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Sponsorships are not
“money for nothing.”
You are offering publicity
and access to a specific
audience so your
partnership with a sponsor

should reflect parallel goals.
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How to Sell More Sponsorships

Sylvia Allen

Sponsorship is no longer a linear rela-
tionship as it was in the 1960s and “70s,
when a corporation gladly gave money
in exchange for tickets to a perfor-
mance or banner exposure. And no
longer are charitable “donations” made
in large sums. Today's sponsor is
highly sophisticated and recognizes
that sponsorship of sports, community
events, arts, and entertainment is just
another media component of his/her
marketing mix. As a result, sponsor-
ships must have a variety of compo-

nents, including media, cross-market-
ing opportunities, partnership recom-
mendations, and event extensions to
get the greatest return on investment.

First. a definition of sponsor-
ship—and this is thanks to John Barr,
formerly the sponsorship guru for
Eastman Kodak in Rochester, N.Y.:
“An investment in cash and/or in
kind, in refurn for access to ex-
ploitable business potential asso-
ciated with a highly publicized
event or entity.”

Continued on page 2
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JOSH BLOOM

Established in 1995 as the first citywide
Main Street program in the United States,
Boston Main Streets has pioneered a
unique sponsorship concept to provide
participating neighborhoods with
additional funding and resources. Each of
the Main Street districts is paired up with
a Corporate Buddy. Not only do these
“buddies” provide money for their Main
Street partners; they are also expected to
seyve on the local Main Street board and
to provide access to company resources
to help the commercial district on the
road to self-sufficiency. Among the
corporations partnering with the 15
Boston Main Streets communities are
BankBoston, Star Market, Boston Edison,
and Gillette Company.
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The key words here are invest-
ment, access to exploitable business po-
tential, and highly publicized. Each of
these words or phrases has a powerful
meaning to an organization that will be
involved in sponsorship.

First, let’s look at investrment. This
implies a payback, value received or
ROI (Return on Investment). When
selling sponsorships, it is important to
demonstrate that the value of the spon-
sorship will be greater than the value
of time and money invested.

Second 1s access to exploitable
business potential. What opportunities
does your event offer a business or cor-
poration? How can the business take
advantage of the relationship and ex-
ploit (a positive word!) it? Possibili-
ties mclude enhancing the business’s
existing advertising campaign; offer-
ing hospitality to the trade, its employ-
ees, or its customers; or one of a vari-
ety of other benefits that can lead to
increased business.

Third, and last. is highly publi-
cized. You must be able to offer great
exposure to your sponsors through your
media partners and extensive public
relations and promotional activities.

Before we discuss the steps to
sponsorship success, it 1s important to
know where sponsors are investing
their money and how much they are
spending. According to IEG. in 1998,
nearly seven billion dollars will be
spenton sponsorship fees alone. Of that
money, approximately 65 percent will
£0 to sports; 10 percent each on enter-
tainment/tours, fairs/festivals, and
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causes, with the balance of 5 percent
going to the arts. Considering the di-
versity of sponsorship offerings in
many Main Street communities, you
can begin to see that the opportunities
for selling sponsorships are plentiful,

Getting Started

How do you get started selling spon-

sorships? The following is a quick

overview of the process, after which
we’ll take an in-depth look at 12 steps
to sponsorship success:

 Take an inventory of your
property—what do you have to
sell?

= Solicit and secure media sponsors
through barter by making them
sponsors of the event.

* Incorporate media components
into the sponsorships offerings.

* Develop a one-page “sell” fact
sheet.

* Determine the various levels of
participation that you will make
available, based on the inventory.
These are often assembled into
“packages™ that are sent to
potential sponsors.

¢ Solicit sponsorships by
- Researching your sponsors

through annual reports, on-line
data searches, etc..

