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2/3 PLANNING outcomes
   

3/3 operational outcomes
   

1/3 FINANCIAL outcomes
   

KEY FINDINGS
Ratings, oUTCOMES, & IMPROVEMENTS

8.125
AVERAGE HOURS PER CAPITA 

SPENT ON EVENT

 

much of the decisions and purchasing occurred at the last minute

the partner organizations (Texas Sweethearts and Blazers) did not participate in the planning

speaker circuiting and presenting was inadequate this year

65
TOTAL HOURS SPENT PLANNING 

AND RUNNING EVENT

 

2
PARTNER ORGANIZATIONS 

CO-HOSTING THE EVENT

 

$10
COST TO PURCHASE 

A TICKET TO ATTEND

 

6.9%
PERCENTAGE OF TICKETS SOLD BY

PARTNER ORGANIZATIONS

 

12
NUMBER OF POKER TABLES 

AT THE EVENT

 

The mocktail bar and food tables were successful and had no long lines

there was a lack of knowledge regarding where the EERC building furniture could be moved

There was significant difficulty exchanging the poker chips for raffle tickets at the end

$3128
TOTAL SPENT ON EVENT

 

$12.77
DOLLARS SPENT PER ATTENDEE

 

44.5%
OF BUDGET SPENT ON FOOD

 

total spent on event was less than the total donated to the charity

$495 was spent on a chocolate fountain, which provided questionable added value



2/3 Marketing outcomes
   

2/3 event impact
   

KEY FINDINGS
Ratings, oUTCOMES, & IMPROVEMENTS

10/15
overall rating

   

3700
PEOPLE REACHED THROUGH

FACEBOOK EVENT PAGE

 

228
NON-SEC PEOPLE REACHED

THROUGH PUBLICITY

 

5.32%
PUBLICIY

CONVERSION

 

less than one third of attendees were aware of the charity the money was being donated to

publicity played a relatively small role in attracting the event's attendance base

most marketing stemmed from SEC word-of-mouth, not the partner orgs

197
TOTAL 

ATTENDEES

 

18.6%
ATTENDEES WHO WERE 

NOT ENGINEERING MAJORS

 

$3001
TOTAL AMOUNT DONATED 

TO THE CHARITY

 

this is one of SEC's most successful events in reaching non-engineering students

most attendees felt very engaged during the event

the low percentage of attendees who were aware of what their money was going to decreases the impact

based on poor planning and publicity



SUGGESTED TARGETS

02
increase ticket sales of partner

orgs to at least 15% of sales

having partner orgs means SEC should better

utilize them, especially towards students that

SEC would not normally reach.

01
decrease costs to $10 per person

this will make the event closer to what other

SEC events are, and can be done either by

increasing attendance or decreasing budget.

04
increase charity organization

awareness to 80%

this event is ultimately a charity fundraiser,

and the charity being donated to should be much

more known.

03
Establish a speaker circuit and

present to at least 5 meetings

speaker circuiting will help increase awareness

of the event and the charity cause.

06
increase number of poker tables

from 12 to 15

every attendee interviewed wished there were

more poker tables, and this will help keep the

students better engaged during the event.

05
achieve a 25% non-engineering

major attendance

this Event is one of SEC's farthest reaching and a

great opportunity for non-engineers to become

more familiar with SEC and what we do.


