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PUTTING THE 'D' IN FUN RAISING 

Learn from the best on how to raise big bucks in tough times 


Are you ready to make some serious money for a noble cause? United Spinal has gathered 
together some of the been-there-done-that minds in the disability advocacy community to 
pique their brains on how to do just that. 
Advocates Finn Bullers, George Gallego, Jessica Harthcock, Rick Hayden, Frances Ozur Cole 
and Willis Washington have put their heads together over the past nine months to create this 
email fundraising guide, a digital format that allows us to easily update the guide. 
Money quit growing on trees a month before George Gallego was born. So in tough economic 
times, the burden to raise big bucks also has fallen on chapters and advocates to ensure that 
our important advocacy work continues during "Roll on Capitol Hill 2015" and well into a secure 
financial  future. 
In this silver anniversary year, it's an exciting time to be an advocate as we examine the 
significance of the first 25 years under the Americans with Disabilities Act and the challenges 
people with disabilities face in the next quarter century.



GETTING STARTED | Consider the big picture 
Fundraising can at first seem a daunting task, especially given 
the fact that this is a tight economy and, well, it's hard to ask 
people to part with cash, even for a noble cause.
But where there is adversity, there also lies opportunity, a distant 
cousin who often gets lost in the shadows of hard times. And for 
those who choose to ignore convention, there lies the chance to 
leverage opportunity to fund our critical disability civil rights' 

advocacy needs now and into an uncertain financial future.
Advocates, as you first sit down to do your first round of fundraising deep-thinking, consider 
overarching questions such as the size of your organization, the fundraising goal you want to 
achieve, the get-stuff-done people who you can can rely on to make that happen and whether 
that calculus makes it worth the effort.
Some roles you may want to consider for your dedicated volunteers might include:
• Big-picture moderator/leader: Responsible for keeping the group in contact with each other 

and United Spinal leaders to ensure we are relevant, cohesive, focused and on track to meet 
our objective. Chief motivator, whip cracker, and communicator.

• Media big-mouth: Pick an old journalist or community bon vivant to get the word out by all 
means necessary.

• Record-keeper/internal communication: Responsible for creating a unified info center for all 
group members to share recorded minutes, communicate, share ideas, set up group 
conference calls, find member contact information, list serve or Facebook account or some 
other social media presence to allow others to monitor our progress and suggest ideas of 
their own.

• Money manager or treasurer: This many not be a major responsibility, or it could be a big one 
depending on the group's goals and objectives. But following the money is the name of the 
game and the way some will judge the success of an event/fundraiser.

• Task force section leaders: One thought would be to break down the mission objective into 
specific areas of major responsibility to include everything from entertainment to potential 
legal entanglements to avoid liability grenades and other explosive issues that may stand in 
your way.

•  Expectation Manager: Responsible for strategies to build a successful campaign. Do you plan 
big for a one-time event with a large financial payout? Or do you build progressively for an 
annual event with the goal of bigger financial gain in each subsequent year?

• Timekeeper: Responsible for the "Timeline for Success" from inception to completion, what 
objectives need to be met to factor in logistics, motivate volunteers, media outreach, key 
contacts, etc.



The Four Keys to Successful Special Events 
CNCS/SustainAbility Initiative/Campaign Consultation Inc.

This document is based on lessons gleaned from the most recent MLK Day of Service. 
Thanks to CNCS for the good work that went into these valuable lessons.
To ensure your event is successful, be certain to utilize the "Four Keys" listed below and 
the Event Planning and Budgeting Checklist. Examine how each of the keys unlocks a 
treasure chest of opportunities.


Key One: Enlist the Right People 

Depending on the size of your event, it may require a team of people to 
produce. This is the time to enlist every volunteer you can find. Your 
organization leadership should be committed to the success of the event 
and the event planning team should be enthusiastic about their work. 
However, you will encounter some volunteers who fail to come through 
for you—so have plenty of folks on hand who can fill in the gaps.

