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Everything you’ve ever wanted  
to know about sponsorships  
(but were afraid to ask)

A sponsorship is a sophisticated and complex 
marketing tool; it entails an entire strategic process 
of solicitation, negotiation, and customer service. 
What’s more: professionals who are responsible  
for sponsorships must fully grasp both traditional 
and non-traditional marketing communication 
channels as well as the inner workings of several 
different markets. Sponsorships can be leveraged 
to achieve many objectives and reach different 
target audiences. It is therefore important to  
understand the basics before launching a  
full-fledge sponsorship campaign.

This practical guide will help you efficiently develop 
and manage a results-driven sponsorship proposal. 
It includes our decades of experience, industry 
best practices, and the latest research on  
sponsorship effectiveness. Have a great read!

The Elevent Team

PROPERTY SPONSORSHIP  
MANAGEMENT GUIDE
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SPONSORSHIP  
PROPERTY AND  
ASSET INVENTORY

A sponsorship is partly based on what 
a property can offer a sponsor in terms 
of rights and benefits. The first step to 
developing an attractive sponsorship 
proposal is to draw up an inventory 
list of all the benefits and assets your 
property can already provide as well as 
the benefits that can be subsequently 
created and commercialized.

Here are some examples:

 Media campaigns

 Web site visibility 

 Communication and promotional tools

 Web site ad spots and promotions

 Commercial rights

 Tickets and welcome strategy (hospitality)

  Special advantages (meet and greet with  
celebrities, VIP seating and zones, etc.)

 Social media campaigns

 Public relations

 And much more

Target Company Categories

Once your inventory is complete, make a list of the  
different categories of companies that may be interested 
in your sponsorship proposal. 

In today’s sponsorship industry, most sponsorships  
include an exclusivity per activity sector. By eliminating 
the competition from a sponsorship venue, a company 
can truly stand out; this ultimately means that a com-
pany can gain a significant competitive advantage  
when it invests in an exclusive sponsorship.

Keeping this in mind, you should begin approaching 
one sponsor per category at a time. Start with the most 
ideal candidate per category—the company that stands 
to benefit the most from your proposal due to its fit with 
the event and overall sponsorship portfolio.

Some categories invest more massively than others in 
sponsorships, because the latter is truly a means for 
market differentiation. This is especially the case, for 
example, with banks that offer comparable products 
and services. Be sure to reserve your top sponsorship 
levels (title and presenting sponsors of your event) to 
companies that have sufficient resources.



5

SPONSORSHIP  
STRUCTURE

Do more with less

In an ideal world, each property should work with 
a limited number of sponsorships. This will enable 
you to provide the best benefits and services that 
are adapted to their specific needs. In addition, the 
less sponsorship partners you have, the more rights 
you can give them and the less brand clutter you will 
create. As a result, you can gain more revenues from 
each sponsor. However, in reality, this strategy can 
be somewhat difficult to carry out and poses certain 
risks, particularly if you rely on few sponsors and a 
major one pulls out of your event.

Establish a structure
A sponsorship structure can be relatively straightforward 
with different levels: a title sponsor, presenting sponsor, 
a series of major sponsors, standard sponsors,  
suppliers, and media partners. 

Another approach fosters a more horizontal-type  
structure with distinct placements (‘territories’) for  
each sponsor. This structure can be attractive when  
you have approached a few sponsors that are willing  
to invest similar large amounts. Therefore, while these 
different sponsors are on the same sponsorship level,  
so to speak, they nevertheless receive different benefits 
based on their needs. Regardless of the approach,  
be sure to fairly distribute the benefits and rights,  
depending on the amounts sponsors commit to and 
their sponsorship levels.
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COMMUNICATION  
PLAN

Be seen and heard
It is essential to establish partnerships with different 
media outlets to help you build your event’s notoriety 
and get maximum visibility. You can create a synergy 
between media partners and sponsors that will gener-
ate great results and decrease the costs of the project-
ed media buys in your communication plan.

A media campaign can be one of the most valuable 
components of your sponsorship plan as it will dictate 
the level of investment you can ask from sponsors. 
The campaign will showcase your main sponsors, 
guarantee at least some visibility, and help to associ-
ate the sponsors with the event. The results of a media 
campaign can increase substantially if you combine it 
with a well-orchestrated public relations campaign. 

