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Let’s face it; times have been tight for most not-for-profi ts 
lately. Stock market volatility, greater competition for 
donor dollars and infl ationary costs for things like 
gasoline have caused many to put on the full-court press 
for fundraising.

Some organizations are using periodic e-mail updates 
to inform their constituencies about new programs and 
projects. High profi le capital campaigns are gaining favor, 
complete with glossy brochures to catch potential donors’ 
eyes. Sending staff to workshops and seminars in order to 
learn more about fundraising options — all of this can 
be profi table.

In the midst of raising the funding bar, remember 
one of the best options in this arena: special events. 
If well-planned, these can be a great tactic for bringing in 
funds and (sometimes more importantly) educating the 
public about what you do.

Special events can cover a broad spectrum. For example, 
golf tournaments can be fun, lucrative and pulled off with 
a minimum of volunteers. Just make sure there isn’t an 
overabundance in your area. 

One creative golf tournament option: Hold it during the 
winter. One inspired Colorado company held theirs in 
January. To avoid the snow, they rented out a video game 
establishment, got a few big sponsors and had participants 
come in throughout the day to play 100 holes of video 
golf. Each player signed up donors who committed to 
one-dollar-per-hole donations.

Another successful idea comes from Florida. A creative-
thinking exempt organization there holds an annual 
Monopoly tournament with mini-tournaments inside the 
larger one. Participants compete in divisions like two vs. 
two ultimate Monopoly and repo.

Banquets, silent auctions, bike-a-thons, clean-up-the-
beach or state park days are other potential money 
raising ideas. Or think of things like treasure hunts, 
Frisbee golf tournaments and 5 kilometer run/walks 
that might be done on your organization’s property. 
You might even corral your staff as volunteers. 
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Sponsored fundraising events can be fun

For instance, start off the special events planning 
meetings with brainstorming on what you can do to 
meet the following three criteria: 

1. Bring in $1 million
2. Get coverage on CNN
3. Have a whole lot of fun  

Seek out businesses to become sponsors (e.g., names 
and logos in publications, banners displayed at the 
event), fi gure out how to attract donors and round 
up the necessary volunteers. It really can be an 
enjoyable experience.

There are, however, a few things to be aware of. 
You must be sure that your sponsors are not 
advertisers. Advertising revenue is subject to the 
dreaded “unrelated business income tax.” Also, you 
may need to check on your insurance policies to 
assure that you are covered for all eventualities that 
the events might bring. And, the IRS wants you to 
report special events in a — what else — special way 
on your return each year.

The tax rules are fairly specifi c about what is a 
qualifi ed sponsorship and what crosses the line 
to become advertising. To qualify as corporate 
sponsorships (not subject to tax) you may use the 
sponsor’s name, a list of their locations and their logo. 
You should avoid:

• Language that compares their products to 
their competitors

• An “ask” or an “inducement to purchase”
• Pricing information
• Discounts or other indications of savings or value

The corporate sponsorship rules can be found in the 
Internal Revenue Code at regulation section 1.513-4. 

It’s generally advisable to call to your insurance 
professional to discuss the proposed special event. 
If you’re giving away prizes, you may want to inquire 

Sponsored fundraising, continued on page 3
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For 100 years, Lemaster Daniels PLLC has provided sound advice to
nonpro� t organizations throughout the Northwest. Our experienced and highly 
skilled team of professional advisors and nonpro� t specialists serves an 
extensive network of clients ranging from established philanthropic and 
educational institutions to social agencies and independent health care 
organizations. The issues nonpro� t organizations face today require careful 
attention to detail and objective assessment by experts whose understanding 
goes beyond the numbers. We never forget that our clients entrust us with more 
than their audits and tax returns — it’s the people behind the numbers who 
count with us. This publication does not, and is not intended to, provide legal, 
tax or accounting advice. 
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