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Make and Take Sponsorship

How to Find, Attract and Keep Corporate Partners
Presented by Jodi Rudick


Sponsors and Donors - Why Contact?
Sponsors

· Introduce opportunity
· Schedule a meeting
· Get sponsorship commitment (close the sale)

· Welcome new sponsors

· Thank sponsors /Reinforce decision to sponsor
· Get sponsors to increase investment

· Encourage sponsors to give referrals

The Language of Sponsorship

NO

Awareness


(Small) audience

Support

Cost, Fee, Donation, Gift

Donor, funder, supporter

Marketing Dollars

YES

Opportunity to…

Highly targeted, pure demographic, niche marketing

Invest

Investment

Investor, Sponsor, Partner

Sponsorship, Investment, Sponsorship Campaigns, Worth the Climb

· Planning

· Internal Planning

· Marketing planning

· Implementing the Plan

· Sales
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Getting Your Foot in the Door

· Closing the Deal

· Negotiation

· 
Service

· Follow-up and Appreciation

· Repeat Sales

Planning

· Internal Planning

· Marketing Planning

· SMART Objectives

· Specific

· Measurable

· Achievable

· Results-oriented

· Time bound

· Target Audience

· Unique Selling Proposition (What makes you the best choice)

· Tools and Tactics

· Implementation
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Avoid the Runaround: Who Should You Contact?

· Sponsorship

· Cause Marketing 

· Marketing 

· Brand Manager

· Sales

· Community Development

· CEO

· Executive Assistant

Making Contacts and Connections - The Personal Touch

How to Make Face-to-Face Contact

· Make Presentations

· Exhibit at Trade Shows

· Network with Groups

· Follow-up with Current and /Previous Sponsors

· Ask for Referrals

· Open your mind to chance meetings

· Make Cold Calls

Finding Groups and Contacts

· Current Sponsors

· Employees 

· Volunteers

· Commissioners/Board Members

· Chamber of Commerce

· 
Library

· Directories

· Research Librarian

· On-line databases

· Internet Resources

· http://www.sponsorship.com
· Sponsor Competitors

· Other media (look to like advertisers)

· Community Groups/Service Clubs

Door Openers Distribution

· Email

· Web Site

· Mail

· Hand Delivered

· Phone Call

· Presentations

· Press Releases

· Trade Shows

· Advertising

Sponsor Information Checklist

· Contact Information (including secretary’s name)

· Key Brands

· Objectives

· What do they want to promote?

· New brand, logo, product, web site, location, etc.

· Existing products

· Who do they want to reach?

· Sponsorship History

· Similar agencies (YMCA, Boys and Girls Clubs, Sierra Club)

· Previous events, activities, sponsorship

· Approval Process

· Supporting Documents (web site, annual report, brochure, ads, etc)

· Competitors

The Perfect Ten –  What Sponsors Want and Need

1. Core Values Connection

2. On-site sales

3. Internet Marketing Opportunities

4. Database-generating opportunities

5. Key customer hospitality (What money can’t buy opportunities are best.)

6. Media time and space (beyond logo inclusion)

7. Access to celebrities 
(sports, politics, television, authors, etc.)

8. Product Placement

9. Creative Funding 
(Up front fee with bonus potential based on attendance, sales results, media hits, etc.) 

10. Opportunity for sponsorship to add value to products

Sponsorship Types

· Sponsorship Types

· Naming Rights

· Category Exclusivity

· Official Product Status

· Licensing and Endorsement

· Common Status

Promotional Opportunities Inventory: What do you have to offer?
· Facility Usage

· On Site

· Signage

· Hospitality

· Information Technology

· Access to Event

· Database Marketing

· Employees

· Customers

· Expertise and Talent

· Knowledge

· Volunteers

· Staff

· Publicity

· Future Events

· Research and Data

· Pass Through Rights 
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Thank you for attending!  Please remember to complete your contact forms.

I love referrals – Do you know of an organization that is looking for a high-energy conference or workshop speaker?  Better yet, talk to me about how I can work with you and your staff -- one-on-one -- to dramatically improve your marketing results.  From on-site analysis and marketing planning to an Extreme Marketing Makeover – I offer very affordable solutions to cure the economic blues.  But, don’t wait!  My calendar gets busy this time of year!

The Five Minute Sponsorship PRE - Plan
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(them)
	What do we need to get from our sponsors
What do our sponsors need to get from us?



	Product/Program/Event/Service

	What


	
	

	When


	
	

	Where


	
	

	Who

· Staff (Paid)
· Unpaid (Volunteers)
· VIPS

· Talent

· Vendors

· Attendees


	
	

	
	Target Audience Assessment
	

	
	
	What types of services/products do these customers purchase?

How do they spend their time?

	Geographic

· How far of a geographic range can we offer?  

(What distance will people come to attend our event/participate in our activity/program?)
	
	

	Demographic

· What are the demographics of the people we attract to our program/activity/event

· Age

· Gender
· Income


	
	

	Psychographic

· What are the common interests of the people we attract to our program/activity/event?

· What types of values/beliefs do the people attending our events/activities share with one another?

· What types of products do our customer purchase?


	
	

	Internal 

Communication Strategy


	How will connecting to our internal stakeholders (staff/decision makers/board members) benefit sponsors?


	

	
	Sponsor Prospect Brainstorm
	

	What specific businesses sell products or services to our target audience?


	What specific manufacturers sell/want to sell products to our target audience?


	What types of service businesses sell/want to sell their services to our target audience



	Planning
	Who will lead the sponsorship plan?

What is the budget allocated for the plan?

· Time

· Money
	


The Five Minute Sponsorship Plan
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	Making Contacts
	· What can I do right away to research and find potential sponsors – both online and in “real life?” 

· What can I do right away to make sure that potential sponsors notice me/my “packet” among all the other “sponsorship sales people/packets?” 
	

	Making Connections 
	· What can I do right away to get current sponsors to help me meet new sponsors?

·  What new ways can I use to build relationships and trust with new or potential sponsors?


	

	At Event

	WIFS – What’s in it for Sponsors?

Sales and Promotional Opportunities
	· In what ways can we help sponsors sell their products?

· How can your event help sponsors build their database/contact list?
	

	Sales Opportunties
	· In what ways can sponsors build/rebuild their image/credibility at our event?

· In what ways can we help sponsors sell their brand or the benefits of their products/services?

a. Before the event?

b. After the event?

c. During the event?


	

	Sponsor Client
	In what ways can sponsors use your event to entertain THEIR customers/stakeholders?


	

	Promotional Strategy – Old school to outlandish


	· What traditional/old-school promotional opportunities can we offer our sponsors?

· What new/outlandish/never-tried-before promotional opportunities could w e offer to sponsors?


	

	In what ways could we change our event to better meet the needs of sponsors?
	More targeted events

Policy changes

Hours/Dates

Segmented Events


	

	
	Post Event
	

	Renewal and Follow-up
	How will we follow-up with Sponsors to insure RENEWAL
What new things will we do to increase sponsor participation? 


	

	MEASUREMENT
	How will we measure the success of the Sponsorship Plan?
	








littleredsbigideas@gmail.com ( www.advisorsmarketing.com

jodi’s blog:  www.littleredsbigideas.typepad.com
fax or text: (760)809-3231 