Owned media, which is a marketing concept that has 
been around for a while, is the total number and reach 
of media outlets for a given event, particularly social 
media. Owned media establishes a dialogue between 
your organization, its followers and visitors, and the 
event’s actual audience/participants—all of which 
can be extremely attractive and lucrative to potential 
sponsors. Your ‘fans’ can become your event’s greatest 
ambassadors: they will generate positive (and profit-
able!) word of mouth.
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FEE STRUCTURE AND  
SPONSORSHIP VALUATION

Qualitative vs Quantitative Results

The traditional structure of a sponsorship proposal  
is divided into three levels:

 Title and presenting sponsor(s)

 Partners

 Suppliers

This is just an example. You need not have 
each level for a successful sponsorship 
proposal. To establish the value offered for 
each level, here are some suggestions:

  Justify the amounts you are asking for with the 
benefits you offer—and not with your operational 
costs. This is a frequent error that is to be avoided 
at all costs.

  The fees and benefits should be equivalent  
between partners of a same level. 

  Customize your proposal to sponsors based on 
their needs. Remember, you are selling commercial 
rights. Always ask yourself why a potential sponsor 
would invest in your proposal rather than in adver-
tising. If you can answer this question, you most 
probably have a good sales argument.

The evaluation of the value of a sponsorship proposal 
is often performed in the same way:

Qualitative evaluation: This first evaluation determines 
the commercial potential of your event and is based on 
several criteria. 

The result of this calculation is a ratio that will be  
applied on all the benefits you offer. This percentage 
can be up to 30-40%.

Quantitative evaluation: This second evaluation  
takes into account all the benefits you offer as  
media equivalencies.

Add the amounts of both evaluations to obtain your 
value in dollars.

The following example gives you an idea of how to 
calculate your proposal’s value. Elevent’s sponsorship 
evaluation tool can help you determine the value of 
your entire sponsorship proposal in less than an hour.

Sponsorship Valuation*

Presenting 
Sponsor

Partners Suppliers

Media 
campaign

 $30,000    $20,000             $  -      

Benefits     $7,200      $2,880  

Tickets     $3,000     $1,500          $1,500  

On-site 
visibility

  $21,600     $  -     

Public 
relations

      $150       $150  

Web site     $1,200       $600             $300 

TOTAL   $78,2910  $40,271       $1,800  

Intangible 
benefits

25% 25%

TOTAL 
VALUE   $97,500   $52,000  

*Example of a sponsorship valuation. 

Remember that the financial valuation of your spon-
sorship proposal is one key success factor; there are 
many others. After all, a proposal that offers sponsors 
misaligned or badly targeted benefits are is not an  
opportunity, regardless of the amount requested.
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SOLICITING SPONSORS

Soliciting sponsors is one of the  
biggest challenges when trying to  
raise funds. It takes more than sales 
techniques. You must begin by putting 
together a good strategy and ensuring 
you have a clear understanding of the 
inner workings of sponsorships. 

Before you begin soliciting sponsors, you must 
carefully do your research. Learn as much  
as you can about the companies you want  
to target, including their industries and  
market challenges. 

 Products

 Clients

 Marketing initiatives

 Other sponsored events

Your solicitation should take place  
in two phases:

  The first meeting: Set up an in-person meeting  
with a potential sponsor to effectively present  
your property and discover the specific needs  
of the company.  

  The second meeting: This meeting will give you  
the opportunity to present the sponsorship solutions 
you developed that meet the company’s needs  
and objectives. 

This approach will greatly increase your chances of 
landing a new sponsor. Your sponsorship proposal  
must clearly show the relevance and benefits between 
the sponsor and your property. Even more importantly, 
highlight the synergy and potential between the com-
pany’s target audience(s) and those of your organization. 

Potential Sponsors

You must also determine objectives to achieve  
using your partners. Ideally, a sponsorship should  
generate positive results for both organizations  
(a win-win partnership). Consider the following  
criteria before approaching a potential sponsor: 

  Analysis of the company’s fit with the event

  The nature of the event and how the company can 
respect it

  The perceived limited commercial potential, par-
ticularly in the case of cultural and charity events

  Interesting sponsorship activation

  Partners that are likely to be associated with the 
event’s brand and values

  A sufficient activation budget to ensure the maxi-
mum visibility of your property
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NEGOTIATING AND 
SPONSORSHIP AGREEMENTS

Never improvise when it comes to 
negotiating with a potential sponsor. 
Before entering into negotiations,  
consider the following:

  Carefully plan for different scenarios. What makes 
the potential sponsor tick? What are the most inter-
esting benefits for the potential sponsor? What are 
the company’s financial concerns? Does the sponsor 
want a specific status or benefits? Put together a 
comprehensive list of possible scenarios.

