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Sixty-four fundraisers, written out in full
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How this book is arranged

This volume is the companion to the Home Church Fundraising Planner. It holds everything in that planner that is worth reading away from a screen — sixty-four fundraisers, the procedures for running them, and a guide to the software — in three books and a closing word.

Book One — The sixty-four

Every fundraiser named anywhere in the planner: its forty-three event types and its fifty-four shortlist ideas, merged where two names meant one thing. Sixty-four in all, each written to the same shape so you can compare two without reading either in full.

Book Two — Running the event

Twenty-one standing procedures covering money, volunteers, food, setup, the day itself, and closing out — followed by ten role cards saying what each job actually owns. This is the part to print and hand to people.

Book Three — Using the planner

How the software works, screen by screen, with troubleshooting and a note on where your data lives.

A closing word

On giving without grasping, which is the reason for all of it.



Money figures throughout assume a congregation of forty to a hundred and fifty people in an average American town. A city church will beat them; a village of three hundred will not, and should judge itself against its own turnout rather than these numbers. The ratios hold everywhere even where the totals do not.

Nothing here is legal, tax or insurance advice. Permits, food certification, raffle law and deductibility vary by state and county. Ring your town clerk, your health department and your insurer — each call takes two minutes and occasionally saves the whole event.



Book one
The sixty-four


Every fundraiser named anywhere in the planner, written to one shape: what it is, why it works, how to build it, what happens on the day, what to charge, where it goes wrong, and how to raise more.


Part one
Before you choose
Five short chapters on how these sixty-four differ from each other, what actually determines what you raise, and how to pick without regretting it. Read this part once. After that, use the book as a reference.

How to use this volume

Every fundraiser named anywhere in the Home Church Fundraising Planner is written up here — the forty-three event types on the setup screen and the fifty-four ideas in the shortlist, merged where two names meant one thing. Sixty-four in all.

Each entry has the same shape, so you can compare two ideas without reading either in full:


	At a glance — startup cost, what it typically raises, the return on your outlay, how long you need, how many volunteers, when to hold it, and how hard it is.

	What it is and why it works — the mechanism. Skip these once you know them.

	How to build it — numbered, in order, starting from the earliest thing.

	On the day — what happens between setup and lock-up.

	What to charge — real numbers, with the reasoning, so you can adjust them for your town.

	Where it goes wrong — the specific failure that ruins this particular fundraiser. Read this one even if you read nothing else.

	How to raise more — the lever that adds thirty to fifty per cent for little extra work.



The search box at the top searches everything. It is more useful than the contents list when you have a constraint rather than an idea: type winter, or no cooking, or one afternoon, or nobody has a kitchen, and see what survives.

A note on the money figuresThese assume a congregation of forty to a hundred and fifty in an average American town, with volunteers and no paid staff. A city church with three hundred people will beat every figure here. A village church of thirty will not, and should measure itself against its own turnout rather than against this book. The ratios hold everywhere even when the totals do not.


The four families

Sixty-four ideas is too many to hold in your head. They are really only four things.

One — you sell something you were given

Bake sales, book sales, plant sales, auctions, rummage. Members donate the goods, so your only cost is tables and signage. The margin approaches a hundred per cent and the risk approaches zero. This is where a church with no money should always start.

Two — you sell an experience

Dinners, trivia nights, concerts, tournaments, festivals. People pay for an evening rather than an object. These raise more per head than sales and build far more community, but they carry real costs and real risk: if forty people come instead of a hundred, you have bought food for a hundred.

Three — you sell work

Car washes, yard clean-ups, babysitting, gift wrapping. No inventory, no venue, almost no cost. Teenagers can run these with one adult. The ceiling is low because you are limited by hours in a day, but the floor is solid.

Four — you simply ask

Letters, crowdfunding, recurring giving, matching weeks, coin jars. No event at all. These are consistently the highest-return things in this book and consistently the least used, because asking feels harder than baking. It is not harder. It is just less comfortable, and the discomfort lasts about ninety seconds.

If your church has never run a fundraiser, do one from family one and one from family four in the same season. The sale builds confidence; the ask brings the money.


What actually determines the total

Congregations agonise over which fundraiser to pick and then leave the real levers untouched. Four things move the number, roughly in this order.

1. Whether you asked specific people

The largest single variable, and it costs nothing. A general announcement produces a fraction of what four phone calls produce. This is as true of attendance as it is of volunteering: "come to the supper" fills a third of a hall, and "Ruth, will you and Jim come on Saturday, and would you bring the Okafors?" fills it.

2. Whether the purpose was specific

"For the church" and "to restock the food pantry through the summer" are the same request with different totals. The second raises far more, every time, in every idea in this book. Write one concrete sentence and put it on everything.

3. Whether there was a second thing to spend money on

A trivia night with a snack table raises thirty to fifty per cent more than a trivia night. A dinner with a raffle beats a dinner. A bake sale with a coffee urn beats a bake sale. People who have already decided to give you money will give you more if there is a second, easy way to do it. This is the cheapest lift in fundraising and most churches skip it.

4. Whether you told people the result

Posting the total within a day and thanking people by name does nothing for this year's number and roughly doubles the ease of next year's. Most small churches never do it, which is why every year feels like starting over.

What does not matter as much as you thinkThe weather, the venue, the flyer design, and which of these sixty-four you picked. Given equal effort, most of these ideas land within the same band. The variation between two bake sales run well and badly is larger than the variation between a bake sale and a trivia night.


Choosing without regretting it

Answer four questions honestly and the list narrows itself to about six.


	Question	If the answer is limiting	Look at


	How much cash can you risk?	Under $50	Bake sale, book sale, car wash, restaurant night, letter appeal, crowdfunding, coin jar, talent show

	How many weeks do you have?	Under 4	Bake sale, restaurant night, letter appeal, coin jar, dog wash, gift wrapping, movie night

	How many volunteers will actually turn up?	Under 6	Letter appeal, crowdfunding, restaurant night, recurring giving, sponsor-a-brick, book sale

	Do you have a kitchen and someone to run it?	No	Everything outside the food chapters — a third of this book



Then apply three rules.


	First time out, pick something that cannot lose money. Restaurant night, letter appeal, bake sale, book sale. A first fundraiser that loses $200 sets a church back three years.

	Pick something your people already do. If four women in your congregation quilt, the quilt raffle will beat the golf tournament regardless of what the numbers in this book say. Enthusiasm is worth more than category.

	Do not pick the biggest thing. Festivals, banquets and golf tournaments raise the most and are the most common way a volunteer committee collapses. Earn your way up to those over two or three years.



The right fundraiser is the one your congregation will still be willing to run next year.


The shape every fundraiser has

Underneath the sixty-four there is one structure. Once you can see it, an idea not in this book becomes easy to build.


	A reason. One specific sentence naming what the money does. Everything else is decoration on this.

	An offer. The thing the giver receives — a cake, an evening, a clean car, or simply the knowledge that they helped. In family four the offer is nothing at all, which is why the reason has to carry more weight.

	A price. Set deliberately, not apologetically. See the next chapter.

	A date. Without a deadline nobody acts. Campaigns with no end date raise a fraction of campaigns with one.

	An invitation. Specific people, asked by name, by a human. This is the step that gets skipped and it is the step that decides the total.

	A way to pay. Cash, and at least one other. A church that takes only cash loses roughly a fifth of what it could raise, and more every year.

	A thank-you. Within a week, by hand, naming what the money did.



Six of these seven cost nothing. If you are short of time, cut the decoration — the theme, the printed programme, the matching tablecloths — and keep all seven of these.

Pricing, brieflySmall churches habitually underprice. Set your price at what the thing is worth to the buyer, not at what feels humble. A slice of homemade pie at a church supper is worth what a slice of pie costs anywhere, and people know it. Underpricing does not make you more generous; it just means you need twice the volunteers for the same money. Where you want to be generous, keep the price and make it easy for someone to be let in free, quietly.



Part two
Food and drink
Ten fundraisers built on a kitchen. They raise well because people are already going to eat that day, and they build community faster than anything else in this book. They also carry the most rules — read SOP 10 before any of them, and ring your county health department at six weeks.

01
Bake sale
The starting fundraiser. Members donate the baking, so your only real cost is a table and a sign.
At a glance	Startup cost	$10–$30
	Typically raises	$200–$800
	Return	10–20×
	Lead time	3 weeks
	Volunteers	6–10
	Best time	Right after Sunday service
	Difficulty	Easiest

What it is
A table of donated home baking, sold by the item or the plate, usually immediately after a service when people are already gathered and slightly hungry.
Why it works
Everything is donated, so almost every dollar is profit. It asks people to give what they already enjoy giving rather than money, which lowers the barrier. And it is visible: a table of cakes in the entrance raises money from people who never intended to give anything.
How to build it
	Announce it three Sundays running, from the front, and put the sign-up sheet where people walk past.
	Recruit bakers by name. Aim for one item per fifteen people expected. Ask each baker what they are bringing so you do not get nine banana breads.
	Collect an ingredient list from every baker at sign-up, not on the morning — you need it for the allergen labels.
	Reserve tables and tablecloths. Two six-foot tables hold a good sale.
	Decide the pricing model in advance and print it large (see below).
	Set up cash and a phone payment option. A tap-to-pay reader or a posted Venmo handle typically adds a fifth to the take.
	Prepare a float: about $80 in ones and $20 in coins, counted the day before under SOP 02.
	Print allergen labels and price cards the night before.

On the day
	Set up thirty minutes before the service ends, not after it.
	Put the most attractive item at eye level in the centre. Whole cakes and pies sell the room.
	Two people on the table: one serving, one taking money, never the same person.
	Cut whole cakes into slices once the initial rush passes — slices sell to people who will not buy a whole cake.
	Half-price everything in the last twenty minutes. Unsold cake is worth nothing; a discounted slice is worth a dollar.
	Send leftovers home with the bakers and the setup crew.

What to charge
Mixed pricing raises the most: cookies and small items at $1, slices at $2–$3, loaves at $8, whole cakes and pies at $12–$18. Price whole items at what a bakery charges, not at what feels modest — homemade is worth more, and the buyer knows it.
Suggested-donation pricing raises slightly less but is kinder in a poor congregation and much faster to run. Flat pricing ($2 anything) is the fastest of all and is right when you have one person on the table.
Where it goes wrong
Running out of small change by half past ten. It is the single most common failure at a bake sale, it stops the sale dead, and it is entirely preventable.
Second most common: no allergen labels. Someone always brings something with nuts in it, and the one person in your congregation with a serious allergy has to walk away from the whole table.

How to raise more
Add coffee and tea at $1 a cup. It costs almost nothing, and it keeps people standing at the table where the cakes are. A bake sale with an urn beside it routinely takes thirty per cent more than the same sale without one.
Take pre-orders for whole cakes the week before. People who order a cake come to collect it and buy something else while they are there.

See also: Cookie walk · Pie auction · Coffee house night · SOP 10

02
Cookie walk
A bake sale reorganised so people buy by weight and fill a box. It roughly doubles what the same cookies would fetch.
At a glance	Startup cost	$25–$60
	Typically raises	$400–$1,200
	Return	8–15×
	Lead time	5 weeks
	Volunteers	8–12
	Best time	Two weekends before Christmas
	Difficulty	Easy

What it is
Long tables of home-baked cookies, dozens of varieties. Buyers pay for a box at the door, then walk the tables filling it with whatever they like. Sold by the box or by the pound.
Why it works
It converts a passive purchase into an activity, and people who are choosing spend more than people who are buying. It also solves the bake sale's variety problem: forty kinds of cookie looks abundant in a way that four cakes does not. At Christmas it replaces a job people were dreading — baking six kinds of cookie for their own family — which is why it outperforms its ingredients.
How to build it
	Set the date two weekends before Christmas. Earlier and people have not started thinking about it; later and they have already baked.
	Recruit twenty to thirty bakers, each committing to four to eight dozen of one kind. Ask them to commit to a variety, and keep a master list so you get range.
	Ask every baker for an ingredient list at sign-up. At this scale allergen labelling matters more, not less.
	Buy boxes or bags — white bakery boxes at about 40 cents each, or clear cellophane bags. This is nearly your whole budget.
	Borrow or hire two accurate digital scales if you are selling by weight.
	Book a hall with enough table run for eight to twelve tables. This event needs floor space more than it needs anything else.
	Advertise beyond the congregation. This is one of the few church fundraisers the wider town will drive to.

On the day
	Set every table with a labelled card per variety: name and allergens.
	Take payment at the door for the box, or at the exit by weight. Door payment is simpler and moves faster.
	Two people restocking constantly from the back. Empty patches on a table kill spending.
	One person at the scales, one taking money, never the same person.
	Sell coffee and hot cider by the entrance.
	In the last half hour, sell remaining cookies at a flat discount by the bag.

What to charge
By the box: $12–$15 for a standard bakery box, $20–$25 for a large one. By weight: $9–$12 a pound. Both work; the box is easier to explain and faster at the till.
Offer one premium option — a decorated tin at $30 — and a few people will always take it.
Where it goes wrong
Running out by the first hour. Cookie walks are dramatically more popular than organisers expect, and a table stripped bare at eleven o'clock sends away the people who came at noon. Over-recruit bakers by a third.
The other failure is uneven variety: eleven people bring chocolate chip and nobody brings anything with lemon in it. The master list fixes this and nothing else does.

How to raise more
Sell empty boxes to people who want to come back next year, and take names for a reminder list.
Run it alongside a small craft table or an ornament sale. The crowd is already there with money out, and Christmas shoppers buy in bundles.

See also: Bake sale · Ornament sale · Holiday bazaar

03
Pancake breakfast
The most reliable dinner-style fundraiser, because the ingredients cost almost nothing and everyone knows how to help.
At a glance	Startup cost	$60–$150
	Typically raises	$300–$900
	Return	4–8×
	Lead time	5 weeks
	Volunteers	10–14
	Best time	Saturday morning, 8–11
	Difficulty	Easy

What it is
An all-you-can-eat breakfast at a fixed price: pancakes, sausage or bacon, juice, coffee. Held in a church hall on a Saturday morning, or immediately after an early service.
Why it works
Pancake batter is the cheapest food per head you can serve, so the margin is enormous even at a low ticket price. Breakfast asks less of people's calendars than dinner, families come, and the whole thing is over by noon — volunteers get their Saturday back, which is why they agree to do it again.
How to build it
	Pick a Saturday with nothing else in town on it. Check the school calendar and the fire department's own breakfast schedule.
	Confirm the kitchen: you need at least two large griddles, ideally four. Borrow before hiring.
	Work out quantities from expected attendance — roughly three pancakes, two sausages, one juice and one and a half coffees a head. The planner's kitchen page scales this for you.
	Buy in bulk. Restaurant supply pancake mix, sheet-pan sausage and warehouse-club juice change the economics entirely.
	Sell tickets in advance for two Sundays. Advance tickets tell you how much to cook and commit people to turning up.
	Recruit in three shifts: cook, serve, clear. Never one crew doing all three.
	Ring the county health department at six weeks to check whether your kitchen needs certification for a public breakfast.

On the day
	Cooks in at 6:30. Everyone else at 7:15. Doors at 8:00.
	Run a production line: one person on batter, two on griddles, one plating, two serving. Do not let cooks also serve.
	Keep pancakes at 140°F in warming trays, not stacked on a counter.
	Table service for drinks. Someone circulating with a coffee pot doubles the good feeling and costs nothing.
	Put a donation jar on each table for people who want to give beyond the ticket.
	Serve the volunteers before the doors open.

What to charge
$8–$10 adults, $5 children, $25–$30 a family, under-fives free. Food cost per head is typically under $2, so even the family rate holds up.
Sell advance tickets at a dollar less than the door price. It is worth the dollar to know your numbers.
Where it goes wrong
Under-griddling. Two griddles cannot feed a hundred people, and a twenty-minute queue for pancakes at nine o'clock on a Saturday empties the room. Count your cooking surface before you sell your hundredth ticket.
Second: cooking to the tickets sold rather than to tickets plus walk-ups. Add a third.

How to raise more
Add a bake table or a coffee-and-pastry counter by the exit for people to take something home. Same crowd, same room, thirty per cent more.
Run it as a themed breakfast — blueberry season, Shrove Tuesday, a Father's Day breakfast where the men cook — and attendance rises without any change to the food.

See also: Community dinner · Soup supper · SOP 10

04
Soup supper
The cheapest hot meal you can serve, and the easiest to run in Lent or in winter.
At a glance	Startup cost	$40–$100
	Typically raises	$200–$600
	Return	4–6×
	Lead time	4 weeks
	Volunteers	8–10
	Best time	Wednesday evening in Lent or deep winter
	Difficulty	Easy

What it is
Several large pots of donated homemade soup, bread, and something simple to finish. Served at a fixed price or for a suggested donation, usually on a weekday evening.
Why it works
Soup is forgiving: it is made in advance, it holds at temperature for hours, and it scales without stress. The pots are donated, so ingredient cost falls almost to zero. In Lent it carries its own meaning — a simple meal, deliberately — which makes the ask feel coherent rather than commercial.
How to build it
	Recruit six to ten soup makers, each bringing a full stockpot. Ask for range: something creamy, something with beans, something clear, at least one that is vegetarian and one that is neither dairy nor gluten.
	Collect ingredient lists at sign-up for the labels.
	Arrange slow cookers and a run of outlets. Check the circuit will take six slow cookers before the evening, not during it.
	Order or bake bread. A local bakery will often donate day-old loaves if you ask.
	Keep the rest minimal: butter, a simple dessert, coffee and water. The simplicity is the point.
	Announce it as a series if it is Lent — six consecutive Wednesdays raises far more than one, and the crowd builds.

On the day
	Soups arrive hot and go straight into slow cookers on high, then down to warm.
	Label every pot: name, and allergens in plain words.
	Serve from the pots with a ladle, one server per two soups. Let people take small tastes of several — it is a feature, not a loss.
	Bread and butter self-service at the end of the line.
	Sit people at long tables rather than small ones. This meal is about the table.
	Check temperatures every hour. Below 140°F goes back on high.

What to charge
$6–$8 a head, or a suggested donation of $8–$10 with a basket at the door. In Lent the donation model raises noticeably more than a ticket, because people give what the meal is worth to them rather than what a bowl of soup costs.
$20–$25 for a family. Never turn anyone away, and say so out loud.
Where it goes wrong
Six kinds of soup and every one of them has cream and chicken stock. Someone always cannot eat any of it. Assign the vegetarian and the dairy-free pots deliberately at sign-up rather than hoping.
Also: soup that arrives cold and never quite comes back up to temperature. Insist it arrives hot.

How to raise more
Run it as a series through Lent with a short reflection between courses. Attendance compounds week on week and so does giving.
Sell the soup by the quart to take home, in containers you bought for pennies. A good number of people will buy two quarts for the week ahead, and that is often a third of the evening's money.

See also: Spaghetti dinner · Chili cook-off · Community dinner

05
Spaghetti dinner
The workhorse church dinner. Cheap to make, easy to scale, and nobody has to be taught how.
At a glance	Startup cost	$100–$250
	Typically raises	$400–$1,200
	Return	4–6×
	Lead time	6 weeks
	Volunteers	12–16
	Best time	Friday or Saturday evening
	Difficulty	Moderate

What it is
A sit-down dinner of pasta, sauce, salad, bread and a simple dessert, sold by ticket. Often with a meat and a meatless sauce, and often with entertainment or an auction attached.
Why it works
Pasta costs under a dollar a head, holds well, and can be cooked in stages so a small kitchen can serve a large room. It is familiar enough that volunteers know what to do without training, and substantial enough that a $12 ticket feels fair.
How to build it
	Book the hall and confirm the kitchen can boil water in quantity — two large stockpots minimum, four for a hundred people.
	Set the menu at four items and no more: pasta, sauce, salad, bread. Add a dessert only if someone else is bringing it.
	Decide on two sauces, one with meat and one without, and label both.
	Buy pasta, tinned tomatoes and bread wholesale. Ask a local Italian restaurant or grocery for a donation — they say yes more often than you expect.
	Sell tickets in advance from three Sundays out. Advance sales set your quantities.
	Recruit separate crews for kitchen, serving, drinks and clearing.
	Plan the room: long tables seat more and eat better than round ones.

On the day
	Sauce made in the morning, held at 140°F. Pasta cooked in batches through the evening, never all at once.
	Salad dressed at the last minute in small batches, not in one bowl at five o'clock.
	Serve in waves if the room is large. A queue of eighty is miserable; two queues of forty are fine.
	Bread and water already on the tables when people sit.
	Keep a meatless line clearly separated with its own utensils.
	Circulate with more bread and more sauce. Generosity is the whole impression of the evening.

What to charge
$10–$14 adults, $6 children, $35–$40 a family. Food cost lands around $3 a head, so the margin holds even with a generous portion.
Sell advance tickets at $10 and door tickets at $12. The dollar gap does real work.
Where it goes wrong
Cooking all the pasta at five o'clock. By seven it is a single mass and the evening is remembered for that. Cook in batches of two to three pounds, continuously, all evening.
The other failure is a room that seats sixty and a hundred and ten tickets sold. Count chairs before you count tickets.

How to raise more
Attach a raffle or a small silent auction. The crowd is seated, fed and unhurried, which is the best possible condition for either. This regularly adds fifty per cent to the evening.
Sell dessert separately rather than including it. A dessert table at $3 a slice after a paid dinner takes money from people who are already happy.

See also: Community dinner · Silent auction · SOP 10

06
Community dinner
A proper sit-down meal, open to the town rather than the congregation. The most community-building thing in this book.
At a glance	Startup cost	$200–$450
	Typically raises	$400–$1,500
	Return	3–5×
	Lead time	8 weeks
	Volunteers	14–20
	Best time	Saturday evening, autumn or early spring
	Difficulty	Harder

What it is
A full meal — a real main course, sides, dessert — served to the wider community at a table, by people who come round with jugs of water and ask how you are. Usually ticketed, sometimes free with a donation basket.
Why it works
It raises well, but that is not really why churches do it. A community dinner is the only fundraiser here where the money is a by-product: people who would never come to a service will come to a meal, and a good number of them come back. Judge it on the room, not only the total.
How to build it
	Start eight weeks out. This is the point where a fundraiser becomes a project, and it needs a real committee of four.
	Settle the menu early and cost it per head before you set the ticket price. Roast chicken, ham and baked pasta all scale well; anything cooked to order does not.
	Check kitchen certification requirements with the county at six weeks. A public meal is more likely to need it than a members' event.
	Approach local businesses for the ingredients. A grocery donating forty pounds of chicken transforms the economics, and they are more inclined to give to a public meal than a private one.
	Advertise outside the church: the local paper, noticeboards, the school, the library. This is the whole point.
	Plan the room deliberately: long tables, real tablecloths, something on each table. It should not look like a canteen.
	Recruit hosts as well as servers — people whose only job is to sit with strangers and talk to them.

On the day
	Kitchen in early. Room set and dressed two hours before doors.
	Greeters at the door who take people to a table rather than pointing at one.
	Serve at the table where you have the volunteers for it. It changes the whole feeling of the evening and costs only people.
	Water and bread on tables before anyone sits down.
	Someone says a short welcome at the start — sixty seconds, naming what the meal is raising money for, and no more than that.
	Do not preach at people who came for dinner. The meal is the message.
	Take names and emails at the door, offered rather than required.

What to charge
$15–$25 a head depending on the menu and the town, $45–$60 a family. A community dinner can carry a higher price than a church supper because the offer is genuinely larger.
The alternative — free entry with a donation basket — often raises comparably and removes the barrier for anyone who could not pay. If your purpose is reaching the town rather than maximising the total, take that option deliberately.
Where it goes wrong
Costing it after you set the ticket price. Community dinners are the fundraiser most likely to lose money, because the menu ambition grows and the ticket price does not. Cost the menu per head first, then price at three to four times that.
Second failure: advertising it only inside the church, then wondering why it was the same forty people.

How to raise more
Sell a raffle at the table during the meal, and run a short live auction between the main course and dessert with four or five items. A seated, fed room bids well.
Ask a local business to sponsor the meal outright — their name on the table cards in exchange for the ingredient cost. That single ask can turn a $700 evening into a $1,400 one.

See also: Mission banquet · Spaghetti dinner · Live auction · SOP 10

07
Chili cook-off
A dinner with a competition inside it. People pay to eat and pay again to vote.
At a glance	Startup cost	$75–$180
	Typically raises	$400–$1,200
	Return	5–8×
	Lead time	5 weeks
	Volunteers	10–14
	Best time	Saturday, October or February
	Difficulty	Moderate

What it is
Eight to twenty cooks each bring a pot of chili. Guests pay for a tasting cup and a spoon, taste everything, and vote for a winner — usually by dropping a bean or a token into a jar in front of their favourite.
Why it works
The competition does the marketing for you. Every entrant brings their own supporters, which means twelve cooks bring twelve small crowds. The tasting format lets you charge for a meal without cooking one, and the voting mechanism gives you a second, painless way to take money.
How to build it
	Recruit cooks first — they are your attendance. Ten to sixteen is the right number; over twenty and nobody can taste them all.
	Set entry rules in writing: pot size, arrival time, whether it must be made on site (it should not), and a clear statement on nuts and common allergens.
	Collect an ingredient list from every cook. With this many pots it is essential.
	Arrange power for slow cookers and count the circuit before the day.
	Buy small tasting cups, spoons, and voting tokens. Dried beans work and cost nothing.
	Get a trophy. A genuinely ridiculous trophy is worth more to attendance than a serious prize, and it comes back every year.
	Recruit three judges from outside the congregation for a judged category alongside the popular vote — the fire chief, a local chef, the newspaper editor.

On the day
	Cooks in an hour early. Pots numbered, not named, so voting is blind.
	Every pot gets a card: number, allergens, and whether it is meat, vegetarian or very hot.
	Guests pay at the door and get a cup, a spoon and one voting token.
	Sell extra tokens all evening at a dollar each. This is where the real money is — supporters buy tokens in handfuls for their own cook.
	Sell cornbread, drinks and dessert separately.
	Count votes publicly. Announce the winner with the ridiculous trophy and photograph it.

What to charge
$8–$12 at the door including a tasting cup and one token. Extra tokens $1 each or six for $5. Cornbread and drinks $2–$3.
The extra tokens routinely bring in as much as the door.
Where it goes wrong
Making the vote free. The paid vote is the entire economic engine of this event, and churches that hand out one token and stop there raise half of what they could.
Second: no vegetarian pot and no mild pot. Two obvious gaps that cut out families and anyone who cannot manage heat.

How to raise more
Add categories — hottest, most unusual, best vegetarian, best cornbread — and sell a token for each. More categories means more tokens sold, and more cooks entering.
Charge cooks a small entry fee, $10 to $15. They pay it happily, and it makes them commit.

See also: Community dinner · BBQ · Talent show

08
BBQ
The outdoor dinner. Highest food cost of any meal here, and the highest ceiling.
At a glance	Startup cost	$150–$400
	Typically raises	$400–$1,200
	Return	3–5×
	Lead time	6 weeks
	Volunteers	12–18
	Best time	Saturday afternoon, late spring to early autumn
	Difficulty	Moderate

What it is
Grilled or smoked meat with sides, served outdoors, usually by the plate. Sometimes sold as takeaway plates rather than a sit-down meal, which changes the economics considerably in your favour.
Why it works
Barbecue commands a real price. People will pay $14 for a plate they would not pay $10 for indoors, and the smell does more advertising than any flyer. Takeaway plates in particular scale beautifully: no seating, no service, no clearing, and people buy for their whole family.
How to build it
	Decide first: sit-down or takeaway plates. Takeaway raises more per volunteer hour by a wide margin.
	Secure grills or a smoker. One borrowed trailer smoker changes the whole event; ask the fire department and the local barbecue obsessives.
	Cost the meat per head before pricing. This is the one meal in this book where ingredients are genuinely expensive.
	Ask a butcher or grocery to donate or discount. Meat is the whole budget, so this single ask is worth more than everything else you do.
	Sides should be donated by members: beans, slaw, potato salad, cornbread. Collect ingredient lists.
	Sell pre-orders. Pre-sold plates are the difference between a profit and a freezer full of pulled pork.
	Write the rain plan and publish the decision hour. This is an outdoor event; see SOP 15.
	Check whether your town requires a permit for outdoor cooking and public food sale.