Make sure you have volunteer leaders including an Event Planning Chair. If possible, 
seek an Honorary Chair or Co-Chair, who has a great influence in the community.
An honorary chair can lend credibility to your event and by attaching their name to your 
event may expand the audience that will want to attend.
Don’t forget to work closely with members of other committees, as appropriate. The 
Fundraising, Communications and VIP/Leadership committees will be vital in finding an 
event location, securing speakers, and promoting the event, among other tasks.
 

Key Two: Choose the Right Event 
This is where our work differs slightly from The MLK Day 
event, but the point remains consistent. Choose the right 
event.




If in Rome, wear sexy togas for auction. While in Green Bay. Wis., cheese or the 
Packers will do nicely and remember, the Vegas theme never stays in Vegas. And Mardi 
Gras works just about everywhere as we will find out later in the guide.
Other things to consider when planning your event:
Determine Your Event Objectives – If the event is successful, what will you have 
accomplished when it’s over?
Identify Your Target Audience – Who do you want to attend your event and what is 
their role? If you are having a fundraiser, how will funds be raised—sponsorship and 
advertising, auction, raffle, ticket sales, or something else?
Align Your Event to Your Capabilities – It is better to have a successful event for 300 
people, than to have a disastrous event for 1,000 people. Make sure the event is 
consistent with the budget as well as volunteer and staff time and abilities.
Select the Best Date – Ensure that your event does not conflict with other major events 
in the community or with holidays where people may be away or with family.
Book the Best Location – Sometimes the location will help to encourage people to 
attend; either because it is beautiful or intriguing or because it is convenient. Make sure 
the location is consistent with the type of event or that you can create the atmosphere 
that you want at the location of choice.
Key Three: Run Your Event Like a Business 

Whether you event is run with full-time staff, a combination of 
staff and volunteers, or fully volunteer led, your event should be 
planned and implemented like a business.
Give Yourself Enough Time - Create a schedule and timetable 
for everything that needs to be done. Some events may need 

separate timetables for specific aspects, such as printing or public relations. Allow time 
for goal setting, team building, logistics, marketing, and communications in addition to 
pursuing sponsors and donors.
Develop and Manage Your Event Budget - Every event must have a budget even if 
you are expecting many items including the venue and refreshments to be donated. 
This will allow you to determine where to trim if sponsors do not come through with all 
anticipated donations.
Promote Your Event Like Crazy - If you are trying to get the word out even months 
prior, tie upcoming events to your big-deal fundraiser event and the anticipation grow in 



your community. If your event includes great speakers, the event promotion may also 
increase volunteer participation.
Avoid Pitfalls - You must plan for the unexpected. If you have an outdoor activity, make 
sure you have a backup date in case of rain or snow. Even if indoors, significant snow 
can ruin an event.
Know the laws in your state or municipality for what you can and cannot do. 
Check into any licenses and permits you may need, including regulations for raffles. 
Also be aware of IRS rules on donated items and what portion of funds paid for an 
event is tax deductible.
Key Four: Recognize, Reward and Review 

Say Thank You … 
Be gracious and generous with your appreciation. Thank absolutely 
everyone involved with your event and do it right away.
Thank them in person, by phone, with letters and in your newsletter, 
too. When done well, this is a time-consuming task. If your event is 
large enough, consider an “Acknowledgement Committee.”
Thanking is crucial to the success of your event and any future events 
you may have. Make certain you have not forgotten a single sponsor, 
donor or volunteer.
A post-event gathering or luncheon is a great way to thank the 

volunteers who assisted with the event planning.
Measure your success … 
Measuring your success begins the moment the first person arrives. Are your attendees 
smiling? Absorbed? How about your volunteers? Are people thanking the planning 
committee? Asking if you plan to do it again next year? Planners and organizers should 
write down all comments —positive and negative—to be included in an evaluation.
Refer to the expectations you established when planning your event:
• Was your event well-organized, well-attended and well-regarded?
• Did you get positive media coverage?
• Did you get new members, donors or volunteers?
• Do you have a more educated community?
• Compile your evaluations into a summary and distribute it to all the key players.



