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It's all about connecting people!

Through your efforts
. ‘ asRockSz‘a/event planners




Sponsorship/s

The relationshipbetween a sponsor and an event in
which the sponsor pays a cash or1kind fee In
return for access to thecommercial potential
associated with the event.

t IS an /nvestment

t Is a marketing functionto raise brand awareness.

It Is a sales functiorto move more products.



Sponsorship/s Not

Fundraising  Onesize-fit




Sponsorship Activation and
Engagement/s

Aligning the goals and objectives of the sponsor with
the mission and goals of the event to create a
one-of-a-kind experience It utilizes the unigue
assets of the sponsor, and the unigue assets of the
event to create those Wo w, you | us't
t here to emoments/ ence [t o



So what Is the secret fo creating@
successiul relationship?

The key to any relationship is knowing yourseland
your partner reallywell. As an event organizer, it's
your responsibility to examine with a critical eye all
that your event has to offerAnd, you have to help
your sponsors bring that same critical eye to their
business goals and objectives, so thabgerheryou
can build richer experiences for your event attendees.



Strategy#1- Developing Your Event Assets List gt

Everything under your controlatand affiliated with your event.

Strateqy #2- Securing Media Sponsors

Spend less on ads, help direct content and
coverage, and leverage visibility for sponsor 3R\

Strateqy #3-
Research and More Research

- Go surfing. Read trade publications.

‘- .
//ﬂ.'\ Ask questions. Be engaged!
’.!1!! -

{ [,/ - Sirategy #4- Develop Unique Offerings
| Unigue offerings are the key to securing that first
\ * Important meeting with a potential sponsor.
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Strategy #50 Make Contact ﬁ

Be enthusiastic about the opportunities.

,; . Strateqgy #60

Faceto-Face Meeting
Tune into WII -FM. Ask guestions. Listen.

Strategy #7- Be Creative

|l ncor porate what youoOvd&MdIi
Fine-tune your unique opportunity. Coecreate. SHINE!

Strateqgy #80 Make the Sale

Close the deal. Set up mutually agreeable terms. Put
) iWamer T Sy NI I O i I R S ey,
paperwork too!



Strategy #90 Keep the Sponsor in the Loop ﬂ

|

Share all of your news, continue to build the relationship.

Strategy #10 Involve the Sponsor at the Event
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This is Sponsorship Activation in Action!

Strateqy #1F

Pe ' Provide Post Event Follow Up
\Share what youdve af
' Strategize to correct any challenges. |

Strateqy #12D
Renew for Next Year

Early commitments help both the event organizer and |
the sponsor budget and plan for future success.




Bringing it All Together

Successful Sponsorship Activation and Engagement i
incorporates all of theRock Star StrategiesBut the three key ¢
strategies are:

#1-Knowi ng Your Eventos AsSSs

#7 - The Creative Opportunity
Y 0 u 0 vceeatad dlending your initial offering (#4)

and your WII-FM listening session (#6) into
something magical!

~_#100 Sponsors on Site

| Making that magic happen at

your event so your guests and

attendees experience your

\ sponsor in an entirely new and =<
_unique way.

)




#1 - Event Inventory-Assets Checklist _ga
A Event Stats e

Location, Dates, Venues, Primary Elements of the Event
A Audiences

Demographics of. Attendees, Membership, Volunteers, Board
A Marketing / Media / Promotion

Ad Mix, Historic PR, Collateral
A On Site Assets

Booths, Stages, Recognition Areas, Specialty Zones

/W; A On Site Hospitality
e / == Admission, VIFAreas, Mini Events Within Events
% == A Ongoing Connections

\

Mailing ListsDatabases, Connections to Other Sponsor



#1 0 Assets- Rights and Visibility

EXCLUSIVE RIGHTS 0dthey are the only provider of XYZ at
your event. Period.

J - -
—— 2 > > |

FIRST RIGHTS o for long time fans and partners, they have the
first opportunity to select the prime assets and "own" those
assets at your event.

e

GENERAL RIGHTS 0 usually received by all sponsors, but
vary by quantity and frequency depending on the level of
partnership, the sponsor's desires, and the value that the
sponsor places on being aligned with those assets.
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#7 - UNIQUE & CUSTOMIZABLE :ﬁ
SPONSORSHIP OPPORTUNITIES

A Start with a blank slate for each sponsor.
A Determine your event's hook for that sponsor through researc

ALearn your sponsords key Obj
reports, on their website, and by talking with their customers.
Most will say those objectives aligning with your event are:

A To drive sales and traffic
A To heighten visibility of their brand orproduct
A To differentiate their product fromcompetitors
A To obtain positive publicity
A To entertain clients, or prospective clients
A To give their customersa chance tomeet their
sales team and employees fage-face in a
fun and lowpressure environment




#7 8 So What the Heck 1s-RWIP ﬁ
WI-EM is Whatods |

So many conversations with sponsors fall into the trap of focusw‘%
on the needs of t he event.

the needs of the sponsor, and knowing your assets well, you caq
build great partnerships that are mutually fulfilling. Get them to
share by asking intuitive questions:

Tell me about your most successful sponsorship.

Tell me about your most memorable sponsorship.

What audiences are you trying to reach?

In thinking of our event, what could wu provide
that the attendeeswould miss iIf it weren't there?



Hawaii Island Is:
BK,028 square miles

S Alsolated & no major corporate headquarters, 3,000+
o Mmiles from the US mainland, surrounded by water

Rural 0 180,000 residents
Largest townso 70,000

y
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Q Creative and Resourceful!
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20" Anniversaryd March 1114, 2015

Tickets are $75/pp and sell out in less than one day

./~ Proceeds from the event benefit local neprofits
g Kona Brewery is the host sponsor

: aswa«m:- =



http://www.konabrewersfestival.com/
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#1 Strateqg)- Kona Brewers Festival Event Assez‘/ Need
To Provide Quality Entertainment

S ./~ #7 - WIl -FM for Kona Brewery-

i= To tout their environmental stewardshlp thelr corporate
social responsibility and their = A

completely green business
practices and recycling.

#10- Activation Strategyd
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Kona Brewers Fest
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Kona Brewers Festival
Alaska Airlines Partnership

Alaska Airlines is the Airline sponsor for the event.
#1 Strategy- Kona BrewersFestival Needd
To get people to fly to the event
#1 Strategy- Kona Brewers FestivaAssetd
Website, blog, emall addresses and zip codes of ticket buyers

#7 - WIIl -FM for Alaska Airfines -

To build on their brand strategy to link Alaska and Hawalii as
sister states outside the other 48. To promote their direct
service to Kona from multiple locations.

#10- Win-Win Activation Strategyd >

Show Us Your Mug Photo ContesPackage Giveaw % =%
on Social Media / Active Booth at Event VJ




Kona Brewers Festival
Alaska Airlinesd Show Us Your Mug




- Kadu Cof fee |

Sz‘arbucks Partnership

www.kaucoffeefestival.com

S _competltlons to build a newpremium brandfor Hawaii Island
‘ T h e IKKanmunity is an economically depressed area of the

I Island. The majority of the residents are former
sugar plantation workers with Native Hawaiian,

Pacific Islander and
Filipino ancestry.



http://www.kaucoffeefestival.com/