On the day
	Meat on early — a smoker may need to start the night before, with a named person on it.
	Keep hot food above 140°F, cold sides below 40°F, and plan for ice in real quantity.
	Assemble plates on a production line: meat, two sides, bread, in that order, one person each.
	Separate queues for pre-orders and walk-ups. Pre-order customers who queue behind walk-ups do not pre-order next year.
	Sell drinks and dessert at a second table away from the food queue.
	Shade and free water for volunteers standing over grills. Rotate them.

What to charge
$12–$16 a plate, $8 for a child's plate. A family pack of four plates at $45 sells strongly for takeaway.
Do not let the price drift below $12. The meat cost will eat you.
Where it goes wrong
Buying the meat before you know how many plates you have sold. Barbecue is the most common way a church fundraiser posts a loss, and it happens in exactly this way. Pre-sell, then buy.
Second: one person on the smoker, awake all night, who is then expected to serve all afternoon. Name a relief.

How to raise more
Sell by the pound as well as by the plate. People who came for lunch buy two pounds to take home, and that carries no extra labour at all.
Run it alongside something that keeps people on site — live music, a cornhole tournament, a bake table. Barbecue crowds linger, and lingering crowds spend.

See also: Community dinner · Cornhole tournament · SOP 10 · SOP 15
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Ice cream social
The smallest, gentlest event in this book. Two hours, almost no cost, and everybody can come.
At a glance	Startup cost	$50–$120
	Typically raises	$150–$500
	Return	3–5×
	Lead time	3 weeks
	Volunteers	6–8
	Best time	Sunday afternoon, June to August
	Difficulty	Easiest

What it is
Bowls of ice cream with a table of toppings, served on a summer afternoon, usually with something to sit on outside and something for children to do.
Why it works
It costs almost nothing, needs no cooking, no kitchen and no skill, and it is the single easiest church event to invite a neighbour to. It rarely raises a large sum, and that is not its job: it is the event you run to build the crowd that comes to the larger one.
How to build it
	Pick a Sunday afternoon and keep it to two hours.
	Buy ice cream in three-gallon tubs from a warehouse club, or ask a local shop to donate. Three flavours is plenty; vanilla outsells everything.
	Build a toppings table: sauces, sprinkles, fruit, nuts (kept clearly separate and labelled), whipped cream.
	Borrow coolers and buy dry ice or plenty of regular ice. Holding ice cream is the entire logistical challenge.
	Set out shade, chairs, and something simple for children — chalk, bubbles, a sprinkler.
	Invite the neighbourhood, not just the congregation. Put a sign on the road.

On the day
	Keep tubs in coolers and bring out one at a time. Ice cream left in the sun is the whole failure mode.
	One scooper, one taking money. Scooping is harder work than it sounds — rotate every thirty minutes.
	Keep nuts at one end of the toppings table with their own spoon and a clear label.
	Free water alongside, always.
	Put a donation jar on the toppings table as well as at the door.
	Have somewhere to sit. People who sit down stay, and people who stay give more.

What to charge
$4–$5 a bowl with unlimited toppings, $3 for children, or a suggested donation of $5 with a basket. Unlimited toppings costs you very little and reads as generous.
Free entry with a donation basket often raises nearly as much and is the better choice if your aim is to get neighbours through the gate.
Where it goes wrong
Treating it as a serious fundraiser and being disappointed. It will raise $300 and it will bring nine people who have never been in your building. Measure it on the second number.
Practically: underestimating ice. Buy twice what you think, and buy it that morning.

How to raise more
Add a bake table or a lemonade stand run by the children, who keep a share. Both add money and both add the reason a family stays another half hour.
Attach it to something already happening — the last day of vacation bible school, a summer service, a church picnic — and the attendance problem solves itself.

See also: Church picnic · VBS fundraiser · Bake sale

10
Coffee house night
An evening of music and conversation with a coffee counter. The cheapest way to fill a hall.
At a glance	Startup cost	$60–$150
	Typically raises	$200–$700
	Return	4–6×
	Lead time	4 weeks
	Volunteers	6–10
	Best time	Friday evening, any season
	Difficulty	Easy

What it is
Tables, low light, coffee and cake sold at a counter, and local musicians playing in the corner. Usually free or low entry, with the money coming from the counter and a donation jar.
Why it works
Coffee has an extraordinary margin — a cup costs about fifteen cents to make and sells for three dollars — and musicians in a small town will play for free to a warm room. It works in any season, needs no kitchen, and is the easiest event on this list for people in their twenties and thirties to bring friends to.
How to build it
	Book the room and work out how to make it not look like a church hall: lamps instead of overhead lights, small tables, candles if your building allows them.
	Recruit three or four acts — congregation musicians, a local singer-songwriter, a school jazz trio. Twenty minutes each is right.
	Set up a real coffee counter: two urns, proper cups if you have them, and a small menu on a board.
	Ask members to bake for the counter, or buy from a bakery at cost.
	Consider a local roaster as a sponsor. They often donate beans for a mention, and it improves the offer noticeably.
	Advertise it as an evening out, not as a fundraiser.

On the day
	Set the room in the afternoon. Lighting is the difference between an atmosphere and a hall with chairs.
	Sound check before doors. A bad PA ruins this event faster than anything else.
	Counter open the whole evening, including during the music. People buy between songs.
	Announce the purpose once, briefly, between the second and third act, with the donation jar named.
	Keep it to two hours of music. Leave people wanting the next one.
	Sell whole cakes and bags of beans at the end for people going home.

What to charge
Coffee $2–$3, speciality drinks $4, cake $3–$4 a slice. Entry free, or $5 with the first coffee included — the second option raises more and feels like a deal.
A donation jar at the counter, clearly labelled with the purpose, typically doubles what the till takes.
Where it goes wrong
Overhead fluorescent lighting and no attempt at atmosphere. The entire appeal of this event is that it does not feel like a church basement, and lighting is ninety per cent of that for almost no money.
Second: too many acts, running too long. Four acts, twenty minutes each, and stop.

How to raise more
Run it monthly. This is one of the few events here that improves with repetition — the audience builds, the musicians ask to play, and by the fourth one it runs itself.
Add an open mic in the second half. Performers bring family, and family buys coffee.

See also: Open mic · Concert · Talent show · Hymn sing


Part three
Sales and markets
Ten fundraisers where members donate the goods and you sell them. The margin is close to a hundred per cent, the risk is close to nothing, and a church with no money in the account should start here.
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Garage or yard sale
Turn the congregation's attics into cash. Almost no cost, and it clears out the church building too.
At a glance	Startup cost	$20–$60
	Typically raises	$300–$900
	Return	8–15×
	Lead time	6 weeks
	Volunteers	10–16
	Best time	Saturday morning, spring or early autumn
	Difficulty	Easy

What it is
Members donate unwanted household goods, furniture, clothing, toys and books. Everything is priced and sold over one or two mornings from the church hall, car park or lawn.
Why it works
The stock is free and most people are actively glad to be rid of it, so the ask is easy in a way that asking for money is not. Yard sales also reach people who would never come to a church event, and they run on volunteers who can sit down.
How to build it
	Set the date and announce donation drop-off windows — two specific afternoons, not "any time".
	Find storage. This is the real constraint: you need somewhere to put six weeks of donations that is not the sanctuary.
	State clearly what you will not take: mattresses, cribs, car seats, broken electricals, anything with a recall. Write it on the announcement or you will spend the week after at the dump.
	Recruit a pricing crew for the week before. Price everything in advance; deciding at the table costs you money and slows the queue.
	Sort into departments as things arrive: clothing, kitchen, tools, toys, furniture, books. Sorting on the morning never works.
	Advertise on local classifieds sites and put signs at the two nearest junctions. Yard sale traffic is overwhelmingly people driving past a sign.
	Arrange the dump run or charity collection for the leftovers before the sale, not after.

On the day
	Open at 8:00 and expect dealers at 7:15. Decide in advance whether you let them in early — letting them in is usually more profitable and less stressful.
	Departments staffed by department, each with a person who knows the prices.
	One central pay point, two people, under SOP 01. Do not take money at six tables.
	Big items outside where they are visible from the road. Furniture sells the sale.
	Half price from 11:00, and fill-a-bag-for-$5 from noon.
	Load the leftovers straight into the arranged van. Nothing goes back into the church.

What to charge
Price low and move volume: clothing 50c–$2, books 50c–$1, kitchen items $1–$3, small furniture $10–$40. Anything you price above $50 should be listed online separately instead.
Round numbers only. Nobody wants to make change for $1.75 four hundred times.
Where it goes wrong
Keeping the leftovers. The sale ends and forty boxes go back into a storeroom, and next year's committee inherits them. Book the collection in advance and enforce it.
Second: accepting everything. One member's broken exercise bike costs you more to dispose of than the whole clothing table earns.

How to raise more
List the ten best items on local classifieds a week early and sell them separately. A single good piece of furniture can outsell three tables of crockery.
Run a bake table and a coffee urn at the entrance. Yard sale crowds arrive early, hungry and with cash already in hand.

See also: Book sale · Bake sale · SOP 01
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Book sale
The lowest-effort sale in this book. Books donate easily, store flat, and sell all day to people who linger.
At a glance	Startup cost	$15–$40
	Typically raises	$150–$600
	Return	8–15×
	Lead time	5 weeks
	Volunteers	6–8
	Best time	Any weekend; pairs well with anything
	Difficulty	Easiest

What it is
Donated books sorted by category and sold cheaply from tables, usually over a weekend, often alongside another event.
Why it works
Books are the easiest donation to ask for and the easiest to store — boxes stack, nothing spoils, nothing needs refrigerating. Book buyers browse slowly, which means they are still in your building when the coffee table opens. And a book sale can run for two days with two volunteers.
How to build it
	Announce collection six weeks out with clear drop-off points and boxes.
	Say what you cannot use: encyclopedias, condensed editions, textbooks older than five years, anything damp or mouldy. Mould spreads through a whole collection.
	Sort as they arrive into fiction, mystery, children's, cookery, history, religion, and a table for the genuinely good.
	Set aside anything that looks valuable — first editions, signed copies, old local history — and check it online before pricing.
	Borrow enough tables. Books need more table than people expect: allow one six-foot table per two hundred books.
	Advertise at the library, the coffee shop and the local Facebook group.
	Arrange collection of the leftovers by a charity shop or a recycler in advance.

On the day
	Spine-up on the tables, not stacked flat. Spine-up sells at three times the rate of stacks.
	Category signs large enough to read across the room.
	Chairs. Book buyers who sit down buy more, and many of them are older.
	One pay point, two people.
	Bring out fresh stock through the day rather than putting everything out at 9am.
	Bag sale in the final two hours: fill a grocery bag for $5.

What to charge
Paperbacks $1, hardbacks $2, children's books 50c, coffee-table books $5. Anything you researched and found valuable, price separately and say why on the card.
Do not price individually. Category pricing on a big sign is faster and raises more.
Where it goes wrong
Accepting mouldy boxes from a damp basement. Mould transfers to the whole table and the whole room smells. Check every box at drop-off and refuse anything musty.
Second: putting everything out at once. A picked-over table at noon stops selling; held-back stock keeps it alive.

How to raise more
Run it as a permanent shelf rather than an event. A bookcase in the entrance with an honesty box quietly takes $30–$60 a month, every month, forever, with no volunteers at all.
Pair it with a coffee morning or a bake sale. The two crowds are the same crowd and each keeps the other in the building.

See also: Garage or yard sale · Coffee house night
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Plant sale
Members grow the stock over the winter. Cost is a few dollars of seed and a spring Saturday.
At a glance	Startup cost	$30–$90
	Typically raises	$300–$1,200
	Return	8–20×
	Lead time	4 months
	Volunteers	8–12
	Best time	Two weekends before your last frost
	Difficulty	Easy

What it is
Seedlings, perennials, divided houseplants and herbs grown or divided by members, sold in spring when everybody wants to plant something and the garden centres are expensive.
Why it works
Seed costs almost nothing and time does the rest. A $2 packet of tomato seed becomes forty seedlings that sell at $3 each. The gardeners in your congregation are usually delighted to be asked, and division of existing perennials costs literally nothing at all.
How to build it
	Start in January or February. This is the only fundraiser here with a four-month lead time and it is unavoidable.
	Recruit growers and assign varieties so you do not get four hundred tomatoes and no herbs. Tomatoes, peppers, herbs, marigolds, and divided perennials cover most demand.
	Collect pots all winter — ask the congregation to save them, and ask a garden centre for their discards.
	Buy seed and compost in bulk in January. This is nearly your entire budget.
	Label everything as it is potted, not in May. An unlabelled seedling sells for half.
	Ask members with established gardens to divide perennials in early spring — hostas, daylilies, iris, rhubarb. These cost nothing and sell at $5–$8.
	Time the sale to two weekends before your area's last frost date.

On the day
	Set out on tables, not on the ground. Ground-level plants do not sell.
	Group by what people want: tomatoes together, herbs together, shade plants together.
	Every plant labelled with name, sun requirement, and spacing. Written labels sell plants to people who do not garden confidently.
	Have someone knowledgeable walking the tables answering questions. This is the difference between a $400 sale and an $800 one.
	Water in the morning and keep them in shade if the day is hot.
	Sell trays and boxes for people to carry things home in.

What to charge
Vegetable seedlings $2.50–$4 each or six for $15. Herbs $3–$4. Divided perennials $5–$8. Hanging baskets, if anyone makes them, $18–$25.
Undercut the garden centre by a little, not a lot. People buy here to support you, and they know what a tomato plant costs.
Where it goes wrong
Nobody labelled anything. In May a tray of green seedlings is unsellable if you cannot say which is which, and the grower who knows has gone home.
Second: timing. A week too early and people are afraid of frost; three weeks late and they have already bought everything from the garden centre.

How to raise more
Take pre-orders in March for specific varieties. Growers then know what to grow, and pre-orders are money in hand before a seed germinates.
Add a table of garden things — second-hand tools, homemade markers, jars of compost tea, seed packets saved from members' own gardens. The crowd is already in a buying mood for exactly this.

See also: Flower sale · Seed swap · Craft fair
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Flower sale
Sell flowers into a date people already buy flowers on. The dates do the marketing.
At a glance	Startup cost	$100–$300
	Typically raises	$300–$1,000
	Return	3–5×
	Lead time	6 weeks
	Volunteers	6–10
	Best time	Mother's Day, Easter, Christmas
	Difficulty	Easy

What it is
Bunches, potted plants or seasonal arrangements sold around a date when people are already going to buy flowers — Mother's Day above all, then Easter lilies and Christmas poinsettias. Usually pre-ordered and collected after a service.
Why it works
You are not creating demand; you are intercepting it. Everyone in your congregation was going to buy their mother flowers anyway. A pre-order system means you buy exactly what you sold, which makes this one of the few fundraisers with essentially no inventory risk.
How to build it
	Pick the date and work backwards six weeks.
	Find a wholesaler or a local grower and negotiate. Wholesale flowers at volume are roughly a third of retail, and that gap is your margin.
	Set up pre-orders three Sundays out with a simple form: what, how many, name, phone. Take payment at order.
	Order only what was pre-sold, plus about fifteen per cent for walk-ups.
	Arrange cool storage for the twenty-four hours before collection. This is the practical difficulty of the whole idea.
	Recruit a small crew to wrap and label the orders the night before.
	For Easter lilies and Christmas poinsettias, offer a dedication card — "in memory of" — and print the names in the bulletin. This transforms the take.

On the day
	Collection table in the entrance, orders alphabetical by surname, clearly visible.
	Water and cool until the last possible moment.
	Sell the surplus to walk-ups at a slightly higher price.
	Deliver to anyone housebound who ordered. Two volunteers and an afternoon, and it is often the best thing the church does that week.
	Photograph the arrangement in front of the church for next year's advertising.

What to charge
Aim for a little under florist retail: bunches $12–$18, potted plants $10–$15, Easter lilies $12–$16, poinsettias $10–$18. With a dedication card, add $3–$5 and nobody objects.
Your cost should be about a third of the sale price. If the wholesaler will not get you there, the numbers do not work.
Where it goes wrong
Buying stock speculatively. Unsold flowers are worth nothing by Tuesday. Pre-order, then buy.
Second: no cool storage. Flowers bought Friday and kept in a warm hall are limp by Sunday morning, and people who paid $15 will remember.

How to raise more
Run the dedication card version at Easter and Christmas. "In memory of" and "in thanksgiving for" printed in the bulletin routinely doubles what a plain plant sale takes, because people are buying the naming as much as the plant.
Add a small arrangement service — a member who arranges flowers well, offering made-up bouquets at a premium.

See also: Plant sale · Ornament sale
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Seed swap
Almost no money changes hands, and that is fine. Run it to build the crowd for the plant sale.
At a glance	Startup cost	$10–$30
	Typically raises	$50–$250
	Return	3–8×
	Lead time	3 weeks
	Volunteers	4–6
	Best time	Late winter, February or March
	Difficulty	Easiest

What it is
Gardeners bring saved seed, cuttings and spare packets and swap them freely. The church provides tables, envelopes, coffee and a donation jar, and takes a small entry or donation.
Why it works
It costs almost nothing to run and it reaches the exact people you want at your spring plant sale. Treat it as a community event with a jar rather than as a fundraiser and it does its real job: it makes the church the place where the town's gardeners meet in February, which is worth more than the $150 it takes.
How to build it
	Set a date in late winter, when gardeners are restless and nothing is growing.
	Advertise beyond the congregation — the library, the garden club, the local Facebook group, the feed store.
	Provide small envelopes, pens and labels. This is your entire budget.
	Set out tables by category: vegetables, flowers, herbs, cuttings and divisions.
	Ask two or three experienced gardeners to be present specifically to answer questions.
	Put out coffee and cake with a jar, and a jar on the seed tables as well.

On the day
	Sort donated seed onto the right tables as it arrives.
	Keep envelopes and pens at every table so people can take small amounts of anything.
	No strict accounting of who brought what. Generosity is the tone of the whole event.
	Run a short talk — twenty minutes on starting seed indoors — and people stay twice as long.
	Take names for the spring plant sale.
	Announce the plant sale date from the front.

What to charge
Free entry with a donation jar, or a $5 suggested donation. Sell coffee and cake alongside at $2–$3.
Do not charge for the seed. The moment you price the seed you have a shop, and it stops working.
Where it goes wrong
Expecting it to raise money. It will take $150 and that is a good result. Its value is the mailing list and the plant sale crowd. Judge it accordingly, or you will not run the second one.

How to raise more
Take names and emails for the plant sale, and sell plant-sale pre-orders on the day.
Run a short workshop alongside — seed starting, or making paper pots — and charge $10 for it. The people who came for free seed will pay for the class.

See also: Plant sale · Craft workshop
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Craft fair
Rent tables to makers. You take the fee and the food, and you carry almost none of the risk.
At a glance	Startup cost	$100–$300
	Typically raises	$400–$1,500
	Return	4–8×
	Lead time	10 weeks
	Volunteers	10–14
	Best time	Saturday, October or November
	Difficulty	Moderate

What it is
A hall of tables let to independent crafters and small makers, who sell their own work and keep their own takings. The church earns from table fees, a raffle, and a food counter.
Why it works
The economics are unusually good because your revenue is not tied to selling anything. Twenty tables at $35 is $700 before a single visitor arrives, and the vendors do most of your marketing for you by promoting their own attendance. Your job is footfall, not merchandise.
How to build it
	Book the hall ten weeks out and count how many six-foot tables fit with real aisles. Twenty to thirty is a good small fair.
	Write a vendor agreement: fee, table size, setup and teardown times, no sharing of tables without permission, no direct competition duplicates beyond a limit.
	Advertise for vendors first, eight to ten weeks out, on maker groups and local classifieds. Vendors book early and fill fast.
	Take fees in advance and non-refundable. Vendors who have paid turn up.
	Cap categories — three jewellery sellers is fine, eleven is not, and the eleventh will never come back.
	Ask every vendor to promote the date to their own following. Put it in the agreement.
	Plan your own revenue: food counter, raffle with donated items from the vendors, and a church table.
	Sort out parking and a loading door before the day.

On the day
	Vendor setup two hours before, by numbered table.
	Doors on time. Craft fair shoppers arrive at opening.
	Food counter open the whole day, including before doors for the vendors.
	Raffle tickets sold from a roving basket, with prizes donated by vendors and displayed at the entrance.
	Announce raffle draws hourly to keep people in the building.
	Do not let vendors pack up early. Put the finish time in the agreement and enforce it.

What to charge
Table fee $30–$50 for a six-foot table, $50–$75 with electricity. Ask each vendor to donate one item for the raffle as part of the fee.
Entry free for shoppers, always. Charging entry cuts footfall, which cuts vendor sales, which costs you vendors next year.
Where it goes wrong
Too few shoppers. Vendors judge a fair entirely on their own takings, and a fair that disappoints them once will not fill next year. Spend your effort on advertising to shoppers, not on recruiting vendors — vendors are the easy half.
Second: eleven jewellery tables. Cap the categories in writing.

How to raise more
Run the food counter properly — soup, chili, baked goods, coffee all day. At a good fair the counter takes as much as the table fees.
Add a children's craft table at $3 a child. Parents shop for an hour longer when the children are occupied, and the vendors will thank you.

See also: Holiday bazaar · Christmas market · Craft workshop
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Holiday bazaar
A craft fair the church itself stocks. More work, more risk, and considerably more money.
At a glance	Startup cost	$150–$400
	Typically raises	$700–$3,000
	Return	4–8×
	Lead time	12 weeks
	Volunteers	16–24
	Best time	Early November
	Difficulty	Harder

What it is
A large seasonal sale where the church runs most of the tables itself: crafts made by members, baked goods, preserves, a white elephant table, a lunch counter, a raffle, and often a few rented vendor tables alongside.
Why it works
Because the church owns the stock, it keeps the whole margin rather than a table fee. It is the largest-earning single day most small congregations run, and it concentrates a year of members' craft work into one profitable morning. It is also the most work in this chapter by a wide margin.
How to build it
	Start twelve weeks out with a real committee: one person per department, one overall lead.
	Set the departments early: crafts, baking, preserves, white elephant, Christmas decorations, lunch counter, raffle.
	Start the craft group meeting in summer if you have one. The making has to happen over months, not in October.
	Run a preserves and baking drive: jams and pickles made in season, frozen baking made in the fortnight before.
	Collect white elephant donations with the same rules as a yard sale, including what you will not accept.
	Secure raffle prizes from local businesses from week eight, and check your state's raffle rules before printing tickets.
	Price everything in the week before. Pricing on the morning is chaos.
	Advertise to the town from four weeks out. Early November bazaars catch people who have started thinking about Christmas but have not started buying.

On the day
	Set up the night before if the building allows it. Setting up a full bazaar on the morning does not work.
	Doors at 9:00. Expect a queue.
	One central pay point if you can manage it; if not, then one till per department with two people each, and reconcile centrally under SOP 04.
	Lunch counter from 11:30. Soup and a roll, and a dessert table.
	Draw the raffle at a fixed announced time and keep people in the room until then.
	Mark down from 1:00. Anything left at 2:00 goes to the white elephant table at a flat price.
	Photograph everything. This is your advertising for next year.

What to charge
Crafts at what a shop would charge — members chronically underprice their own work, and the buyer expects to pay. Preserves $5–$8 a jar. Baking as a bake sale. White elephant priced to clear. Lunch $6–$8.
Set every price in the week before, on a card, so no volunteer has to negotiate.
Where it goes wrong
Under-pricing the handmade goods. A quilted table runner that took eleven hours sells for $12 because the maker felt awkward. Have someone who is not the maker set the prices.
Second: starting in September. The craft stock needs months. A bazaar decided in September is a bake sale with tinsel.

How to raise more
Run the raffle as the day's spine, with a strong headline prize and hourly draws for smaller ones. It keeps people in the room and it converts browsers.
Take orders for anything you sell out of — particular preserves, a knitted item — and deliver in December. That is free money on stock you did not have.

See also: Christmas market · Craft fair · Cookie walk · SOP 17
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Christmas market
A bazaar staged as an evening out. Lights, music, mulled cider, and people who came for the atmosphere and bought things.
At a glance	Startup cost	$200–$500
	Typically raises	$800–$3,500
	Return	4–7×
	Lead time	12 weeks
	Volunteers	18–26
	Best time	A Friday evening or Saturday, early December
	Difficulty	Harder

What it is
An outdoor or indoor market with stalls, lights, music, hot food and drink, run in the evening in the fortnight before Christmas. Mixed church stalls and rented vendor stalls, with the atmosphere as the actual product.
Why it works
Evening changes everything. The same stalls that take $600 on a Saturday morning take $1,200 under lights with mulled cider and a choir, because people come as an outing rather than an errand, they bring family, and they stay two hours instead of twenty minutes. It is also the church event most likely to draw people who never come to anything else.
How to build it
	Decide indoor or outdoor early. Outdoor needs lights, power, heat and a genuine weather plan (SOP 15); indoor needs a hall you can darken and dress.
	Twelve weeks out, book the date. Check it against the town's own tree lighting and every school concert.
	Recruit stalls: church departments plus rented vendors. Aim for a mix of gifts, food and things to eat now.
	Lighting is the budget. String lights in real quantity, and someone competent to run power safely.
	Book music — a school choir, a brass band, carol singers on rotation. Live music is the difference between a market and a sale.
	Plan hot drinks properly: mulled cider, hot chocolate, coffee. These sell continuously all evening and carry the best margin on site.
	Arrange something for children: a craft table, a nativity animal if a farm will lend one, someone in a red coat.
	Advertise as a town event from four weeks out, not as a church fundraiser.

On the day
	Set up in daylight and test every light circuit before dark.
	Doors or gates at 5:00, when it is already dark. Darkness is the point.
	Hot drinks by the entrance so people arrive holding something.
	Music on a rotation with gaps, not continuously.
	Somewhere warm to stand, and somewhere to sit down.
	Announce the raffle draw for late in the evening.
	Finish at a clear time, and finish while people are still enjoying it.

What to charge
Stalls as for the bazaar. Mulled cider and hot chocolate $3–$4. Hot food $6–$9. Vendor pitches $40–$60 for the evening.
Entry free. The atmosphere is the draw and the stalls are the revenue.
Where it goes wrong
Underestimating power and light. An outdoor market with three strings of lights and one extension cord is a car park with tables in it. This is the one place to spend real money.
Second: no weather plan for an outdoor December evening. Decide the alternative and the decision hour when you book the date.

How to raise more
Add a ticketed element inside the free event — a carol concert at 7:00 with a $5 ticket, or a Christmas dinner served in the hall. The crowd is already there.
Sell next year's pitches on the night to this year's vendors. They sign up while the takings are still in their pocket.

See also: Holiday bazaar · Craft fair · Ornament sale · SOP 15
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Ornament sale
One small handmade thing, sold in quantity, with a name on it. Deceptively profitable.
At a glance	Startup cost	$40–$120
	Typically raises	$200–$900
	Return	5–12×
	Lead time	8 weeks
	Volunteers	6–10
	Best time	Late November through Christmas
	Difficulty	Easy

What it is
Handmade Christmas ornaments — wooden, stitched, salt dough, painted glass — made by members and sold individually. Often personalised, and often as an annual series that people collect.
Why it works
Materials cost pennies and the sale price is set by sentiment rather than by cost. The series idea is what makes it unusually good: a dated ornament that people buy every year turns a one-off sale into an annual income with no new marketing at all. Congregations who have run this for a decade sell out on announcement.
How to build it
	Choose one design that can be made in quantity by people of mixed skill. Complexity is the enemy.
	Date it. The year on the ornament is what makes people buy the next one.
	Buy materials in bulk in September. Blanks, paint, ribbon and hooks.
	Run two or three making evenings in October and November — these are enjoyable and they double as fellowship.
	Aim for a stock of roughly one and a half per household in the congregation, plus extras to sell to the town.
	Offer personalisation: a name and a year hand-lettered, at a premium.
	Sell from the first Sunday in Advent, at the bazaar, at the market, and after every service.