- Calling and pre-qualifying at the
highest level;

- Sending a one-page fax sheet;

- Following up with a call to set
up an appointment;

- Meeting with prospective
sponsors to determine levels of
commitment;

- Working with sponsors to
integrate your sponsorship
opportunity into their current
marketing efforts;

- Getting a commitment and
signing a contract;

- Getting an initial down
payment;

- Working with sponsors on
participation;

- Attending the event and
managing the sponsorship;

- Sending a post-event report; and

- Following up to obtain renewal

for next year.
Sounds simple doesn’t it! After
you’ve done it for a while, it will
become simple—and fun. If you
follow some simple rules before,
during, and after your sponsorship
sales, you will enjoy much better
results. The following section pro-
vides a more in-depth look at how
to sell sponsorships.

Top 20 Sponsors for Any Event
Sometimes it's hard to know whete to start when soliciting sponsorships.
To help you get started, here’s a list of the top 20 potential sponsors you

can approach for almost any event:

—
-

Local electronics retailer
Local beer bottler

. Laocal soft drink bottler
Local banks (The Commu-
nity Reinvestment Act
requires banks to ‘‘give
back” to the community.)

. Local restaurant association
Local retailers’ association
Car dealers

. Automobile dealers

. Long-distance carriers

10. Mobile telephone companies
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11. Network marketing
companies (Amway,
Nu Skin, Mary Kaye, etc.)

12. Craftspeople

13. Antique dealers

14. Fresh produce dealers
(mini-farmer’s markets)

15. Local radio

16. Local cable

17. Local newspapers

18. Food vendors

19. T-shirt vendors

20. Flea market vendors
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Twelve Steps to Success

Before making an etfort to sell spon-
sorships, take the time to thoroughly
examine what you have to offer and to
understand the potential sponsors for
your activities. Use of that background,
combined with a polished presentation
and detail-oniented tollow up, will make
all the difference in the success of your
sponsorship campaign. Here are a
dozen steps to help ensure success in
each of the three phases of sponsorship
sales:

Before You Sefl

1.  Know your property and what
you can sell. Before you approach your
first prospective sponsors, ask vourself
sorme basic questions. Who is your au-
dience? What benefits can you

offer a sponsor? What are

your objectives? Do e
vou have your media ¢
partnerships  in

place? Be sure you
know all the ben-
efits available as
an incentive for
the sponsor to par-
ticipate. Can you
otfer banners? Post-
ers? Flyers? Bill in-
serts? On-site booth
space for sampling or
product sale”? Have you in-

cluded media in your ofterings? Are
there opportunities for trade, customer,
or employee hospitality?

Where is your event being held?
What ave the restrictions on that loca-
tion/facility? One overzealous sponsor-
ship novice oftered a new sponsor its
choice of banner locations at an event.
The facility where the event was being
held, however, did not permit banners
in some of the Jocations the sponsor
chose. The resuit: an unhappy sponsor,
an embarrassed salesperson, and a lost
opportunity for the following year.

2. Target sponsors with similar
goals and audiences. Your prospects
will generally be more receptive if you
can show that your sponsorship oppor-
tunity offers exposure to the people they

are trying to reach or for a cause that
they support. It would be inappropri-
ate, for instance, o target a twbacco
company if your organization 1s in-
volved in working with health con-
cerns. That same opportunity may be
perfect, however, for an athletic shoe
manufacturer, health food store, oran-
other company that promotes personal
well-being. Take the time to learn
about your sponsor’s business and you
will be more likely to get an appoint-
ment to demonstrate how the
company’s investment will have a
positive business payback.
3. Offer more than the value of
the sponsorship. After you evaluate
what you have to sell, examine all the
opportunities o exposure for the
sponsor and assign a real-
istic value to each.
. For instance, if you
are advertising a
facility or an
event, offer
yoursponsora
logo oramen-
tion in your
ad. Then, de-
termine what it
would have cost
the sponsor to get
its message [0 the
people rcached by
those ads. From those val-
ues, put together a sponsorship offer-
ing that reflects 130 10 200 percent of
the value of the sponsorship.
Remember that sponsorships are
not “money for nothing.” All success-
ful sponsorships are win-win situa-
tions. Your partnership with a sponsor
should reflect parallel goals and audi-
ences as well as a strong potential for
reaching both.
4. Pre-qualify your sponsors.
Don’t rely on outdated lists or
“hunches” to determine the contact in
each target company. Make sure you
don’t waste your time speaking with
someone who is not the decision
maker. Not all companies have spe-
cific sponsorship departments; in
many businesses, sponsorships

