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Mascots, Charities, and the Race for Hype
Voltaren City2Surf

How the world’s largest fun run can turn its famous costumes, charity teams, and crowd energy into a playful
competition for visibility, belief, and action.

This is an illustrative case study based on City2Surf’s public 2026 website. It does not imply a partnership, endorsement, internal access,
or measured results.
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1 The race is already a costume party

City2Surf is not merely a start line and finish line. For many participants and spectators, the event is famous for its costumes: the
gorillas, the Marios, the firefighters, the corporate teams in matching outfits, and the charity groups competing to be seen. The public
2026 experience includes entry information, start groups, team packages, a participant dashboard, course and transport information,
a training program, merchandise, an expo, charity fundraising, volunteer participation, event history, results, news, partners, and
social channels.

The 2026 event is scheduled for 9 August and the public website says general entries have sold out. City2Surf describes itself as
the world’s largest fun run, reports more than AU$63 million raised for charities since fundraising began being recorded in 2008, and
publishes a AU$5 million fundraising ambition for the current year. Charity pages are hosted through Grassrootz, while registration
and event administration remain within the event’s participant systems.

This is a successful stack. The engagement opportunity is not a lack of channels. It is that the most shareable part of the event—the
playful identity and rivalry between costumes and charity teams—is mostly invisible until race day. Statstrade can turn that energy
into a public competition of belief before the starting gun, giving mascots, charities, teams, and spectators a way to compete for
visibility and hype while driving real fundraising and training actions.

Publicly visible City2Surf ecosystem

The official 2026 website links entry information, teams, a participant dashboard, course and event schedules, transport, training, an expo, fundraising, volunteering, partners,
news, results, and social channels. It describes the event as “Dress up and get down”, “Sydney’s biggest dance party”, and the world’s largest fun run; states that general entries
are sold out; reports more than AU$63 million raised since 2008; and publishes a AU$5 million fundraising ambition. Charity Superstar entries receive free entry, a charity wave
start, a superstar medal, and a personalised bib. Sources: https://city2surf.com.au/; https://city2surf.com.au/fundraise/charity-superstar/;
https://city2surf.com.au/fundraise/raising-money/.

2 The event-wide question

The campaign asks a question that is fun for spectators and meaningful for charities:

Illustrative Topic

Which City2Surf costume or charity group will generate the most combined engagement—task completions, shares, and
Grassrootz fundraising visits—before the event closes?

The outcomes might be “the gorillas”, “the firefighters”, “a Mario-themed group”, “the leading official charity team”, or “another
registered group”. The resolution source is the event’s aggregate engagement and fundraising data. Statstrade does not process
donations, change charity allocations, or replace Grassrootz. It creates a public market around the race for visibility.

A second layer can support head-to-head matchups. Will the gorillas outperform the firefighters in share-card reach? Will a charity
team beat a corporate team in official fundraising visits? The event team controls which Topics are official and which can appear in
the event-wide directory.

3 The free layer

The event can begin with Statstrade’s free layer. It creates an event community token, manages invited users, and runs one active
task-only campaign. Tasks link participants to the systems that already matter:

• join or follow a costume group, charity team, or corporate team through the official destination;
• open the participant dashboard and confirm contact details;
• read the pre-event guide, transport instructions, or the Charity Superstar requirements;
• begin or visit an official Grassrootz fundraising page;
• open a training plan or record an approved milestone;
• read volunteer information or event-day safety guidance;
• view an approved supporter resource or event update.

Points recognise engagement inside the City2Surf Statstrade community. They are not donations, race entries, official timing results,
or transferable value. The event can use the free task campaign before enabling any Topic, and the user and token layer remains
available after the event.

Illustrative research-led scenario 1
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4 Topics turn hype into a public competition

A Topic gives each participant bounded points to allocate across the mascot or charity outcomes. A member of the gorilla costume
group may allocate heavily to their own tribe. A Black Dog Institute fundraiser may know that mental-health messaging is gaining
traction. A spectator who has never run may still back the firefighters because they always bring a crowd. Optional private reasoning
captures these explanations without forcing every supporter to become a public campaign manager.