PLANNING & BUDGETING 
CHECK LIST 
Use the checklist below to build out the items necessary in 
planning and budgeting for your event. Include every item as 
part of your planning, even in-kind donations and services.

VENUE 
Event space
Holding room, business office or pressroom
Dressing or break rooms
Set-up and clean-up
Lights/sound hookup
Special electrical, internet or telephone 
hookups
Venue/Stage managers
Stage crew
Coat check staff
Security
House staff
Other
FOOD SERVICE 
Number of people to be served
Cost per person
Food
Beverages
Total cost
Waiters, Bartenders
Bar setup and glassware
Rented table service, Table linen, Waiters 
trays and stands
Catering kitchen rentals
Tables
Ovens
Heating lamps.
Gratuities/Service charge
Sales tax
Other
EQUIPMENT 
Canopy or tent
Backdrop or trellis

Tables, Chairs
Flooring or carpeting
Risers
Ropes or stanchions
Podiums/podium lights
Props
Registration tables and chairs
Portable restrooms
Booths
Heaters
Fans
Easels/Sign standards/Weights
Coat racks/Hangers
Mirrors
Trash containers
Fencing
Generators
Delivery
Other
DESIGN / PRINTING / ONLINE 
Design concept and package
Advance announcements/save the dates
Invitations
Confirmation notices
Programs
Tickets
Maps
Place cards/table assignments
Signs
Registration packets
Name tags and holders
Table numbers
Alphabetical registration cards
Awards
Any other printed materials
Other




POSTAGE AND SHIPPING 
Postage for mailing printed materials
Bulk mail of promotional materials
Mailing house charges
Shipping and handling
Other
TRANSPORTATION 
Shuttles
Traffic control and parking attendants
Valet
Traffic directional signage
Other
DECORATIONS 
Flowers
Table decorations
Extra plants
Candles/candelabra/votive
Podium décor
Stage scenery
Other
AUDIO-VISUAL EQUIPMENT 
Slide, data, overhead and film projectors
Teleconferencing services
Screens
Extension cords
Projector carts
Microphones
Mixers
Speaker system
Computers
Tape recorder
Television monitors
VCRs
Pointers
Flip charts
Blackboards/white board
Technician and operator services
Other
ENTERTAINMENT 
Fees, permits, certifications

Instrument rental
Promoter fees
Additional equipment (i.e. speakers, 
monitors, music stands)
Hospitality
Other
PUBLICITY 
Advertising
Website
Social Networking
Photographer
Printed photos/photo albums/proof sheets
Videographer
Slides
Entertaining/hospitality for the press
Press room office equipment (computers, fax, 
copiers)
Banners
Other
OFFICE EXPENSES 
Overtime and compensatory time
Additional staff (temporaries, students)
Data processing
Telephones and toll charges
Duplicating
Postage for general correspondence
Supplies (pens, pads, decals, folders, 
nametags)
Committee materials
Hospitality for committee members/
volunteers
Staff accommodations
Staff travel and expenses
Other
MISCELLANEOUS 
VIP travel and expenses
Honoraria
Gifts
Mementos
Security
Fire marshal
Medical personnel
Taping and transcribing proceedings



Crowdfunding Campaign 




Just what is crowdfunding anyway? 
WIKIPEDIA -- Crowdfunding is the practice of funding a project 
or venture by raising monetary contributions from a large 
number of people, typically via the internet. One financial 
expert describes it as “large groups of people combining their 
economic power to support an organization, company or 
project they believe in.”

The crowdfunding model is fueled by three types of actors: 
the project initiator who proposes the idea and/or project to 
be funded; individuals or groups who support the idea; and a 
moderating organization (the "platform") that brings the parties 
together to launch the idea.

In 2013, the crowdfunding industry grew to be over $5.1 billion 
worldwide. And there's no reason to think advocates at United 

Spinal can't jump on board this new fundraising bandwagon. Advocates Jessica Harthcock 
and husband, Adam, of Tennessee, prove crowdfunding is an idea whose time has come.