Continued on page 12

The Frankfort Fighting Hot Dogs

The opportunities for selling sponsorships are only
as limited as your imagination. Take Frankfort. Ind.,
for example, a town with a great sense of pride and
an even greater sense of humor. The local high
school, with tongue
firmly planted in
cheek, dubbed its
sports teams the
Frankfort Fighting
Hot Dogs. Taking ad-

vantage of the com-

-

munity spirit gener-
ated by the Fighting Hot Dogs, Main Street orga-
nizers put together a downtown festival that played
on the “hot dog” theme. The one-day festival in-
cluded an obstacle course for dogs, a Wiener Clas-
sic basketball tournament, a four-mile Bun Run, a
Dog Days of Summer merchants” sale, a Puppy Park
full of kids’ activities, entertainment from the bands
Dog Talk and Frank and the Furters.... and loads of
national sponsors! Frankfort's ingenuity and will-
ingness to poke fun at itself brought Pepsi, Frito-
Lay, and the Oscar Meyer Wienermobile and its
Talent Search Contest to town as sponsors for the
event. The result: statewide mediacoverage, 15,000
visitors, and the start of an annual festival that cel-

ebrates a community’s pride and resourcefulness.




What Goes into a Sponsorship Proposal
Placing sponsorship dollars is a business decision.
The CEO of acompany still exerts influence on spon-
sorship involvement but no longer are these deci-
sions made emotionally. They are business decisions
that have measurable objectives. Nor are they made
on the spur of the moment. Depending on the dollar
amounts involved, a sponsorship decision can take
years and can involve a number of different people
at different levels of the company, each assuming
responsibility for a specific part of the process. Each
of these people will want to study your sponsorship
proposal to determine what elements, if any, affect
his/her department’s goals.

When selling sponsorships, keep in mund that
the prime objective of the proposal is to whet the
sponsor’s appetite. Before putting together a spon-
sorship package, be sure to contact the potential spon-
sor and discuss the company’s needs, then send a
brief summary of the proposal, highlighting issues
previously discussed and emphasizing how the vari-
ous marketing/sales/promotional opportunities dove-
tail with their cumrent strategies in these areas. Fi-
nally, make an appointment with the sponsor to dis-
cuss, in detail, how your program works and what
sponsorship opportunities it offers.

When putting together your sponsorship pack-
age, be sure to include the following.

I.  Media exposure—dollar value; ratings;
readership, etc.;

2. Marketing, merchandising, and sales
opportunities;

3. Hospitality rights, including tickets,
VIP parking, efc.;

4. Productexclusivity;

5. Signs, on-site exposure——audio billboards,
banners, etc.;

6. Listing of other participating sponsors:

7. Brief history of the event/sport/venue/
facility; and

8. Testimonial letters from previous sponsors.

The proposal should be typed, double-spaced,
and no longer than eight pages. Remember, the per-
son receiving vour proposal gets hundreds, if not thou-
sands, of these proposals annually. The time spent
on each one will be minimal, so your proposal must
stand out if it is to be noticed. If it is brief and well
written, with the sponsor’s objectives in mind, you
will quickly get to the next step.... meeting and dis-
cussion.
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may be the responsibility of the pub-
lic relations, advertising, marketing, or
human resources department, to men-
tion just a few.

Because each company is differ-

should include a cover letter that con-
cisely communicates key advantages
of the sponsorship, a fact sheet with a
range of sponsorship possibilities and
target audience information; potential
reach within the sponsor’s market; and
contact information.