When verified evidence changes, the event posts an update. A charity might announce a matching window, a mascot group might
release a new training video, or a corporate team might challenge another team to a head-to-head. The aggregate forecast moves.
That movement becomes content: not only “Team X has raised Y”, but “the community now assigns Z confidence to the gorillas
winning the hype race, and this is the action that could close the gap”.

5 Why shareable predictions fit an event

City2Surf is already designed for social identity. Participants run for different reasons, wear costumes, join teams, support charities,
train publicly, and celebrate the journey to Bondi. A shareable prediction adds a new object to that culture.

A runner can publish: “I think the gorillas will generate the most combined engagement at City2Surf. I joined their team and started
my fundraising page.” The card includes the public Topic, the runner’s allocation, aggregate confidence, the current leader from the
official source, and a link to an approved fundraising action. It does not disclose private reasoning or donor information.

Charity teams can share their own version. Supporters can back milestone cards. The event can publish an event-wide hype
leaderboard in newsletters, expo screens, and social updates. Unlike a one-off fundraising thermometer, the market records how
belief changes in response to action.

6 A realistic time comparison

The estimates below are illustrative and do not describe City2Surf’s actual staffing. They compare the incremental work of creating a
cross-system public costume-and-charity narrativemanually with operating a reusable Statstrade campaign. Registration, payments,
donation processing, participant service, timing, logistics, safety, and charity compliance remain in their existing systems.

Table 1 Illustrative event effort for a mascot-and-charity hype market
Activity Conventional cross-channel approach Statstrade-supported approach

Campaign setup 1–2 working days to align costume and charity
copy, team instructions, supporter assets, Grass-
rootz links, progress graphics, data approvals, and
channel schedules.

2–4 hours to duplicate an event template, link the official engagement source,
configure tasks, define outcomes and resolution, and approve branding.

Charity or team onboarding 45–90minutes per featured group to collect a target,
links, logos, wording, and reporting expectations.

10–25 minutes per group to duplicate an approved subcampaign, connect the
official page, and select tasks and Topic permissions.

Weekly progress update 2–5 hours to collect totals, draft commentary, cre-
ate graphics, obtain approvals, and publish variants
across email and social.

20–45 minutes to verify official totals, publish one evidence update, and gen-
erate event, charity, team, supporter, and participant cards.

Participant motivation Repeated email and social reminders with limited
visibility into whether people expect a target to be
reached or why they have not acted.

A persistent Topic, private reasoning, task completion, return behaviour, and a
clear next action tied to changing confidence.

Post-event supporter report 1–3 working days to combine fundraising totals,
reach, clicks, content, charity highlights, sponsor
activations, and screenshots.

2–5 hours to export task activity, forecast history, share cards, evidence up-
dates, supporter moments, participant referrals, and final resolution, then add
event analysis.

For a large event, the absolute time saving is less important than consistency. Hundreds of teams and charities can use the same
pattern without every group inventing a separate engagement mechanic.

7 A staged participant experience

The participant first encounters free tasks. They open the event guide, visit the participant dashboard, choose a costume group or
charity, start fundraising, or begin training. Statstrade distributes community points after an approved task event. The participant
sees progress without being asked to pay or understand a prediction market.

When the event enables the hype Topic, the participant uses the same account and token. They allocate confidence across costume
or charity outcomes, optionally explain what would change their view, and follow the official action link. When the event publishes
evidence, Statstrade notifies participants who opted in. They may reallocate as the engagement data changes.

At resolution, the final official aggregate settles the Topic. Participants see the outcome, their history, the community forecast,
completed actions, and the groups they supported. The event gains a narrative from launch to final evidence rather than only a final
tally.

Illustrative research-led scenario 2
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8 Supporter value without supporter control

City2Surf publicly presents a broad supporter ecosystem. A Statstrade campaign can offer supporters a measurable engagement
role without allowing a sponsor to influence the forecast or charity total.

