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Cultivating a
Culture of Asking:

Boosting Donations and Beyond
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Recognizing Emphasizing  Transforming Action Collaborative
Need Impact the Ask Steps Breakouts



What do you have + what do you need?

Recognizing Need






‘I need more
dev holds, even
if it’s sold out”

“We don't get
funding!”

“‘Don’t forget to
ask for date of
birth!”

“Don’t forget
we’re a charity!”



‘Thisis an
important event
for prospects...”

“Our
contingency

fundislow”

‘We're
encouraging
repeat bookings
by sending a
birthday deal”

“Ticketing
makes up 40%
of our budget”
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After identifying their needs,Polka

Theatre grew their year on year in .POLKA

person donations by Where Theatre Begins

by leveraging real-time box office
data and easy the Asking for Donations
workshop with Spektrix Consultancy.



Everyone should be
invested in the “Why”

D

Increase Repeat “Welcome Back” Contact Competing
Bookers Dotdigital permissions priorities
Campaign data
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"We're trying to get more
first-timers to return, but we can't
send follow-up offers if we don't
have permission. When you collect
contact preferences, you're
directly helping us bring those
people back.”

N
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Caramoor

Sales & Insights

Marketing Goals & Benchmarks

While we all have a lot of goals for this summer season, we wanted to make sure to keep
our laser like focus on our marketing plan throughout the year.

To that end, we'll be updating this section every week to report on how we're doing on
achieving our three main goals for this year! Need a refresher on what those are? Check
out this year's Marketing Plan!

0

View the Marketing Plan!

Current Benchmarks

Active Audience: 55%* / Goal: 52%
Since last week: same / Goal reached on July 26

Average reattendance, returning guests: 2. 45** /Goal: 3.00
Since last week: increased

Percentage of new audience attending multiple events: 11.9%** / Goal: 20%
Since last week: increased

*This figure will only grow throughout the year as we convert lapsed customers into current ones.

** These figures will ebb and flow throughout the sales cycle, as customers purchase different quantities of events
and tickets.




Customer Groups
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Details Orders Mailings Wallet Subscriptions
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B ID: I-VZ22-3W8H
8 a Title:

Last name: Q'Brien

© Contact Details: Subscrniber J

First name: Victona

- & Victoria O'Brien 573
196 Deansgate, M3 3ND .
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@ Are you leveraging Customer Groups?
Share Your Success!






SPEKTRIX'X

Asking for
Donations




northern trail Men

Women's Peak
Risor Jacket
$149

Color Options

Grey

Sizes

XS M L | XL XXt

Add to Cart

| selected Just for you |
A\ <@

Glacier Tech Boots

Touchscreen Gloves

Women

Kids

Gifts o 8

Vv

Travel Backpack
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thecancan.com

SouG 1 - 16265

THE HiTcHcock HoTeL [

Ding ding ding... your room is waiting at the
infamous Hitchcock Hotel!

Although decades have passed since the
Hitchcock family entertained royalty and
influential politicians, the hotel's dubious
operations continue. The hotel's supernatural
allure inhabits its guests (and staff) in this
dilapidated relic of the past. The Hitchcocks'
latest hire is no exception. The graveyard "maitre
d," quickly realizes that there has been a
misunderstanding in the hiring process and that
he's been mistakenly hired for the precarious
"night shift" position, one unfit for pedigree. He
is about to experience nothing short of a
fortuitous paranormal entanglement unlike any
other. An evening featuring death defying
dance, sultry songs, shimmying show girls and
hauntingly beautiful new music, you're sure to
delight in this decadence of the damned.

*All attendees are required to present valid ID prior to entry
into the venue unless otherwise indicated.

© Good Availability @ Selling Fast © Sold Out

Ticket Purchase

thecancan.com

OCTOBER 9, 2025 6:30 PM
SELECT TICKETS

VIP SEAT WITH 3-COURSE MEAL

Includes admittance to the selected
performance and VIP seating and your choice
of one (1) soup or salad, one (1) entree, and
one (1) dessert from our Chef's Select Menu.
Parties must book same ticket type to be
seated together.

View our VIP seating areas here. Seating is pre-assigned

and based on ticket ti nd party size.

316986 $149.00 + $20.86 service o @

PREFERRED SEAT WITH SIP & SAVOR

Includes admittance to the selected
performance and priority seating and your
choice of one (1) drink and one (1) appetizer
from our Chef's Select Menu. Parties must
book same ticket type to be seated together.

View ouir Preferred seatina areas here. Seatina is nre-

Moment of Upsell



= @xis & 1 $126.44 (@ & 2 $252.88

Make a Donation Make a Donation

Support Joshua M. Freeman

Support Joshua M. Freeman
Foundation

Foundation

Donation Amount Donation Amount

—pp» |5 15.00 ] n

\ o
|
CONTINUE WITH MY DONATION CONTINUE WITH MY DONATION

1DO NOT WANT TO DONATE 1 DO NOT WANT TO DONATE

Contact Preferences Contact Preferences

Order Summary Order Summary
’ , FREEMAN
\ ‘ :—vll_jl oN Privacy Policy Contact Privacy Policy Contact




Outbound

Name a Seat Program Listings Fundraising
| ,/
GUrtain FREE SPACE onation Asks in
Speeches

the Program

ost Show
Donation Asks

Donor Lounges




Outbound

Name a Seat Program Listings "
g g Fundraising
urtain FREE SPACE Donation Asks in
Speeches
the Program
Fundraising Post Show

Events

Donation Asks

Donor Lounges

You can
help us..



