- What is sponsorship?
- Why do companies
sponsor sport?

- What are companies
looking for?

- How to find a sponsor

Sponsorship

ISSUE 1
JUNE 2008

A sports organisation or club will usually seek sponsorship to
increase its financial resources so that it can improve its
facilities, pay for teams to travel to matches and competitions

or purchase kit and equipment.

It is important that clubs recognise from the outset that these
benefits are not going to be of special interest to a sponsor,
except where they help the sponsor to promote its product or

service.

What is Sponsorship?

Sponsorship is a commercial
agreement between a company
and a club to enter into a joint
venture to promote their mutual
interests. In return for a financial
contribution a sports
club/organisation will allow the use
of its name in commercial
activities. These activities can be
as varied as the imaginations of
the participants. Some of the most
obvious are:

Display the companies name
or product details on kit,
banners around the venue,
advertisements in programmes
and on other merchandise.
Use of the club, event, team or
individual in advertisements in
local papers and other
promotions undertaken by the
company.

Production of joint websites or
developing close links between
separate websites.

It is not advisable for any sports
club or organisation to approach a

company and ask for something
without being willing and able to
provide something in return. If you
try that approach you are likely to
be unsuccessful!

Most sponsorships are paid for in
cash but in-kind sponsorship can
be useful and effective. Instead of
money, the sponsor provides
equipment, services or
management/business expertise
as all or part of its fee for the right
to advertise at your club.
Companies may also provide
money to sporting organisations in
other ways, e.g. charitable
donations, where no commercial
return is expected and the
company just makes the donation
to be seen as a good corporate
citizen.

Why companies sponsor
sport?

There are a number of different
reasons depending on the type of
company and the nature of the
exposure that it is seeking.
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Publicity — Most companies
would like their image to be
higher profile. If local publicity
is wanted, it can be achieved
through a local
club/organisation or
tournament. If the company
trades in a wider area, a
league or cup competition can
gain suitable publicity. A
national company is likely to
want national impact, so if your
event or club/organisation is of
mainly local interest, seek
support from companies that
trade or are based locally.

Corporate image — Most
companies try to project a
specific image of themselves,
both to the general public and
to their own employees. They
seek sponsorship that
promotes that image. For
instance, a company with a
young dynamic image is likely
to want to sponsor your clubs
junior teams.

Public relations and
community involvement -
Successful businesses like to
be regarded as caring
members of the local
community.

Endorsement opportunities

— A manufacturer might
provide free equipment to a
successful club or player
hoping that potential
customers will associate good
performance with its products.

Direct marketing —
Companies can use sponsored
events to promote their
products or as a direct sales
outlet. Sports good
manufacturers hope that
potential customers seeing
their rackets or clothing
displayed or in use at an event
will then purchase that brand.

What companies are looking

Sponsorship opportunities
must have a good fit with the
companies’ personality.

A sponsor wants to create
activities and opportunities that
are enjoyable and memorable
for audiences and participants
to reinforce the company’s
values and develop sales
opportunities.

Media coverage - sporting
events create opportunities for
exciting and interesting
newspaper photographs and
even television images to
promote sponsors to the wider
community.

Naming rights are important to
sponsors - naming rights for
competitions or a sports venue
is a growing trend.

Perhaps above all, the sponsor
wants the opportunity to
communicate directly with the
customer in the setting where
he/she is enjoying a quality
leisure time experience and
may look favourably on a
company or organisation who
has made the occasion
possible or better.

Steps to take to find a
sponsor

1)

2)

Appoint a sponsorship
coordinator/ committee - Itis
important no matter what the
size of your tennis club to have
a cooordinator or committee
responsible for seeking
sponsorship and to whom all
sponsorship communications
are directed.

Start thinking about possible
sponsors - In the first instance
the sponsorship committee
should build up a list of
contacts within the club who
are associated with local
business, this way you have a
list of your most likely sponsors
and your most easily available
communication channels. You
may also like to use local
business directories, chambers
of commerce, rotary clubs, etc
to identify businesses within a
certain radius for a list of
potential partners. This is the
research stage and as such is
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3)

4)

really just legwork.

Develop a sponsorship
package - Identify what you
have on offer ‘what’s in your
kit bag?’

Think about what your club
can offer a potential sponsor.
Be innovative, some ideas
include:-

Naming rights to a club event or

tournament.
Access to your clubs

5)

database of all club members who

can be contacted through
club newsletters etc.

Name a court or court
windbreaks after the
SpoNsors.

Sponsor can gain business
from club members through
initiatives/discounts

The company get the clubs
business in relation to their
area of expertise e.g.,
solicitors.

Advertising on the clubs
website and literature.

The clubs teams have the
sponsors name printed on
their tennis Kit.

Tax return — Possible tax
advantages of giving to

charity/non-profit organisations.