A supporter might fund a matching window, a training resource, transport information, an accessibility initiative, a team challenge, or
a participant reward. The campaign can showwhether confidence rose after the intervention and howmany approved tasks followed.
The supporter receives an evidence-based story: “the matching announcement reached this many campaign participants, generated
this many official fundraising visits, and shifted confidence by this amount”.

The supporter cannot see confidential reasoning, donor identities, health data, or unpublished operational information. They cannot
change the Topic outcomes, official total, or resolution. The event team retains editorial and data control.

9 What the event learns

Themarket can reveal why fundraising confidence differs from the official total. A strong early total may still produceweak confidence
if participants believe the campaign has exhausted its easiest donors. A modest total may coexist with high confidence if many teams
have not yet launched. Private reasoning can identify repeated barriers: uncertainty about charity choice, lack of a personal story,
confusion about team pages, or waiting for a matching period.

The event team should treat these as hypotheses, not facts. The campaign view groups themes and links them to participant be-
haviour. An approved survey or direct interview can validate the strongest themes. Statstrade helps prioritise where to investigate
and which action to test.

10 Event-day and after-event Topics

The first Topic use case should remain simple, but the same architecture can support other event questions:

• Will a charity team reach its participant and fundraising goal?
• Will a costume group beat its previous share-card reach?
• Will a corporate team complete a published training commitment?
• Will a volunteer recruitment target be met before roster close?
• Will a supporter-backed accessibility target be delivered by event day?
• Which post-event community initiative will attract the most verified participation?

The event should avoid Topics about individual medical outcomes, unsafe race behaviour, or operational incidents. Public predictions
should motivate appropriate preparation and community action, not sensationalise risk.

11 Measurement

The free layer is measured through organisations and participants activated, task completion, repeat visits, official-link click-through,
team adoption, and cost per active community. Topics are measured through conversion, allocation completion, reallocation after
evidence, private-reasoning participation, share-card generation, referred organisers, repeat Topics, and subscription retention.

Event outcomes remain in the official systems: registrations, fundraising totals, team participation, training program usage, volunteer
capacity, event completion, partner delivery, and charity impact. The analysis should distinguish correlation from causation. Stat-
strade can show that participants exposed to a Topic completed more approved actions; it should not claim sole credit for the event’s
fundraising.

12 Boundaries

Statstrade does not replace the participant dashboard, registration, timing, medical systems, Grassrootz, team administration, charity
agreements, volunteer systems, event logistics, or emergency command. It does not hold donations or race fees. The event and
fundraising systems remain authoritative.

The Topic must use a published evidence source and a clear closing time. Charity subcampaigns require permission and standard
wording. Public cards must avoid misleading claims about the destination of funds. Participant health, payment, donor, and timing
information stays outside the public market.

Illustrative research-led scenario 3
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13 When a Topic keeps making sense

City2Surf has recurring moments that benefit from Topics: entry release, sold-out momentum, charity recruitment, costume-team
recruitment, training, team formation, volunteer readiness, supporter activations, fundraising milestones, event-day goals, and post-
event impact. The event can keep the user, token, and one task campaign free, while adding the prediction and analytics layer during
periods when public confidence and sharing create additional value.

The product proposition

Keep registration, fundraising, training, team, and event systems exactly where they are. Use Statstrade free to connect the
community through points and tasks. Add a Topic to turn the costume-and-charity rivalry into an evolving story of confidence,
evidence, supporter-backed action, and transparent resolution.

Research sources

Official Voltaren City2Surf website, accessed July 2026 https://city2surf.com.au/.
The site publicly identifies the 9 August 2026 event, participant dashboard, teams, training, fundraising through Grassrootz, volunteers, partners,
a sold-out entry status, more than AU$63 million raised since 2008, and a AU$5 million current fundraising ambition.
All Statstrade workflows, effort estimates, Topics, benefits, and safeguards are illustrative proposals.

Illustrative research-led scenario 4
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