On the day
	Display them hanging, on a small tree or a rack. Hanging sells; a box on a table does not.
	Have last year's and the year before's on show if you have them, to make the series visible.
	Take personalisation orders with a one-week turnaround.
	Sell in small boxes or bags so they can be given as gifts immediately.
	Keep selling until Christmas Eve. The last week is a third of the total.

What to charge
$10–$15 plain, $18–$25 personalised. Members will resist these prices; the buyers will not. A handmade dated ornament is a gift, and gifts are priced as gifts.
Sell a set of three at $30 for people buying for family.
Where it goes wrong
Choosing a design only three people can make. You need volume, and volume needs a design a twelve-year-old and an eighty-year-old can both produce well.
Second: not dating it. The date is the entire mechanism of the annual series.

How to raise more
Make it an annual series, announced as such, and keep the design changing but the format constant. By year three you have collectors.
Offer a memorial version — a name and dates, in memory of someone — ordered in advance. These sell at a real premium and mean a great deal.

See also: Christmas market · Holiday bazaar · Candle making
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Firewood sale
Physical work, no cash outlay, and a product that sells itself in October.
At a glance	Startup cost	$0–$100
	Typically raises	$400–$1,500
	Return	10–30×
	Lead time	4 months
	Volunteers	8–14
	Best time	Cut in spring, sell in autumn
	Difficulty	Moderate

What it is
Wood is cut, split, stacked to season over the summer, and sold by the cord or the face cord in autumn. Suits rural and semi-rural congregations with access to land, a chainsaw and some strong backs.
Why it works
The raw material is usually free — storm damage, a member's woodlot, a town clearing crew that needs somewhere to dump — and the product has a firm market price. The margin approaches a hundred per cent and the work is exactly the kind that men who do not come to committee meetings will turn up for.
How to build it
	Secure a wood source in late winter: a member's land, a farmer clearing a fence line, a tree service that pays to dispose of logs.
	Secure a splitting site and somewhere to stack that gets sun and air.
	Get the equipment: chainsaws, a hydraulic splitter (hire or borrow), fuel, and proper protective gear.
	Settle safety before the first cut. Chaps, eye and ear protection, steel-toed boots, nobody working alone, nobody working tired, and only experienced people on the saws.
	Confirm your insurer covers this activity. It is the most hazardous work in this book.
	Cut and split in spring, stack by early summer, and let it season at least six months.
	Take orders from September and arrange delivery. Delivery is what lets you charge full price.

On the day
	Work in crews with defined roles: cutting, splitting, hauling, stacking. Never everyone on everything.
	Water, shade and breaks on a schedule, not on request.
	First aid kit and a charged phone on site, and someone who knows the address as a dispatcher needs it.
	For delivery days, two people per load, and stack it where the customer wants it — that is what they are paying for.
	Collect payment on delivery, under SOP 01.

What to charge
Check your local rate and match it. In much of the US a face cord runs $75–$150 and a full cord $200–$400, seasoned, delivered and stacked.
Charge for delivery and stacking rather than discounting the wood. That is where your labour advantage shows.
Where it goes wrong
Selling green wood as seasoned. It burns badly, it disappoints, and the customer tells people. Cut in spring for autumn, and if it is not ready, say so and sell it cheaper as green.
Second and more serious: a chainsaw injury. This is genuinely the most dangerous fundraiser in this book. Experienced operators only, full protective gear, and never alone.

How to raise more
Sell bundles of kindling alongside, made from the offcuts, at $5–$8 a bundle. It is free material and sells to people with fireplaces who do not need a cord.
Offer a subscription: a face cord delivered monthly through the winter, paid up front in September. It smooths the work and secures the money.

See also: Yard clean-up service · SOP 01 · SOP 14


Part four
Things your people make
Five fundraisers built on a skill somebody in your congregation already has. They take longer than a sale and they pay better, because you are selling something that cannot be bought anywhere else — and because the maker's own circle buys first.
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Recipe book
Collect the congregation's recipes into a book. It sells for years, and every contributor buys copies.
At a glance	Startup cost	$200–$600
	Typically raises	$500–$2,000
	Return	2–5×
	Lead time	5 months
	Volunteers	5–8
	Best time	Collect in spring, sell from October
	Difficulty	Moderate

What it is
A spiral-bound book of recipes contributed by members, usually with names attached, sometimes with photographs and short pieces about the church. Printed in a run of a hundred to five hundred and sold over a year or more.
Why it works
Everyone who contributes a recipe buys at least two copies — one for themselves and one for a relative — so a hundred contributors is two hundred sales before you advertise. It also sells continuously: at the bazaar, at the market, after services, and for years afterward. And it is the only fundraiser here that becomes an heirloom.
How to build it
	Announce it five months out and set a firm submission deadline. Extend it once and no further.
	Give a template: title, contributor's name, ingredients with quantities, method in numbered steps. Without a template you will spend forty hours reformatting.
	Chase contributions personally. General appeals produce twenty recipes; personal asks produce a hundred and twenty.
	Assign one editor with authority to cut, standardise and reject duplicates. A committee cannot edit a book.
	Test the doubtful ones. Somebody's measurements will be wrong.
	Add non-recipe pages: a short history of the church, photographs, a page of kitchen wisdom from the oldest members. These pages are why people keep it.
	Get quotes from at least three printers, including specialist church-cookbook printers. Spiral binding lies flat and is worth the small extra.
	Take pre-orders before you set the print run. Pre-orders decide your quantity and fund the printing.

On the day
	Launch it at a service or a bazaar, with copies on a table and the contributors present.
	Ask contributors to sign their own recipe page for buyers who want it. It sells copies.
	Sell at every event thereafter, and keep a stock in the church entrance permanently.
	Offer to post copies for the cost of postage. Members' relatives in other states buy these.
	Keep selling for two or three years. A recipe book is not an event.

What to charge
$18–$25 for a well-produced spiral-bound book of two hundred recipes. Unit printing cost is typically $6–$10 at a run of two hundred and fifty.
Do not price it as a pamphlet. It is a gift and people give it as one.
Where it goes wrong
No editor with authority. Nine versions of the same casserole, half of them missing an oven temperature, and a book that goes to print with errors in it. Appoint one person and let them cut.
Second: printing five hundred on optimism. Pre-order, then print.

How to raise more
Sell advertising: a local business buys a quarter page for $50–$100. Twenty adverts can cover the entire print run, which means every copy sold is pure profit.
Add memorial dedications — “Grandma Ruth's pie, contributed by her daughter” — and a page of remembrance. These are the pages people show other people.

See also: Church calendar · Holiday bazaar
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Church calendar
Twelve photographs, everyone's birthday printed in, and a product nobody wants to be left out of.
At a glance	Startup cost	$150–$450
	Typically raises	$400–$1,500
	Return	2–4×
	Lead time	4 months
	Volunteers	4–6
	Best time	Produce in September, sell from November
	Difficulty	Moderate

What it is
A wall calendar with photographs of the church, its people and its year, and the congregation's birthdays and anniversaries printed on the correct dates. Sold from November for the year following.
Why it works
The birthdays are the mechanism. Once people know their family's dates will be printed, they buy — and they buy several, for relatives who moved away. It is also an ideal way to sell advertising space to local businesses, which frequently covers the entire production cost before a single calendar is sold.
How to build it
	Start in June. Photographs of the church year need to be taken across seasons, so plan them if you do not already have them.
	Collect birthdays and anniversaries through the summer, with a firm deadline and a clear statement that late entries will not appear.
	Check every date twice, and confirm you have consent to print each name. Some people do not want their date public.
	Choose twelve photographs. Real people doing real things beats twelve pictures of the building.
	Sell advertising to local businesses at the bottom of each month, from August.
	Lay it out in whatever software you have, or use a print-on-demand calendar service. Get a proof and check every date on it.
	Take pre-orders in October to set the print run.

On the day
	Launch in November with copies visible after every service.
	Show a copy open, not shut. People need to see their name on a date.
	Sell three-for-two around the first Sunday in Advent, when people are buying gifts.
	Post to distant relatives for the cost of postage.
	Sell through January at a reduced price rather than storing them.

What to charge
$15–$20 a copy, unit cost typically $5–$9. Advertising $50–$100 per month slot, twelve slots.
If you sell all twelve advert slots, the print run pays for itself and every sale is profit.
Where it goes wrong
A wrong or missing birthday. It sounds trivial and it is not — the person whose anniversary is missing feels genuinely overlooked, and they tell you. Proof it against the master list twice, and have a second person check.
Second: printing without consent. Do not put a name and date in print without asking.

How to raise more
Sell the advertising properly. Twelve businesses at $75 is $900 against a print bill of perhaps $1,000, and it turns the whole project profitable on day one.
Add a memorial page and a page listing the year's baptisms, weddings and deaths. It makes the calendar a record, and records get bought.

See also: Recipe book · Holiday bazaar
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Candle making
Cheap materials, high perceived value, and a making session that is genuinely pleasant to run.
At a glance	Startup cost	$100–$250
	Typically raises	$300–$1,000
	Return	3–6×
	Lead time	8 weeks
	Volunteers	6–10
	Best time	Make in autumn, sell at Christmas
	Difficulty	Moderate

What it is
Poured candles — soy or beeswax, in jars or tins, scented or plain — made by members over a few evenings and sold at markets, bazaars and after services.
Why it works
A jar candle costs about $2.50 in materials and sells for $12–$18. The making is a sociable evening rather than a chore, so it recruits volunteers who would not come to anything else. And candles suit a church context: they sell well through Advent and they sit naturally beside anything else you are selling.
How to build it
	Choose your wax and commit: soy is easier, cleaner and more forgiving for beginners; beeswax is more expensive and sells at a higher price.
	Buy in bulk — wax, wicks, jars or tins, fragrance oil if using, and warning labels. Bulk is the whole margin.
	Do a test batch before the group session. Wick size relative to jar diameter is the one thing that goes wrong, and you want to discover it privately.
	Book two or three making evenings. Six to ten people per evening is right.
	Settle safety: melting wax is a burn and fire hazard. Double boiler or a proper melter, never a bare flame, thermometer in the wax, no children at the pouring station, extinguisher present.
	Every candle needs a label with the standard burn warnings and the wax type. This is required almost everywhere for candles you sell.
	Cure for at least a week before selling — two for soy if you can.

On the day
	Melt to the wax's stated temperature, no hotter.
	Wicks centred and secured before pouring. A crooked wick ruins the candle and cannot be fixed afterwards.
	Pour, then leave undisturbed. Moving them while setting causes sinkholes.
	Label and date every candle as it cools.
	Store flat, out of sun, and cure before sale.
	At the sale, have one lit so people can smell it. It roughly doubles the rate of sale.

What to charge
$12–$18 for an eight-ounce jar, $20–$28 for a large one, $30 for a boxed set of three. Materials run $2–$4 a jar.
Members will want to charge $6. Do not. Compare it with what a gift shop charges for the same thing and price accordingly.
Where it goes wrong
Wrong wick size. Too small and it tunnels, too large and it smokes. Test one batch of every jar size before you make two hundred.
Second: selling uncured. A soy candle poured on Thursday and sold on Sunday smells of nothing, and the buyer concludes your candles are poor.

How to raise more
Do a scent series for the church year — frankincense for Advent, something green for Easter — and sell them as a set. Sets more than double the average sale.
Run a candle-making workshop as a separate paid event. People will pay $30 to make two candles they take home, which is more per candle than selling them.

See also: Soap making · Craft workshop · Ornament sale
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Soap making
The same economics as candles, with more chemistry and a longer wait.
At a glance	Startup cost	$120–$300
	Typically raises	$300–$1,000
	Return	3–5×
	Lead time	12 weeks
	Volunteers	5–8
	Best time	Make in September, sell at Christmas
	Difficulty	Harder

What it is
Handmade bar soap — cold-process or melt-and-pour — made by a small group, cured, wrapped and sold at markets and bazaars.
Why it works
Materials cost roughly a dollar a bar and handmade soap sells for $6–$9. It stores indefinitely, needs no refrigeration, wraps beautifully as a gift, and sells year-round rather than only at Christmas. It is a genuinely good small product.
How to build it
	Decide the method first, and be honest about it. Melt-and-pour uses a pre-made base, needs no lye, is safe for a mixed group and is ready in a day. Cold-process handles lye, requires care and equipment, cures for four to six weeks, and produces a better bar. If your group is mixed or inexperienced, use melt-and-pour.
	If you are doing cold-process: one experienced person leads, and they own the lye entirely. Goggles, gloves, long sleeves, good ventilation, no children in the room, and lye added to water — never water to lye.
	Buy base or oils, moulds, colourant, fragrance and wrapping in bulk.
	Test a small batch before committing to a large one.
	Cold-process needs four to six weeks curing, so September making for a November sale is the latest workable schedule.
	Label every bar with ingredients in full. Required almost everywhere for anything sold, and buyers with sensitive skin read them.
	Wrap well. Presentation is a large part of what you are charging for.

On the day
	Work in a ventilated space with all protective equipment on before anything is opened.
	One person on measurement, and measure by weight, not volume.
	Pour into moulds, cover, and leave undisturbed for twenty-four hours.
	Cut into bars on day two while still soft enough to cut cleanly.
	Cure on racks with air circulation, turning weekly.
	Wrap and label only after full curing.

What to charge
$6–$9 a bar, $18–$24 for a gift set of three. Material cost typically $1–$2 a bar.
Sets sell better than singles at a church table, because most buyers are buying a gift.
Where it goes wrong
Attempting cold-process with an inexperienced group and no ventilation. Lye is genuinely caustic, and this is the one making activity in this book that can injure someone badly. If you are not certain, use melt-and-pour — the product is nearly as good and the risk is nil.
Second: selling before it has cured. An uncured cold-process bar is soft, harsh and dissolves in a week.

How to raise more
Pair with candles in a single gift box at $30–$35. It sells better than either alone and uses the same wrapping and the same table.
Offer a scent-free oat-and-shea bar for sensitive skin. It sells to a group that struggles to buy anything else, and it sells at a premium.

See also: Candle making · Craft workshop
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Craft workshop
Charge people to make something rather than selling them the finished thing. Better margin, no leftover stock.
At a glance	Startup cost	$50–$180
	Typically raises	$200–$800
	Return	4–8×
	Lead time	5 weeks
	Volunteers	3–5
	Best time	Any evening; strong in January and November
	Difficulty	Easy

What it is
A ticketed session where participants make something and take it home — a wreath, a candle, a wooden sign, a set of cards, an icon, a knitted item — taught by a member who knows how.
Why it works
You are selling an evening plus materials, which prices higher than the object alone would. There is no unsold stock, the numbers are known in advance because tickets are sold in advance, and it uses a skill you already have in the building. It also brings in people from outside the congregation who would never come to a service but will come to a class.
How to build it
	Find the teacher first. One member who genuinely knows the craft and can explain it is the whole event.
	Choose something completable in two hours by a beginner. Ambition is the enemy here.
	Cost the materials per head exactly, then price at three to four times that.
	Cap numbers at what the teacher can actually supervise — usually eight to twelve.
	Sell tickets in advance and take payment up front. This tells you how much material to buy.
	Buy materials only after ticket sales close.
	Prepare kits in advance, one per seat, so the evening starts with making rather than sorting.
	Make a sample and photograph it. The photograph sells the tickets.

On the day
	Set out a kit at every place before anyone arrives.
	Teacher demonstrates the whole thing first, start to finish, in five minutes. Then people begin.
	One helper per five participants, to unstick people quietly.
	Coffee and cake included, or sold alongside.
	Photograph the finished pieces with their makers, with permission. This advertises the next one.
	Announce the next workshop before people leave, and take names.

What to charge
$25–$45 a head for a two-hour workshop with materials included. Advent wreaths and Christmas workshops carry the top of that range.
Include refreshments in the price. It costs you two dollars and changes the feel of the evening entirely.
Where it goes wrong
A project that takes four hours. People leave at nine with an unfinished thing and feel they wasted their money. Time yourself making it, then halve the ambition.
Second: buying materials before tickets are sold.

How to raise more
Run a series — four evenings, four crafts — and sell a season ticket at a small discount. Series tickets are paid up front and attendance is far more reliable.
Add a table of the teacher's own finished work for sale at the end. People who have just spent two hours making one want a better one.

See also: Candle making · Soap making · Craft fair · Seed swap


Part five
Auctions, raffles and games of chance
Five fundraisers where donated items become money, and the highest-margin hour of any event. Read SOP 17 before the raffle and the quilt raffle — games of chance are regulated state by state, and a phone call to your town clerk comes before anything is printed.
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Silent auction
Donated items, bid sheets on a table, and a closing time. The best add-on to any event you are already running.
At a glance	Startup cost	$30–$100
	Typically raises	$800–$4,000
	Return	15–40×
	Lead time	8 weeks
	Volunteers	6–10
	Best time	Attached to a dinner or a festival
	Difficulty	Moderate

What it is
Items are displayed on tables, each with a bid sheet. Guests write their name and a bid, others outbid them, and at an announced time bidding closes and the highest bid wins.
Why it works
Every item is donated, so the cost is a sheet of paper and a pen. Competition does the pricing for you: an item you would have priced at $40 goes for $75 because two people wanted it. And it runs quietly alongside a dinner or a festival without needing anyone's undivided attention, which is why it is the single best thing to bolt onto an event you are already holding.
How to build it
	Start asking for items eight weeks out. Local businesses, members with skills, anyone with a holiday cabin.
	Ask for experiences as much as objects: a weekend at a cabin, dinner cooked in someone's home, a day of yard work, music lessons, a portrait sitting. These consistently outsell donated goods.
	Log every item as it arrives with the donor's name and an estimated value. Use the planner's auction page.
	Set starting bids at roughly a third of value and a minimum increase of $5.
	Print a bid sheet per item from the planner, showing the item, the donor, the starting bid, the minimum increase and the exact closing time.
	Group items into tables by theme so the display looks abundant rather than random.
	Recruit two people to close and collect, and one to take payment.

On the day
	Display so everything is visible and reachable. Items behind other items do not get bid on.
	A pen beside every single sheet. Missing pens cost real money.
	Someone circulating to point out items and mention that a particular one is going cheap. This is worth hundreds.
	Announce the closing time at least twice in the half hour before, loudly.
	Close exactly when you said. Collect the sheets yourself; do not let bidders hand them in.
	Announce winners, take payment before anything leaves the room, and tick paid and collected in the planner as you go.
	Chase anything unpaid within three days.

What to charge
Starting bid at about a third of value; minimum increase $5, or $10 on items worth over $200.
Do not set high starting bids. A low start attracts a first bidder, and the first bidder is what starts the competition. High starts produce empty sheets.
Where it goes wrong
Letting items leave before payment. This is the single biggest leak in church auctions, and it happens because a friend says they will settle up Sunday. Take payment in the room.
Second: too many items. Forty items in a small room means most get one bid. Twenty good items beat forty ordinary ones.

How to raise more
Add a fixed-price table alongside — donated items with a price tag, no bidding. It captures people who will not compete and clears the items that would have got one bid each.
Run a raise-the-paddle or a heads-and-tails game at the close, for a specific named need. A room that has been bidding for two hours is warmed up for a direct ask.

See also: Live auction · Pie auction · Community dinner · SOP 16
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Live auction
Fewer items, a good auctioneer, and a room's attention. The highest ceiling of any single hour in this book.
At a glance	Startup cost	$50–$200
	Typically raises	$1,000–$6,000
	Return	10–30×
	Lead time	10 weeks
	Volunteers	8–12
	Best time	Between courses at a dinner
	Difficulty	Harder

What it is
Six to twelve strong items sold one at a time to a seated room by an auctioneer, with bidding out loud.
Why it works
Competition in public is a stronger force than competition on paper. Items routinely fetch two or three times what a silent auction would produce, because bidders are visible to each other and the auctioneer can work the room. It concentrates enormous value into twenty minutes.
It also depends almost entirely on one person. A good auctioneer doubles the take and a poor one halves it.
How to build it
	Find the auctioneer first, ten weeks out. A real auctioneer will often donate an evening to a church. If not, find the most confident, quickest-witted person you know — not necessarily the pastor.
	Gather six to twelve items only, each genuinely worth bidding on. This is a curated list, not everything you were given.
	The best live items are unrepeatable: a week at someone's lake house, dinner for eight cooked in a member's home, the pastor doing your yard work for a day, a hand-made quilt, front-row parking for a year.
	Write a short description of each for the auctioneer, including the donor's name and one line about why it matters.
	Print a catalogue or a slide for each item so the room can see what it is bidding on.
	Register bidders at the door with numbered paddles and a contact detail. Registration is what makes collection possible.
	Brief two recorders to write down every winning bid and paddle number independently.

On the day
	Run it between the main course and dessert. Not at the start, not at the end.
	Twenty to thirty minutes total. Live auctions die when they run long.
	Show the item, read the description, name the donor, then open bidding at about a third of value.
	Two recorders, working independently, comparing at the end.
	Spotters in the room to catch bids the auctioneer misses.
	Payment at a table immediately afterwards, before the evening ends.
	Thank every donor by name from the front.

What to charge
Open at a third of value. Increments of $10 below $200, $25 above, $50 above $500 — the auctioneer will judge this.
Consider selling a duplicate to the underbidder at the same price where the item allows it. Many auctioneers will ask, and a surprising number say yes.
Where it goes wrong
Too many items. Twenty lots and the room stops caring at lot nine. Eight lots, well chosen, will out-raise twenty.
Second: an unregistered room. Winning bids with no paddle number and no contact detail are money you will not collect.

How to raise more
Add a fund-a-need after the last lot: name one specific thing, state its cost, and ask for gifts at descending levels — $500, $250, $100, $50, $25 — with hands raised at each. This routinely raises more than the auction itself and costs nothing at all.
Sell an experience twice. “Dinner for eight” can become two dinners if the donor is willing, and the auctioneer can sell the second on the spot.

See also: Silent auction · Community dinner · Mission banquet · SOP 16
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Pie auction
One item, sold with theatre. Homemade pies routinely sell for thirty to sixty dollars.
At a glance	Startup cost	$20–$60
	Typically raises	$400–$1,500
	Return	15–40×
	Lead time	5 weeks
	Volunteers	6–8
	Best time	After a dinner, or a harvest supper
	Difficulty	Easy

What it is
Members bake pies. Each is auctioned individually to the assembled room, usually with the baker named. Whoever wins takes the pie home.
Why it works
The economics defy sense and work anyway. A pie whose ingredients cost $6 sells for $45 because the room knows the baker and is bidding on her as much as on the pie. Naming the baker is the whole engine: sons bid up their mothers' pies, congregations bid up the oldest member's, and everyone enjoys it.
It is also short. Fifteen pies take twenty minutes, and it needs no auctioneer of any real skill.
How to build it
	Recruit twelve to twenty bakers, each bringing one pie. Ask for range — fruit, cream, pecan, chocolate, and one savoury.
	Collect ingredient lists for allergen announcement.
	Ask each baker for one sentence about the pie: whose recipe it was, why they make it. This sentence is what raises the bid.
	Find someone to run it who can talk cheerfully for twenty minutes.
	Display the pies where the whole room can see them, under cover.
	Attach it to a meal that is already happening. A pie auction on its own is thin; a pie auction after a harvest supper is an event.

On the day
	Pies on display through the meal, so people choose their target in advance.
	Run it immediately after the main course, while people are still seated.
	Announce each pie by baker and by the sentence they gave you. Read the allergens.
	Open bidding at $10. Never lower.
	Take payment before the pie leaves the table.
	If two people badly want the same pie, ask the baker whether she will make a second. She almost always will, and you have doubled that lot.

What to charge
Open at $10. Expect $25–$60 a pie, with an outlier at $100 or more if the baker is beloved or very old.
Never put a reserve on it and never apologise for the price. The whole point is that this is not a transaction.
Where it goes wrong
Not naming the bakers. An anonymous pie sells for $12. The name is the product.
Second: running it as a standalone event. Attach it to a meal.

How to raise more
Sell slices of one or two extra pies at $4 during the same evening for people who did not win one. Nobody who lost a pie auction wants to leave without pie.
Add a category or two — a savoury pie, a bread lot, a cake lot — and you have doubled the length without losing the room.

See also: Quilt auction or raffle · Community dinner · Bake sale
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Quilt auction or raffle
One extraordinary handmade object, sold two ways. The single highest-value item a small church can produce.
At a glance	Startup cost	$100–$400
	Typically raises	$600–$3,000
	Return	4–10×
	Lead time	6 months
	Volunteers	6–12 makers
	Best time	Draw or sell at a bazaar or supper
	Difficulty	Moderate

What it is
A quilt made by a group over months, then either auctioned to the room or raffled with tickets sold over weeks. Sometimes both: raffle tickets sold all autumn, drawn at the bazaar.
Why it works
A hand-quilted piece is worth hundreds and its materials cost a fraction of that. Making it is months of fellowship for the group, which is itself a reason to do it. And it is the rare fundraiser where the object genuinely deserves the price.
The auction-versus-raffle decision matters. An auction concentrates the money in one wealthy bidder and finishes in three minutes. A raffle spreads it across two hundred people at $5 each, usually raises more in a small congregation, and involves far more people — but it is regulated.
How to build it
	Start six months out. A group quilt takes that long, and the making sessions are half the value.
	Choose a design that a mixed-ability group can work on. Blocks made separately and assembled centrally is the classic answer.
	Consider a memory quilt — blocks signed or made by families in the congregation. These raise substantially more, because the congregation is bidding on itself.
	Buy fabric and batting in bulk; this is essentially the whole budget.
	Photograph the making as it goes. Those photographs are what sell the tickets.
	If raffling: check your state's raffle law before printing a single ticket (SOP 17). Use numbered double-stub tickets. Sell for six to ten weeks.
	If auctioning: get it appraised or at least valued honestly, and say the figure when you open bidding.
	Display it somewhere prominent for the whole selling period. A quilt hanging in the entrance for six weeks sells its own tickets.

On the day
	Display it hung and lit, not folded on a table.
	Have a maker standing beside it who can say how long it took and who made which block.
	Raffle: draw in public with witnesses, drawn by someone unconnected. Announce immediately and ring the winner the same day if absent. Keep the stubs until it is collected.
	Auction: open at a third of appraised value, and let the makers stand at the front while it sells.
	Photograph the winner with the quilt and with the makers.

What to charge
Raffle tickets $5 each or five for $20. Two hundred tickets at $5 is $1,000 on a quilt that cost $250 in fabric.
At auction, open at a third of appraised value; a good group quilt appraises at $600–$1,500.
Where it goes wrong
Raffling without checking the law. Games of chance are prohibited or licensed in many states, and a church raffle is not automatically exempt. One phone call, before printing.
Second: hiding it in a cupboard until the day. The selling period is when the money is made, and it is made by people walking past it.

How to raise more
Sell tickets everywhere for six weeks, not just at church: the town fair, the market, after every service, and by asking each maker to sell to their own circle.
Make two — a full quilt and a wall hanging or lap quilt. Raffle the large one and auction the small one, so both kinds of giver get a way in.