What are your motivators?

Recognizing Impact



Work WithUs News  MyAccount Cart Q
SEASON & TICKETS »  EDUCATION ~  SUPPORT YOUR VISIT > ABOUT

WHEN YOU SUPPORT CREEDE REP,
WHO SUPPORTS CRT? YOU SUPPORT:

@ Individuals: 43%

@ Toundations: 43%

Great storytelling
New plays for the American stage
- . 0,
Corporatlons. 11% The economy of Creede, CO

. Government: 3% Education programs that impact over 37,000 students in rural communities each year,
including:

Free Friday Day Camps

Free tuition for the annual The KID Show program Residencies in the Creede
School and Creede Early Learning Center

WHAT YOU SUPPORT

@ Programming: 66%

Equitable access to arts education for rural schools in Colorado, Kansas, Oklahoma,
Texas, Arizona, New Mexico, and Utah through the Young Audience Outreach Tour

Free tickets for local kids

@ Education: 24%

General Operations, E R
Marketing & Fundraising: 10%




CCoA explores the origins and
evolution of Canada through a
rich variety of arts and heritage
programming. We inspire
Canadians to consider our

country’s past, present, and
future through performing arts,
visual arts, and interactive
learning experiences.




@ YouTube

> Pl € 022/53

Jinkx Monsoon, "One Day More" — MCC MISCAST24

Fundraiser

omee  MCCTheater
THEATER 112K sut bers

ca ~» Share

Q 4 —+ Create

Donate now 2»

a Miscast
THEATER sup

Donate

port MCC Theater as we return to

eater!

Total raised: $4,268.00

T MCCTheater, organizer

Your contributions pro

nd education programs for high school

as our literary development work with emerging

Donation collected by MCC Theater @

YouTube covers all transaction fees + Nonprofit website

SHOW LESS

m From MCCTheater Broad D Mcc

Medley —

Ml \CCTheate




Defining Your Unique
Motivations & Mission

o Write down two statements, thinking about:

o What motivates your organization
beyond putting on great events or
performances?

o What do you offer that no one else does?
Why should someone care about your
organization?




Making the ask at every level

Transforming the Ask



988 -\

4 . .
PUBLIC ‘.m Habltat
SERcE for Humanity®

American
N Red Cross
o9

Have you ever

made 2 .
- ? ® i THE A
a donation® WWF \-IQ‘E}QR

QOfund me /




© What’s in an ask?

1 Where is the gap?
2 What could this achieve?

3 Centre to the Ask



“We’re looking to
Increase the

sound experience
& accessibility in
our spaces....




“Can you support
us to..?”




/ Taking back today
/ 5 Taking Action



© Key Takeaways

1 We are one team. Ensure everyone
understands the “why” behind your
needs.

2 Emphasize Impact - both ways

3 You'll never know if you don’t ask



All reports : Search Results Q) donation conversion

Report name & details WV Report type Date last run

Donation Conversion Analysis 8/18/2025
l—l % orders containing donations AND tickets. Criteria Set should Analysis R
: z 3:57:42 PM
contain matching dates/users for each

I)onation Conversions ‘ w

I)onation Conversions by User é v
a I)onation Conversions under $50 6 v

o }/alue Donation Conversions as proportion of tickets ‘ )

L New criteria set J | L Copy report J




Run Donation Conversion Analysis

Donation Conversions

ITickets with I

Returned [

is i

and Accounting Date ThEsyeas b
between 1/1/2025 and 12/31/202

Ior Donations with

Returned O
is i

and Accounting Date This year M
between 1/1/2025 and 12/31/202

Run as PDF RY ‘| Cancel




© Donation Conversion Analysis

Ticket to donation conversion rates

Donations made with ticket purchases between Tuesday, September 3, 2024 and Wednesday, September 3, 2025

Conversion ratobynoslaschonnal

otal across all sales channels
That incl. Conversion lckct That incl. Conversion

Orders donations donations
20458 1034 27014 1280 5%
1% $4,140,613.7 $69,430.42 2%

8




1O it 2%
A ol bl T ol —
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Phone & Counter: <1%
Web: 6%

~

Average Donation: $24.64

.

/




© Transform the Ask

1 ’ Leverage existing metrics

2 > Dynamic asks based on event or

customer criteria

8 ) Suggested donation amounts based on

cart value



Sy
- Recipe: Ask for Donations

, : Miriam Wright
© Updated 2 months ago

In 2024, organisations using Spektrix processed an average of 78% of their donations (under $500/
£500) online. Many donations are collected during the purchase path online, where customers can add
a donation to their order before checking out.

With this recipe, you'll be able to make donation asks to customers that are targeted, personal and
effective.

@ Makes: Target donation asks to customers purchasing items on your website

3 Cooking time: Prep 20 mins | Cook 10 mins

Outcomes &

v Encourage more donations from ticket buyers
v Target donation asks to specific customer behaviour

v Increase the value of donations from ticket buyers



Spektrix Philanthropy Series
INDUSTRY EXPERTISE FOR FUNDRAISERS

Fundraising+ Growing Your Revenue

Wednesday, 29 October
9-10am PDT/12-1pm EDT / 4-5pm GMT

REGISTER NOW



5/ Collaborating across the sector

Sharing your stories



Groups Discussion Topics

Please choose one or more of the following topics

1 Driving Shared Success:
How does your organization share needs?

2 Recognizing Impact:
How do you share your goals and achievements and who do you share them with?

Transforming the Ask:
What can you take back from today to help facilitate change at your organization?



