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sSponsorship Is

The relationship between a sponsor and an event in
which the sponsor pays cash or provides in-kind
products or services in return for access to the
commercial potential associated with the event.

It is an investment.
It is a marketing function to raise brand awareness.

It is a sales function to move more products.



Sponsorship Is Not

- Fundraising One-size-fits-all
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sSponsorship Activation and
Fneasement /Is

Aligning the goals and objectives of the
sponsors with the mission and goals of the
event to create one-of-a-kind experiences. It
utilizes the unique assets of the sponsor and
the unique assets of the event to create
those, “Wow, you just had to be there”
moments.



' So what' the secret to a
successful reilationship?

- If I knew that answer — I'd hit the talk show circuit!
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Take Inventorv-Assets Checklist o

It is essential to know your event thoroughly, to have
a complete inventory of all of the key components
of your event, and to know whether they are owned
or controlled by you, i A

so that they can be ""
provided as rights and

. benefits in
IM's
i — exchange

%/ == for sponsorship.




Fvent Inventory-Assets Checklist

* Event Stats
Location, Dates, Venues, Primary Elements

e Audiences

Attendees, Membership, Volunteers, Board
* Marketing / Media / Promotion
Ad Mix, Historic PR, Collateral
* On Site
#3 »_Booths, Stages, Recognition
* Hospitality \\
Admission, VIP Areas / Events
* Connections

Mailing Lists, Databases
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Develop Media Sponsors

Work together to create GREAT

visibility and spend less on ads

* Leverage other sponsorships
* Become partners in building

new stories around the event




Maximize MMedia Sponsorships

Make connections in feeder areas ‘]if"i
Search for niche market mediums

that fit your event

Build story lines that allow your
event to gain exposure at key

times throughout the year

They operate in a 24,/7 world where

access and immediate follow up are essential.

' Assign a PR pro or designated point person
\ to manage the relationship.
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Lesearch. Lesearch and Lesearch

* Go sutrfing!
* Look beyond your immediate
area for leads and prospects ;
* Look at different brands within #
the same company

* Look at different divisions
within the same company

* Share your discoveries
with other event Super Stars!

* Examine the political, social and economic climate for
each prospective sponsor
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Develop Uniaue Product Offerings

Start with basic categories and assumptions
J Title Sponsor J' Official Product

J' Presenting Sponsor  J Naming of a Specific

J Assoclate Sponsor Asset or Area

J' Groupies
+ Newbies




Determine LRights and Visibility ﬂ

* Exclusive Rights — they are the only provider of XYZ at
your event. Period.

* First Rights — for long time fans, they have the first
opportunity to select the prime assets and "own" those
assets at your event.

* General Rights — recetved by a variety of sponsors, vary
by quantity and frequency depending on level of
partnership and sponsor's desires.

"But wait"', you say, ""these sound a lot
like Gold, Silver and Bronze packages!"

LUT TRy LeEnNor?



Make Them UNIQUE & CUSTOMIZABLE

Start with a blank slate for each sponsor request
Determine your event's hook for that specific sponsor
Tune in to Wii FM

It's not about impressions, signage, ads — those are just tools and
many sponsors will say they are the least important ones

The offerings you develop are guidelines —
be prepared to think on your feet, and adjust as necessary

Use the 6 Cs in putting together your sponsorship proposal
Content, Conciseness, Customization, Creativity, Cost
and most importantly — the Call to Action

Look at your sponsor's key objectives



ey Objectives for Most Sponsors

* 'To drive sales and traffic

* 'To heighten visibility of their brand or a particular product
* 'To differentiate their product from their competitors

* 'To obtain positive publicity

* To enhance their presence as a good corporate citizen

* 'To shape consumer attitudes toward their brand

* Business-to-business marketing

* 'To enhance the quality of life for their employees

* 'To entertain clients, or prospective clients

* To communicate their commitment to a particular lifestyle
* 'To break through media clutter

* To combat the larger ad budgets of their competitors

* To give customers a chance to meet their employees
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* The Power of Passion
./~ * Make a Fantastic First Impression
S * Be Great on the Phone
o * The Little Things Really Do Matter
* Be Compelling
* Always Ask for a Follow
up Face-to-Face Meeting

with the Decision Maker
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S /. Always carry your business cards
."' * Explore categories that people ALWAYS buy — regardless of the

economy — fuel, utilities, telecom, pharmacies, consumer staples,
groceries, senior products, alcohol

e Ask for referrals
* Look at past successtul sponsors in key categories
If they aren't participating — approach their competitors

Be persistent, consistent and insistent



- Super Star Strategy #6

Go for the Appointment

L work.
J~ * Hold your chin up, smile, and recognize
you are offering a business opportunity to
a fellow business partner. It really is that simple.




e Creative

 Work to create amazing experiences that can only be ac 1eve
at your event.

}!‘

Get the sponsor involved 1n the creativity and the fun.

Invite sponsors who are on the fence to come to your event the
first year and introduce them to your successful sponsors — build
a peer-to-peer relationship.

* 'This is where you get to shine.

* Many business owners think all you
do is play anyway, so use that to your
advantage — you are a celebration

SUPEDR STAD)!
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- Super Star Strategy #8

* 'This is where the rubber meets the road — if you've prepared
well, the proposal should sell itself, but you still have to ask.

./~ * You've identified the Call to Action in your initial contact and
§ have updated it during your face-to-face meeting, Finalizing the
I sale 1s showing you are a pro who will follow through for them.

* Be very specific with visibility and
rights they'll receive
* Don't fall into the sympathy trap

* Offer creative financing
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Keep the Sponsor in the Loop

.f It's more difficult to find a new sponsor than keep a current one happy.
-~ It's your job to make sure they make the most of their sponsors}n_p Pa

* It's like any relationship — it's all about communication and ‘

~ expectations.

i * Create a New Sponsor Kit
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"i" Involve the Snonsor in the Event

,.;,

. What are the key milestones — setting up the big tents, thf:
- ‘
sound check with the stars, the Mayor's proclamatlonp B
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Keeping Your Sponsors Happy
1 eadine Up to and During the Event

* Be specific on deadlines and timeframes for everything

e (Create a deadline checklist and include it in their
Sponsorship Packet

* Create a special VIP area for sponsors to get away during
your event (another great asset for the right sponsor)

* Assign a point person who is empowered to
troubleshoot and make on-site decisions immediately

{
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Drovide Post-Event Follow Up

Mail personalized thank you notes you've prepated in advance
within 24 hours.
Make a personal phone call within 1 week.




,'i"N'urturi‘n‘Q the Relationship Dost Fvent |

¢ Share your successes and your challenges

~* Ask them for their assistance

e+ Stay in touch throughout the year
- Birthdays
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Denew for the Next Year (or Years)

» If it was their first year with you, ask for a one year contract i
renewal. Update the benefits, and get them to sign up early. .-

* If it was a great success and they have a history with your event, -

explore the potential of multi-year contracts. . :
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“* Pair off with your
partner

* Introduce your event

e Brainstorm a
partnership that is
Win-Win

e Define the Call to
Action

SWITCH!
’ro
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