See also: Silent auction · Holiday bazaar · SOP 17
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Bingo night
An evening people will come to for its own sake, with an income stream on every card sold.
At a glance	Startup cost	$60–$180
	Typically raises	$300–$1,200
	Return	4–8×
	Lead time	5 weeks
	Volunteers	8–12
	Best time	Friday evening, autumn and winter
	Difficulty	Moderate

What it is
A hall, a caller, and a run of games played for small prizes. Income comes from card sales, extra cards, a snack counter and often a raffle alongside.
Why it works
Bingo brings out a demographic that no other event on this list reaches, particularly older people in the town who are looking for somewhere to go on a Friday. It runs for two hours on cheap materials, and every additional card sold is close to pure profit.
It is also, legally, a game of chance in most places — and unlike a raffle it is often explicitly regulated even for charities.
How to build it
	Check the law first. Charitable bingo is licensed in many states, with rules on prize limits, frequency and who may run it. Ring the town clerk or state gaming office before you set a date (SOP 17).
	Buy or borrow a bingo set: cage or electronic caller, master board, and disposable cards in quantity.
	Find a caller with a clear voice who enjoys it. This is the whole atmosphere of the evening.
	Plan ten to fifteen games with escalating prizes, and one large final game.
	Gather prizes by donation — local businesses give gift certificates readily for this.
	Set up a snack counter: coffee, hot dogs, cake. Bingo crowds eat all evening.
	Arrange the room in long rows with good sightlines to the board, and check the acoustics.

On the day
	Doors an hour before the first game. People arrive early and buy cards and food.
	Sell card packs at the door and extra cards between every game.
	Caller speaks slowly and repeats every number. Older ears and a hard hall are the two things that ruin bingo.
	Two people verifying every winning card.
	Break at the halfway point for the snack counter and the raffle.
	Final large-prize game last, announced from the start of the evening.
	Two people on money throughout, under SOP 01.

What to charge
$10–$15 for a pack of cards covering all games, extra cards $1 each or six for $5. Snacks $2–$4.
Prize value should be well under the take — and in licensed jurisdictions there is often a legal cap. Check it.
Where it goes wrong
Running it without checking whether you are licensed to. Bingo is more heavily regulated than raffles in many states, and “it is for the church” is not a defence.
Second: a caller nobody can hear. Test the room with the caller in place and someone sitting at the back.

How to raise more
Sell extra cards aggressively between games. Regular bingo players expect to buy several and will be mildly puzzled if you do not offer.
Add a raffle at the interval and a snack counter that stays open. The crowd is seated for two hours with money out; give them a second and third thing to spend it on.

See also: Game night · Trivia night · SOP 17


Part six
Gatherings and entertainment
Nine evenings people pay to attend. They raise more per head than sales do, and they leave behind something a sale never does — a congregation that enjoyed itself together. Almost all of them improve enormously when you add one small second thing to spend money on.
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Trivia night
The best return of any event in this book. The questions cost nothing and the teams bring themselves.
At a glance	Startup cost	$0–$20
	Typically raises	$300–$1,200
	Return	15–30×
	Lead time	5 weeks
	Volunteers	6–8
	Best time	Friday or Saturday evening, autumn to spring
	Difficulty	Easy

What it is
Teams of four to eight pay an entry fee, answer rounds of questions read by a host, and compete for a small prize. Two hours, indoors, any time of year.
Why it works
Nothing costs anything. The questions are free, the venue is yours, and the teams organise themselves — each captain recruits their own table, which means eight captains fill a hall without you ringing eighty people. It reaches an age group that ignores every other church event, and it repeats beautifully.
How to build it
	Set the date and cap the number of teams at what the room holds with real space between tables.
	Write or source fifty to eighty questions across six to eight rounds. Mix them: scripture, local history, music, film, food, sport, a picture round. Aim to make every table feel clever at least once.
	Test the difficulty on two people who are not you. Organisers write questions that are far too hard.
	Find a host who is quick, warm and not precious about being interrupted.
	Open team registration three Sundays out. Take payment at registration.
	Print answer sheets — at least two per team per round — and a scoring grid.
	Recruit two scorers who will not also be playing.
	Plan the snack table and the raffle. This is where a third of the money comes from.
	Test the microphone and speakers in the actual room, not in the office.

On the day
	Doors half an hour before the first round. Sell snacks and raffle tickets from the moment people arrive.
	Explain the rules once, briefly, including how ties are broken and that phones are out of bounds.
	Six to eight rounds of ten questions. Read every question twice.
	Swap sheets between tables for marking, or use your scorers — whichever your room prefers.
	Announce running scores after every second round. It is what keeps the energy up.
	Break at halfway for the snack table and the raffle draw.
	Prize, photograph, and announce the date of the next one before anyone leaves.

What to charge
$40–$60 a team of six, or $8–$12 a head. Snacks and drinks $2–$4. Raffle tickets $1 or six for $5.
Charge by the team rather than the head. It is a lower barrier psychologically and it produces fuller tables.
Where it goes wrong
Questions that are too hard. A table that gets three out of ten in the first round has stopped enjoying itself, and they do not come back. Aim for teams averaging six or seven.
Second: no snacks and no raffle. A trivia night with only entry fees raises half of what it could, for the sake of one folding table.

How to raise more
Sell a “joker” or a hint: $5 to double a round's score, $2 to buy an answer. Teams that are losing will spend freely, and it is the most reliable lift on this event.
Run it quarterly. By the third one the same teams book without being asked and you can raise the price.

See also: Game night · Bingo night · Coffee house night
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Game night
The cheapest evening you can run. Board games, a snack counter, and a room open until ten.
At a glance	Startup cost	$0–$40
	Typically raises	$100–$400
	Return	5–10×
	Lead time	2 weeks
	Volunteers	4–6
	Best time	Friday evening, any season
	Difficulty	Easiest

What it is
Tables of board games and card games, brought by members, played by anyone who comes. Small entry or donation, with the real income from the snack counter.
Why it works
It costs essentially nothing and can be organised in a fortnight. It suits families, teenagers and older members equally, which almost nothing else does. It will not raise a large sum, and it is the right answer when what you need is a low-pressure evening that gets people into the building.
How to build it
	Ask members to bring games. You will get more than you need.
	Set out tables with one game each and a card explaining how long it takes and how many can play.
	Include a few that need no explanation — dominoes, cards, Uno — and a couple of big cooperative ones.
	Recruit two or three people who will teach a game to anyone who sits down. This is the difference between a good night and a quiet one.
	Set up a snack counter: popcorn, pizza by the slice, drinks, cake.
	Advertise it to families and to teenagers specifically.

On the day
	Doors at 6:30 and let it run until nine or ten.
	Greeters who take people to a table and introduce them, rather than leaving them to hover.
	Snack counter open throughout.
	A quieter corner for people who want cards and conversation rather than noise.
	Announce a prize draw at 8:30 to keep people in the room.
	Take names and announce the next date.

What to charge
$5 a head or $15 a family, or free entry with a donation jar. Snacks $1–$4, pizza $3 a slice.
The counter will take more than the door. Price the door low and the food fairly.
Where it goes wrong
Expecting it to raise real money. It is a $250 evening. Its value is that a family who came to game night in March comes to the harvest supper in October.

How to raise more
Run a tournament within it — a single game, a $5 entry, a bracket and a prize. It gives the evening a spine and a second income line.
Add a video game corner for teenagers on a projector. It costs nothing, and it brings an age group that will otherwise not come.

See also: Trivia night · Movie night · Bingo night
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Movie night
A projector, a screen, and popcorn sold at a ninety per cent margin.
At a glance	Startup cost	$25–$150
	Typically raises	$100–$400
	Return	3–6×
	Lead time	3 weeks
	Volunteers	4–6
	Best time	Friday evening, or an outdoor summer night
	Difficulty	Easy

What it is
A film shown in the hall or projected outdoors onto a sheet, with popcorn and drinks sold alongside. Free or low entry, with the money coming from the concession stand.
Why it works
Popcorn costs about eight cents a bag and sells for three dollars. That is the entire business model, and it is a good one. The film itself is the draw and the concession is the fundraiser. Outdoors on a summer evening it becomes a genuine community event that people bring blankets to.
How to build it
	Sort the licence. Showing a film to a public audience — even free, even in a church — requires a public performance licence in the US. An annual umbrella licence from a company such as CVLI or MPLC typically costs a small church a couple of hundred dollars a year and covers everything you show. Do not skip this.
	Choose a film that suits who you want to come, and check its rating against your audience.
	Borrow or hire a projector and a screen. Outdoors you need a proper projector and a large sheet or an inflatable screen.
	Test the sound. Laptop speakers are not enough in a hall; you need a PA or powered speakers.
	Set up the concession: popcorn machine (borrow one), drinks, sweets, hot chocolate in winter.
	For outdoors, check sunset time and plan for it — you cannot start before dark.
	Advertise as a free family evening rather than as a fundraiser.

On the day
	Test the projector and the sound in the actual dark, not in the afternoon.
	Concession open from thirty minutes before and through the film.
	Blankets, cushions and chairs. Comfort is what makes people stay to the end.
	Announce the purpose once, in sixty seconds, before the film starts, and name the donation jar.
	Outdoors: bug spray, and something warm to sell when the temperature drops.
	Second showing or a short film first if the crowd is mostly children.

What to charge
Free entry with a donation jar, or $3–$5 a head. Popcorn $2–$3, drinks $1–$2, sweets $1, hot chocolate $2.
Free entry with a well-signed jar usually raises as much as a ticket and brings in twice as many people.
Where it goes wrong
Showing a film without a public performance licence. Churches do this constantly and it is straightforwardly a copyright infringement, whether or not you charge. Buy the umbrella licence.
Second: bad sound. It is what people remember and it is the cheapest thing to fix.

How to raise more
Run it monthly with a theme and it becomes its own audience.
Sell a “family pack” — four popcorns and four drinks for $12 — at the door. It doubles the average concession spend per group.

See also: Game night · Coffee house night · Outdoor worship
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Concert
Book the talent for free, fill the room, take the door and the interval.
At a glance	Startup cost	$50–$300
	Typically raises	$400–$2,000
	Return	4–8×
	Lead time	10 weeks
	Volunteers	8–12
	Best time	Evening, autumn or spring; Advent is strongest
	Difficulty	Moderate

What it is
A performance in the church or hall — a choir, a brass band, a school orchestra, a gospel group, a local singer — with tickets sold and refreshments at the interval.
Why it works
Churches have the one thing concerts need and cannot easily buy: a room with good acoustics and seating. Musicians will often play for nothing or for a share, because they need a venue. And a concert reaches an audience that comes for the music and leaves having been in your building for two hours.
Advent is the strongest date by a wide margin. A carol concert in mid-December sells out where the same performers in March do not.
How to build it
	Book the performers ten weeks out, and settle the money in writing: a flat fee, a share of the door, or free with a collection for them.
	Check your building: seating capacity, sightlines, acoustics, and whether the piano is in tune. Get it tuned if not.
	Sort out the sound — a decent PA and someone who can run it, or nothing at all if the acoustics are good and the music is unamplified.
	Set the date against everything else in town, especially at Christmas when every organisation runs a concert.
	Print tickets and sell in advance from three weeks out. Advance sales are what tell you whether to worry.
	Advertise beyond the congregation: the paper, the library, the music school, the choir's own following.
	Plan the interval: refreshments, a raffle, and a retiring collection.
	Print a programme, and sell advertising in it to local businesses.

On the day
	Sound check and a full run of anything technical, well before doors.
	Doors thirty minutes before. Ushers with programmes.
	Reserved seating for anyone who needs it, and a step-free route.
	Interval of twenty minutes with refreshments and the raffle drawn.
	A retiring collection at the exit alongside the ticket price, with the purpose stated from the front — this frequently matches the door take.
	Thank the performers publicly and pay them promptly if you agreed to.

What to charge
$10–$20 a ticket depending on the act and the town, children free or $5. Refreshments $2–$4. Programme advertising $40–$80 a slot.
A retiring collection on top of a ticket is normal at church concerts and people expect it. Ask plainly and name the purpose.
Where it goes wrong
Not selling advance tickets and discovering on the night that thirty people came. Advance sales are your early warning, and they let you push harder in the final fortnight.
Second: a piano that has not been tuned since the last concert. It is audible to everyone and it embarrasses the performers.

How to raise more
Sell programme advertising properly. Ten businesses at $60 covers the whole cost of the evening before you sell a ticket.
Add the retiring collection and a raffle. Ticket plus collection plus interval regularly triples the door alone.

See also: Coffee house night · Hymn sing · Talent show
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Talent show
The performers are your congregation, which means the audience is their families.
At a glance	Startup cost	$20–$80
	Typically raises	$300–$900
	Return	8–15×
	Lead time	6 weeks
	Volunteers	8–10
	Best time	Evening, late winter or spring
	Difficulty	Easy

What it is
Members of all ages perform short acts — music, recitation, comedy, magic, dance, something silly — to a paying audience, usually with an interval and refreshments.
Why it works
Every act brings an audience. Fifteen performers with three relatives each is forty-five paying tickets before you advertise, and it costs nothing to produce. It also does something no other event on this list does: it puts a nine-year-old and a seventy-nine-year-old on the same stage in front of the same people.
How to build it
	Announce it six weeks out and recruit acts personally. People need to be asked twice.
	Cap acts at fifteen and time at three to four minutes each. Publish both limits and hold them.
	Hold one rehearsal for anything with sound, lighting or props. Not a full dress rehearsal — a technical run.
	Find a compere who can talk warmly for ninety seconds between acts and cover a delay.
	Sort the sound and a simple lighting arrangement.
	Mix the running order deliberately: strong act first, children early, the funniest thing before the interval, the best act last.
	Plan refreshments and a raffle for the interval.
	Decide whether it is judged. Judged is more exciting; unjudged is kinder. If judged, use outside judges and give lots of small categories.

On the day
	Technical run in the afternoon for anything that plugs in.
	Performers backstage with someone in charge of them, particularly the children.
	Doors thirty minutes before, with refreshments already selling.
	Compere keeps it moving. Ninety seconds between acts, no more.
	Interval at the halfway point: refreshments, raffle, and a moment for people to talk.
	Every performer applauded by name at the end, on stage together.
	Photograph everyone, with permission for the children.

What to charge
$8–$12 adults, $5 children, $25 a family. Refreshments $2–$3. Raffle $1 a ticket.
Charge a small entry fee for performers as well — $5 — and nobody minds.
Where it goes wrong
Letting acts run long. A six-minute act that was meant to be three, four times over, and the evening dies. Publish the limit, tell the compere to enforce it, and have a plan for the person who ignores it.
Second: putting all the children at the end. Their families leave at the interval otherwise.

How to raise more
Add audience voting at $1 a vote for a people's choice award, alongside the judges. It is the same mechanism as the chili cook-off and it works for the same reason: supporters buy votes in handfuls.
Sell a DVD or a video link of the show afterwards. Grandparents in other states buy these.

See also: Open mic · Concert · Chili cook-off
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Hymn sing
The congregation is the performance. Costs nothing, and it fills a hall in a way a concert sometimes does not.
At a glance	Startup cost	$0–$50
	Typically raises	$150–$700
	Return	10–20×
	Lead time	3 weeks
	Volunteers	4–6
	Best time	Sunday evening; strong in Advent and Lent
	Difficulty	Easiest

What it is
An evening of hymns chosen by the people present — anyone can call out a number and say why it matters to them — with a retiring collection and refreshments afterwards.
Why it works
It costs nothing at all: no performers, no licence, no equipment beyond what you already own. It draws older members and members of other congregations in the town, who come because it is the kind of evening that has become rare. The requests are the whole thing — someone says “this was my mother's favourite” and the room sings it, and the collection afterwards reflects that.
How to build it
	Set a Sunday evening and invite other congregations in the town by name. This is the rare church event that other churches will happily attend.
	Recruit a competent accompanist and, if you can, a small group to lead.
	Print or project the words if your hymnals are limited.
	Prepare a shortlist of twenty well-known hymns to fall back on so there are never awkward gaps.
	Plan refreshments for afterwards — the conversation afterwards is half the point.
	State the purpose of the collection clearly in every announcement.

On the day
	Start on time and open with something everybody knows without the book.
	Take requests from the room by number, and invite one sentence about why. That sentence is what makes the evening.
	Vary the pace: something quiet after something loud.
	Retiring collection at the door, or baskets passed at the halfway point, with the purpose named.
	Finish after an hour, while people still want more.
	Refreshments afterwards and no rush to clear the room.

What to charge
Free entry, always. A retiring collection with a clearly named purpose, and refreshments by donation.
An hour of hymn singing with a well-explained collection routinely takes $5–$10 a head, which is more than many ticketed events net.
Where it goes wrong
Turning it into a performance. The moment a group sings at the congregation rather than with it, the evening changes character and the collection reflects it.
Second: not asking for the money. A retiring collection with no explanation raises a fraction of one where somebody said plainly what it was for.

How to raise more
Invite two or three other churches formally and let each nominate a hymn. Their congregations come, and the room doubles.
Print a small booklet of the evening's hymns with the stories people told, and sell it afterwards for $5.

See also: Concert · Coffee house night · Outdoor worship
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Open mic
The lowest-effort evening in this chapter. Sign-up sheet, microphone, coffee counter.
At a glance	Startup cost	$0–$60
	Typically raises	$100–$400
	Return	5–10×
	Lead time	3 weeks
	Volunteers	4–6
	Best time	Friday evening, monthly
	Difficulty	Easiest

What it is
Anyone who wants to perform signs up on the night and gets two songs or five minutes. Coffee and cake sold throughout, donation jar on the counter.
Why it works
There is nothing to organise beyond a room, a microphone and a sign-up sheet. Performers bring their own audience, and because it repeats monthly the audience compounds. It reaches musicians in their twenties and thirties who have nowhere else in town to play, which is a group most churches never see.
How to build it
	Set a monthly date and keep it — the same Friday every month. Consistency is the entire strategy.
	Get a decent PA, two microphones, a DI box for anyone with an instrument, and one person who can run it.
	Put out a sign-up sheet at the door with slots.
	Set up the counter: coffee, tea, cake, cold drinks.
	Recruit two or three performers in advance for the first few nights so it is never empty.
	Advertise in the music shop, the coffee shop, the school and local music groups.

On the day
	Doors at seven, first act at seven thirty.
	Two songs or five minutes each, and the host holds it.
	Counter open throughout, and a donation jar clearly labelled with the purpose.
	Encourage everyone, however it goes. The reputation of the room is what brings the next performer.
	Announce the next date from the front and take names.
	Finish at a set time.

What to charge
Free entry. Coffee $2–$3, cake $3, cold drinks $2. Donation jar on the counter with a sign naming the purpose.
Charging entry to an open mic kills it. The counter is the fundraiser.
Where it goes wrong
Running it once. An open mic's first night is thin, the third is decent and the sixth is full. Commit to six before you judge it.
Second: a poor PA and nobody who can run it. Musicians will not come back to a room where they sounded bad.

How to raise more
Add a featured act each month — twenty minutes from someone good, in the middle. It gives the evening a spine and gives people a reason to come even if nobody they know is playing.
Sell a monthly “coffee card”, ten coffees for $20, to the regulars. It is money up front and it makes them regulars.

See also: Coffee house night · Talent show · Concert
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Photo booth
A backdrop, a camera and a printer. Best run inside another event rather than alone.
At a glance	Startup cost	$40–$200
	Typically raises	$100–$500
	Return	3–6×
	Lead time	3 weeks
	Volunteers	2–4
	Best time	Inside a festival, fair or Christmas market
	Difficulty	Easy

What it is
A set backdrop with props where people are photographed, with prints handed over on the spot or files sent afterwards. Charged per photo or per session.
Why it works
It is a genuinely small operation — two volunteers in a corner — that quietly takes a few hundred dollars from an event that is happening anyway. Family photographs at Christmas are the strongest version: people will pay real money for a decent picture of everyone together, and most families do not have one.
How to build it
	Decide the version. Fun: props, silly backdrop, instant prints at a fair. Family portrait: a good backdrop, decent lighting, and a member who can actually take a photograph. The second earns three times as much.
	Get a backdrop — fabric, a painted flat, or a seasonal set. Christmas and autumn sets work best.
	Sort the lighting. A window or two cheap softboxes; on-camera flash alone looks poor and people will not pay for it.
	Borrow a printer for instant prints, or arrange to email files within forty-eight hours.
	Prepare a consent process for photographing children, in line with SOP 09.
	Set out props if you are doing the fun version.
	Advertise it inside the event it sits within.

On the day
	Set up somewhere with space to queue that is not in a doorway.
	One photographer, one handling money and the queue.
	Two or three shots per group, and let them see the back of the camera before they leave.
	Written consent for photographs of children, and never post any child's photograph without a parent's clear yes.
	Instant prints handed over in a simple card folder — the folder costs pennies and doubles the perceived value.
	Take an email address for anyone wanting files, and send them when you said you would.

What to charge
Fun version: $5 a print, $8 for two. Family portrait version: $15–$25 for a session with two prints and the digital files.
The card folder is the single best fifty cents you will spend.
Where it goes wrong
Poor lighting. A dark photograph is not worth $15 and people will say so politely and not pay.
Second: promising files and not sending them. Set a deadline and meet it, or sell prints only.

How to raise more
Run the family-portrait version at the Christmas market or bazaar and offer it as a Christmas card photo. Families will pay $25 and some will order extra prints afterwards.
Offer a print-plus-ornament bundle at Christmas — the photograph in a handmade frame from your ornament makers.

See also: Christmas market · Fall festival · SOP 09
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Church picnic
Barely a fundraiser and one of the best things you can run. Low takings, high return of a different kind.
At a glance	Startup cost	$50–$200
	Typically raises	$150–$600
	Return	2–4×
	Lead time	4 weeks
	Volunteers	8–12
	Best time	Sunday afternoon, June to September
	Difficulty	Easy

What it is
An outdoor gathering after a service: shared food, games, music, and somewhere to sit for three hours. Usually free or by donation, sometimes with small paid attractions inside it.
Why it works
It will not raise much and it should not be judged on the total. A picnic is where the volunteers for everything else in this book are recruited, where new families decide whether they will come back, and where the congregation actually gets to know one another. Run it as a gift and put a jar on the table.
How to build it
	Pick a park, a field or the church lawn. Check whether a public park needs a permit or a reservation.
	Decide the food model: potluck (cheapest and most communal), a grill run by the church, or both.
	Arrange shade, seating, water and toilets. These four decide whether people stay an hour or four.
	Organise simple games: sack races, a water balloon toss, cornhole, a ball game. Nothing that needs equipment you have to buy.
	Write the rain plan and publish the decision hour (SOP 15).
	Invite the neighbourhood, not just the congregation.
	Set up a donation jar and a table explaining what the church is currently raising for.

On the day
	Set up two hours early. Shade and seating first.
	Food out at a set time and labelled with allergens, potluck included.
	Somebody running the games so they actually happen rather than being equipment on the grass.
	Free cold water throughout, in real quantity.
	Somewhere shaded to sit for anyone who cannot be in the sun.
	Photograph it. This is the best advertising your church has all year.
	Take names and emails from anyone new, offered rather than required.

What to charge
Free, with a donation jar and a clearly explained purpose. Or $5 a family towards the food.
If you want to raise more, add one paid element inside it — an ice cream table, a raffle, a bake stall — and leave the picnic itself free.
Where it goes wrong
Treating the takings as the measure. A picnic that takes $200 and brings three new families to the harvest supper has done its work.
Second: no shade and no water on a hot afternoon. People leave after forty minutes and nothing else matters.

How to raise more
Add an ice cream social or a bake table inside it. Same crowd, same afternoon, and it doubles the takings without changing the character.
Recruit for your next big fundraiser at the picnic, face to face. This is the best recruiting ground in the church year, and it is the real return on the day.

See also: Ice cream social · Outdoor worship · Fall festival · SOP 15


Part seven
Outdoor and active
Eight fundraisers held outside, most of them built on sponsorship rather than ticket sales — which is what lifts their ceiling. All eight need a written rain plan with a named decider and a decision hour. See SOP 15 before you book a date.
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5K walk or run
Participants raise money from their own circles. That is the whole idea, and it is why the ceiling is so high.
At a glance	Startup cost	$100–$400
	Typically raises	$800–$4,000
	Return	5–15×
	Lead time	12 weeks
	Volunteers	14–20
	Best time	Saturday morning, spring or autumn
	Difficulty	Harder

What it is
A measured five-kilometre route walked or run by registered participants, who pay an entry fee and, more importantly, collect sponsorship from friends, family and colleagues.
Why it works
Every other event here asks your congregation for money. This one asks your congregation to ask their networks, which multiplies your reach enormously. Eighty participants each raising $60 from six people is $4,800 from four hundred and eighty givers, most of whom have never heard of your church.
It is also the fundraiser most likely to bring in people who will never attend a service and will happily support you every year.
How to build it
	Twelve weeks out, set the date and plan the route. Measure it properly — participants notice.
	Get the route approved. Any road use needs the town's permission and often police notification. Start this early; it is the long pole.
	Confirm insurance covers a public participation event. Ring your insurer, do not assume.
	Write a waiver and have every participant sign it at registration.
	Set up online registration and a sponsorship page for each participant. Free platforms handle this well and they are what make the sponsorship model work.
	Recruit participants personally from eight weeks out, and give each one a target and a simple script for asking.
	Arrange marshals at every junction, water stations, and a first aid presence.
	Order or print bibs, and arrange timing if you want it — a phone and a clipboard is enough for a small event.
	Recruit corporate sponsors: a business name on the bib or the finish banner for $200–$500.
	Write the weather plan and publish the decision hour.

On the day
	Registration opens ninety minutes before the start. Waivers signed, bibs handed out.
	Marshals briefed and in position, in high-visibility vests, before the first runner.
	Water at the start, at the halfway point and at the finish.
	Sweep vehicle or a walker at the back so nobody is left on the route.
	First aid at the finish and a phone that works.
	Food and coffee at the finish, sold or included.
	Announce the total raised at the finish if you can. It is the best possible moment for the last few gifts.
	Photograph everyone crossing the line.

What to charge
Entry $25–$35 adults, $15 children, $70–$80 a family, with a t-shirt included at the higher price. Set every participant a sponsorship target of $100.
The entry fee covers your costs. The sponsorship is the fundraiser. Do not let the entry fee become the focus.
Where it goes wrong
Treating it as a race with an entry fee and forgetting the sponsorship. That halves the total at least. Every participant needs a page, a target and a personal ask — that is the event.
Second: route approval left until three weeks out. It can stop the whole thing.

How to raise more
Set up team fundraising — families, workplaces, the youth group — with a visible leaderboard. Teams raise substantially more than individuals because of the competition.
Add a shorter one-mile family walk alongside the 5K. It doubles participation without doubling the work, and children who walk collect sponsorship too.

See also: Charity bike ride · SOP 14 · SOP 15
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Charity bike ride
The same sponsorship model as the walk, with a higher entry price and considerably more logistics.
At a glance	Startup cost	$150–$500
	Typically raises	$700–$3,500
	Return	4–10×
	Lead time	14 weeks
	Volunteers	14–22
	Best time	Saturday morning, late spring or early autumn
	Difficulty	Harder

What it is
A route of twenty to sixty miles, often with a shorter family option, ridden by registered cyclists who pay entry and collect sponsorship. Supported with rest stops and a sweep vehicle.
Why it works
Cyclists will pay more than runners and will ride further, so the sponsorship totals are higher per participant. There is usually an existing cycling community in the county that will turn out for a well-organised event, which means your reach extends far beyond the congregation.
It carries more risk and more logistics than the walk, and should not be a first attempt.
How to build it
	Fourteen weeks out. This one genuinely needs the time.
	Plan and ride the route yourself, twice. Note every dangerous junction, every surface problem and every place a rider could get lost.
	Offer two or three distances — a family ten miles, a standard twenty-five, a long fifty.
	Get road approval and police notification. Ring the town and the county early.
	Confirm insurance explicitly covers a road cycling event. Some policies exclude it.
	Waivers signed by every rider, and helmets required as a written condition of entry.
	Arrange rest stops every twelve to fifteen miles with water, food and toilets.
	Recruit a sweep vehicle with a bike rack and a driver, and at least one person who can fix a puncture.
	Mark the route with arrows and hand out a printed map or a GPS file.
	Set up sponsorship pages and give every rider a target.

