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e Bust the myths that may be getting in your way.

e |Learn how valuable you are to a sponsor and why they need
yOul.

e Learn how to diversity your sponsorship opportunities.

e Q&A

THE

CATALYST



e Expertise as a sponsorship decision
maker, evaluator, negotiator, and

funder.

e Personally secured sponsorship

dollars and executed b

rand

activations at small and large-

scaled events.

e Coached dozens of nonprofit

leaders on how to secL
sponsors that ranged f

re event
rom $2,500

to $150,000 and counti

Ng.

Fun Facts: Bichon Frise dog mom,

Oreo Ice cream lover, & th

rill seeker




DROP IN THE CHAT!

1.Have you ever secured a sponsorship before?

2.What's the highest amount you've secured?
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1%

of sponsorship professionals agree that the
sponsorship industry has yet to reach it's peak

SOURCE: SponsorPulse, The Benchmark Report
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e Where investments
were made.

e Why investments
were made.

e What investments
were made.
e Who investments

y were made to
COVID changed |
everything.




"My organization is too small to secure a sponsor.”

"It's a good cause, why wouldn't someone what to give
money."

"There's not enough for me."

"Who am | to ask for $20,000+."
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YOU BRINGA
LOT OF VALUE
TO A SPONSOR!




YOU ARE THE EXPERT

Expertise Community impact

The more you work with your Q The existence of your nonprofit
program participants the more you supports transformation, thus leads
understand their needs. to impact.

Captive audience Frontlines

You have nurtured your audience Q
and built trust.

Recoghnize that sometimes you are
the extension of a sponsor who does
not provide a direct service.




CONSIDER—there’s a good chance you or a family member:

Entered the world born in a
nonprofit hospital—nearly
half of America’s hospitals are
nonprofit.

Avoided polio because March
of Dimes raised research funds
to discover a safe and effective
vaccine, and escaped other
diseases because of scientific
research by nonprofits.

Attended services at a house

of worship maintained by one

of the nearly 350,000 nonprofit
religious congregations.

Learned how to swim through
lessons at the local JCC,
YMCA, or scout camp.

-
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Developed life skills like conflict
resolution and teamwork
through Girl Scouts, Little
League, 4-H, or other youth
development organizations.

Attended a nonprofit preschool,
grade school, high school,
college, or graduate school,
perhaps with support of a
nonprofit scholarship fund.

Exercised your rights to vote,
to education, to travel, to
equal treatment under the law
and other rights secured and
protected by nonprofits.

Visited historic treasures
and places of natural beauty
preserved by nonprofits.

.

o)

Enjoyed family vacations

at nonprofits such as the

San Diego Zoo, the Museum of

Science and Industry in Chicago,
or the Metropolitan Museum of

Art of New York City.

Inhaled cleaner air in
tobacco-free restaurants
thanks to the work of public
health nonprofits.

Enjoyed the natural wonder

/ and splendor of America’s

rivers, forests, and open spaces
due to the work of nonprofits
committed to conservation and
our environment.

Laughed, relaxed, rejoiced,
and were inspired at nonprofit
arts performances.

P Of course, that’s still just a short list of the many ways that nonprofits improve lives.

Copyright 2019 National Council of Nonprofits

| www.NonprofitimpactMatters.org
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CASESTUDY

“DEI on the chopping block, what’s my unique value proposition?”

From our conversation she learned that

e She's the solution to help HR departments create a pipeline for qualified top
talent that has the potential to help a company build new processes, generate
INncreased revenue, and connect more with audiences.

e Her audience consists of Black doctorate women that represent various
Industries that can be outreached to for sponsorship.

e A subset of her audience are students who want to pursue a graduate level
degree. This group Ideal sponsor would be Universities with graduate level
degree seeking to diversify their student body, as well as maintain the schools
Income.



Brand benefits & iInnovative ideas that
help them meet their goals Iin
exchange for their money, products, or
services.
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Brand
Awareness

These types of
benefits brings more
exposure to your
sponsors products,

services, or existence.

EX. Logo on website,
event signage, or
product placement

Positive
Brand
Recognition

These types of
benefits allows the
sponsor the ability to
shape or re-shape a
populations
perspective of their
brand.