Quality not quantity. D raw
up a shortlist of companies —
It is generally better to choose
a few targets and work hard at
personalising your approach to
them rather than using a shot-
gun approach giving brief
details to a large number of
companies. So once you have
identified a long list of possible
sponsors, draw up a shortlist.
This shortlist can be developed
by researching whether the
marketing objectives of the

6)

7

short listed companies could
be met by working with your
club. Another good way of
short listing sponsors is by
establishing whether the chief
executive or president is
interested in sport. You may
have more success if they
have an affiliation with your
sport. Get researching!!

Write the sponsorship

seeking letter - The purpose
of the letter is to attract the
interest of the company, with a
view to setting up a meeting
with them, rather than to sell
the sponsorship there and then.
Make sure you send this letter
to the right person within the
company whom you wish to
Sponsor you.

Be careful how you pitch the
letter. The worst thing you can
do when approaching a partner
is say ‘We need £? For our
event, will you sponsor us??’.
Each approach should be
personal and relevant to that
sponsor.

Follow-up each sponsorship
seeking letter with a
telephone call - You should
follow the letter with a phone
call to the company, usually
after 3-4 working days. You
should remind the potential
sponsor of the letter, who it
was from and what it was
about and aim to secure a
meeting with them.

Write a sponsorship

proposal - Sports
sponsorship is big

business — making your

pitch stand out. Although the
amount of funds being spent
by companies is steadily
increasing, so too are the
number of applicants. Some
major companies receive
several sponsorship
applications every day, and
most of these only get a
cursory glance! Therefore it is
vital that your presentation is
professional, stands out and
says not only what is required
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8)

9)

but also what the sponsor can
expect in return. The size of
the project will dictate whether
this is needed. It should be
used as a supporting
document for a presentation or
a meeting. It should include
information on what you have
to offer the company, what you
would like sponsorship for and
why you approached that
particular company, to
demonstrate you have thought
about how closely your club
links with the company.

It is worth using pictures of
your company and sport to
help the potential sponsor
visualise what they may be
getting involved with.
Remember to include
information about the history of
your organisation and details
of the financial controls you
have in place as this is
important in establishing
credibility. If you have been
sponsored before, prepare
case histories that show the
activity and the results, as this
will encourage confidence in
your ability to deliver.

Hold a meeting with a
potential sponsor - If a
potential sponsor agrees to a
meeting, it is essential that this
is handled in a professional
way. The meeting should be
carefully planned and you
should go to it fully prepared,
so that you can make clear the
following:

What your organisation
can offer the potential
sponsor.

What benefits they will get
from sponsoring your
organisation.

How much sponsorship
you require from them.

How long you would like
them to sponsor you.

Work together - Once a
sponsor has invested in your
project, it is essential that it

runs smoothly and delivers
high quality experiences to
participants and spectators. It
is also essential to keep the
sponsor involved and
interested in the project: this
will maintain their interest and
demonstrate to them the value
of their investment. The
following tips may offer some
guidance as to ways to
achieve this:

Work closely with your
sponsor. Involve them in
the planning of any events
they are sponsoring and
invite them to trophy
presentations. You could
also ask them to visit
coaching sessions if they
are sponsoring your clubs
junior programme for
example.

Have a clear reporting
procedure to the sponsor
with regular updates on
events and activities.

Look for ways to increase
the news-worthiness of
the event by creating
interesting photo-calls or
press releases. Try and
attract a celebrity to the
launch or the event to
increase press interest.
The press, and local radio
in particular, will often run
joint promotions or act as
media partners to the
event.

Finally, remember that
branding of an event and
support materials is a key
sponsor requirement.
Sponsor logos must have
prime position at any
event and in all supporting
material.

10) Evaluating your

Sponsorship

Evaluating your project will
provide you with information to
help you in any future
sponsorship applications. It
also demonstrates to a
sponsor that their investment is
valued and may lead to them
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extending the sponsorship
contract. Some areas to think
about include:-

Did you increase your
clubs membership or
numbers of people
entering the tournament as
a result of the project.
Keep a photographic
record - one of the best
ways of showing the
impact of a sponsorship is
photographs: participants,
spectators, sponsor
branding will all help tell
the story of your success.
Collect press cuttings of
your sponsored events etc.
Keep copies of
advertisements and other
branded materials.

Present it to the sponsor as a
record of your achievement
and the success of the
sponsorship

11) Matching your sponsorship
Sportsmatch has been re-
launched and could be a great
funding opportunity for tennis
clubs. The programme is
designed to encourage new or
additional sponsorship
investment from businesses,
trusts and private individuals
into grass roots sport.
Sportsmatch will match pound
for pound funding raised by
clubs or tennis providers for
projects that encourage sports
participation at grass roots
level.

The scheme’s awards criteria
have been amended to provide
greater flexibility for applicants.
From May 2008, partnership
funding from trusts and private
individuals becomes eligible for
match funding. In addition,
applicants will now apply
online with telephone support
available from Sport England
on 08458 508 508. For further
information visit
www.sportsmatch.co.uk or
give me a call.
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