Event Date: Typically lasts 30-60 days

 

Target Audience: Anyone and everyone should be your target audience for a crowdfunding 
campaign. The purpose of the campaign is to allow anyone to back your organization simply 
because they love what you do.


 

Budget: Our budget: 5,000 - but this 
depends on perks and prizes offered

 

Total Raised: $40,000 (*Disclaimer: this 
was not for our United Spinal chapter. 
This campaign was completed for 
Utilize Health.)

 

Overall Analysis: Crowdfunding is 
becoming increasingly popular today. 

Websites such as GoFundMe, Indiegogo and Kickstarter have made their mark in the 
fundraising world. GoFundMe is popular among nonprofit organizations. You can raise a large 
amount of money and bring awareness to your organization. Don’t be fooled through - 
crowdfunding takes a serious time commitment. It’s hard work and requires many hours of 
planning, executing and fulfilling orders -- even when the campaign is complete.

 

Tips & Tricks: Below are some helpful tricks I learned along the way. Before I launched my first 
crowdfunding campaign, I spoke with other organizations that had been successful executing 
their campaigns. Anyone can do a crowdfunding campaign – individuals raising money for 
medical expenses, startups and nonprofit organizations. Before you launch your crowdfunding 
campaign, you’ll want to plan in detail the look and feel of the campaign. Below is a list of 
things I recommend:

-- Find a good videographer to shoot your video. A great video is what typically causes a 
campaign to go viral. The video can be embedded and viewed easily from a computer and a 
phone. Your video should be 2-3 minutes in length. No more. We live in an instant-gratification 
world of the  60-second Vine.

-- Organize your fan base. Every single member on the planning committee needs to do this. 
Create a spreadsheet with three tabs. The three tabs should be organized into three groups of 
people:

• Core Believers: You’ll want 50 - 100 people in this group. Without a doubt, these are the 

people that will pledge and share your campaign. Send these individuals emails asking for 
specific actions, like sharing with their family and friends.  You’ll also want to notify them of 
the campaign 1-2 weeks before it launches so they can pledge in the first couple hours after 
going live.


• Advocates: You’ll want about 200 – 300 people in this group. These are the folks that know 
about your organization, but may not fully understand what you do. These people are friends 
of whom you may have interacted with in the past. A good number of them might pledge, 
but no guarantees.


• Onlookers: You’ll want about 600-700 in the group. These are the people that you can barely 
touch, people that have maybe heard about your organization, through a friend or through 
some interaction online. You should have no expectation that this group will pledge or share. 



Your campaign will need to convince them. How do you do this? You need to get the Core 
Believers and Advocates to make tons of noise on social media the day of launch - create a 
surround sound effect, make the onlookers feel like they need to know what your 
organization is all about.


--  Communication should be drafted weeks prior to your campaign launch. This is so important. 
The day of launch, you’ll want to turn the campaign on. The campaign itself will be drafted and 
ready to go prior to launch date. Every email to potential backers should be drafted and saved 
as well. That way, the day of launch, you’ll just have to push the send button.

 

In The First 24 Hours: Crowdfunding is all about organizing your existing fan base to create huge 
momentum in the first couple of hours of the campaign. This is a little trick we learned from our 
Personal Coach at Indiegogo. In the first couple of hours, all the “pledge activity” is picked up 
by the crowdfunding platform’s algorithms. This causes you to trend and be featured on 
crowdfunding pages. You need to hit 33% of your goal in the first 24 hours of launching (i.e. 
Goal is $10,000. You need to hit $3,333 in the first 24 hours).


 

Perks & Prizes: Find products that make sense with your organization, 
and bundle them into your reward tiers to drive up the total raise 
amount. You obviously need to make some margin off of them so price 
products out in advance with different venders. For us, we made 85% of 
every dollar raised. We asked for discounts and worked with local 
companies to get even better discounts. Be creative!