Don’t overwhelm the sponsor.
Be sure to include just enough infor-
mation to interest the company and
generate & further dialogue. Don’t sup-
ply too much information; it bogs them
down. Your package should be type-
written or laser-printed, neat, and free
of typographical errors. And, make
sure you don’t misspell your contact’s
or the company’s name. There is no
faster way to get tossed into the round
file! Also, don’t send material unso-
licited; always call first and pre-qualify
the account.
6. Get there early. When you
speak to the decision maker, try to find
out what time of year the company al-
locates sponsorship dollars and be sure
to get your proposal in at least a few
months before the budget is set. Call
the decision maker to ensure that the
package was received. Continue to fol-
low up on a regular basis, including at
budget allocation time. Your chances
of being considered decrease dramati-
cally if you send your proposal just be-

ent, you need to pick

fore the deadling—

up the phone and call
your target companies
to find out who handles
sponsorships for that

With the trend toward many will have gotten
grassroots marketing, there before you.
many major corporations 7~ Keep in touch.

oreanization. Talk to are looking for local Don’t expect great re-
th,g <on before v opportunities to enhance  sultsif yousimply send

% Eemson be o you their national the package and then
senl your proposal o sponsorship strategy. drop out of sight. Send
make sure you are deal-

your target sponsor in-

ing with the right per-
son. On the local level, you will prob-
ably deal with a store or restaurant
owner, general manager, or field rep-
resentative. And don’t underestimate
the value of your Main Street spon-
sorship; with the trend toward
grassroots marketing, many major cor-
porations are looking for local oppor-
tunities to enhance their national spon-
sorship strategy.

Selling the Strategy
5. Put together an offering with
the right information. Your package

formation and newspa-
per clippings about the event, and up-
dates on appropriate projects in
progress. Include a hand-written note
to the prospect. Communication
throughout the year will apprise the
sponsor of the advantages of being
linked with your event. Pick up the
telephone once in a while and keep
the prospect involved in all of your
Main Street activities.
8.  Askfor the sale. One of the pri-
mary rules of sale is to always ask for
the sale at the end of your presenta-
tion. Once you have done your home-



Where to Place Sponsorship Dollars

When developing your sponsorship proposals, keep the sponsor in mind.
Understanding the company and the questions it will ask will pave the way
for a more effective, and more successful, sponsorship presentation. Here
are nine questions that companies will be asking to determine where to place
sponsorship dollars. Asking these questions about each prospective sponsor
will help you decide which companies to approach:

S [ERiCal b Aol e

work, found the sponsor, and presented
everything vou have to offer, ask for
the sale! Some salespeople use an
assumptive approach, such as ']l re-
serve the cocktail hour sponsorship for
you.” Others use a value-added ap-
proach to create a sense of urgency,
such as “If you reserve your sponsor-
ship now, we can include you in the
upcoming advertising campaign.”
There are many ways to close a sale;
and, as you develop your personal sell-
ing style, yow’ll discover the approach
that works best for vou and learn how
to evaluate the right close for each
customer.

9. Putit in writing. Once the sale
has been closed, formalize
it with a letter of agreement
and contract. The contract
should specifically docu-

ment all of the activities that

will take place, the sponsor’s

rc\|X)n\i|7ili(ic\.

Will the sponsorship drive sales?

Will it enhance or reinforce brand image?

Will it increase awareness of the company’s product, brand, or service?
Will it provide retail and trade tie-ins?

Will it drive volume and long-term profitabilicy?

Will it increase share of the market?

Will it provide a vehicle for entertaining clients?

your organization’s responsibilities,
and any agreements that were dis-
cussed as part of the sponsorship. The
niore accurate and pre-

8. Can it differentiate the product or brand from a competitor’s?
9. Will it give the company a competitive edge, i.e., exposure in a market

the competition isn't reaching?

Once these questions have been answered, screen and grade the choices to
select the companies you will approach by asking the following:

STk R G

Is the objective corporate or brand specific?

Is it a one-time event or a long-term commitment?
Do the locations and dates fit company needs?
How many attendees can be expected

(total exposure of brand/product)?

Will there be co-sponsors?

e

Will the company be lost in a crowd of other sponsors?