  Always have a minimum of three scenarios in your 
back pocket. Each scenario should be viable, which 
means you have wherewithal to offer counter-propo-
sals that are aligned with the vision of your com-
pany’s stakeholders. Once you leave the negotiation 
table with an agreed-upon counter-proposal, the last 
thing you want to do is have to validate it with your 
upper management.

  Make sure that only the people that can truly  
contri bute to the negotiation are at the table.  
Invite the least amount of people possible and  
know your topics for discussion inside and out.

  Stay calm! While it may be hard to control the  
emotional tie you have with your event, stay  
calm. A negotiation should be an exchange,  
albeit with persuasive arguments. Keeping a  
friendly atmosphere will help you to remain  
quick-minded and in a better mindset to  
effectively sell your proposal.

  Always leave the negotiation table on a positive note.

  Several companies use third-party business  
development professionals. This strategy offers  
many advantages; however, during negotiations,  
this person must be absolutely accompanied by  
a member of your company.   

Success comes from long-term  
partnerships. Although signing a  
long-term agreement over several  
years may appear risky for both  
parties, it also offers undeniable  
advantages.

From the sponsor’s perspective, a long-term  
agreement can enable it to build a solid brand  
image, eliminate potential competitors, and optimize 
its sponsorship activation—all at the very best price. 
However, there is always a level of uncertainty when 
evaluating the potential success of a sponsorship.  
At the onset of a first partnership, it is always possible 
to propose a one-year agreement before entering into  
a long-term business relationship. For the property,  
a longer agreement ensures financial stability and 
reduces the time and energy required to find new 
sponsors, which can be a long and drawn out process. 
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SPONSORSHIP  
ACTIVATION

A sponsor’s logo is nothing  
without activation. 
Communication strategies that focus on the association 
between the sponsor and sponsored property is called 
the activation of the sponsorship. Sponsorship activation 
is crucial in optimizing the efficiency of a sponsorship 
and ensuring a level of visibility for your organization.  
It is important to recommend activation initiatives  
that are aligned with your property. For example,  
some sponsors may have entirely different objectives 
regarding the audience they are trying to target. It is 
therefore important not to underestimate the value  
of opportunities given to sponsors to invite and meet 
their clients on-site as well as encourage their  
employees to participate.

To maximize a sponsorship’s value, you must be  
proactive and provide sponsors with creative ideas  
for activation.

As the organizer, you are not required to activate  
the sponsorship; however, its results, the sponsor’s  
satisfaction, and ultimately the long-term viability of  
the partnership depends on a well-geared activation.  
To ensure the maximum ROI for the sponsor, incite your 
partner to activate the sponsorship and offer support to 
facilitate the process. 

Ideally, each dollar invested to buy rights should be  
accompanied by an investment of $1 to $3 in activation. 
The market reality hovers between $0.50 and $0.75; 
however, these amounts are insufficient to make a 
significant impact. Because sponsorships are a “silent” 
media that brings consumers to a brand based on a 
specific context, it is crucial to highlight the sponsor’s 
message using more explicit communication channels.

Several smaller sponsors are not necessarily familiar 
with the ins and outs of sponsorships; they may be 
disappointed in the results if no other actions are taken 
to leverage the opportunity to its full potential. Therefore, 
be sure to insist on sponsorship activation and offer  
suggestions of what could be accomplished. 

The characteristics of an ideal activation:

  Be relevant to the brand and event 

  Provide added value

  Answer a need or a concern society has 

  Offer an unforgettable experience to visitors
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SPONSORSHIP  
MANAGEMENT

As a sponsored organization, you  
must make decisions on a daily basis. 
A sponsorship program requires as 
much management as putting together 
the event and selling tickets.

Image
Managing the image of your organization is essential  
to maintain and enhance its brand equity. Sponsors  
associate their brands with your image, making it  
even more important that you build and preserve it. 

The benefits of transferring an image1 between a  
property and sponsor takes time. Be sure to plan  
for the evolution of your brand image and how it  
may affect your sponsors. 