EX.
VolunteerismValue-
based sponsorship
(i.e. sustainability)

WHY A SPONSOR NEED YOU?

Brand
Engagement

These types of
benefits allows the
sponsor to engage
with your audience
through interactive

activities or resource
sharing.

EX. Vendor booths or
product sampling

Thought
Leadership

These types of
benefits allows the
Sponsor to position

themselves as
thought leaders in

their industries.

EX. Speaking
opportunities/media
INnterviews




Assets that Provide the Best Return on Investment

Digital & video content

' Atlete-led activations
T H E RE s A League / Series / Event title sponsorship
z 9 o/o Ro I BY Front-of-shirt / uniform branding
ASSOCIATION

Stadium / Arena naming rights

&

%

Charity f Community partnerships

Pitch-side / on-court / on-ice f on-field venue
advertising

Promotions & Prizing

Additional kit / uniform branding

Packaging & retailer presence

ﬂ Which of the following assets or inventory do you believe generally




Basic Value

Moderate Value

High Value

Mega Value

In-Kind Donations

Options

Lego on website with link

Social media shoutout (s) (pre,

Speaking opportunity (worksh

Exclusive naming rights/ ewnership

Printing

te sponsors website during, post) ops/panels/ moderators)
Laga on listing materials
(fliers, posters, apparel, Signage (banners, etc.) Press release 30 - :50 sec radio advertisement Pramotional items
buttons)
Opportunity . . ,
A Ficket to includ et " B ad mult " Exclusive co branded materials (i.e. v
coess/Tickets o include organization promotion scounted m options enue space
' e rgl_; en p | e Hitt year opt stickers, lanyards, bags, shirts, etc.) ue spd
al iterns
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$15,000

Logo on website w/link

Vendor booth

Dedicated Social media post (2)
Event sighage

Verbal recognition

VIP lounge

Speaking opportunity

Press release

Newsletter e-blast

Opportunity to include promo
Item

Full-page ad

$10,000 $5,000

Logo on website Logo on website
Vendor booth Vendor booth
Dedicated Social media post (1) Social media shoutout
Event signhage Event signage

Verbal recognition Quarter-page ad
Opportunity to include promo

item

Half-page ad

THE eove
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DROP IN THE CHAT!

What unigue brand benefits have you offered a
SpPONSsor?
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OFFERING BENEFITS
OUTSIDE OF YOUR
CAPACITY

UNDERPRICING YOUR
SPONSORSHIP LEVELS

MAKING ASSUMPTIONS ON
THE SPONSORS BEHALF




QUICK RECAP

Sponsors heed you because you have something they do not
have: An audience that has your trust.

° Diversitying the brand benefits you offer to a sponsor makes
your sponsorship opportunities more attractive.

Remember you're not begging for a sponsor to be apart of what

e you're doing, you're presenting value as to why they should join
forces with you.




Any
QLA

Xy - Questions?
\ZAVEiY




ONLINE COURSE
NONPROFIT EVENT SPONSORSHIP

ACCELERATOR

Who is this for?

Organizations who are hosting an events
Organizations who want more traction with sponsors
Organizations who are ready to learn and do the work

Who this is not for?

Organizations who are looking for start up money or money for programs
Organizations who do not have the capacity to manage sponsors
Organizations who feel that they already know how to pitch and secure sponsors and are
satisfied with their sponsorship procurement deals thus far



NLINE COURSE
NONPROFIT EVENT SPONSORSHIP

ACCELERATOR

What’s Inside?

Module 1: Introduction to Event Sponsorships

Module 2: Standing Out Amongst the Crowd

Module 3: Sponsor Identification

Module 4: Sponsorship Deck/Proposal Development

Module 5: Pitch and Negotiate with Confidence

Module 6: Sponsorship Agreement and Activation

Module 7: Cultivating and Maintaining Sponsoring Relationships



ONLINE COURSE
NONPROFIT EVENT SPONSORSHIP

ACCELERATOR

Join the course waitlist!
Be one of the first to know when the course launches this Winter.

O 4?10
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Connect with me

El% 'EEI
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Thank You!