 

Goal Setting: Make sure you set a realistic goal. Set a goal you know that 
is 100% achievable.

 

See For Yourself:: A link to our Utilize Health campaign.

 

https://www.indiegogo.com/projects/utilize-health-matching-
patients-to-care-they-need/x/5149813 
  
Media outreach: Try and line up press opportunities in advance to 
promote your organization during the duration of the campaign. We had 

several folks blog about us. We also received lots of local press, especially since we were able 
to reach $22,000 in just 28 hours. This gave us an additional push.  

 

Additional Resources: There is so much info out there about crowdfunding. Do your research 
and plan ahead. If  you list on a platform like Indieogogo, you can request a Coach, which is 
someone from Indieogogo’s staff to review your campaign before you go live. Your Coach will 
give you feedback and help connect with other cool opportunities. Definitely worth having 
someone help. Plus, it's fee.


 

Contact info: Feel free to reach out with any questions. I’ll gladly share 
my advice. Crowdfunding is a great way to raise a lot of money. Just 
be sure you are ready for the commitment that goes along with it.

 

Jessica Harthcock | Founder & CEO, Utilize Health 
Cell: (812) 449-7843 | www.utilizehealth.co 
Facebook: www.facebook.com/utilizehealth 
Twitter: @UtilizeHealth



Crowdfunding Campaign 



Event Date: Kick off mid-May to mid-June 2015

 

Target Audience: Friends, colleagues and associates of Finn 
Bullers, who hit his fair share of woe from high medical bills 
to financial ruination based on disease and divorce.

The purpose of any campaign, as advocate Jessica 
Harthcock tells us, is to allow anyone to back you or your 
organization simply because they love what you do. As a 
writer and disability civil rights' advocate, I have been a 
thorn in the side of unchecked power and misguided 
disability public policy.

 

Budget: $0. In retrospect, that was a product of zealous 
organizers who wanted results yesterday. Early in the 
campaign, GoFundMe organizer, a dear friend since 
college, quickly realized the importance of keeping the fund 
alive and growing like the plant from the Little Shop of 
Horrors. Feed me, Symour.


Pat & Finn | Iowa State Cyclones



To do that, the organizer, an Austin writer, musician and Dad, began offering perks like an 
awesome Bruce Springsteen photo from the mid-1980s, famous Texas BBQ sauce, T-shirts 
and an awesome coffee-table book capturing the seasonal glory in a daily iPhone photo of a 
168-year-old Burr Oak tree firmly rooted in a southwest Wisconsin cornfield. Too cool.

 

Total Raised: $15,270 of $15k goal raised from 171 people in 22 days.

 

Overall Analysis: Way. Too. Cool. Here is the cheeky post I wrote after hitting the goal:

Friends' kindness, blind generosity of strangers puts 
fund campaign for 'cranky' journalist over the top 
UPDATE, Kansas -- In an unprecedented act of giving, the lead singer and bass player for the 
Austin, Texas-based rock band, "This Season's Losers," told reporters Thursday he had helped 
to orchestra a social media fundraising campaign for a "cranky old journalist" he once lived 
with in a World War II Army Quonset hut in the middle of Iowa.

The GoFundMe account, initiated by author, musician and journalist Patrick Beach, who is 
really, really old and drinks a precipitous amount of craft beers he takes pictures of and posts 
on Facebook, has raised $15,100 in 18 days from 167 people.

The goal was to raise $15k for old college chum Finn Bullers, a journalist and disability civil 
rights advocate based in Kansas City who has had to overcome one too many of life's game-
changing obstacles from disability to divorce.

"Can I please swear? Because this fundraising initiative is fan -- f***ing -- tastic," said Bullers 
when contacted by an Associated Press writer named Dale.




"Wheeeeee. And up and up we climb," Beach is quoted as saying in an email interview with 
another reporter on Thursday.

"We hit the goal," Beach would have said had he talked to a real journalist. "But you can never 
have too many friends. Let the cash flow, baby."

