Are Your Events Actually
Helping You Raise More
Money?

A workshop with Holly Kobia , Founder & Principal of Kobia Consulting

LEAD THE ASK '+« KOBIA CONSULTING




Not Every Event Has to Raise Money

But every event should have a purpose.

W hether you're fundraising, cultivating
donors, engaging volunteers, building
awareness, or thanking supporters —
success starts with knowing what you

want the event to accomplish.

[ A successful event should
generate meaningful net
revenue, strengthen
relationships, or move the right
people deeper into the donor

pipeline.




A Packed Room Isn't the
Whole Story

Your event was packed. People had a great time. The photos looked
wonderful. But did it actually help you raise more money?

Attendance Gross Revenue

Feels like a win — but doesn't How much came through the
tell the full story. door — not what's left.
Staff Time

Often enormous — and rarely counted in the total cost.



Start With the Purpose

Before you reserve the venue or sell sponsorships — decide what the event is actually supposed to accomplish.
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Raise Revenue Cultivate Donors

Generate immediate funds for the mission. Deepen relationships with prospective supporters.
Build Awareness Thank Supporters

Introduce new people to your mission. Steward and celebrate those who already give.

One purpose should lead. Clarity about purpose drives better decisions on audience, program, budget, and follow-up.



Give the Event One Primary Purpose

APPRECIATION | FUNDRAISING
GATHERING: &, | GALA: DON'T
DON'T JUDGE | JUDGE BY T
BY REVENUE. | ATTENDANCE.
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If every event is expected to raise money, attract new donors, steward current donors, generate publicity, educate the
community, and'recruit volunteers — your team is trying to accomplish too much at once.

Give the event a primary purpose. Then measure it against that purpose.
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Know What the Event Really
Raised

Gross Revenue

How much money came through the door.

Real Costs

Venue, catering, production, printing, marketing, auction expenses, and staff
hours.

Net Revenue

What the organization actually has left to advance the mission.

[ Ifan event brings in $50,000 but costs $30,000 to produce, it generated
$20,000 — before accounting for staff time.




A Full Room Isn't the Same as the Right Room

Ask These Questions The Key Insight

+  How many attendees were new vs. already connected? Attendance is not the same as engagement. If 300 people

«  Were current or prospective major donors present? attend but you don't know who they are or how to reach them,

- Did guests meaningfully experience the mission? you may have hosted a wonderful gathering — but you haven't
- Did you collect accurate contact information? built your donor pipeline.

* Do you know who invited each new guest? Capture every connection. Knowing who opened the door

gives you a natural way to continue the conversation.



Make the Event Part of the Donor Journey

The event should not begin when the doors open and end when the tables are cleared. It should be one intentional moment in a larger donor journey.
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Before

Identify priority guests
and prep mission
moment

4 )
During
Welcome guests and
deliver the mission
moment
A
J

The event may create interest — but the follow-up is what turns that interest into a relationship.

After

Thank, follow up, and
add prospects to
pipeline




The Next Step Isn't Always an Ask

After the event, the goal is to continue the relationship — not to rush every new attendee toward a donation.

Facility Tour
Coffee Meeting
P
Volunteer Opportunity
Y
.. Small-Group Conversation
e

Mission Story Introduction



Use the Right Measures

When you evaluate the event, measure more than attendance and gross revenue.

Financial Audience

Net revenue & cost to raise a dollar First-time attendees, new & prospective donors identified
Relationships Pipeline

Corporate partnerships developed, follow-up meetings What happens in the following 6—12 months

secured

Some of an event's value may not appear imnmediately — but only when your organization /nfentionally develops the relationship.



Keep It, Change It, or Eliminate It

After every event, ask three questions honestly.

1 Did it accomplish its 2 Was the return worth the 3 What evidence shows it
primary purpose? investment of money and strengthened our donor
time? pipeline or relationships?



Then Make a Decision

. Keep It =1 Change It

If it's producing meaningful If the concept has value but cost,

results. audience, format, or follow -up
needs improvement.

€ Eliminate It

If it consumes resources that could produce greater results elsewhere.

"Continuing an event simply because 'we've always done it' is not a
fundraising strategy."




Eliminating an Event Is Not a Failure
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T R / Letting go of an underperforming event
| can create room for:

* More one-on-one donor meetings

» Stronger stewardship

* Major-qift cultivation

* A better-designed engagement
opportunity

Strategic subtraction is still strategy.



Your Lead the Ask Challenge

Choose one fundraising event your organization holds each year and evaluate it honestly.

01 02 03

What is its primary purpose? What does it actually cost — What is the net revenue?
including staff time?

04 05

Who does it help you reach? What happens after the event?

Then decide: Keep it. Change it. Or eliminate it.



Lead the Ask: The Executive Fundraising Accelerator

6 Weeks to Confident Asks + Clear Results

For details and to register:

Blacksburg Floyd Roanoke/Salem

Tuesdays, August 25 — September 29, 2026 Wednesdays, August 26 — September 30,2026 Thursdays, August 27 — October 1,2026

11:30 a.m.—1:00 p.m. 12:00 pm.—~1:30 p.m. 11:30 a.m.—1:00 p.m.

Blacksburg Qcowork, 105 Roanoke Street E June Bug Center, 251 Parkway Lane, Floyd, VA Roanoke Blacksburg Innovation Alliance, 709 S.
24091 Jefferson St., Roanoke, VA 24016

— Reserve My Spot

— Reserve My Spot — Reserve My Spot

J & Ivestment:$695 (includes two 1-hour 1:1 strategy sessions + final celebration lunch)

Enrollment limited to 15 executive leaders



Questions?
Connect with Holly

Email

holly@kobiaconsulting.com

Phone

540-315-4460

Website

www.kobiaconsulting.com

Podcast: "Lead The Ask"
Available on Apple Podcasts & Spotify
Like & Subscribe!

LinkedIn

@HollyKobia

Facebook (FB)

Kobia Consulting

Instagram (IG)

Kobia Consulting
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