On the day
	Registration and safety briefing before the start. Cover the route, the hazards, the rest stops, and the emergency number.
	Helmets checked. No helmet, no ride, and say so at registration rather than at the line.
	Staggered starts by distance.
	Rest stops staffed and stocked before the first rider arrives.
	Sweep vehicle behind the last rider the whole way.
	Mechanical support at the start and, if possible, roaming.
	Food at the finish, and a place to sit.
	Account for every rider before you pack up. Count them out and count them in.

What to charge
Entry $35–$50 depending on distance and what is included, family ride $20. Sponsorship target $150 a rider.
Businesses will sponsor rest stops at $150–$300 each. That is often the easiest money in the whole event.
Where it goes wrong
Not accounting for riders at the end. Somebody is still out on the route with a broken chain and everyone has gone home. Count out, count in, and do not pack up until the numbers match.
Second: a route nobody rode in advance. Every problem you did not find is one your riders will.

How to raise more
Sell rest-stop sponsorship to local businesses. Three rest stops at $250 is $750 before a rider registers.
Add a family ten-mile option. It brings in a completely different group, who also collect sponsorship, and it costs you one extra marshal.

See also: 5K walk or run · SOP 14 · SOP 15
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Golf tournament
The highest ceiling in this book and the most demanding to run. Do not make it your first event.
At a glance	Startup cost	$300–$1,500
	Typically raises	$1,500–$8,000
	Return	3–8×
	Lead time	5 months
	Volunteers	12–18
	Best time	Weekday morning, late spring or early autumn
	Difficulty	Hardest

What it is
A scramble-format tournament at a local course, played by teams of four who pay an entry fee, with income from hole sponsorships, a raffle, contests on the course, and a meal afterwards.
Why it works
Golfers expect to pay and businesses expect to sponsor, so the per-head numbers are unlike anything else here. A field of twenty teams at $400 is $8,000 in entries alone, before sponsorship. It also reaches business people in your town who will not come to a supper but will play in a tournament and then sponsor the next one.
The catch is real: it is the hardest event in this book, it needs a committee with genuine golf contacts, and it can lose money.
How to build it
	Five months out, approach courses. Many will give a charity rate or a shotgun start on a quiet weekday. Negotiate hard — the course fee is your main cost.
	Use scramble format. It is the only format where beginners and good players can be on the same team and everybody enjoys it.
	Sell hole sponsorships from four months out: a sign at a tee for $150–$300. Twenty holes is $3,000–$6,000 and it is the single most profitable part of the event.
	Recruit teams personally through members who golf. Team recruitment is the whole risk of this event.
	Arrange contests: longest drive, closest to the pin, and a hole-in-one prize (insured through a specialist insurer — do not self-insure this).
	Organise a meal afterwards, at the course or back at the church, with the prizegiving and an auction.
	Gather raffle and auction prizes from sponsors.
	Arrange carts, scorecards, signage and a registration desk.

On the day
	Registration from an hour before, with mulligans and contest entries sold at the desk.
	Shotgun start so everyone finishes together. It is worth insisting on.
	Sponsor signs at every tee, placed before play.
	Volunteers on the contest holes to witness and record.
	Drinks cart or water stations on the course.
	Meal and prizegiving immediately after play, while everyone is still there. This is where the auction happens.
	Thank every sponsor by name from the front, and photograph each sign.

What to charge
$100–$150 a player or $400–$500 a team, including cart and meal. Hole sponsorship $150–$300. Mulligans $5 each or three for $10 at registration. Raffle and auction alongside.
Cost the course fee, carts and meal per head before you set the entry price, and price at least $40 above it.
Where it goes wrong
Failing to fill the field. Twelve teams instead of twenty against a fixed course cost is how a golf tournament posts a loss. Sell teams before you commit to the course, or negotiate a minimum you can actually meet.
Second: an uninsured hole-in-one prize. Buy the specialist policy; it costs very little.

How to raise more
Sell everything: hole sponsors, cart sponsors, a lunch sponsor, a beverage sponsor, a scorecard sponsor. Sponsorship should exceed entries in a well-run tournament.
Run the auction at the meal, not on the course. A room of golfers who have just eaten bids well.

See also: Fishing tournament · Live auction · Mission banquet
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Fishing tournament
A golf tournament for a different town. Lower cost, lower ceiling, far easier to run.
At a glance	Startup cost	$100–$400
	Typically raises	$500–$2,500
	Return	4–10×
	Lead time	10 weeks
	Volunteers	8–12
	Best time	Saturday, from dawn; spring or early summer
	Difficulty	Moderate

What it is
Anglers pay an entry fee and fish a set water for a set time, with prizes for the largest fish in each category. Weigh-in at a fixed time, usually followed by a meal.
Why it works
In fishing country this reaches an entire population who will not come to anything else the church does, and they arrive at five in the morning without complaint. The costs are low — no course fee, no equipment — and local tackle shops and marinas sponsor readily.
How to build it
	Ten weeks out, pick the water and confirm access and permission. Public lakes may need a permit; private waters need the owner's written agreement.
	Check your state's fishing regulations and make licences a written condition of entry.
	Set the categories: largest bass, largest overall, most fish, smallest, and a children's category.
	Decide catch-and-release or keep, and state it plainly. Many tournaments now run catch-photo-release, which is simpler and better received.
	Recruit sponsors: tackle shops, marinas, bait shops, and the local diner.
	Arrange scales, a weigh-in station, and someone impartial to run it.
	Set safety rules in writing: life jackets in boats, no fishing alone for juniors, and an emergency contact.
	Organise the meal and prizegiving after the weigh-in.

On the day
	Registration from 5:00am with coffee already made.
	Safety briefing and rules read out before anyone launches.
	Fixed start and a strict fixed weigh-in time. Late is disqualified, and say so at registration.
	Two people at the scales, recording independently.
	Children's category weighed first so families can leave.
	Meal, prizes and raffle immediately after the weigh-in.
	Thank the sponsors and photograph the winners with the sponsor banners.

What to charge
$25–$50 an adult, $10 juniors, $60–$80 a boat of three. A big-fish side pot at $10 entry, winner takes half and the church takes half — check whether that counts as a game of chance in your state.
Sponsorship $100–$300 a category.
Where it goes wrong
Vague rules. Fishing tournaments generate arguments, and every argument traces to a rule that was not written down. Publish the rules at registration and read them aloud.
Second: no plan for weather on open water. Cancel rather than risk it, and say so in the rules.

How to raise more
Add a children's pond or a stocked section with a separate small entry. Families come for the whole day rather than dropping off a parent at dawn.
Run a side pot on the largest fish and a raffle at the weigh-in. Anglers wait around for the results anyway; give them something to do with their money.

See also: Golf tournament · SOP 14 · SOP 17
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Cornhole tournament
Costs almost nothing, needs one afternoon, and slots inside any event you are already running.
At a glance	Startup cost	$40–$150
	Typically raises	$200–$900
	Return	5–12×
	Lead time	4 weeks
	Volunteers	5–8
	Best time	Afternoon or evening, spring to autumn
	Difficulty	Easy

What it is
A bracket tournament of the bean-bag toss game, played in pairs, with an entry fee per team and prizes for the top finishers.
Why it works
Boards can be borrowed or made from a sheet of plywood, and everyone can play regardless of age or fitness. It runs inside a barbecue, a festival or a picnic without needing its own audience, and it holds people on site for three hours, which is exactly what those events need.
How to build it
	Get eight to sixteen boards. Members will own some; the rest can be built cheaply from plywood.
	Set the format: double elimination is fairest and takes about three hours for sixteen teams.
	Open registration in advance with a cap, and take entry fees at registration.
	Draw the bracket in advance and print it large.
	Set the rules in writing — scoring, foul line, and how ties break.
	Recruit a tournament director and two people to run the bracket board.
	Arrange prizes: a trophy, gift certificates from local businesses, or a cash split.
	Attach it to a barbecue or a festival wherever possible.

On the day
	Boards set out with proper spacing and clear foul lines.
	Registration and bracket drawn an hour before the first round.
	Rules read out once, briefly.
	Bracket board large and public, updated after every match.
	Food and drink alongside throughout — this is where the rest of the money is.
	A consolation bracket so teams knocked out early stay and keep spending.
	Final played in front of everyone, with the food still selling.

What to charge
$20–$30 a team of two. Prizes at about a third of entries, or donated so you keep it all.
Add a $5 entry side game — closest to the hole, or a knockout — running continuously alongside.
Where it goes wrong
A bracket that runs four hours because nobody is driving it. Appoint a director with a whistle and keep matches to a time limit.
Second: running it as a standalone event with no food. The tournament is the reason people stay; the food is the reason it makes money.

How to raise more
Run a consolation bracket. Half your field is knocked out in the first hour otherwise, and they leave with their money.
Sell food and drink throughout and add a raffle drawn at the final. Attached to a barbecue, this combination consistently triples what the entries alone bring.

See also: BBQ · Church picnic · Fall festival
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Fall festival
Many small fundraisers in one afternoon. The most money a small church raises in a day, and the most work.
At a glance	Startup cost	$250–$700
	Typically raises	$600–$2,500
	Return	3–6×
	Lead time	12 weeks
	Volunteers	20–30
	Best time	Saturday afternoon, October
	Difficulty	Harder

What it is
An outdoor or indoor-outdoor event combining food, games, a craft or produce market, music, children's activities, a raffle and often a trunk-or-treat, hayride or pumpkin patch.
Why it works
It works because it stacks. Every attraction is a small fundraiser and the crowd moves between them all afternoon, spending a little at each. A family arrives with $40 and leaves having spent it across seven tables. Nothing else here converts footfall to money as thoroughly.
It also draws the whole town, which makes it the church's most visible day of the year.
How to build it
	Twelve weeks out, form a committee with one lead per attraction and one overall coordinator. This event fails on coordination, not on ideas.
	Decide the attractions and cap them at what you can staff. Eight well-run tables beat fourteen thin ones.
	A typical mix: food stand, bake table, craft or produce market, children's games, cake walk, pumpkin decorating, hayride, raffle, music.
	Check permits: food sale, amplified music, and anything involving a tractor or animals.
	Confirm insurance covers rides, hayrides and any animals. This is where policies commonly have exclusions.
	Recruit twenty to thirty volunteers in named roles with named shifts. Two shifts, not one long one.
	Gather raffle prizes from local businesses from week eight.
	Advertise to the town from four weeks out, and to the school in particular.
	Write the rain plan and publish the decision hour (SOP 15).

On the day
	Setup from early morning. Signage and parking sorted before the first family arrives.
	Ticket or token system across all attractions rather than cash at every table — it speeds everything and it makes reconciliation possible.
	One central token booth with two people on money.
	Shift changes on time, and food for volunteers.
	Music running through the afternoon.
	Raffle drawn at a fixed announced time near the end.
	Clear finish time and a full teardown crew who did not do setup.
	Photograph everything.

What to charge
Sell tokens or tickets: $1 each, or twenty for $15. Games cost one to three tokens, food two to six, hayride three.
Free entry, always. Everything inside is paid. This raises far more than an entry fee and brings in twice the people.
Where it goes wrong
Cash at fourteen separate tables. It is slow, it makes reconciliation impossible, and it is how money quietly goes missing. Use tokens with one central booth (SOP 01).
Second: too many attractions for your volunteer numbers. Half-staffed tables close early and the afternoon deflates.

How to raise more
Add a trunk-or-treat. Members decorate car boots and hand out sweets; it costs nothing, it draws every family in the neighbourhood, and it is the single biggest attendance lift available to an October festival.
Sell pumpkins. A pallet bought wholesale in September sells out at a festival and carries an excellent margin.

See also: Spring festival · Christmas market · SOP 01 · SOP 15
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Spring festival
The same machine as the autumn one, aimed at families who have been indoors all winter.
At a glance	Startup cost	$200–$600
	Typically raises	$500–$2,000
	Return	3–6×
	Lead time	12 weeks
	Volunteers	18–28
	Best time	Saturday, April or May
	Difficulty	Harder

What it is
An outdoor festival with food, games, a plant or craft market, children's activities and music — often built around Easter, a May fair, or the start of the growing season.
Why it works
It is the fall festival's structure with a different seasonal hook, and it lands at the moment when families are desperate to be outside. Pairing it with the plant sale is the key move: the plant sale needs a crowd and the festival needs a high-margin stall, and each solves the other's problem.
How to build it
	Twelve weeks out, committee and attraction leads, exactly as for the autumn festival.
	Choose the hook: an Easter egg hunt, a May fair, a garden day, a blessing of the seeds.
	Pair it with the plant sale. This is the strongest combination available in spring.
	Attractions that suit the season: egg hunt, seed planting for children, kite making, a petting area if you can source animals safely, face painting.
	Check permits and insurance, especially for animals.
	Recruit volunteers in named two-hour shifts.
	Gather raffle prizes and advertise to the town and the school from four weeks out.
	Write the rain plan — April is the month most likely to need it (SOP 15).

On the day
	Setup early, signage and parking before the first arrival.
	Token system, one central booth, two people on money.
	Egg hunt at a fixed announced time, split by age group so the four-year-olds get something.
	Plant stall staffed by someone who can answer gardening questions.
	Music through the afternoon and somewhere shaded to sit.
	Raffle drawn near the end.
	Separate teardown crew, and photographs throughout.

What to charge
Tokens at $1, twenty for $15. Plants priced as in the plant sale chapter. Food two to six tokens.
Free entry. Egg hunt free — it is the reason families come and charging for it costs you more than it earns.
Where it goes wrong
Competing with the town's own Easter event. Check the calendar before you set the date; a small church cannot outdraw the Rotary egg hunt on the same morning.
Second: an egg hunt that lasts ninety seconds. Split it by age, stagger the start times, and hide enough.

How to raise more
Run the plant sale inside it. The festival supplies the footfall and the plants supply the margin, and the two together regularly out-raise either alone by a wide margin.
Add a garden or seed workshop at a small charge, and take orders for anything the plant sale sells out of.

See also: Fall festival · Plant sale · SOP 15
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Outdoor worship
Not really a fundraiser. Run it because it draws people who will not come inside, and take an offering.
At a glance	Startup cost	$30–$150
	Typically raises	$100–$500
	Return	3–6×
	Lead time	4 weeks
	Volunteers	6–10
	Best time	Sunday morning, summer
	Difficulty	Easy

What it is
A service held outdoors — in a field, a park, a garden or a car park — often followed by a shared meal, with an offering taken as usual and a stated purpose.
Why it works
People who would not walk through a church door will stand at the edge of a field. Outdoor worship consistently draws visitors, neighbours and lapsed members in a way that nothing indoors does, and the offering reflects the larger crowd. Treat the money as a by-product and the attendance as the point.
How to build it
	Choose the site and check permission and any permit needed for a public park.
	Sort the sound. Outdoors swallows the human voice; you need a PA and someone to run it.
	Arrange seating, or tell people to bring chairs — and bring a stock for those who cannot.
	Plan shade and water. A summer morning in the open is harder on older members than it looks.
	Keep the service shorter than indoors. Forty minutes is right.
	Follow it with a shared meal or coffee. The meal is what keeps the visitors talking to somebody.
	Invite the neighbourhood by leaflet and by sign.
	Write the rain plan and publish the decision hour (SOP 15).

On the day
	Set up two hours early: sound, seating, shade.
	Someone greeting at the edge of the site, not at a door, so people passing feel able to stop.
	Print or project the words. Nobody has brought a book.
	Offering taken as usual, with the purpose named plainly once.
	Water available and free throughout.
	Meal or coffee immediately afterwards, and nobody in a hurry to pack up.
	Take names from anyone new, offered rather than required.

What to charge
No charge. An offering with a clearly stated purpose, and a shared meal that is either potluck or free.
If you want to raise more, put a bake table or an ice cream stall alongside the meal rather than charging for the worship.
Where it goes wrong
Inadequate sound. An outdoor service nobody can hear is worse than no outdoor service, and it is the failure that happens every time.
Second: no rain plan and no decision hour, for the one service most exposed to weather.

How to raise more
Attach the picnic or the ice cream social to it directly. The crowd is already there, already outdoors, already unhurried.
Invite another congregation to join you. Two churches in a field draw more of the neighbourhood than either does alone, and the offering doubles.

See also: Church picnic · Ice cream social · Hymn sing · SOP 15


Part eight
Selling work, not goods
Six fundraisers with no inventory, no venue and almost no cost. Teenagers can run most of them with one adult supervising. The ceiling is low because you are limited by hours in a day — but the floor is solid, and these are the right answer when you need $400 in a fortnight.
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Car wash
The classic teenage fundraiser. Nothing to buy, nothing to lose, and one Saturday morning.
At a glance	Startup cost	$20–$60
	Typically raises	$200–$600
	Return	5–15×
	Lead time	2 weeks
	Volunteers	10–16
	Best time	Saturday morning, late spring to early autumn
	Difficulty	Easiest

What it is
Volunteers wash cars in a car park for a set price or a donation, with roadside signs pulling in passing traffic.
Why it works
Everything is borrowed: buckets, sponges, hoses, towels. The only real cost is soap. It suits teenagers and young adults perfectly, it requires no skill, and the visibility of a dozen young people waving signs at a junction does as much for the church's presence in the town as it does for the account.
How to build it
	Find a site with water, drainage and visibility from a road. A church car park on a corner is ideal; a supermarket or bank car park lent for the morning is better.
	Confirm you may use the water, and that runoff is acceptable — some towns restrict soapy runoff into storm drains.
	Borrow everything: buckets, sponges, microfibre towels, hoses with adjustable nozzles, a shop vacuum if you can.
	Buy proper car-wash soap. Dish detergent strips wax and someone will notice.
	Make big, readable signs. Two people with signs at the nearest junction are worth more than all the advertising you can do.
	Recruit in two shifts. Washing cars for five hours straight is genuinely tiring.
	Arrange adult supervision throughout, and set the rules for anyone under sixteen (SOP 09).
	Sell pre-purchased wash tickets at church the Sunday before — people buy them and never turn up, which is pure profit.

On the day
	Set up two washing lanes so cars flow rather than queue.
	Sign holders at the junction, rotated every thirty minutes, and never in the road.
	Two-bucket method: one soapy, one rinse. It prevents scratching, which is the only real complaint you can generate.
	Dry with microfibre. A car left to air-dry looks worse than before it was washed.
	One person taking money only, under SOP 01.
	Sunscreen, shade and free water for the crew.
	Offer a free interior vacuum as an upsell, or charge $5 for it.

What to charge
$10 a wash, or “donations gratefully received” with a suggested $10 on the sign. Donation pricing consistently out-earns fixed pricing here — people give $20 for a $10 wash.
Interior vacuum $5 extra. A wash-and-vacuum package at $15 sells well.
Where it goes wrong
No signs at the junction. A car wash with no roadside presence washes nine cars, all belonging to the congregation. The sign holders are the fundraiser.
Second: dish soap and no drying. Both produce a car that looks worse, and the driver tells people.

How to raise more
Sell wash tickets at church the week before. A good proportion are never redeemed, and every unredeemed ticket is pure profit.
Add a bake table and a lemonade stand at the same site. People waiting for their car buy things, and the crowd on the corner draws more traffic.

See also: Dog wash · Yard clean-up service · SOP 09
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Dog wash
A car wash for a more devoted customer. Higher price, smaller queue, wetter volunteers.
At a glance	Startup cost	$60–$180
	Typically raises	$200–$700
	Return	3–6×
	Lead time	3 weeks
	Volunteers	6–10
	Best time	Saturday morning, warm weather
	Difficulty	Easy

What it is
Dogs are washed, dried and brushed by volunteers, usually outdoors, at a price well below a professional groomer.
Why it works
Dog owners pay $40–$70 at a groomer, so $20 is a bargain and they tip on top. It is more fun than a car wash and it draws a crowd — a line of wet dogs on a church lawn is its own advertising. It also pairs naturally with a pet blessing.
How to build it
	Choose a site with water, drainage, shade and somewhere to contain a loose dog.
	Buy proper dog shampoo — human or dish soap irritates skin, and this is the one thing you must not economise on.
	Gather tubs or a raised bath, hoses with gentle spray, towels in quantity, brushes, and a dryer if you have one.
	Set rules in writing: dogs on leads at all times, one dog per station, owners stay with their dog, and you may refuse any dog that is aggressive or unwell.
	Have a waiver for owners to sign covering injury to the dog and to volunteers.
	Check your insurer covers animal handling. Many policies do not, by default.
	Recruit volunteers who are genuinely comfortable with dogs, and brief them on handling.
	Advertise at the vet, the pet shop, the dog park and the local groups.

On the day
	Stations spaced well apart so dogs are not nose to nose.
	Owners hold their own dog. It is safer and it calms the animal.
	Two people per station: one washing, one holding and reassuring.
	Towels in real quantity — far more than you think.
	Water bowls, shade and a quiet area for anxious dogs.
	Refuse any dog that is aggressive, in season, or visibly unwell, politely and without argument.
	A tip jar, clearly labelled. Dog owners tip generously.
	Photograph the dogs, with owners' permission, for next time.

What to charge
$15 small dog, $20 medium, $25 large, with a nail trim or a brush-out at $5 extra if someone competent is doing it.
A tip jar typically adds a third again.
Where it goes wrong
A dog bite. It is the one real risk, it is why the waiver and the insurance matter, and it is prevented by owners holding their own dogs and by refusing any animal that is uneasy.
Second: human shampoo. It causes skin reactions, and the owner will be back to tell you.

How to raise more
Run it alongside a pet blessing. The same people come for both, and the two together fill a morning.
Sell homemade dog treats and bandanas at the exit. Dog owners buy these without hesitation, and they cost almost nothing to make.

See also: Pet blessing · Car wash · SOP 14
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Yard clean-up service
Sell an afternoon of labour to people who cannot do it themselves. Highest hourly return of anything here.
At a glance	Startup cost	$0–$80
	Typically raises	$300–$1,200
	Return	10–30×
	Lead time	3 weeks
	Volunteers	8–16
	Best time	Saturday, spring or autumn
	Difficulty	Easy

What it is
A crew of volunteers spends a day raking, weeding, mulching, clearing gutters, moving brush and doing the outdoor work older or unwell residents can no longer manage. Sold as a per-yard rate or by donation.
Why it works
There is no cost at all beyond fuel and bin bags, and the value delivered is high — a landscaping firm would charge $200 for what a crew of six does in ninety minutes. It also does two things at once: it raises money, and it does genuine service for people in the neighbourhood who need it. Some of the yards should be done free, and you should decide which ones in advance.
How to build it
	Recruit the crew first — this is a labour fundraiser and eight to sixteen people is the right size.
	Gather tools: rakes, tarps, wheelbarrows, loppers, gloves for everyone, bin bags in quantity, and a truck or trailer.
	Decide the service scope precisely and write it down: leaf clearing, weeding, brush removal, gutter clearing at ground level. Nothing on a roof, nothing with a chainsaw, nothing requiring a ladder above single storey.
	Set safety rules: gloves always, proper footwear, no power tools for anyone under eighteen, no ladders beyond step height, and an adult with every youth crew (SOP 09).
	Take bookings in advance with addresses, and schedule them geographically so the crew is not driving all day.
	Identify two or three yards to do free for people who cannot pay, and do not announce which.
	Arrange disposal — the municipal yard waste site, or a member's compost pile — before the day.
	Confirm insurance covers volunteers working on private property.

On the day
	Crews of four to six with a named leader each, and a printed schedule.
	Walk each yard with the owner first and agree what is in scope. Write it down.
	Set a time limit per yard — ninety minutes to two hours — and hold it, or you will finish two yards instead of eight.
	Water and breaks on a schedule.
	Leave every yard tidier than the scope required, and take the waste away.
	Payment at the end of each yard, collected by the crew leader only.
	Photograph before and after, with permission.

What to charge
$60–$120 a yard depending on size, or a suggested donation of $75. Charging by the yard rather than the hour is simpler and it protects you from a job that turns out to be twice the size.
Some churches run it entirely on donation, and receive more than they would have charged.
Where it goes wrong
Scope creep. “While you are here, could you just...” turns a ninety-minute job into four hours and wrecks the schedule. Agree the scope at the gate, write it down, and let the crew leader say no kindly.
Second: chainsaws and ladders. Keep both out of it entirely (SOP 14).

How to raise more
Sell it as a subscription — four visits across the year at a package price, paid up front. Regular customers are worth several one-off yards.
Run a spring and an autumn round. The autumn leaf clear is the easier sell and the one people wait for.

See also: Firewood sale · Car wash · SOP 09 · SOP 14
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Babysitting night
Sell parents an evening out. Almost no cost, and the demand is constant.
At a glance	Startup cost	$30–$100
	Typically raises	$150–$500
	Return	4–8×
	Lead time	4 weeks
	Volunteers	8–12
	Best time	Friday or Saturday evening; December is strongest
	Difficulty	Moderate

What it is
The church hall becomes supervised childcare for three or four hours while parents go out. Booked in advance, charged per child, with activities, a simple meal and a film.
Why it works
Parents of small children rarely get an evening out, and a trusted church offering four hours of supervision at $20 a child is a genuinely valuable service. The costs are almost nil and the December version — “Christmas shopping night” — sells out reliably.
It is the fundraiser with the most safeguarding obligations in this book, and those obligations are not negotiable.
How to build it
	Safeguarding first. Follow your denomination's or insurer's policy exactly: background checks for every adult supervisor, completed well before the night; two unrelated adults present at all times; no adult ever alone with a child (SOP 09).
	Confirm your insurance covers childcare. Many church policies specifically exclude it or require conditions.
	Check whether your state requires a licence for occasional childcare — many exempt short-term church programmes, but you must confirm rather than assume.
	Set the ratios: one adult to four children under five, one to eight over five. Recruit accordingly.
	Take bookings in advance with a form: child's name, age, allergies, medical needs, emergency contacts, and who is authorised to collect.
	Plan the evening: activities, a simple meal, quiet time, a film. Structure prevents chaos.
	Set up a sign-in and sign-out system where a named adult signs each child in and out.
	Prepare an allergy-aware menu and label everything.

On the day
	Room set before arrivals, with zones by age.
	Sign-in with the authorised collector recorded. Nobody leaves with anyone not on that form.
	Wristbands or name tags for every child.
	Structured activities early, meal in the middle, film and quiet at the end.
	Two adults in every room at all times, without exception.
	First aid kit, allergy plans, and every parent's phone number to hand.
	Sign-out against the same form, checked by name.
	Reunite lost property and tidy before anyone leaves.

What to charge
$20–$25 for the first child, $15 for each sibling, for three to four hours. Cap at what your ratios allow.
Members' rate and a community rate are both fine, but keep it simple — complicated pricing costs more in confusion than it earns.
Where it goes wrong
Treating safeguarding as paperwork. Background checks not done, one adult alone in a room, a child released to the wrong person. This is the one fundraiser where cutting a corner is genuinely serious rather than merely costly.
Second: too few adults. Under-ratio is where everything else goes wrong.

How to raise more
Run it as “parents' night out” monthly. It builds a waiting list, and the same families book every time.
The December Christmas shopping version, from six to ten on a Saturday, is the strongest date of the year and can be priced higher.