Target audience
Truly knowing your target audience is important—for 
both acquiring new sponsors and supporting partners  
in achieving their objectives. Information on the number 
of visitors, demographics (age, sex, etc.), and socio-
demographics (revenue, education, etc.) is essential. 

Make sure you conduct a survey with the target  
audience on their identification of sponsors and  
appreciation of the event.

Sponsor relationships and retention
Retaining current sponsors is always easier than  
finding new partners. To ensure long-term sponsor 
loyalty, dedicate someone to oversee all services for 
sponsors before, during, and after the event. Frequent 
communication is necessary to build strong ties and  
dissipate any issues before they become too problematic. 
Sponsors’ expectations should be met. Always under-
promise and over-delivery beyond what was stipulated  
in your agreements. To ensure the highest level of ROI, 
be proactive and support sponsors’ activation initiatives. 

Keeping sponsors relies a lot on the results generated 
by the sponsorship. Be very rigorous and thorough in 
measuring all of the results and impact the sponsorship 
triggered. Support your sponsors as they evaluate the ROI 
of their investment as well. Sharing information and being 
transparent will go a long way to ensuring the long-term 
viability of your partnerships.

Result measurements
Measuring the effectiveness of a sponsorship resides 
mainly with the sponsor, but it’s important to ensure your 
partners are satisfied with the results of the event. There 
are some basic performance measurement indicators you 
should provide your sponsors with to ensure they have all 
the information they need when assessing the results.

The following information should be collected and in-
cluded in your post-event report in order to measure the 
ROI of your event and accumulate relevant data that will 
help you fine-tune your upcoming sponsorship proposals: 

  Overview of the event

  Information on visitors (number, demographic  
profile, etc.)

  List of the visibility generated  

  Detailed media plan

  Press review

  Summary of the positive points and what could be 
improved

  Results of the consumer survey (if available, this 
section should include information on the number of 
people who took part in the event, their appreciation of 
the event, what brands sponsored the event, and the 
notoriety of sponsors’ initiatives to promote the event) 1 (mage transfer… is defined as the transfer of associations attributed 

to the sponsored activity to the sponsoring brand.
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CORPORATE SOCIAL  
RESPONSIBILITY (CSR) AND  
CAUSE RELATED MARKETING (CRM)

Establishing a partnership with a  
charity or cause may help increase 
the benefits of the sponsorship as  
it represents a much sought-after  
opportunity for companies and 
brands. Several different approaches 
can be taken:

  Donating money or products to a charity

  A customized sponsorship program created  
for a specific group or cause

  An association with an existing charity or cause

All of these approaches improve the image of sponsors 
as they are setting themselves as examples of good 
corporate citizens. Consumers, from their perspective, 
deem these types of sponsorships as less commercially 
oriented compared with other marketing communica-
tion initiatives. 
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ANNEXES 
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  IDEAS

Category Examples:

 Food and beverage

   Proposal ideas: 

  ›  Visibility on the event site

  ›  Kiosks providing visitors with  
product samples

 Alcohol

   Proposal ideas: 

  ›  Official supplier for a specific product  
category (example: beer) 

 Apparel

   Proposal ideas: 

  ›  Official apparel for an event

  ›  Visibility on the event site

  ›  Product presentations and sales

  ›  Cross promotions

  ›  Derivative products

 Retail

   Proposal ideas: 

  ›  Material supply 

  ›  Sales kiosk on the event’s site

  ›  Derivative products sold throughout  
a retailer’s network

  ›  Promotion throughout a retailer’s network

  ›  Product or ticket sales throughout a  
retailer’s network

  ›  Fundraising in retail outlets

  ›  Visibility on the event’s site

 Transportation

   Proposal ideas: 

  ›  Contests

  › Discounts on tickets

  › Visibility on the event’s site

 Financial services

   Proposal ideas:  

  ›  Sponsorship of a specific stage

  ›  Kiosks to offer financial services  
on the event’s site

  › Branded credit cards

  › Visibility on the event’s site

 Automobile

   Proposal ideas: 

  ›  Official car

  ›  Free parking for owners of a specific  
car brand or model

  ›  Test drives on the event site or at a car  
dealership

  › Visibility on the event’s site (presentation)
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  GENERIC ACTIVATION  
IDEAS

Information kiosks:
Set up an information kiosk for visitors that is branded 
with the sponsor’s image. The sponsor may want to 
use its own employees to create a stronger link with  
its target audience. The kiosk can be used to provide 
information regarding the event’s shows, opening 
hours, products and services available on site  
(for example, what products should be avoided  
by visitors with specific food allergies).

