand which efforts are most effective  
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Thank you! 
 

Tamara Mendelsohn 

VP of Marketing, Eventbrite 

tamara@eventbrite.com 

@tmendelsohn 
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