See also: VBS fundraiser · SOP 09

52
Holiday gift wrapping
A table at a busy shop in December. Two volunteers, four hours, and a steady stream of grateful people.
At a glance	Startup cost	$40–$120
	Typically raises	$200–$700
	Return	4–8×
	Lead time	4 weeks
	Volunteers	8–14
	Best time	December, especially the last two weekends
	Difficulty	Easy

What it is
A wrapping station in a shopping centre, bookshop or supermarket entrance where shoppers have their purchases wrapped for a donation.
Why it works
The cost is paper and tape, the venue is free, and December shoppers are in a hurry, in a giving mood, and carrying awkwardly shaped boxes. It reaches hundreds of people from outside your congregation with no advertising at all, and it can run for several days with rotating pairs of volunteers.
How to build it
	Approach shops and shopping centres in early November. Bookshops, department stores and larger supermarkets say yes most readily, and slots go early.
	Confirm in writing: dates, hours, where the table goes, whether you may display a sign about the cause.
	Buy paper, ribbon, tape, gift tags and scissors in bulk. Buy far more tape than seems reasonable.
	Recruit wrappers in two-hour shifts and get at least two genuinely good ones per shift.
	Make a clear sign: the church's name, the cause, and “donations gratefully received”.
	Set up a donation box that is fixed or held, not left loose on a table.
	Practise. Wrapping a book is easy; wrapping a football is not, and December shoppers bring footballs.

On the day
	Table set with paper on rolls, pre-cut lengths ready, and tape dispensers loaded.
	Two wrappers and one person greeting and handling the donation box.
	Ask what is inside before wrapping anything, and never wrap anything you cannot identify.
	Offer a tag written for them — it takes five seconds and noticeably increases the donation.
	Keep the area tidy. A chaotic table gets walked past.
	Rotate shifts on time; wrapping for four hours is harder than it sounds.
	Bank the box daily, counted by two people (SOP 04).

What to charge
Donation only, with a suggested $3 to $5 a gift on the sign. Suggested-donation wrapping consistently earns more than fixed pricing, because December shoppers hand over notes and wave away change.
Larger or awkward items, suggest $8.
Where it goes wrong
Booking the venue in December. The good slots at the good shops are gone by mid-November. Ring in early November at the latest.
Second: running out of tape on the busiest afternoon of the year.

How to raise more
Add a small table of your own goods — ornaments, candles, the recipe book. The queue is a captive audience of Christmas shoppers, and this often out-earns the wrapping.
Offer a “wrap and post” service near the postal deadline: wrapped, boxed and addressed for a larger donation.

See also: Christmas market · Ornament sale · SOP 04
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Meal train subscriptions
Cook once, sell twenty. A quiet, repeatable income that uses a kitchen you already have.
At a glance	Startup cost	$100–$300
	Typically raises	$300–$1,200
	Return	3–5×
	Lead time	6 weeks
	Volunteers	8–12
	Best time	Monthly, autumn through spring
	Difficulty	Moderate

What it is
Prepared home-cooked meals — frozen or fresh, family-sized — sold by subscription or by the batch, collected after a service or delivered locally.
Why it works
It sells to a real need: working families, older members living alone, and anyone in the middle of something hard. Cooking twenty portions of the same lasagne costs little more per head than cooking four, so the margin is good and the labour is concentrated into one morning a month.
It also converts naturally into ministry — the same kitchen that sells twenty meals gives away five.
How to build it
	Check the law first. Selling prepared food to the public is the most regulated thing in this book. Cottage food laws in most states cover baked goods but specifically exclude anything requiring refrigeration. Ring your county health department before you start, and be prepared to use a certified kitchen.
	Choose three or four dishes that freeze and reheat well: lasagne, chicken pot pie, soups, chili, baked pasta.
	Cost each dish per portion exactly.
	Buy foil pans, lids and freezer-safe labels in bulk.
	Design a label showing the dish, the date made, full ingredients, allergens in plain words, and reheating instructions.
	Take orders in advance with payment. Cook to orders, never speculatively.
	Set a fixed monthly cooking day and a fixed collection day.
	Follow SOP 10 throughout, and keep a temperature log if your health department expects one.

On the day
	Cooking crew in early, in a properly equipped and cleaned kitchen.
	Production line: prep, assemble, cover, label, chill or freeze.
	Cool quickly and correctly. Slow cooling of large trays is the main food-safety risk in this whole idea.
	Label every single pan as it is made, never at the end.
	Freeze or refrigerate immediately.
	Collection at a fixed window, with a cooler bag for anyone travelling far.
	Set aside the meals that are being given away, and deliver them quietly.

What to charge
$12–$18 for a family-sized pan serving four to six, $6–$8 for a single portion. Ingredient cost typically $4–$7 a pan at volume.
A monthly subscription — three meals a month for $40 — smooths the workload and secures the income.
Where it goes wrong
Skipping the health department call. Selling refrigerated prepared food without checking is the most likely way a church fundraiser attracts a genuine regulatory problem. One call, first.
Second: cooking speculatively. Take orders, then cook.

How to raise more
Sell a gift subscription: three meals delivered to someone who is unwell, bereaved or newly a parent, bought by a third party. This sells extremely well and it is the version that does the most good.
Add a seasonal batch — Thanksgiving sides, Christmas Eve casseroles — taken as pre-orders. These sell out and carry a higher price.

See also: Community dinner · Soup supper · SOP 10


Part nine
Asking, without an event
Eight fundraisers with no venue, no food and no Saturday. They are consistently the highest-return things in this book and consistently the least used, because asking feels harder than baking. It is not harder. It is less comfortable, and the discomfort lasts about ninety seconds.
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Letter or email appeal
The best return of anything in this book. Past givers say yes most of the time — when somebody actually asks them.
At a glance	Startup cost	$0–$60
	Typically raises	$300–$3,000
	Return	30–60×
	Lead time	4 weeks
	Volunteers	2–4
	Best time	Late autumn, or at a moment of real need
	Difficulty	Easy

What it is
A written appeal — posted, emailed or both — that tells one story, names one specific need, states one dollar figure and makes one clear ask, sent to people who already know the church.
Why it works
It is the cheapest fundraiser here and the most effective. Email costs nothing; a hundred posted letters cost about $80. And people who have given before give again at very high rates, because the barrier was never willingness — it was that nobody asked them directly.
Churches skip this and run a bake sale instead, which is four weeks of work for a fifth of the money.
How to build it
	Build the list: past givers first, then current members, then lapsed members, then friends of the church. Past givers are worth more than everyone else combined.
	Find one real story. One person, one moment, told in three or four sentences. Not statistics, not “the needs of the church”.
	Name the specific need and the exact figure. “$2,000 to restock the food pantry through the summer”, not “your generous support”.
	Make one ask, and name an amount. “Will you give $25 today?” A named amount raises far more than an open request.
	Show the impact concretely: what $25 does, what $100 does.
	Close personally, sign by hand, and add a P.S. that repeats the ask. The P.S. is the second most-read part of any appeal letter.
	Make giving easy: a link, a return envelope, an address, and a name to hand it to on Sunday.
	Have someone else read it before it goes. Ask them what the letter wants them to do; if they hesitate, rewrite it.
	Plan the follow-up before you send: a reminder at day seven, personal calls to the twelve largest past givers at day ten.

On the day
	Send on a Tuesday or Wednesday morning for email; post to arrive midweek.
	Sign every letter by hand, and handwrite the name at the top where you can.
	Send the reminder at day seven to everyone who has not given. Shorter, warmer, same ask.
	Ring the twelve largest past givers personally at day ten. This single step routinely produces a third of the total.
	Log every gift the day it arrives, and thank within a week (SOP 19).
	Report the result to everyone, whether or not you hit the figure.

What to charge
No price — but name suggested amounts. Give three or four levels tied to concrete outcomes: $25 feeds a family for a week, $100 fills a shelf, $500 keeps us open a month.
Expect 10–30% of a warm list to respond, with an average gift of $40–$120.
Where it goes wrong
No specific ask. “Anything you can give would be appreciated” raises a fraction of “will you give $25 today?” The vaguer the ask, the smaller the gift.
Second: no follow-up. The reminder and the twelve phone calls typically produce as much as the original letter did.

How to raise more
Make the phone calls. Twelve calls to your largest past givers is two hours' work and it is reliably the highest-earning two hours available to a small church.
Add a match (see Matching gift week). “Every dollar doubled until Friday” transforms the response rate of an appeal that would otherwise be ordinary.

See also: Crowdfunding campaign · Matching gift week · SOP 19
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Crowdfunding campaign
An appeal that people can share. Lives or dies on the first sentence and on who actually posts it.
At a glance	Startup cost	$0–$50
	Typically raises	$500–$5,000
	Return	20–50×
	Lead time	6 weeks
	Volunteers	4–8
	Best time	Any time; strongest with a real deadline
	Difficulty	Moderate

What it is
An online campaign page with a story, photographs, a goal and a deadline, shared by members to their own networks over a fixed period, usually thirty days.
Why it works
It extends the ask beyond everyone you know. A congregation of eighty has a combined network of thousands, and a campaign a member shares carries their endorsement with it. Platforms built for nonprofits charge little or nothing, so the return is very high.
It fails when the church posts it once and waits. It works when twenty members each share it to their own people.
How to build it
	Choose a platform. Givebutter and GoFundMe are free or near-free; PayPal Giving Fund and Mightycause are alternatives. Compare fees before you commit.
	Write the hook: one sentence naming the concrete stake. “Our pantry shelves will be empty by August unless we raise $2,000.” This sentence does more work than the rest of the page combined.
	Write the full story below it: who, what, why now, what happens if it does not get funded.
	Add photographs of real people and real places. Pages without photographs raise a fraction of pages with them.
	Set a goal you can plausibly reach and a deadline of about thirty days. Open-ended campaigns stall.
	Create giving levels tied to outcomes.
	Line up the sharing before you launch. Twenty members, each committed to a specific day. This is the actual campaign; the page is just the mechanism.
	Secure two or three lead gifts before launch, so the page is never at zero.
	Plan updates: at launch, at 25%, at halfway, at day 21, and at 48 hours to go.

On the day
	Launch with the lead gifts already showing. A page at $0 does not move.
	Thank every giver publicly by name within a day, unless they asked otherwise.
	Post the planned updates. Momentum is manufactured by updates, not by the initial post.
	Push hard in the last 48 hours — a large share of the total arrives then.
	Ring your largest past givers separately; do not rely on them seeing a post.
	Post the final total and a photograph of what it paid for.

What to charge
No price. Suggested levels of $25, $50, $100 and $500, each tied to a concrete outcome.
Watch the platform fee — some charge the church, some ask the giver to cover it, and the difference over $2,000 is real money.
Where it goes wrong
Posting it once and waiting. A campaign shared only by the church account reaches only people who already give. The sharing schedule is the campaign.
Second: a vague goal with no deadline. Urgency is the whole engine, and without a date there is no urgency.

How to raise more
Add a matching gift. “A member will match every dollar up to $1,000 until Friday” is the single strongest thing you can do to a stalling campaign.
Set member fundraising targets, so each person has their own small page inside the campaign. This is the same mechanism as the sponsored walk and it multiplies reach the same way.

See also: Letter or email appeal · Matching gift week · 5K walk or run
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Recurring giving campaign
The only fundraiser here that keeps paying next year. Slow to build, and worth more than all the rest combined.
At a glance	Startup cost	$0–$100
	Typically raises	$1,200–$12,000 a year
	Return	high
	Lead time	8 weeks
	Volunteers	3–6
	Best time	Announce in autumn; runs forever
	Difficulty	Moderate

What it is
A drive asking members to commit to a set monthly gift by automatic transfer or card, rather than giving occasionally.
Why it works
Twenty people at $25 a month is $6,000 a year, arriving whether or not anyone organises anything. It smooths the church's income, it removes the summer collapse most small churches suffer, and it means the next roof repair does not require a bake sale.
It is not an event and it produces nothing to photograph, which is exactly why churches neglect it. It is the highest-value thing in this book.
How to build it
	Set up the mechanism first: automatic bank transfer, a card platform, or both. Bank transfer costs nothing and does not expire; cards are easier to set up but fail when they are reissued.
	Work out what you need and translate it into monthly figures. “$25 a month from twenty people keeps the pantry stocked all year.”
	Give it a name and a purpose. “The Sustainers”, “The Twenty-Five Club” — something people can join rather than something they merely fund.
	Launch over three or four weeks with a short talk each Sunday, not one big push.
	Make the sign-up physically easy: a card in the pew, a QR code, a person at a table after the service who will do it with you on your phone.
	Ask the leadership to join first, and say publicly that they have.
	Prepare a clear statement of how to change or cancel. People commit far more readily when leaving is obviously easy.
	Plan how you will thank and report to sustainers — quarterly, specifically.

On the day
	Three or four consecutive Sundays, each with a two-minute story about what the money does.
	A table after the service with two people who can complete a sign-up in four minutes.
	Show a visible tally of members joined, not dollars raised. People join things other people have joined.
	Follow up personally with anyone who took a card and did not return it.
	Report to the sustainers quarterly, specifically, with what their giving paid for.
	Thank them again each year, by name and in person.

What to charge
Offer three levels: $10, $25 and $50 a month, each tied to an outcome. Most people choose the middle one, which is why the middle one should be the figure you actually want.
Twenty sustainers at $25 is $6,000 a year, and it recurs.
Where it goes wrong
Launching it once and never mentioning it again. Recurring giving needs an annual renewal moment and quarterly reporting, or it decays quietly through card expiries and forgetting.
Second: making cancellation feel awkward. It suppresses sign-ups far more than it retains givers.

How to raise more
Run an annual renewal Sunday where sustainers are thanked by name and asked to consider increasing by $5. A large proportion do.
Ask specifically for a step up when someone gives a large one-off gift: “would you consider $25 a month instead?” That conversation is worth more than any event on this list.

See also: Birthday-month giving · Letter or email appeal · SOP 05
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Birthday-month giving
Everyone gives once a year, in their own month. Costs nothing and it spreads the income evenly.
At a glance	Startup cost	$0–$40
	Typically raises	$400–$2,000 a year
	Return	high
	Lead time	3 weeks
	Volunteers	2–3
	Best time	Launch in January; runs all year
	Difficulty	Easiest

What it is
Each member is invited to make a gift in the month of their birthday — traditionally a dollar for each year of their age, or any amount they choose. Names for that month are listed and prayed for.
Why it works
It solves a specific problem: giving in most small churches collapses in summer and spikes at Christmas. Birthday giving spreads it evenly across twelve months with no organising at all after the launch. The dollar-per-year convention is charming, self-scaling, and quietly generous — older members give more, which is usually the right way round.
The real mechanism is that it turns giving into a personal occasion rather than a request.
How to build it
	Collect birth months — months only, not dates. This avoids any concern about holding dates of birth.
	Confirm consent to list names in the bulletin.
	Choose the convention: a dollar a year of age, or a free amount. Say plainly that either is welcome.
	Make a birthday envelope or a card for each month, available at the back of the church.
	Set up the bulletin listing: this month's birthdays, prayed for by name.
	Launch it in January with a clear explanation of both the giving and the prayer.
	Decide what the money is for and keep it consistent year to year.

On the day
	Each month, list the birthdays in the bulletin and pray for them by name.
	Put the envelopes out where those people will see them.
	Thank each giver personally, not in bulk.
	Once a year, report the annual total and what it paid for.
	Add new members to the list as they join.

What to charge
A dollar for each year of age is the traditional form and works well. A congregation of eighty with an average age of fifty gives roughly $4,000 a year, spread evenly.
Never publish who gave or how much. Publish the names being prayed for and the annual total, nothing else.
Where it goes wrong
Publishing dates rather than months, or publishing without asking. Both are easily avoided and both cause real upset.
Second: letting the prayer half lapse. If it becomes only a collection, it stops working within a year.

How to raise more
Add an anniversary version in the same envelope — wedding anniversaries, baptism anniversaries, the anniversary of joining the church.
Add a memorial month: a gift in the month a loved one died, with their name read out. This is often given more faithfully than the birthday version.

See also: Recurring giving campaign · Church calendar
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Coin jar challenge
Small change, a visible container and a deadline. The best fundraiser for involving children.
At a glance	Startup cost	$20–$80
	Typically raises	$150–$800
	Return	5–15×
	Lead time	2 weeks
	Volunteers	3–5
	Best time	Lent, Advent, or any six-week stretch
	Difficulty	Easiest

What it is
Every household takes a jar or a small box home and fills it with loose change over a set period, usually four to six weeks. Jars are brought back on a named Sunday and counted publicly.
Why it works
It asks for nothing anyone will miss, which means everyone can take part — including children, who take it far more seriously than adults do. Loose change adds up to more than people expect: a household jar typically comes back with $20 to $40 in it.
Its real value is participation. A congregation where every household gave something is a different congregation from one where six people wrote cheques.
How to build it
	Choose a period with a natural start and end. Lent is ideal; Advent works; any six weeks with a named finish will do.
	Get the containers: jars, coin boxes, or cardboard folding banks from a supplier. Something visible is better than something tidy — the jar has to sit where people see it.
	Label each with the purpose and the return date.
	Set a target and make a visible thermometer.
	Give them out on a named Sunday and explain the purpose in two minutes.
	Add a weekly suggestion for children: a coin for every meal you ate today, a coin for every light in your house.
	Arrange the counting: coin wrappers, a bank that will take coin, and two people to count (SOP 01).

On the day
	Hand out on the launch Sunday to every household, including children.
	Mention it briefly every week, with the thermometer visible.
	Collection Sunday: bring jars forward, and count publicly if you can.
	Involve the children in the counting. It is the best part of the whole thing.
	Announce the total the same day.
	Take the coin to a bank that will accept it — check first, many will not take unwrapped coin.

What to charge
No price. A household jar over six weeks typically returns $20–$40. Sixty households is $1,200–$2,400.
Do not discourage notes. A good number of people put in a $20 at the end.
Where it goes wrong
Finding no bank will take unwrapped coin. Ring first, get wrappers, and budget an hour for rolling.
Second: no visible progress and no reminders. A jar handed out in week one and never mentioned again comes back empty or not at all.

How to raise more
Give the children a specific weekly challenge. Households with children return jars with three or four times as much in them.
Run it alongside something with a matching gift — “the deacons will match whatever the jars raise” — and the returns rise sharply.

See also: Matching gift week · Letter or email appeal
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Matching gift week
Not a fundraiser on its own. A multiplier that makes every other ask in this chapter work harder.
At a glance	Startup cost	$0
	Typically raises	$500–$5,000
	Return	very high
	Lead time	3 weeks
	Volunteers	2–3
	Best time	Attached to any appeal or campaign
	Difficulty	Easy

What it is
One person, family, business or trust agrees to match every gift given during a defined short period, up to a stated ceiling. The match is announced loudly and the window is kept short.
Why it works
Doubling is the most powerful thing you can say in a fundraising message. It converts people who were going to give later into people who give now, and it converts $25 gifts into $50 gifts. Response rates on matched appeals routinely run at double an unmatched one.
The matcher is also giving something they were often going to give anyway — you have simply made their gift do the work of two.
How to build it
	Find the matcher. Approach the two or three most generous givers privately, and ask directly: “would you be willing to match up to $1,000 for one week?”
	Agree the ceiling and the window in writing. A week is right; a month dilutes it.
	Confirm what counts — new gifts only, or all gifts including regular giving. New gifts only is cleaner and more honest.
	Also try businesses, and ask members whether their employer runs a corporate matching programme. Many large employers do, and almost nobody uses it.
	Build the messaging around the deadline: “every dollar doubled until Friday”.
	Set up a visible running tally.
	Plan the announcements: launch, midpoint, 24 hours to go, and the result.
	Agree with the matcher what happens if you fall short of the ceiling — usually they give the matched portion only.

On the day
	Announce the match at the start of the week, from the front, and in every channel.
	Update the tally daily. Visible progress is what drives the last-day surge.
	Push hard in the final 24 hours. A large share of the total will arrive then.
	Thank the matcher publicly, by name if they permit it.
	Announce the final doubled figure and what it will pay for.
	Settle with the matcher within a week.

What to charge
No price. Suggest amounts and state the doubled effect: “your $25 becomes $50.”
Ceilings of $500 to $2,000 are typical for a small church, and even $250 works.
Where it goes wrong
A window that is too long. A month-long match has no urgency and performs like no match at all. One week, with a named end.
Second: not settling clearly with the matcher. Write down the ceiling, the window, what counts, and what happens if you fall short.

How to raise more
Ask members to check whether their employer matches charitable gifts. Corporate matching programmes are widespread and almost entirely unclaimed by small congregations — it can double a member's giving at no cost to anyone.
Stack it: run the match week in the middle of a crowdfunding campaign or immediately after the appeal letter lands.

See also: Letter or email appeal · Crowdfunding campaign · Coin jar challenge
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Sponsor-a-brick
Sell a name on something permanent. Best for a specific building project with a visible result.
At a glance	Startup cost	$300–$1,500
	Typically raises	$2,000–$20,000
	Return	3–8×
	Lead time	4 months
	Volunteers	4–8
	Best time	When there is a building project
	Difficulty	Harder

What it is
Engraved bricks, pavers, plaques or leaves on a donor tree, sold with a name or dedication on each, installed as a permanent path, wall or display.
Why it works
People give more for something permanent with a name on it than for the same project without. A dedication to a parent or a late spouse is worth several times the cost of the brick, and the finished path becomes a physical record of the congregation.
It only works when there is a real capital project — a new entrance, a memorial garden, a rebuilt hall. Selling bricks for general funds does not work and looks like it.
How to build it
	Have a real project first, with a design showing where the bricks will go and what it will look like finished.
	Get quotes from engraving suppliers. Engraved pavers typically cost $15–$35 each depending on size and quantity.
	Decide the sizes and price points: a small brick with three lines, a large one with more, and perhaps a few premium plaques.
	Write the rules on wording: line limits, character limits, what you will and will not engrave. Put an approval step in writing and keep it — you will need it.
	Design a simple order form with a preview of the layout, and require the buyer to sign off the exact wording.
	Launch with the leadership and the founding families first, so the first rows are filled before you go public.
	Set a deadline for the first installation, and plan further phases.
	Arrange installation properly. A badly laid path is a permanent reminder of a rushed project.

On the day
	Sell after services, at events, and by direct approach to families with long connections to the church.
	Show a mock-up or a sample brick. People buy what they can see.
	Confirm every wording in writing with the buyer before it is cut. Engraving is not reversible.
	Install in phases and dedicate each phase publicly, with the families present.
	Photograph each family with their brick and send them the photograph.
	Keep a permanent register of who is on which brick and where.

What to charge
$100–$150 for a small engraved brick, $250–$500 for a large paver or plaque, $1,000+ for a named feature.
Price well above cost. The buyer is paying for the permanence and the name, not for the stone.
Where it goes wrong
A misspelled name on a permanent brick. It is the failure this fundraiser is known for and it is deeply upsetting to the family. Written sign-off on exact wording, checked by two people, every time.
Second: selling bricks with no project. Money taken for a path that is never laid is the most damaging thing in this book.

How to raise more
Offer memorial and honour dedications explicitly — “in memory of” and “in thanksgiving for”. These are the great majority of sales and they carry the higher price points without objection.
Run it in phases over several years. A second and third phase sells to people who saw the first one finished and wished they had joined.

See also: Recurring giving campaign · Church calendar
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Restaurant percentage night
The only fundraiser here that cannot lose money. Nothing to buy, nothing to organise, nothing to risk.
At a glance	Startup cost	$0
	Typically raises	$100–$500
	Return	no outlay
	Lead time	5 weeks
	Volunteers	2–4
	Best time	A weekday evening, any season
	Difficulty	Easiest

What it is
A local restaurant agrees to give the church a percentage of one evening's sales. Members and friends eat there, mention the church or show a flyer, and the restaurant sends a cheque.
Why it works
There is literally nothing to lose. No stock, no venue, no volunteers on the night, no cooking. Your only job is to get people to eat dinner somewhere on a Tuesday, which they were going to do anyway.
It is also the right first fundraiser for a church that has never run one. The committee learns to promote an event and to follow up a payment, with no financial risk at all.
How to build it
	Research three to five local restaurants that run fundraiser nights. Chains often have a formal programme; independents will often do better on the percentage.
	Ring or email and ask directly. Aim for 15–20% of sales; some offer 10% and some go higher for a slow night.
	Get it in writing — an email confirming the date, the hours and the percentage is enough.
	Find out what the guest must do: show a flyer, mention the church, or nothing at all. “Nothing at all” is best; a required flyer will cost you a third of the take.
	Choose a slow night for them. Tuesday and Wednesday get you a better percentage than Friday.
	Design the flyer, and confirm the restaurant is happy with it.
	Announce it for two or three Sundays, and post it everywhere you have.
	Send a reminder text the morning of. This single message is worth more than all the earlier advertising.

On the day
	Send the morning reminder with the name, the hours and what to do.
	Organise a group to go together at a set time. A visible church table encourages everyone else and pleases the manager.
	Take a photograph and post it live — it prompts the people who forgot.
	Thank the staff on the night, and tip well. The staff decide whether you are invited back.
	Follow up for the cheque within two weeks.
	Send a written thank-you to the manager and post publicly about the restaurant.

What to charge
No price. You take 10–20% of what your people spend. Eighty people spending $30 at 15% is $360.
Ask whether alcohol is included. It often is not, and it makes a substantial difference to the total.
Where it goes wrong
Poor turnout because it was announced once, three weeks early, and never again. This fundraiser is entirely a promotion exercise — that is the only work in it.
Second: never following up for the cheque. Restaurants are busy and payment slips. Diarise it for two weeks out.

How to raise more
Book two or three across the year with different restaurants. Once you have run one well, the second is a five-minute phone call.
Ask the restaurant for a raffle prize or a gift certificate alongside the percentage. They almost always say yes, and it is worth as much as the evening.

See also: Letter or email appeal · SOP 18


Part ten
Occasions with a purpose
Three fundraisers built around something the church was going to do anyway — a blessing, a children's week, a night of thanksgiving. They raise well because the occasion is genuine and the money is a consequence rather than the point.
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Pet blessing
A short outdoor service for animals, near St Francis's day. Draws people who have never been near a church.
At a glance	Startup cost	$30–$120
	Typically raises	$150–$600
	Return	3–6×
	Lead time	5 weeks
	Volunteers	6–10
	Best time	Early October, around 4 October
	Difficulty	Easy

What it is
A brief outdoor service where pets are blessed individually by name, usually held near the feast of St Francis, with a donation basket and often a small collection for an animal shelter alongside the church's own cause.
Why it works
It reaches an audience nothing else touches. People who have not been inside a church in decades will bring a dog to be blessed, and they arrive expecting nothing and are often moved. The blessing by name is the whole thing — a pet named aloud in front of strangers matters to its owner far more than the length of the service.
It raises modestly and it is worth running for the reach alone.
How to build it
	Set the date near 4 October and choose an outdoor site with space between animals.
	Keep the service short — twenty minutes of common material, then individual blessings by name.
	Publish the rules clearly: all animals leashed or crated, owners responsible for their own, and no animal that is unwell or reactive.
	Confirm insurance covers a public event with animals. Some policies exclude it.
	Arrange water bowls, shade, waste bags and a bin.
	Ask a local vet or shelter to attend with a table. They draw people and they lend legitimacy.
	Advertise at the vet, the pet shop, the groomer, the dog park and in local pet groups.
	Collect the names of pets in advance where you can, so they can be read correctly.

On the day
	Spaces marked out so dogs are not nose to nose, and a separate quiet area for cats, rabbits and anyone anxious.
	Short common service, then individual blessings — each animal by name, with a hand on it if the owner permits.
	A card or certificate with the pet's name for each one. This costs pennies and it is what people keep.
	A memorial moment for pets that have died, read by name. It matters more than anything else in the service.
	Donation basket with the purpose named, and a second basket for the shelter.
	Photographs, with owners' permission.
	Water and shade throughout, for animals and people.

What to charge
Free. A donation basket with a clearly stated purpose, and a separate collection for a local shelter — splitting it visibly increases both.
Sell a printed blessing certificate at $5, or give it free and take the donation. The certificate is what goes on the fridge.
Where it goes wrong
Animals too close together. A dog fight at a pet blessing is memorable for the wrong reasons and is prevented entirely by spacing and by a firm rule on leads.
Second: rushing the individual blessings. The name spoken aloud is the entire event; do not hurry it.

How to raise more
Run a dog wash alongside, in the hour before or after. The same people come to both, and it turns a $200 morning into a $600 one.
Add a table selling homemade dog treats, bandanas and pet ornaments. Pet owners buy these readily and the margin is excellent.