Rest areas:
To ensure your visitors spend a lot of time at your event, 
you may opt to set up rest areas that are either heated or 
have air conditioning. The rest areas can be named by 
the sponsor and/or branded with the sponsor’s image. 
Rest areas are greatly appreciated by visitors; they can 
be configured in a variety of different ways and with  
different themes. Let your imagination run wild!

Babysitting and stroller parking:
If your event caters to families, babysitting services 
and stroller parking spaces will be greatly appreciated. 
Parents can then participate in some of the event’s more 
adult-oriented activities—while children have fun as well! 
Parents may also like to park strollers at the entrance to 
move around more freely. Again, these services can be 
branded by the sponsor. 

Bar/pub:
As you have probably already noticed during summer 
festivals, temporary bars and pubs are very successful. 

Shows:
In addition to the sponsored stages, a show can  
feature the term “Presented by.” This option also  
includes adding the sponsor’s name and branding  
on the program schedule and web site as well as  
mentioning the sponsor at one point during the event.
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  CORPORATE EVENT  
(WELCOME CAMPAIGN)

In order to thank the decision-makers who 
made the sponsorship possible, be sure to 
allow the sponsor to invite clients or potential 
business partners. Your event should also 
include a welcome (hospitality) campaign. 
The welcome campaign gives your sponsors’ 
important team members the opportunity to 
experience the event in a very unique way. 
Here are some suggestions:

VIP package
Sponsors should receive privileges that will make them 
fully enjoy your event. A VIP package can include: 

  Free and reserved parking spaces near the event 

  VIP passes, branded with their companies’ images, 
that offer privileges on the event’s site

  Official coat, uniform, or apparel

  Samples of derivative products

  Exclusive guided visit

  Free items or access to areas at the event

Prestige event
You may offer your sponsors a gourmet meal in a  
prestigious restaurant, prepared with local delicacies, 
before an exclusive visit of the event’ site. Benefits that 
cannot be purchased or that are inaccessible to the 
general public, are much sought-after by sponsors  
and can be a great way to strengthen business ties.

Privileges for employees
Your sponsors’ employees could receive derivative 
products, coupons that can be exchanged for certain 
products, or reserved spaces during a show sponsored 
by their companies. Group activities and volunteering 
opportunities can also be organized. 

SPONSOR ZONES
For an additional charge, you could create 
special areas for sponsors, such as:
  Lounge areas with heaters

  Eating areas
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EXAMPLE OF A  
SPONSORSHIP’S  
ASSET INVENTORY

 On-site visibility

   Billboards at the event’s entrance and exit  
(featuring the logos of official partners and  
suppliers)

   Displays around the stage(s)
   Projections on the walls of surrounding buildings
   Advertising columns
   Product samples, tastings, and distribution
   Information notice boards

 Special services and areas

   Information kiosks
  Heated rest areas
  Babysitting services
  Stroller parking areas
  Rest areas
  Bar/pubs
  Special events
  Shows

 Welcome (hospitality) campaign

   Corporate event
   Tickets
   VIP lounges and seats

 Promotions

   Contests and prize drawings
  Cross promotions
  Coupons
  Free items or access to areas at the event

 Communications

   Official titles and logos
   Billboards
   Banners
   Flags
   Advertising flyers and documents
   Press kits and press releases
   Flags
   Press conferences
   Media interviews
   Web sites and micro sites
   Mobile apps
   Media partners
   Guest passes, personnel, VIP
   Parking passes

 Derivative products

   Apparel
   Posters
   Reusable bags

  Official suppliers (can also be partners  
or title sponsors) 

   Alcoholic beverages
   Official apparel
   Construction material
   Financial services
   Food

 Owned media

   Print media
  Outdoor displays
  Radio
  Television
  Digital
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EXAMPLE OF A  
SPONSORSHIP’S  
ASSET INVENTORY... continued

 Here are a few examples of some digital  
 communication initiatives:

   Website 

  ›  Newsletter 

  ›  Contest / promo coupons /  
cross promotions

   Facebook

  ›  Presence on Facebook

  ›  Facebook app linked to 
the sponsorship

  ›  Targeted ads reaching 
desired user profile

   Twitter account

  Development of an app

  Purchasing keywords on 
  search engines

  Banner advertising