Running a social media fundraising campaign, Beach found out, can be a bitch, requiring an 
inordinate amount of patience, Texas BBQ sauce and financial acumen -- two of three skills 
vacant in Beach's rigorous academic vitae that history shows quickly thrust the former "Hey 
Man" columnist's life into a world of wine, words, women and dubious rock music 
predilections.

Helping energize the campaign is the uber talented photographer Chris Young, an outdoor 
shooter based in Nebraska and college chum of good journalists everywhere. You know who 
you are anonymous donors.

Young donated a special edition 11-inch by 14-inch, b&w image of THE BOSS -- Bruce 
Springsteen in his prime appearing at Hilton Coliseum in Ames, Iowa, in the mid 1980s. Every 
donor giving $100 gets the iconic print of Windmill Springsteen. ...

The $15,000 plus, sources close to Bullers say, will be used to pay off and repair a "raggity-
ass" 2006 Dodge Grand Caravan with a conversion ramp and lowered undercarriage.

That may take some $8,000, Bullers said. Then, some $4,000 will likely go to medial/credit card 
debt and each of two children will receive $1,000 to be used to seed a midium-risk mutual fund 
or other financial strategy to plan for future needs and learn to respect the joy of compound 
interest.

GoFundMe and its financial partner are expected to take 7 percent off the top. And in order to 
shelter the cash from the Feds will require $500 in money-management fees to Arcare 
Financial, based in Overland Park, Kan. ...

Bullers remains embarrassed by such overwhelming generosity from friends, as well as the 
blind thoughtfulness of strangers.

"I know there are others in more desperate need and I can only hope this financial shot in the 
arm will give me the strength to pay it back by paying it forward," Bullers said. "You guys are 
the best." ...
 

Remember, you can raise a large amount of money 
and bring awareness to your organization. Don’t be 
fooled through, crowdfunding takes a serious time 
commitment. To be successful, it's hard work.

Just ask Pat Beach.

 

Finn Bullers 
Policy adviser | Greater Kansas City 
Spinal Cord Injury Association 
913-706-2894 | finn.bullers@aol.com

mailto:finn.bullers@aol.com


NYC's 11th Annual Mardi Gras fundraiser 

March 24, 2015 | Slate, New York 
NYC Spinal Cord Injury 
Association 
475 guests 
• Money budgeted: $16,850 
• Money raised: $64,200 
• Net take: $47,350 
So for every $1 invested, the 
NYCSCIA chapter made nearly 
$4. Sweet deal.
Contact: Debra Poli | 
dpoli@nycspinalcord.org
Board Member/Treasurer

Background: The thing about this event is it took 10 years to grow to this level. We began small 
and grew it a little at time through word of mouth and by continually trying to keep it fresh by 
changing up the live entertainment.



Our aim: We try to make people want to come not only to support NYCSCIA, but to have fun. It's 
a party in the middle of winter where you can catch up with old friends and network with just 
about everybody in the SCI community --  people with SCI and their families, the CEOs of the 
leading NYC rehab centers, therapists, health care providers, DME dealers and even the head 
kahuna at Permobil.
Mix it up: This year we added a red carpet photo booth thanks to one of our sponsors. It offered 
an opportunity to give premium-level sponsors a higher profile with the added attraction of giving 
our guests entertainment and a souvenir to take home.  
Start small and follow through: My advice to other chapters is to start small, make sure your 
guests have fun and know how much you appreciate them and make sure that you follow-up 
with thank you notes and personal phone calls to your donors.
Work your mojo: Also, make sure to invite sponsors to free events where they can support you 
without feeling like they have to pay. That way, they feel like they are part of the family, not cash 
cows you don't think about until you need to milk them.
What awareness-raising, media outreach efforts did you employ? 
We use email campaigns to our members, social media blasts, limited Facebook ad promotions, 
fliers, community event boards and word of mouth to promote the Mardi Gras. This year we also 
placed limited ads in local media through a company called SPINGO, which did a one-week 
promotion for $100. This got us 10,885 impressions, but it was hard to tell if that effort resulted 
in actual ticket sales.