See also: Dog wash · Outdoor worship · Church picnic
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VBS fundraiser
The children raise the money themselves, and the parents come because their child is in it.
At a glance	Startup cost	$50–$200
	Typically raises	$300–$1,200
	Return	4–8×
	Lead time	8 weeks
	Volunteers	10–16
	Best time	At the end of vacation bible school week
	Difficulty	Easy

What it is
A fundraiser run by and with the children during or at the end of vacation bible school — usually a closing programme with a shared meal, a display of the week's work, and a collection for a cause the children have chosen and worked toward all week.
Why it works
Attendance is guaranteed, because every parent and grandparent comes to see their child. It teaches the children the thing this whole book is about, and children who chose the cause explain it to their own families more persuasively than any adult could.
The children's own coin collection through the week is often the largest single element, and it costs nothing.
How to build it
	Choose the cause with the children at the start of the week, from two or three options. Ownership is the mechanism — a cause chosen for them raises a fraction of one they picked.
	Make it concrete and countable: mosquito nets, school kits, goats, wells, meals for the pantry. Children need to see the number move.
	Build a visible tracker in the hall — one paper fish, brick or drop per unit funded.
	Run a daily coin collection through the week, with a small challenge each day.
	Plan the closing programme: songs, a display of the week's work, and the children presenting the cause themselves.
	Add a shared meal — potluck or a simple served supper — on the closing night.
	Follow safeguarding fully throughout: checks, ratios, two adults, sign-in and sign-out (SOP 09).
	Invite grandparents specifically. They come, and they give.

On the day
	Doors early so families can see the week's work displayed.
	Children lead the presentation of the cause. Let them do it, imperfectly.
	Show the tracker and where it got to.
	Meal shared afterwards, with the children serving where they are able.
	Collection with the purpose named by a child, not by an adult.
	Announce the total that evening if you can.
	Photograph the children with the tracker, with parental permission.

What to charge
Free entry with a collection, or a small charge for the meal. Do not put a ticket price on a children's programme — it suppresses the collection, which will be larger.
A congregation of eighty families will typically give $400–$900 at a closing programme where children made the ask.
Where it goes wrong
Adults choosing the cause and adults making the ask. It works because the children own it. Hand it over properly, including the bit where they explain it badly and it is more effective anyway.
Second: an abstract cause. “Missions” does not move a tracker; “forty mosquito nets” does.

How to raise more
Run a service element alongside — the children pack the kits or assemble the meals themselves during the week. Parents give substantially more when they can see what was made.
Add a bake table or a lemonade stand run entirely by the children on the closing night, with the children keeping the pricing and the takings under supervision.

See also: Church picnic · Ice cream social · SOP 09
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Mission banquet
The largest single ask a small church makes. A proper dinner, a real story, and a direct request at the end.
At a glance	Startup cost	$300–$800
	Typically raises	$1,000–$5,000
	Return	3–6×
	Lead time	12 weeks
	Volunteers	16–22
	Best time	Evening, late winter or autumn
	Difficulty	Hardest

What it is
A formal dinner for invited guests, built around one cause presented in detail — a mission partner, a building project, a specific ministry — ending in a direct, structured appeal from the front.
Why it works
It concentrates the church's largest givers in one room, feeds them well, tells them one story properly, and then asks. That combination out-raises everything else here per person by a wide margin.
It works because of the ask, not the dinner. A banquet with a warm speech and no clear request raises a fraction of one where somebody stood up and named a figure.
How to build it
	Twelve weeks out. Choose one cause and one story, and resist adding a second.
	Recruit table hosts rather than selling tickets. Each host fills a table of eight with their own guests, which is how the room actually gets filled.
	Brief the hosts properly: who to invite, what the evening is, and that there will be an ask.
	Get a speaker who has lived the story — the mission partner, the person the ministry helped — and keep them to twelve minutes.
	Prepare the ask carefully: a named figure, concrete levels, and a clear mechanism (cards on the table, a QR code, envelopes).
	Decide the ticket model. Free-with-an-ask usually out-raises a priced ticket, because it removes the sense that attendance discharged the obligation.
	Secure two or three lead gifts in advance, and a matching gift if you can.
	Plan the meal to be genuinely good. This is the one dinner in this book where the food should feel like an occasion.
	Sort out sound, lighting and anything projected, and rehearse it.

On the day
	Room dressed properly. This should not feel like a church hall with a slideshow.
	Hosts greet their own tables and sit with their guests.
	Meal served, then the speaker, then the ask. In that order, without exception.
	Speaker to twelve minutes. Long speakers cost money.
	The ask made by one confident person: name the figure, name the levels, name the mechanism, then be quiet and let people respond.
	Announce the match if you have one, at the moment of the ask.
	Cards collected in the room, not posted afterwards.
	Announce the running total before people leave, and thank the hosts by name.

What to charge
Free entry with a structured ask usually raises more than a $50 ticket. If you do sell tickets, price them to cover the meal exactly and make the ask anyway.
Levels of $1,000, $500, $250, $100 and $50, each tied to a concrete outcome. Name the top level first.
Where it goes wrong
A lovely evening with no clear ask. Guests leave warmed and unasked, and the church concludes that banquets do not work. The ask is the event.
Second: filling the room by general invitation. Table hosts fill rooms; announcements do not.

How to raise more
Add a live auction or a fund-a-need after the ask. A fund-a-need — descending levels with hands raised at each — costs nothing and frequently doubles the evening.
Secure a match before the night and announce it at the moment of the ask. It is the single strongest addition available.

See also: Community dinner · Live auction · Matching gift week


Part eleven
Putting them together
Three closing chapters: how to build a fundraiser that is not in this book, how to lay out a year, and what to do first if you are starting from nothing.

Designing your own

The planner has a Custom event option, and sooner or later you will use it. Everything in this book is a variation on the same seven parts, so building a new one is a matter of filling them in honestly.


	What is the reason? One specific sentence. If you cannot write it, stop here — the fundraiser will not work either.

	What does the giver get? An object, an evening, a service, or nothing but the knowledge that they helped. Any of the four is legitimate. Know which one you are offering.

	What does it cost you? Per head, before you set a price. Then price at three to four times that.

	When is the deadline? No deadline, no urgency, no money.

	Who is invited, and who asks them? Names, and a person who will do the asking. This is the step that decides the total.

	How do they pay? Cash and at least one other way.

	Who thanks them, and by when? Within a week, by hand.



Then run three checks before you commit.

The loss check

What is the most you can lose? If the answer is more than your church can absorb without difficulty, restructure it: pre-sell, take deposits, borrow instead of buying, or get the ingredients donated. Almost any fundraiser can be made loss-proof if you are willing to do it smaller.

The volunteer check

Count the volunteers you will actually get, not the ones who said they might. Then halve it for the week of the event, because someone's mother will be in hospital. If the plan does not survive that, it is the wrong plan.

The second-time check

Would your people be willing to do this again next year? A fundraiser that raises $2,000 and exhausts everyone is worth less than one that raises $800 and gets asked for again. This is the check most committees skip, and it is the one that determines whether a church has a fundraising culture in five years or a reputation for burning people out.

The borrowing ruleBefore you buy anything for a new fundraiser, ask the congregation whether anyone has one. The answer is yes far more often than you expect, and every yes moves a dollar from the expense column to the net.


A year of fundraising

A church that runs one fundraiser a year is always starting from cold. A church that runs four small ones has a rhythm, a volunteer base that stays warm, and a congregation that is not asked for everything at once.

Here is a workable year for a small congregation. It is not a prescription; it is a shape.


	Season	Run	Why then


	January	Recurring giving campaign; birthday-month giving launch	Nothing else competes, and people make commitments in January

	February–March	Soup supper series; coin jar challenge; trivia night	Lent gives a natural frame, and indoor events suit the weather

	April–May	Plant sale; spring festival; craft workshop	Growing season, and families desperate to be outdoors

	June–August	Ice cream social; church picnic; car wash; outdoor worship	Low-effort events in the season when volunteers are away

	September–October	Fall festival; pet blessing; 5K walk; yard clean-up	Everyone is back, the weather is good, and the calendar is open

	November	Holiday bazaar; letter appeal; craft fair	The appeal lands with the giving season, and the bazaar catches early Christmas shoppers

	December	Christmas market; cookie walk; gift wrapping; matching gift week	The highest-spending month of the year, and the one with the most goodwill



Three rules for the year


	One big event, three small ones. Not four big ones. The big one takes a committee; the small ones take a person and an afternoon.

	Never two large events in consecutive months. Volunteers need the gap more than the church needs the money.

	Put the letter appeal in November, every year, without fail. It is the highest-return thing available and it is the one most often left out.



Four small fundraisers run cheerfully raise more over three years than one heroic one that nobody wants to repeat.


If you are starting from nothing

Suppose your church has never done any of this, has no money in the account, has perhaps thirty people on a good Sunday, and needs to raise something specific. Do these four things in this order.

First: a restaurant percentage night

It cannot lose money. It requires two phone calls and some promotion. It will raise two or three hundred dollars and, more importantly, it will teach your committee to promote something and follow up a payment. Do this one first even though it is not the biggest, because a first fundraiser that goes wrong sets a church back years.

Second: a bake sale or a book sale

Donated stock, no risk, one Sunday. It gets the congregation involved with their hands rather than their wallets, which is where willingness comes from. It will raise two to five hundred dollars and it will show you who your volunteers actually are.

Third: the letter appeal

Now you have a story to tell and results to report. Write one page, name one need and one figure, send it to everyone who has ever given, and ring your twelve largest past givers ten days later. This will out-raise both of the first two combined, and it will cost you almost nothing.

Fourth: recurring giving

Ask twenty people for $25 a month. If ten say yes, that is $3,000 a year that arrives whether or not anyone organises anything, and it changes what your church is able to plan for.

What not to do firstDo not start with a festival, a banquet, a golf tournament or a full holiday bazaar. They raise the most and they are the most common way a new committee collapses. Earn your way up to them over two or three years, with people who have already succeeded at something smaller together.

And whatever you run, do the last two steps properly: thank everybody within a week, by hand, saying what the money did — and tell the whole congregation the total. Those two steps cost nothing, and they are the difference between a church that fundraises once and a church that can fundraise whenever it needs to.

Release the guilt. Let every hand that works be filled as it pours out. In the household of the Way, everyone gets to eat.



Book two
Running the event


Twenty-one standing procedures and ten role cards. This is the part to print and hand to people — each procedure names who owns it, when it happens, and what to watch for.


Book two
The standing procedures
Twenty-one written procedures for running the event itself. These are not about the software — they are how the work is done. Print this chapter and give it to whoever holds each job. Every procedure names who owns it, when it happens, and what to watch for.

SOP 01
Money handling and the two-person rule

 Owner: the person named under Money and cash box on the Volunteers page. When: in force from the moment the first coin is taken until the money is banked.

 This is the most important procedure in the manual. Almost every painful story in small-church fundraising comes from money that only one person ever touched.

 The rule

 
   	Two unrelated people count money together, every time it is counted. Not spouses, not parent and child.

   	Both sign or initial the count. A phone photo of the written total, taken by each of them, is enough.

   	The cash box is never left unattended. Not for two minutes, not to help carry a table.

   	Money moves in a closed container, never in a pocket or an open envelope.

   	Nobody makes change from their own wallet, and nobody borrows from the box, not even briefly and not even with a note.

 

 Why it is written down

 This protects the volunteer far more than it protects the money. When two people counted and both signed, no one can ever be quietly wondered about. Say that out loud when you introduce the rule — it lands better than a lecture about theft, and it is the truer reason.

 Never allow one person to be alone with the takings at any point in the day, including the drive to the bank.

SOP 02
Opening the cash box and counting the float

 Owner: cash box lead plus one witness. When: at least thirty minutes before doors open.

 
   	Prepare the float the day before, not on the morning. A typical small event needs about $80 in ones, $40 in fives, and $20 in coins. Adjust upward if your prices are odd numbers — round prices need far less change.

   	Count the float with your witness. Write the total on a sheet, both initial it, and put the sheet in the box.

   	Tape the emergency contact card inside the lid.

   	Set the box somewhere with a wall behind the person working it, and a clear path out.

   	Agree the skim threshold now: when the box holds more than a set amount — $300 is a reasonable line for a small event — the excess is removed, counted by two people, bagged, labelled with the time, and locked away. Do this at least twice during a busy event.

 

 Running out of ones by mid-morning is the single most common operational failure at a bake sale. Start with more small notes than you think you need.

SOP 03
Recording a donation

 Owner: whoever is at the table, then the planner keeper. When: at the point the gift is handed over, or the same evening at the latest.

 
   	On the day, write gifts on paper as they come. Do not try to type into the planner at a busy table.

   	For each gift capture four things: who, how much, by what method, and whether it is a gift or a payment for goods.

   	If someone hands you a cheque, write the date received on the back of your paper log, not on the cheque.

   	That evening, enter each gift on the Donations page. Set the status to Received only if the money is genuinely in hand.

   	Anyone who says "put me down for fifty" and has not yet paid is entered as Pledged. Chase pledges within two weeks.

   	Anonymous givers: leave the name blank. Do not write "friend of Ruth" — if they wanted to be named they would have said so.

 

 Gifts in kind

 A donated quilt is not income until it sells. Record the donor on the Sponsors & vendors page as an in-kind donor and record the item on the Auction page. Record the sale price as the income, when it sells.

 Do not value a donated item on behalf of the donor. If they want a figure for their own tax purposes, that is theirs to determine, not yours to assign.

SOP 04
Closing the cash box and banking

 Owner: cash box lead plus one witness. When: immediately at the end of the event. Not the next morning.

 
   	Close the box and move to a room with a door before counting.

   	Remove the float and set it aside first. Count it separately and confirm it matches the opening sheet.

   	Both people count the remaining takings. Count twice. If the two counts differ, count a third time before anyone speaks about it.

   	Write the total, both sign, both photograph the sheet.

   	Bag cash and cheques separately. Label the bag with the event name, the date and the total.

   	Bank it or lock it in the church safe the same day. Two people travel together.

   	Enter the total on the Donations or Budget page that evening, while it is still exact.

 

 Never take the takings home overnight. If banking is genuinely impossible, use the church safe with two people present, and record who holds the key.

SOP 05
Receipts, statements and what you may promise

 Owner: treasurer. When: receipts within two weeks; year-end statements in January.

 
   	Issue a receipt for every gift where the giver asked for one, and for any single gift above the threshold your treasurer sets. Many churches receipt everything above $25 automatically.

   	Generate them from Print & documents → Donation receipts. One page per giver, populated from your donation log.

   	Fill in the church name, address and tax ID before printing. Blank brackets on a receipt look careless and undermine trust.

   	Where a giver received something in return — a dinner, a raffle ticket, an auction item — the receipt must say so and state the value of what they received. This is not optional and it is where most small churches get it wrong.

   	Keep a copy of every receipt with the event file.

 

 Tax deductibility depends on your church's status and on what the giver received. The template wording is a starting point, not a ruling. Your treasurer confirms it before anything goes out, and neither this app nor its helper is a tax adviser.

SOP 06
Recruiting a volunteer

 Owner: volunteer coordinator. When: from eight weeks out, continuously.

 General appeals produce nothing. Specific asks produce people. The whole procedure is one sentence with four parts.

 
   	Name them. "Ruth" — not "someone".

   	Name the job. "the cash box" — not "helping out".

   	Name the hours. "nine to twelve" — not "the day".

   	Name the end. "and then you are done" — this is the part that gets the yes.

 

 So: "Ruth, would you run the cash box from nine to twelve? Marcus takes over at twelve and then you are done."

 Then

 
   	Enter them on the Volunteers page immediately, with the job and the shift, while you remember.

   	Leave Confirmed unticked until SOP 07.

   	Ask what they are good at and put it in the skills column. People volunteer again when they are used well.

 

 Ask in person or by phone. A group text asking for volunteers is a way of asking nobody.

SOP 07
The forty-eight hour confirmation

 Owner: volunteer coordinator. When: two days before the event, by phone.

 Everyone who said yes six weeks ago now has a different weekend. Assume nothing.

 
   	Ring each volunteer. Not text — ring. A text gets a thumbs-up from someone who has not checked their calendar.

   	Confirm three things back to them: their job, their start time, and where to come in.

   	Tell them who they are handing over to, and who they are taking over from.

   	Tick Confirmed on the Volunteers page only after you have actually spoken to them.

   	Anyone you cannot reach in two attempts is treated as unavailable. Backfill now, not on the morning.

 

 If you are inside two weeks with fewer than three confirmed volunteers, the planner will warn you on the dashboard. Take that warning seriously — it is the point where events either get rescued or quietly fall apart.

SOP 08
Volunteer check-in on the day

 Owner: the person named under Volunteer check-in. When: from ninety minutes before doors open.

 
   	Print the sign-in sheet from Print & documents and put it on a table by the door people will actually use.

   	Everyone signs in and signs out. This is your hours record and, if anything goes wrong, your record of who was on site.

   	Give each person their job in one sentence and point at the person they hand over to.

   	Show everyone three things without being asked: the toilets, the water, and the fire exit.

   	Feed the setup crew before the doors open. Not after.

   	Note no-shows on the sheet and reassign immediately from whoever is standing there.

 

 Transfer hours into the Volunteers page within a few days, while the sheet still exists. Those hours become the donated-labour figure in your final report, and it is usually the most impressive number you have.

SOP 09
Children and vulnerable adults

 Owner: event lead. When: settled at four weeks out, in force all day.

 
   	Follow your own denomination's or insurer's safeguarding policy. It overrides anything written here.

   	Whoever supervises children does that and nothing else. It is not a job you add to running the raffle table.

   	Two adults present, always. No adult alone with a child who is not their own.

   	Check whatever background checks your policy requires, and check them before the week of the event.

   	Agree a lost-child procedure before doors open, and tell every volunteer what it is in one sentence.

   	Photographs: ask before photographing anyone's child, and do not post a child's photo without a parent's clear yes.

 

 Do not treat this as paperwork to be got round. It is the one area where a small church's informality genuinely costs people.

SOP 10
Food handling and allergens

 Owner: kitchen lead. When: from the moment food arrives until leftovers are dealt with.

 Temperature

 
   	Cold food stays below 40°F. Plan the ice; you will need more than you think.

   	Hot food stays above 140°F. Plan the warmers and the power outlets.

   	Nothing sits out longer than two hours. One hour if it is above 90°F outside.

   	Have a working thermometer physically on site and someone whose job is to use it.

 

 Handling

 
   	Anyone handling ready-to-eat food washes hands and wears gloves.

   	Raw and cooked never share a board, a platter or a set of tongs.

   	Nobody who is unwell works with food. Say this in advance so it is not awkward on the day.

   	Hair tied back, no eating at the serving table.

 

 Allergens

 
   	Every dish gets a physical label naming its allergens in plain words: nuts, dairy, gluten, egg, soy, shellfish.

   	Ask each cook for their ingredients, in writing, when they sign up — not on the morning.

   	When you do not know what is in something, label it "ingredients unknown". Never guess.

   	Keep one nut-free table physically separate if anyone in your congregation has a serious nut allergy.

 

 Leftovers

 
   	Refrigerate within two hours or give away at the door.

   	Send home only what has stayed at temperature, and let the volunteers take some. That is not a leak — see A word to your church.

 

 Some states and counties require a certified kitchen or a food handler's permit for public sales, and some exempt church events. Ring your county health department at six weeks out. This is a two-minute call that occasionally saves the whole event.

SOP 11
Setup

 Owner: setup lead. When: starting two hours before doors, minimum.

 
   	Post the setup assignments the week before so nobody arrives asking what to do.

   	Set the room in this order: power and cables first, then tables, then the money station, then decoration. Decoration is always last and always over-runs.

   	Tape down every cable that crosses a walking route. Every one.

   	Put the money station where the person working it has a wall behind them and a clear exit.

   	Put signs outside before you finish inside. People arriving early need to know they are in the right place.

   	Walk the room once as if you were a stranger. Where do you go first? Where do you pay? Where is the toilet? Fix what is not obvious.

   	Take photographs now, while it is clean and empty of people. You will want them for the thank-you post and you will not have time later.

 

 Accessibility is a setup task, not an afterthought: a step-free route in, a clear path at least three feet wide between tables, and at least one place to sit down that is not behind a table.

SOP 12
Run of show

 Owner: event lead. When: the day itself. Print this and carry it.

 
   	Two hours before — setup begins (SOP 11). Cash box opened and float counted (SOP 02).

   	Ninety minutes before — volunteer check-in opens (SOP 08). Kitchen begins temperature control (SOP 10).

   	Forty-five minutes before — brief every volunteer together, in one place, for three minutes. Say: what we are raising money for, the total we are aiming at, where the toilets and exits are, and who to find if something goes wrong.

   	Thirty minutes before — feed the crew. Signs out. Doors checked. Someone stationed to greet.

   	Doors open — event lead walks the room every thirty minutes and does no fixed job. Someone with no fixed job is what makes an event feel calm.

   	Mid-event — first cash skim (SOP 02). Post one photograph to social media. Check that nobody has been standing for three hours without a break or a drink.

   	Thirty minutes before close — announce the closing time. If there is an auction, announce it twice and loudly (SOP 16).

   	Close — announce the running total if you have it. People love hearing the number and it prompts final gifts.

   	Immediately after — count and bank (SOP 04). Teardown (SOP 13).

   	Within twenty-four hours — post the total and thank people by name.

 

SOP 13
Teardown and handing the building back

 Owner: cleanup lead. When: immediately on close.

 
   	Money leaves first, under SOP 04, before anyone starts moving furniture.

   	Food next: refrigerate, distribute or dispose within the two-hour window.

   	Return every borrowed item to its owner that day, with a thank-you. Borrowed things that stay in a church hall for three weeks are how you lose the loan next year.

   	Restore the room to how you found it, or better. Take a photograph of the finished room and send it to whoever owns the building.

   	Lost property in one labelled box, with one named person's number on it.

   	Last person out checks: power off, water off, windows shut, doors locked, keys returned to the named holder.

   	Update the Supplies page: mark what was consumed, what survived, and what should be stored for next time.

 

 Do not let the cleanup fall to the same three people who did setup. Name a separate crew when you recruit, or they will not volunteer again.

SOP 14
Injury, illness and incidents

 Owner: event lead. When: the moment anything happens.

 
   	Care for the person first. Everything else waits, including the event.

   	Call emergency services if there is any doubt at all. Nobody has ever regretted calling too early.

   	One person stays with the injured person. One person meets the ambulance at the road and guides it in.

   	Write down what happened while it is fresh: time, place, what happened, who was present, what was done. Do this the same day.

   	Notify whoever holds your church insurance within twenty-four hours, even for something minor. Late notification is what causes claims to fail.

   	Do not post about it, do not speculate about cause, and do not accept or assign blame. Record facts only.

   	If food may be involved, keep a sample of the dish and its label. Do not throw it out.

 

 Know before doors open where the first aid kit is, where the nearest urgent care is, and what the building's address is as an ambulance dispatcher would need it. Put all three on the card taped inside the cash box.

SOP 15
The weather call

 Owner: event lead. When: decided at four weeks out, executed at a fixed hour.

 An outdoor event without a written rain plan is the most common way these days fall apart, and the planner will warn you about it on the dashboard.

 
   	Write the plan into the If it rains field on the setup page. It must contain three things: what the alternative is, who decides, and at what hour they decide.

   	Publish the decision hour in advance, in every announcement. "We decide by 8am and post it on Facebook."

   	At that hour, the named person decides. One person. Not a committee, not a group chat.

   	Announce it immediately on every channel you used to advertise, and text the volunteers directly.

   	If you postpone, name the new date in the same message. A postponement without a date reads as a cancellation.

 

 Heat needs a plan as much as rain: shade, free water, and permission for volunteers to sit down. So does wind, if you have canopies — an unweighted canopy is genuinely dangerous.

SOP 16
Running a silent auction

 Owner: auction lead. When: item gathering from six weeks out; operation on the day.

 
   	Set each starting bid at roughly a third of the item's value. Low starts get more bidders, and more bidders end higher.

   	Print bid sheets from Print & documents, one per item, and state the minimum increase and the exact closing time on each.

   	Put a pen beside every sheet. Missing pens cost real money.

   	Announce the closing time at least twice, loudly, in the half hour before it. Then close it exactly when you said.

   	Collect the sheets yourself at the close. Do not let bidders hand them in.

   	Record the winning bid and the winner on the Auction page immediately.

   	Take payment before the item leaves the room. This is the single biggest leak in church auctions.

   	Tick Paid and Collected as each happens, and chase whatever is still unticked within three days.

 

 Ask for experiences and homemade things, not electronics. A weekend at someone's cabin, a home-cooked dinner for six, a day of yard work, a quilt. They cost the donor little and they sell for more.

SOP 17
Running a raffle

 Owner: raffle lead. When: legality checked before any ticket is printed.

 
   	Check the law first. Raffles are gambling in most jurisdictions. Some states prohibit them, some require a licence, some exempt religious organisations, some cap the prize value. Ring your town clerk or state gaming office. Do this before you print anything.

   	Use numbered double-stub tickets so every stub matches a ticket.

   	Record tickets printed and tickets sold on the Auction & raffle page. The gap is your check figure.

   	One person sells tickets and money goes straight into the cash box under SOP 01.

   	Draw in public, with witnesses, and have someone unconnected to the prize draw the stub.

   	Announce the winner immediately and record it. If they are not present, ring them the same day.

   	Keep the drawn stubs until the prize is collected.

 

 Do not sell raffle tickets across state lines, online, or by post without specific legal advice. That is where a small church raffle becomes a genuine legal problem.

SOP 18
Approaching a sponsor

 Owner: sponsor lead. When: from eight weeks out.

 
   	List businesses your own members already spend money at. Start there — familiarity converts far better than a cold approach.

   	Enter each one on the Sponsors & vendors page at stage To ask before you contact anyone. The list is what keeps you from asking twice or forgetting entirely.

   	Go in person where you can, with the printed letter in hand. Ask for the owner or the manager by name.

   	Lead with what they get: their name in front of the number of people you expect, which the letter states.

   	Ask for goods before cash. Coffee, printing, a truck for the day, a gift certificate. Easier to say yes to, often worth more to you.

   	Give a clear deadline and a single point of contact.

   	Move them along the stages honestly. Asked is not Said yes, and Said yes is not Paid.

   	Deliver every single thing you promised — the logo on the flyer, the mention from the microphone, the thank-you post. Then send a photograph of it.

 

 A sponsor who was thanked properly gives again next year without being asked twice. A sponsor whose logo never appeared does not, and tells other business owners.

SOP 19
Thank-yous

 Owner: event lead. When: starts within twenty-four hours, finishes within one week.

 A gift is not finished until it has been thanked. Unthanked givers rarely give a second time, and this is the cheapest work in the whole event.

 
   	Within twenty-four hours — post the total publicly and thank people as a group, with a photograph of faces rather than tables.

   	Within one week — a handwritten note to every giver above whatever threshold you set, and to every volunteer who worked more than three hours. Handwritten genuinely outperforms email here.

   	Say what the money did, specifically. Not "our general fund" — the actual thing.

   	Tell givers the final total. Most people who give to a small church never find out whether it worked.

   	Thank every volunteer by name, out loud, on the following Sunday. Say the donated-labour figure from your report.

   	Tick each gift off in the thank-you tracker on the Donations page as the note goes out.

   	Ask each volunteer one question: what would you change next time? Write the answers into Lessons learned.

 

 Do not let the thank-yous slide past a week. After that they read as an afterthought, and they are.

SOP 20
Closing the event out

 Owner: event lead and treasurer together. When: the week after.

 
   	Bank everything and confirm it has cleared.

   	Chase every outstanding pledge and every unpaid auction bid.

   	Reconcile: enter every actual figure into the Budget page against its estimate. Do not round and do not tidy — the gaps are the value.