7. Whatis the cost relative to the expected return?

Bringing Them Back

11. Follow-up is the key. You have
done all of your homework and sold
the sponsorship. That’s

cise the contract, the less
chance for “misunder-

Most sponsorship sales are

just half the work.
Now, you must make

standing™ before, dur-  made after the fifth “no” sure that everything
ing, and after the event. ...50 just keep asking you promised the spon-
Both parties should re- and sooner or later sor takes place. On-site
ceive signed copies of you will succeed. management of spor-

the document. Keep in

sorships 1s critical to

mind that changes to the

agreement should be added as addenda
and signed by both parties.

10. Be fexible. Sponsors come in
many forms, and not all are title spon-
sors. Consider the benefits of partial
sponsorships or barter arrangements.
Don’t take an “all or nothing™ ap-
proach. For instance, a local restaurant
may not be interested in paying for a
title sponsorship, but may offer to pro-
vide catering services for a preview
party or luncheon. Also, a sponsor may
want to buy some promotional oppor-
tunities, but not «if of them.

Work with the sponsor as much
as you can, but be sure you are still
achieving the goals you established in
the beginning. Often, when someone
has consistently said no to involvement
with your events, you can sell them
ona very small involvement—mbanner
display or an on-site booth, for in-
stance—to get them started. 1f the
event is a success, you will be able to
involve them at a higher level the fol-
lowing year.

happy sponsors. Make
sure banners are hung in the right lo-
cation, that logos appear in ads, and
that all of the other pieces are in place.
Do everything you can to help the
sponsor reach its goal and, m tum the
sponsorship will help your reach your
goals. Dropping the ball now could
mean losing the sponsor forever.
12. Report your results. At the end
of the project. or at periodic intervals
during long-term sponsorships, submit
a wrap-up or update report. Spell out
the goals you set, how those goals were
achieved or are being achieved, and ac-
tivities that took place. Include survey
information, news clippings, etc. Is-
sue the report within 30 days after the
event or at predetermined quarterly or
monthly dates during long-term spon-
sorships. Follow up with sponsor to
make sure that the report was clear and
to get feedback. When sponsors feel
uninformed, they may begin to ques-
tion their investment. Make sure they

Continued on page 14

MAIN STREET

Dlamated b‘s‘
BFAHLL

Sponsorships come in many forms.
Some companies may not be interested
i paying to sponsor an event but may

donate equipment or services instead.
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know how important their sponsor-
ship is!

The keys to success in sponsor-
ship sales are toresearch your prospects
well and thoroughly understand what
you have to offer. Be thorough, in-
formed, and tlexible and you have the
potential to make virtually anything
happen. Keep in mind that many spon-
sorships can take a long time to develop
and that most good salespeople are suc-
cessful because they are tenacious; they
don’t give up. Most sales are made af~
ter the fifth “no,” so don’t be discour-
aged if a company doesn’t say “ves’
rightaway. Just keep asking and sooner
or later you will succeed. {54
Sylvia Allen is presi-
dent of Allen Consult-
ing, Inc., located in
Holmdel, N.J. She
has taught sponsor-
ships at New York Uni-
versity for the last decade, has helped
many Main Street programs develop
suceessful sponsorship programs,
has offered her sponsorship strate-
gies at the last five National Town
Meeting on Main Street™ confer-
ences (to rave reviews) and publishes
The Sponsorship Newsletter.
Ms. Allen can be reached at
732/946-2711 or via e-mail at
sylvia@allenconsulting.com.
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JOB
ANNOUNCEMENTS

Main Street Manager

The Borough of West Reading, Pa., located
in the heart of outlet country is seeking an
individual to direct a newly established Main
Street program. Responsibilities include busi-
ness recruitment, marketing and promotion,
nonprofit/volunteer management, and project
coordination. Self-motivated applicants must
be able to work independently and coopera-
tively with business people and volunteers.
Excellent verbal and communication skills
and grant writing experience a must. Appli-
cants should have related experience and dem-
onstrated leadership abilities in a like posi-
tion. Send resume, letter of interest, profes-
sional requirements, and salary requirements
by November 15, 1998 to: West Reading Main
Street Foundation, ¢/o West Reading Borough
Hall. 500 Chestnut Street, West Reading, PA
19611.
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For More Information
Periodicals

Advertising Age, Crain Communications, Inc., 740 North Rush Street,

Chicago, IL. (312) 649- 5200.