Our board members also send out personal invitations 
to friends, family and work associates through email, 
text and Facebook.
Major obstacles: 
In a confined space, making sure that wheelers have 
enough room to navigate is probably our biggest 
challenge. We also need to make sure that all our 
guests have easy access to event amenities such as the 
raffle tables, buffet and restrooms.
How did you overcome those obstacles: 
With an idea of what kind of space we would need to 
grow, our Mardi Gras Committee launched an extensive 
search across NYC to find the perfect venue. We settled 
on Slate, New York, because the space and the 
management team suited our style and they were 
receptive to making the accommodations we required 
for a reasonable price.
What would you do better next time? 

We wanted to add more Mardi Gras/New Orleans flavor to the party so we hired a live Zydeco 
band to perform for the first hour as people entered the party. Our guests loved it so we will 
probably ask them back again next year and have them perform longer.
What surprised you the most about staging this event? 
The NYCSCIA Mardi Gras has become a must-attend event here in NYC mostly though word of 
mouth and every year it amazes us how many people turn out no matter the weather. This year 
a new sponsor called  us out of the blue on the day our event journal was closing, begging to 
get involved. He'd heard about this great party that he just had to be part of the fun, so we held 
up the printer to accommodate him and made a new friend for the chapter.
Any legal questions, hurdles? 
Since this is an adult event with alcohol served, we always have it in a venue with a liquor 
license so they can assume primary responsibility for serving people over 21. We also maintain 
adequate liability insurance coverage and if needed, take out additional special event insurance.
Our primary sponsors are DME vendors and dealers and local SCI rehabilitation centers. We 
also make it a point to involve area businesses that our members patronize.
We would like to have more able-bodied volunteers to "work" the crowd selling raffle tickets and 
keeping people in the party mood. Happy guests equal more donations.





Greenlake Walk & Roll Event 
Oct. 14, 2014 | Walk & Roll, 2.5 mile or as many laps as someone wants to go.
Cost per person: $25 - $30, wheelchair participants get 50 percent off.
 
Total Raised in 2014: $30,000.
  

The first SCIAW Greenlake Walk & Roll 
was held in October 2011 in partnership with the 
Christopher & Dana Reeve Foundation. Four years 
later, we have nearly tripled our revenue at the 2014 
Walk & Roll event and have seen more than 300 
participants.
 
Each year we continue to grow and expect big things 
this year.
Money raised for this event goes to the Christopher & 
Dana Reeve Foundation. The mission: "To find the 
cure."
Here at the Spinal Cord Injury Association of 
Washington we raise money to fund a statewide peer 
mentor program and promote quality-of-life issues.
Contact Info: Karen Koeler | karenk@stntmatter.com | 
206-353-2642  
 
Digital Pictures | www.sciaw.org/#!past-walk--rolls/cfol  
 




Overall Analysis | This was the fourth year for 
this event and each year we see exponential 
improvement better than the year before.  We 
have partnered with the Here & Now Project, 
who provides the after-hours entertainment 
(music, food, non-alcoholic drinks.)
To run this event the chapter had to pull a 
permit, enter into a contract and have event 
insurance, none of which was a big expense.
The marketing consisted of email blasts, word 
of mouth, Facebook and other social media 
and an additional email blast from the 
Christopher Reeves Foundation.
Goodie bags were provided to all participants 
that included an event T-shirt. Organizers had 
water stations positioned along the route.
Sponsors were given an opportunity to exhibit 
their products during the event.Here & Now 
Project partnership
   http://www.sciaw.org/#!here--now-project
Rick Hayden, President 
Southern California Chapter 
of the United Spinal Association 
951-775-2561 | www.scchapter.org 

http://www.sciaw.org/#!here--now-project


Give Back Restaurant Night  
Target Audience: We primarily targeted the 
United Spinal of Tennessee Chapter 
membership.. We have about 120 members 
in Tennessee. 
 
