
Halloween Ghoula: An Event Comes Back to Life   Division 11A Entry 

Research: Ghoula, the signature event of the Treasure Coast Wildlife Center (TCWC) in Martin County, had 

dwindled in attendance over several years. A fundraising event for TCWC, it was no longer raising either funds or 

friends. Reluctant to abandon the event, TCWC asked The Firefly Group in September 2015 to inject life into the 

event and get it back on track. The request came within three weeks of the event’s date, with no budget. Firefly 

conducted an informal poll of stakeholders to assess attitudes toward the event. It was described as “boring,” “just 

the same old people,” “bad food,” and “not worth the time.” In reviewing other events in the region, Firefly 

determined that this event was the only one that occupied the Halloween niche but was not making the most of its 

position on the social calendar. To become viable again, it needed to develop an imaginative twist that would attract 

positive buzz among people in the community who are active on the social scene, offer benefits that would attract 

sponsors, and create a sense of pride among the TCWC supporters. 

Objectives: Firefly developed a 5 year plan for growth. Year One objectives: within 3 weeks, create and stage a 

new event within the Halloween niche; build attendance by specifically inviting at least 10 individuals who are 

influencers in the community; attract at least 5 sponsors; attract social media attention through at least 150 Facebook 

followers; anticipate no profit during this building year. Year Two objectives: increase attendance by 10%; attract 

an additional 5 sponsors; boost Facebook followers by 250; break even on expenses. By Year Three: grow the 

event to an attendance of 200; increase sponsorships by an additional 10% and show a profit of $20,000. 

Implementation: Firefly and the event committee decided that a unique venue was essential, one that people found 

intriguing but where they could not go unless specifically invited. Hammock House, an Old Florida property in 

private ownership, off the beaten track, was chosen. The size of the venue determined the possible attendance for the 

first year---only 35, offering the element of exclusivity. Next a cohesive theme was chosen that would play off the 

Halloween date and create an interactive experience for attendees. A script involving historical facts about the venue 

and a fictional murder mystery was developed, and professional performers volunteered as ghosts to act out the 

story’s roles during the evening. A high quality caterer was hired to offer a four-course meal with bar. A Facebook 

page with teasers about the event was developed. The ticket price was set at $100 to make it affordable but also to 

indicate that this would be a substantial event. Firefly selected individuals of influence from the community and 

personally invited them to the event, offering complimentary tickets as needed to be sure that word of mouth after 



the first event would position the organizers to attract more attendees at higher ticket prices in future years. Teasers 

about Ghoula on the TCWC Facebook page and personal outreach resulted in more attendees responding than could 

be accommodated, so the layout was reconfigured to allow a larger attendance. As expected, the event did not make 

a profit in the first year, but the positive buzz was created. The photos from Year One were widely circulated on 

social meeting by posting and re-posting on the Facebook pages of attendees. By the time the second Ghoula was 

announced, Halloween Ghoula 2016, “Ghoula Carnival: Beware the Autumn People,” tickets sold out within two 

weeks and a waiting list was started. Teaser cards were shared on social media, and groups of friends began calling 

to reserve tables. The event site was reconfigured to accommodate 70 but was stretched again to accommodate 80. 

Another interactive experience was created, with both volunteer performers and attendees in costume to act out a 

ghoulish mystery. The photos again were so compelling that they were shared by attendees, helping to create the 

buzz that was needed to dispel the poor reputation of past Ghoula events. 

Evaluation: Attendance: The maximum capacity was exceeded in Year One by 30%, and by Year Two it had 

increased 100%.  Ticket prices were increased by 50%, and there was a waiting list. The Facebook event page 

reached 3000 by October 2016. For 2016, sponsorships increased by 60%. Although the event was slated to break 

even in this year, it showed a $3000 profit. 

Budget: Year Two: Design and Printing: $1046; Decorations: $923; Venue: Donated; Catering Costs: $2500; Staff 

hours: 170. 

 


