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Do You have a witches Brew 
of Benefits?

Determine each sponsor’s business objectives 
and marketing goals

Develop a customized year long sponsorship
program to fulfill each company’s objectives 
and goals 

Discuss and negotiate for the win-win



Make your sponsors light up like a
jack-o-lantern 

Start exploratory calls with companies by
saying, “we’re not selling sponsorships on this
call; we’d like to learn about your company’s
marketing objectives and business goals”

Stay in touch with your sponsors; check in at
least quarterly 



don’t hide behind the mask 

Companies want to be partners ... not just called
“partners”

Don’t be afraid to share what your association
and members need 

Corporate partners are also good resource
providers



have a potion of policies

Create a sponsorship guidelines document that
spells out the types of sponsors you want to
attract as well as industry categories that do
not resonate with your organization

A great way to insert a checks and balances
system into your corporate sponsorship
strategy



don’t dress up in Gold, Silver, Bronze

tAKE TIME TO GET TO KNOW each of your
sponsor’s SPECIFIC GOALS AND INTERESTS TO
CUSOMIZE YOUR SPONSORSHIP OFFERINGS 

THIS IS THE KEY TO BUILDING A LONG TERM
SPONSORSHIP AS OPPPOSED TO A ONE TIME 
VISIBILITY OPPORTUNITY



Are Your Calls with Prospective
Sponsors Scaring People Away?

Companies are overwhelmed with sponsorship
offers ... Differentiate from the competition 

Craft compelling outbound messages that are
200 words or less ... clearly state why the
corporation is an optimal potential partner



Are Your Sponsors Ghosting You?

Offer companies value propositions so they don’t
ghost you

“Outreach ghosting”: your words are not
resonating so you don’t get a response

“Value ghosting”: you’re lacking effective
connection to the corporation so you don’t get
a response 



have you considered a 
monster mash up?

Taking time to evaluate who your
competitors are and how you can
differentiate yourself is imperative 
to the success of your corporate
sponsorship strategy



Your Sponsors Deserve Treats, Not Tricks

We help associations transform transactional
sponsorship programs into ones sponsors really love!

Connect with us… 
no tricks ... 

JUSt proven strategies that work.
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