Budget: $40 for fliers Total Raised: $168
 
Overall Analysis: A Give Back Restaurant 
Night is a joint effort from a nonprofit 
organization and a United Spinal Chapter. A 
night is selected and chapter/community 
members are invited to eat at the restaurant 
during a set time period, say 5 p.m. to 8 p.m. 
The restaurant agrees to donate a 
percentage of the proceeds generated by the 
chapter/community members (typically 
excluding alcohol and tips). The percentage 
usually ranges from 10 percent to 20 percent.
 

Groups can run more than one restaurant night per year, and they are particularly helpful as 
supplemental fundraisers to a chapter’s core fundraising program. Organizations are most 
successful when they focus on promoting a restaurant night ahead of time so that chapter/
community members can add it to their calendars and make sure to attend. Also, groups have 
found that getting creative with restaurant nights—giving the night a theme, or giving out small 
door prizes—helps make these events more successful.
 
United Spinal of Tennessee Analysis: 
Good | This is an easy fundraiser that requires minimal planning and financial resources. It’s all-
inclusive and enjoyable for all those who attend. For our fundraiser, we primarily targeted the 
United Spinal of Tennessee Chapter, but we also dropped of fliers to the hospital and local 
organizations such as the Center for Independent Living.
 
Bad | Our chapter is very small. We should have focused our reach on more people such as 
clinicians and other local organizations that serve our target audience. We had a low attendance 
at the event – only 20-30 people attended. You really need each board member to commit to 
brining 10 or more of their friends and family. To make this event a success, your chapter needs 
100+ people to attend over the duration of the evening.

 
Lessons Learned: We did not have the attendance we anticipated. United Spinal 
of Tennessee plans on hosting another Give Back Restaurant Night. Our 
chapter is larger now and we know to expand our reach much further next time.
Jessica Harthcock | Founder & CEO, Utilize Health 
Cell: (812) 449-7843 | www.utilizehealth.co 
Facebook: www.facebook.com/utilizehealth | Twitter: @UtilizeHealth

http://www.facebook.com/utilizehealth


FUNDRAISING FUNDAMENTALS 101 | South Carolina 
 

Diane Epperly, Executive Director | diane@scspinalcord.org 
South Carolina Spinal Cord Injury Association 
136 Stonemark Lane, Suite 100 
Columbia, S.C. 29210 
(803) 252-2198 | Toll-Free: (866) 445-5509 | Fax: 803-376-4156 
scspinalcord.org | Facebook.com/scscia

GROUP SIZE | Approximately 1,100 members
FINANCIAL RESOURCES | We have been fortunate enough to be sustained by ongoing grant 
funding that we receive every year.
The South Carolina Department of Disabilities and Special Needs provides services for citizens 
with intellectual disability, autism, traumatic brain injury and spinal cord injury and conditions 
related to each of these four disabilities. About half of our budget comes from an annual grant. 
State officials feel it serves the interest of clients with spinal cord injuries for our association to 
provide information and referral, education and peer support.
Another fourth of our budget comes from an annual grant from the South Carolina Vocational 
Rehabilitation Department. As part of our agreement, VR counselors attend all of our monthly 
Breeze support group meetings across the state, and we are expected to refer a certain number 
of people to Vocational Rehabilitation for their services.
The final fourth of our budget comes from the South Carolina Spinal Cord Injury Research Fund. 
This fund was set up in the early 1990s to support spinal cord injury research in South Carolina. 
One of the requirements of this funding is to create an environment in which people are 
interested in spinal cord injury research and participating in studies. Our association is actively 
involved in helping researchers who recruit participants. The Research Fund also has paid for 
our Wheeling In New Directions (WIND) conference we've held twice.
Our board recently formed a fundraising committee. The intention is to create new sources of 
funding to supplement our grants or provide us with some financial security. They are still in the 
talking phases. South Carolina recently passed legislation for non-profits to hold raffles. So I’d 
also be curious to hear if other states have successfully held raffles. 

mailto:diane@scspinalcord.org
http://scspinalcord.org