Qutwalk’s Brand Week, A/S/IM Communications. Inc., 49 East 21st Street,
12th Floor, New York, NY. (212)529-5500.

Amusernent Business, BP1 Communications, Inc., Box 24970, 49 Music Square
West, Nashville, NT 37203, (800) 999-3322.

CableVision, International Thomson Communications, Inc.,
825 Seventh Avenue, 6th Floor, New York, NY 10019. (212) 887-8400.

Electronic Media, Crain Communications, Inc., 740 North Rush Street, Chi-

cago, IL 6061 1. (312) 649-5200.

Entertainment Marketing Letter; 160 Mercer St., 3rd Floor, New York, NY

10012. (212) 941 0099.

Promo, 11 River Bend Drive South, PO. Box 4225, Stamford,

CT 06907-0225. (203) 358-9900.

Sponsorship Report, 1EG, 213 West Institute Place, Suite 303, Chicago, IL

60610. (312) 944- 1727.

The Sponsorship Newstetter, The Sponsorship Newsletter, Inc.. 89 Middletown
Road, Holmdel, NJ. 07733. (732) 946-2711.

The Sponsorship Report, 555 Richmond Street West, Suite 504, Toronto,

Canada M5V 3B1. (416) 360-3894.

The Sports Marketing Newsletter, 1771 Post Road East, Suite 180, Westport,

CT 06880, (203) 255-1787.
Books

Allen, Sylvia. How to Be Successful at Sponsorship Sales.
Available through Allen Consulting, (732) 946-2711.

Association of National Advertisers. Event Marketing: A Management Guide.

Ermst & Young. The Complete Guide to Special Event Management.

John Wiley and Sons, Inc.

Schreiber, Alfred Lifestyle and Event Marketing. McGraw-Hill.

Executive Director

The Historic Salisbury (N.C.) Foundation, a
26-year-old historic preservation organization,
is seeking an executive director. Candidates
must have three years’ minimum experience
in preservation advocacy and leadership, re-
volving funds management, fund raising (both
direct solicitations and grants), and property
management (the foundation owns two his-
toric museums, 4 community events center,
and rental propertics). The director supervises
four full-time staff members and works with
an active board and volunteers. Those inter-
ested should submit a resume, three references,
and salary requirements by October 31, 1998
to: Patricia Rickard, Search Commitiee, His-
toric Salisbury Foundation, Box 4221,
Salisbury, NC 28144,

Economic Development Specialist

Lower Merion, Pa., (pop. 60,000) an afflu-
ent. first-ring suburb of Philadelphia. is seek-
ing an experienced professional to plan and
implement business enhancement programs
for six distinct commercial districts, based on

1998
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local resources, needs, goals, and market op-
portunities. Position requires degree in urban
planning, economic development, or a related
field, and experience in the development of
older commercial districts. Advanced degree/
certification preferred. Must also have strong
communication, interpersonal, presentation,
planning, and computer skills. Salary oo,
plus excellent benefits. Position open until
filled. eoe/M/F/V. Send resume to: Town-
ship Manager, 75 E. Lancaster Avenue,
Ardmore, PA 19003

Job announcements should not
exceed 150 words and should be
mailed or faxed 1o the editor of Main
Street News by the 5th of the month
for the next month’s issue (i.e,
November 5th for December issue).
Muail to Editor, Main Street News,
National Main Street Center, 1785
Massachusetts Ave., N.W.,
Washington, DC 20036 or fax 1o
(202) 588-6050.

MainStreet \ews
Muain Street News is published [1
times a year as a benefit of member-
ship in the National Main Street Net-
work, an organizational membership
program of the National Main Street
Center®, National Trust for Historic
Preservation, 17835 Massachusetts
Avenue, N.W. , Washington, DC 20036,
Tel: 202/588-6219
Fax: 202/588-6050
E-mail: mainst@nthp.org
Website: http//www.mainst.org
Annual dues are $195.
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