   	Enter volunteer hours from the sign-in sheets.

   	Complete the thank-yous under SOP 19 and confirm the tracker is fully ticked.

   	Hold a debrief within two weeks, while people still remember. Thirty minutes, three questions: what worked, what did not, what would we do differently.

   	Write the answers into Lessons learned and Gratitude on the Prayer & notes page. These go into the final report automatically.

   	Print or export the final report from Reports & backup and give it to the board.

   	Download a backup. That file is now the permanent record of this event.

 

 Hold the debrief even when the event went well. Especially then — a success nobody analysed is a success you cannot repeat.

SOP 21
Records, retention and handover

 Owner: treasurer. When: ongoing, and at every change of organiser.

 Backup rhythm

 
   	Weekly during planning.

   	The day before the event.

   	The day after the event.

   	Before handing the planner to anyone else.

   	Before pressing Start over.

 

 What to keep, and where

 
   	The JSON backup, in the church drive, named with the event and the year.

   	The CSV exports of donations and budget, for the treasurer's own records.

   	The printed final report.

   	Signed count sheets and sign-in sheets, in the paper event file.

   	Copies of receipts issued.

 

 Keep financial records for the period your treasurer or your denomination requires — commonly seven years. Keep the lessons learned forever; they are worth more than the figures.

 Handing over to next year's organiser

 
   	Give them the backup file and show them how to restore it.

   	Give them the printed report and the lessons learned.

   	Give them the volunteer list with the hours and the skills columns filled in. This is the most valuable thing you hand over.

   	Tell them who said no and why, so they do not repeat a wasted ask.

 

 Personal information on these lists belongs to the people on them. Keep contact details in the church's own systems, share them only with people who need them for the event, and delete what you no longer need.


Book two
Who does what
The ten roles on the Volunteers page, and what each one actually owns. Give each person their own entry — most volunteers fail because nobody told them where their job ended, not because they were unwilling.

Overall lead

  Owns: the decision, the timeline, and the calm.

  On the day this person holds no fixed job. That is the point — they walk the room every half hour and fix what nobody else can see. An event where the lead is behind a table is an event where nothing gets noticed.

  Decides: the weather call (SOP 15), whether to extend or close early, and anything involving money that is not already written down.

  Reads: the whole manual. Everyone else reads their own entry.

Money and cash box

  Owns: SOP 01, 02 and 04 — the float, the box, the skims, the count and the banking.

  Never works alone. Never leaves the box. Never makes change from a personal wallet.

  Hands over to: the treasurer, with a signed count sheet, the same day.

Setup crew

  Owns: SOP 11 — power, tables, money station, signage, and the stranger's walk-through.

  Arrives two hours early and is fed before doors open. This crew burns out faster than any other, so name them separately from the cleanup crew.

Cleanup crew

  Owns: SOP 13 — food, borrowed items, the room, lost property, lock-up.

  Must be different people from the setup crew. Recruit them at the same time and by name, or the job silently falls to whoever is too polite to leave.

Kitchen lead

  Owns: SOP 10 — temperature, handling, allergen labels, leftovers.

  Collects ingredient lists from every cook at sign-up, not on the morning. Holds the thermometer and uses it.

  Escalates: anything about certification or permits to the event lead at six weeks out, not the week of.

Greeter / welcome table

  Owns: the first thirty seconds, which decide what the whole event feels like.

  Knows three things cold: what the money is for, where the toilets are, and where to pay. Watches for anyone standing alone looking uncertain, and goes to them.

  This is the best job to give someone who wants to help but cannot lift anything.

Photos and social posts

  Owns: pictures during, and the total posted within twenty-four hours.

  Faces, not tables. Ask before photographing anyone's child, and never post a child without a parent's clear yes (SOP 09).

  Takes the clean empty-room shots during setup, because there will be no time later.

Volunteer check-in

  Owns: SOP 08 — the sign-in sheet, the one-sentence briefings, the no-show backfill.

  Transfers hours into the planner within a few days, while the paper sheet still exists.

Children’s corner

  Owns: supervision, and nothing else at all.

  Two adults, always. Follows the church safeguarding policy without exception (SOP 09). This job is never combined with another job, however short-staffed you are.

Runner

  Owns: the forgotten things — more ice, more ones, the extension cord nobody packed.

  Has a car, a full tank and a phone that works. Sounds trivial; is the reason a good event does not stall at eleven o'clock.


Book three
Using the planner


How the software works, screen by screen, with troubleshooting and a note on where your data lives.


Book three
Start here
If you read nothing else, read this chapter. It takes about four minutes and covers everything a first-time organiser actually needs.

Your first fifteen minutes

  You do not need to fill this planner in properly before it becomes useful. Do these five things and stop.

  
    	Open Set up your event. Pick an event type. If you have no idea, pick one of the five marked with a star — they raise the most for the least money and the least risk.

    	Type a name, a goal and a date. Three fields. Guess the goal if you must; you can change it.

    	Write one sentence in What is the money for. Be specific. "Restocking the food pantry through the summer" raises far more than "church needs".

    	Press Build my timeline. The planner writes out every task from twelve weeks before the event to the week after, each with a real date.

    	Go back to Today and do whatever it says under The next right thing.

  

  That is the whole loop. Come back tomorrow, look at Today, do the next thing. Everything else in this app exists to serve that loop.

The three fields everything else depends on

  Most of the planner is built out of three answers, so it is worth getting them right.

  The date

  Every task date is calculated backwards from your event date. Change the date and press Build my timeline again — the whole schedule moves with it, and anything you already ticked stays ticked.

  If your event is less than twelve weeks away, some tasks will appear with dates already in the past. That is not a mistake. It means you are inside the normal lead time and should work through those first, quickly, in order.

  The goal

  The goal drives the rose window, the dashboard percentage, the daily pace figure, and several of the warnings. Set it slightly below what you think you can raise. A goal that gets met early creates momentum; a goal that stalls at 40% quietly discourages everyone.

  The purpose

  One specific sentence. It goes into every announcement, every letter, every post the planner writes for you. This single field does more for your total than any other choice on the page.

What this app is, and what it is not

  It is

  
    	A planner that remembers everything and tells you what is next.

    	A place to record money, people, supplies and decisions in one file.

    	A generator of the boring documents — letters, receipts, sign-in sheets, bid sheets, announcements.

    	A quiet second opinion that flags problems in your own numbers before they become expensive.

  

  It is not

  
    	Not accounting software. Your treasurer still keeps the books. This is a working record of one event, not the church ledger.

    	Not a shared account. Everything saves to the device you are using. Two people on two devices have two separate planners. See Working with more than one person.

    	Not a payment processor. It records that money came in; it does not take the money.

    	Not a legal or tax adviser. Permits, raffle law, insurance and deductibility vary by state. Ring your town clerk and your insurer.

  

Working with more than one person

  This planner stores everything in the browser on one device. There is no login and no server, which is why it costs nothing and works without internet. The trade-off is that it does not sync.

  Three ways small churches handle this well:

  
    	One keeper. One person owns the planner and everyone reports to them. Simplest, and it is how most small events already run.

    	Hand it round. Go to Reports & backup, press Download backup, email the file to the next person. They open the planner and load it under Restore from a backup. It replaces everything, so only one person should be editing at a time.

    	Print and post. The volunteer roster, shopping list, timeline and sign-in sheet all print cleanly. Put them on the noticeboard. Paper syncs perfectly.

  

  Back up before you hand the file to anyone, and back up the day before the event. A backup takes four seconds and a lost planner costs an evening.

If you have never run a fundraiser before

  Four things that matter more than anything in this app.

  
    	Ask specific people, by name, for one specific job. "We need volunteers" produces nothing. "Ruth, would you run the cash box from nine to twelve?" produces Ruth.

    	Ask the people who already gave. Past givers say yes far more often than strangers. The single highest-return thing in this planner is the appeal letter, and it only works if you actually send it.

    	Borrow before you buy. Check the inventory list on Supplies & shopping first. Most small churches own tables, urns and extension cords they have forgotten about.

    	Say the number afterwards. Post the total within a day and thank people by name. This is what makes next year's event easy.

  

  And read A word to your church. It is short, and it is about doing this without guilt.


Book three
Every screen
One entry per page, in the order they appear in the sidebar. Each says what the page is for, how to work it, and what it feeds elsewhere.

Today

  The morning screen. Open it, do what it says, close it.

  The rose window

  Twelve petals fill with colour as you approach your goal — each petal is roughly 8%. The centre counts down the days to the event, or shows your percentage if you have not set a date yet.

  The next right thing

  The single most useful item on the whole screen. It is calculated from your actual state: overdue tasks first, then what is due this week, then gaps like an empty budget or unthanked givers. Press Do it now to jump straight to the right page, or Show me something else to cycle through the rest of the list.

  The four figures

  Still to raise, open tasks, volunteers, and projected net. Projected net is everything raised minus everything actually spent — the number the church board will ask for.

  Watch out for

  The four most pressing warnings from the risk engine. The full list is on What could go wrong.

  Scripture and prayer rotate daily. Quick notes save as you type — use it for the things that do not fit anywhere else.

Set up your event

  Fill this in once. Nearly everything else reads from it.

  Choose an event type from the grid — the five with a star are the highest-return, lowest-risk options. Your choice changes which extra tasks get written into the timeline. A bake sale gets an allergen-labels task; a 5K gets a route-approval task.

  The four fields under The basics are the ones that matter. The rest can stay blank until you know them.

  Rebuilding the timeline

  Press Build my timeline whenever you change the date or the event type. Rebuilding is safe:

  
    	Tasks you already ticked stay ticked.

    	Names you assigned to tasks stay assigned.

    	Tasks you wrote yourself are never touched.

    	Only the standard tasks are regenerated with new dates.

  

Timeline & tasks

  Every task carries a real date, calculated backwards from your event day. Tasks are grouped by phase: twelve weeks out, eight, six, four, two, the final week, event day, and the week after.

  Reading the dates

  
    	Grey — not due yet.

    	Orange — due within three days.

    	Red — the date has passed and it is not ticked.

  

  Red is information, not accusation. If a task no longer matters, tick it anyway or delete the phase from your mind — a plan you have stopped believing is worse than no plan.

  Adding your own

  Type it at the top, give it a date, press Add task. Your tasks live in their own group at the bottom and survive every rebuild.

  The overdue count also appears as a red pip in the sidebar, so you can see it from any page. Hide finished is useful in the final fortnight when the list gets long.

Playbooks & ideas

  Five fundraisers written out in full, plus fifty more to shortlist.

  The five playbooks — bake sale, trivia night, restaurant percentage night, crowdfunding and the letter appeal — each have their own fields and a complete checklist. Fill in the playbook that matches your event type; the letter appeal playbook in particular feeds directly into the appeal letter on Print & documents.

  The ROI figures at the top are ratios of money raised to money spent. Restaurant night shows "no cost" because there is nothing to buy — you cannot lose money on it, which makes it the right first fundraiser for a church that has never done one.

  On the Fifty ideas tab, tap anything to shortlist it. Shortlisted ideas turn green and stay saved. Use it in a planning meeting: let everyone tap, then look at what got picked.

Donations

  Log every gift as it arrives. The total drives the rose window, the dashboard and the final report.

  Received or pledged

  Mark a gift Received only when the money is actually in hand. Pledged is a promise — it shows on the dashboard separately and does not count toward your total. Churches that count pledges as income end up short.

  Anonymous gifts

  Leave the name blank. It records as Anonymous and still counts.

  The thank-you tracker

  Every received gift appears in the lower panel with a tick box. Tick it when the note actually goes out. This list is the single best predictor of whether people give again next year.

  See SOP 03 for how to record a gift correctly and SOP 05 for receipts.

Budget

  Two tables: money going out, money coming in. Each has an estimate column and an actual column.

  Fill the estimates early, even as rough guesses. The gap between estimated and actual is the most valuable thing you will learn, and the planner warns you when you go 25% over.

  What goes where

  
    	Expenses — anything you pay for. Pick a category so the chart at the bottom is useful.

    	Revenue — ticket sales, table fees, entry fees, percentage-night cheques. Sales, not gifts.

    	Donations are recorded on their own page and counted separately, so nothing is double-counted.

  

  Margin

  The share of everything raised that you actually keep. Below 60% means you are spending too much to raise it — go back to Supplies & shopping and find things to borrow instead.

Supplies & shopping

  Two halves, and the order matters.

  Check the inventory list first. The lower panel lists the eighteen things most small churches already own somewhere. Tick what you find. Every tick is money not spent.

  Then put whatever is genuinely missing in the shopping list above. Set each item's status honestly — Borrowing and Donated items cost nothing and drop out of the total you need to buy.

  Priority is for the day before, when you are short of money or time: buy the Must have items and let the rest go.

Volunteers

  The roster, and the roles that need a name against them.

  Add people as they say yes. Tick Confirmed only after you have actually spoken to them — see SOP 07. The dashboard counts confirmed volunteers, and the risk engine warns you if you are under two weeks out with fewer than three.

  The roles panel

  Ten jobs that go wrong when nobody owns them. Type a name against each. An empty Money and cash box field triggers a warning, because unwatched cash is the most common way a good event turns into a bad conversation.

  Hours

  Record hours after the event. The panel converts them at the standard US volunteer rate of about $34 an hour. Say that figure out loud on Sunday — most congregations have no idea what they just donated.

Sponsors & vendors

  Sponsors give you money or goods. Vendors sell at your event and usually pay for the table. Track both here, and move each one along the stages: to ask, asked, said yes, paid.

  Start with businesses your own members already spend money at. Familiarity converts. The three sponsorship levels at the bottom are a starting point — adjust the amounts to your town.

  Ask for goods before you ask for cash. Coffee, printing, the loan of a truck, a gift certificate for the raffle — these are easier for a small business to say yes to, and often worth more to you than the money.

  The sponsor request letter on Print & documents is written from your event details. See SOP 18.

Prayer & notes

  The part that is not logistics.

  Add requests as they come. Tick one when it is answered and it moves down into the answered list, which becomes a record worth reading aloud at the end.

  The three text boxes on the right — intention, lessons learned, gratitude — feed the final report. Write Lessons learned the same week, not next year. You will not remember, and the person doing this after you will need it.

Kitchen & food

  Set the number of people you are feeding and the whole quantities table rescales.

  The figures are standard catering quantities for a church hall — six ounces of main dish a head, one and a half rolls, two cups of cold drink. Round up. Leftovers are a feature; running out at seven o'clock is not.

  Add one row per dish so you find out early that three people are all bringing potato salad. Fill the allergens column for every dish without exception, then write those allergens on physical labels at the event. The screen is not the label.

  The food safety checklist is not decoration. See SOP 10.

Auction & raffle

  The highest-margin hour of any event, because donated items cost you nothing.

  Add items with a starting bid — roughly a third of what you think it is worth. Record the winning bid, the winner, then tick Paid and Collected as those happen. Unpaid winning bids are the most common leak; the two tick boxes exist so you notice.

  Printable bid sheets, one per item, are on Print & documents.

  Homemade things outsell donated goods almost every time. Pies, quilts, a weekend of babysitting, a day of yard work, a home-cooked dinner for six.

  Raffles are regulated state by state, and some states prohibit them outright or require a licence even for churches. Ring your town clerk before you print a single ticket. See SOP 17.

What could go wrong

  Live warnings generated from your own numbers, plus two fixed checklists.

  The warnings are not generic advice. They fire on your actual state — an outdoor event type with no rain plan written, costs above a third of your goal, a final week with overdue tasks, nobody named on the cash box, several gifts unthanked.

  Read the two checklists at two weeks out, not the night before. Most items on them take one phone call and prevent an expensive afternoon.

  Fill in the emergency contacts, then write them on an index card and tape it inside the cash box lid. Phones die and networks fail exactly when you need them.

Get the word out

  Six ready-to-post pieces, written from your event details: the Sunday announcement, a Facebook post, an Instagram caption, a text blast, a reminder email and a press release.

  Edit anything. Your changes are saved. Press Rebuild from my details to throw your edits away and regenerate from scratch — useful after you change the date or the goal.

  The press release

  Small local papers print these close to verbatim, especially if you send it three weeks out and include a real quote and a phone number. It is free coverage that most churches never ask for.

  The posting schedule

  Seven posts across six weeks. Consistency beats volume. The last one — the total raised, posted within a day, thanking people by name — is the one that makes next year easier, and it is the one everyone forgets.

Print & documents

  Seven documents, each built from what you have already entered.

  
    	Appeal letter — the highest-return document in the app. Fill in the letter appeal playbook first so it comes out populated.

    	Thank-you note — send within a week.

    	Sponsor request — one per business, personalised at the top.

    	Sign-in sheet — prints blank rows for volunteer check-in.

    	Bid sheets — one page per auction item.

    	Donation receipts — one page per received gift.

    	Final report — the whole event on one page.

  

  The letter documents are editable in place: click into the text and type. Square brackets mark the things only you know — names, addresses, the specific story. Fill every one of them before you send anything.

  The receipt template contains standard wording about goods and services. Your treasurer should check it against your own church's status before you issue any receipt as a tax document.

Ask the helper

  A fundraising coordinator that has already read your planner — your budget, your task list, your volunteers, your warnings — before it answers.

  That means it answers with your numbers. "Am I forgetting anything?" gets a reply about your unfilled roles and your specific overdue tasks, not a generic list.

  The six buttons are the common questions. You can type anything else.

  It needs an internet connection. Everything else in this planner works offline. It can also be wrong about things it cannot see — your local permit rules, your congregation, your building. Check anything that matters before acting on it, and never take its word on permits, raffle law, insurance or tax.

Reports & backup

  The one-page summary at the top is what you hand to the board or read out at a meeting: raised, spent, net, percentage of goal, where the money came from, volunteer hours and their value, and your lessons learned.

  Download backup

  Saves everything as one small file. Do this at least weekly, and always before handing the planner to someone else. See SOP 21.

  Spreadsheet exports

  Donations, budget and volunteers as CSV files, which open in Excel, Numbers or Google Sheets. This is what your treasurer wants.

  Start over

  Clears everything for a new fundraiser. It cannot be undone, so download a backup first — that backup becomes your record of the event you just finished.


Book three
If something is wrong
Common problems with the app and with the event, and what to do about each.

My work disappeared

  The planner saves to the browser on the device you are using. Work goes missing for one of four reasons:

  
    	Different device or different browser. The planner on your phone is not the planner on the church laptop. Move between them with a backup file.

    	Private or incognito window. Nothing survives closing it. Use a normal window.

    	Browser data cleared. Clearing site data or history removes the planner with it.

    	Someone pressed Start over. It cannot be undone.

  

  In every case the fix is the same: restore your most recent backup from Reports & backup. If you have never made one, make one now — it takes four seconds.

It said it is not saving automatically

  If you saw that message, the browser is refusing storage — usually a private window, a locked-down device, or very strict privacy settings.

  Everything still works for this session, but nothing will survive closing the tab. Either switch to a normal window on a device you control, or finish what you are doing and download a backup before you close it.

The helper will not answer

  The helper needs an internet connection; every other part of the planner works offline.

  If it fails repeatedly, use what is built in and needs no connection: The next right thing on the dashboard answers "what do I do now", and What could go wrong answers "am I forgetting anything". Between them they cover most of what people ask the helper.

My timeline dates are all in the past

  Your event is less than twelve weeks away. The planner still writes the full schedule so nothing is hidden from you, and marks the passed dates in red.

  Work through them quickly in order, top to bottom, and tick as you go. Skip anything that no longer applies. Within a day or two the red will be gone and the remaining dates will be real.

I changed the date and the tasks are wrong

  Go to Set up your event and press Build my timeline again. Rebuilding is safe — ticked tasks stay ticked, assigned names stay assigned, and anything you wrote yourself is untouched. Only the standard tasks get new dates.

The numbers do not match my treasurer

  Check these four in order:

  
    	Pledges counted as income. Pledged gifts do not count toward your total until you switch them to Received.

    	Double counting. A donation logged on the Donations page and also entered as a revenue line will count twice. Sales go in Budget; gifts go in Donations.

    	The float. Your opening float is not income. Remove it before you record the takings.

    	Uncollected auction bids. Winning bids count as raised even if the item is unpaid. Chase what is unticked.

  

  The CSV exports on Reports & backup are the fastest way to reconcile with the treasurer's own records.

Nobody is volunteering

  Almost always this is the ask, not the willingness. Read SOP 06.

  Stop making general appeals and make four phone calls tonight, each naming one person, one job, specific hours, and a clear end time. Four calls typically produce three volunteers, where three months of announcements produce none.

We are close to the date and far from the goal

  Three levers, in order of how fast they work:

  
    	Ask the people who already gave. Fastest by a wide margin. The appeal letter on Print & documents is written and waiting.

    	Add a second income stream to the event you already have. A raffle at a dinner, snacks at a trivia night, a bake table at anything. This is usually a 30–50% lift on the same footfall.

    	Cut costs. Go through Supplies & shopping and move everything you can to borrowed or donated.

  

  And consider lowering the published goal to something you will clearly pass. A goal met and exceeded builds next year; a goal missed by a little discourages everyone, even when the money raised was good.

Something printed badly

  Printing outputs whichever page you are looking at, with the sidebar and buttons removed. Open the page you want first, then print.

  If pages break awkwardly, set your browser's print scale to about 90% and enable background graphics so the coloured panels appear.


Book three
Your data, and getting around

Your data
Where everything lives, who can see it, and what you are responsible for.

Where the planner stores things

  Everything you type is stored by your browser on the device you are using. There is no account, no server, and no sign-in. Nobody at any company is holding your donor list.

  The consequences follow from that:

  
    	It works offline, apart from the helper.

    	It costs nothing and needs no permission from anyone.

    	It does not sync between devices or people.

    	If the device is lost or wiped, the planner goes with it — which is why SOP 21 exists.

  

What leaves the device

  Two things, and only when you cause them.

  
    	The helper. When you ask it a question, a summary of your planner — event details, totals, task list, volunteer names and roles — is sent so it can answer usefully. If that matters to you, do not use the helper, or clear names out first. Everything else works without it.

    	Fonts. The page loads two typefaces from Google Fonts. If the device is offline it falls back to system fonts and everything still works.

  

  Nothing else is transmitted anywhere. Backups and exports go straight to your own downloads folder.

Looking after other people’s information

  You are holding names, phone numbers, and a record of who gave what. That is real information about real people in your congregation, and it deserves care.

  
    	Keep the planner on a device with a passcode.

    	Share backups only with people who need them for this event.

    	Do not post giving amounts alongside names publicly, ever, unless the giver asked you to.

    	Honour anonymity absolutely. If someone gave anonymously, they do not appear in a list, a report or a thank-you post.

    	When the event is closed out and archived, delete working copies from phones and personal laptops.

  

  Giving records tell you who in your congregation is struggling and who is not. Treat them with the same discretion you would treat anything said in confidence.

Shortcuts & access
Getting around quickly, and making the planner readable for everyone who will use it.

Keyboard shortcuts

  
    	Alt + 1 to Alt + 9 — jump to the first nine pages in the sidebar.

    	Tab and Shift + Tab — move between fields. Every control has a visible focus ring.

    	Space — tick the checkbox or press the button you are on.

    	Enter in the helper's question box — send the question.

    	Ctrl + P or Cmd + P — print whichever page you are looking at.

  

  Everything in the planner can be reached and operated by keyboard alone.

Making it easier to read

  Three toggles at the bottom of the sidebar, and they are remembered:

  
    	Dark — light text on a dark ground. Easier in a dim hall, and gentler late at night.

    	A⁺ Text — enlarges everything proportionally, including the tables.

    	Contrast — maximum contrast with hard borders, for anyone who finds the pastels too soft.

  

  They combine. Large text plus high contrast plus dark mode is a legitimate and common setting.

  If someone finds the whole thing hard going, print what they need. The volunteer roster, shopping list, timeline, sign-in sheet and run of show all print cleanly on paper, and paper is often the right answer.

Using it on a phone

  The planner scales to fit a phone screen. Pinch to zoom in on anything small — zooming is enabled up to 5×.

  On the day, a phone is the right device for the dashboard, the task list and the volunteer roster. Anything involving a wide table — the budget, donations — is much easier on a laptop that evening.



A closing word

A word to the low-budget home church

Giving without grasping — Jesus, the Buddha, Lao Tzu.


    Release the guilt. Flow with the Way.
Give freely — and receive freely.


    Many home church fundraisers come wrapped in a quiet guilt: shouldn't every single penny go straight to the needy? But small congregations are not corporations; they are families. And in a healthy family, when one person cooks a meal for the community, they also eat. When someone gives their time, they are not diminished — they are honoured. To demand pure sacrifice from already-fragile members is not holiness; it is a misunderstanding of generosity itself.


    The New Testament invites us into a different rhythm. Jesus, when he sent out his disciples, told them that the worker is worthy of his food. He didn't tell them to starve for the mission. He told them to receive hospitality, to eat what was set before them, to let the household of God provide for them as they provided for others. Paul later echoed this: those who preach the good news should get their living from it — not as greed, but as simple dignity. A bake sale that lets a struggling baker take home the leftover bread is not a leaky bucket; it is a holy economy where no one is asked to pour from an empty cup.


    When the worker is worthy of their food, the mission thrives. When the cook eats from the same pot, nobody resents the meal.


    From the Buddhist tradition, we learn the practice of dāna — giving that is free from attachment to outcome. The Buddha taught that the highest generosity is one where the giver, the receiver, and the gift are all seen as empty of separate self. Yet this does not mean giving until you break. On the contrary, right livelihood and wise generosity require that you also care for your own well-being. A monk who begs for alms is not shamed for receiving; the act of receiving is itself a gift to the layperson, an opportunity for them to practise generosity. In the same way, when your congregation sells cookies or runs a trivia night, allowing the volunteers to keep a share or enjoy the fruits of their labour is not a failure of charity — it is the completion of the circle. Without grasping, without guilt, the gift flows both ways.


    And what does the Taoist sage Lao Tzu say? He writes of wu-wei — effortless action that follows the natural Way. Forcing a fundraiser to extract every last drop of value from your people is not the Way. It creates resistance, resentment, and exhaustion. But when you let the event take its natural shape — when the baker brings pies because she loves to bake, when the youth keep the car wash tips because they need gas money, when the church budget receives what is freely offered and no more — then the whole thing flows like water. The Tao Te Ching reminds us that the wise person does not hoard: the more they give to others, the more they have themselves. This is not a paradox; it is a description of a living community. When everyone receives, everyone gives again.


    The highest giving is like a river: it receives rain and gives to the sea, never counting which drop is "charity" and which is "wage".


    Some fear that if the workers keep a portion, the fundraiser becomes less holy. But consider the early church in the book of Acts: they shared everything so that no one was in need — and that "no one" included those who had just given. The sharing was mutual, not one-way. If a member sells handmade candles for the building fund, and she keeps ten percent to cover her wax and wicks, is she stealing from God? No — she is sustaining her ability to keep giving. The kingdom of God is not a zero-sum game. It is a feast where all are fed, including those who serve the meal.


    So plan your bake sale knowing the baker can take a pie home. Run your trivia night letting the emcee have a free drink. Launch your crowdfunding campaign with a modest stipend for the organiser — not as corruption, but as a recognition that holy work deserves holy provision. Write your appeal letter without shame, because you are offering your neighbours a chance to participate in something beautiful, not imposing a burden.


    The goal of a home church fundraiser is not maximum extraction. It is maximum participation — a circle of giving and receiving where no one is left empty. Jesus blessed the loaves and fishes, and everyone ate, including the disciples who handed them out. The Buddha accepted alms with gratitude, and the giver rejoiced. Lao Tzu watched the river flow downhill, nourishing everything in its path without strain.


    Let your church be like that river. Release the guilt. Embrace mutual aid. Let every hand that works be filled as it pours out. In the household of the Way, everyone gets to eat.


    

✦ ✝ ☯
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