
IFEA Coronavirus (COVID-19) Forum

The Future Landscape of 
Sponsorship

Paula Beadle

Chief Executive Officer

Caravel Marketing, Inc.

Seattle, WA

Moderated by:

Steve Schmader, CFEE

President/CEO

International Festivals & Events Association 

Boise, ID, USA



We can’t control the wind, but we can adjust the sails



Sponsorship

Predictions

• Sponsorship spending will decline

• Collaboration and merging of event 

resources

• New sources of revenue will emerge

• Selling will significantly transform 

• Sponsor expectations will 

dramatically change

• Sponsorship will grow over time 



67% 
of sponsorship professionals 

expect sponsors to shift their 

focus to areas of current need, 

such as relief, food insecurity, 

and mental health *

*SponsorshipX The Impact of COVID-19 on Sponsorship Study, April 2020
**2020 Return to Live Events, Enigma, April 2020

***Navigate Research, Fan Study: Sports & COVID19, May2020  

45% 
of planned sponsorship 

investments are expected to 

decrease by properties in 2020*

80% 
of Americans will return to 

sports and music events before 

a CV19 vaccine, however it will 

be 6 months before they are 

comfortable***

90% 
of fans are “very” or ”somewhat” 

likely to conduct business with 

brands that continue to support 

events **



Sponsor

Concerns

• Consumer comfort of attending 

• Lost revenue and budget cuts 

• Messaging sensitivity 

• Length of down time 

• Scheduling conflicts 

• Industry job loss

IEG Outlook 2020, April 2020 



Employee Engagement  
Companies will be focusing 

their attention on rebuilding 

culture and connecting teams

Digital and Virtual
The desire and value of digital 

and social assets will increase

Creative Ideas
Sponsors will require unique, 

innovative ideas to connect 

with audiences   

Social Good or Service 

Element 
Sponsors will seek opportunities 

to align with events who serve 

their communities

Brand INSIGHTS

Stronger Partnerships
Sponsors will seek full 

integration, better alignment, 

more value 

Access Value 
Brands will spend more time 

and money to determine the 

value and effectiveness of 

sponsorship programs



In a post-pandemic world brands will have to shift their broad advertising strategies to 

actionable programs that genuinely support the communities they serve. If brands are 

going to form trusted connections with customers they will have to think locally, work within 

health guidelines, and adapt their marketing approach in new ways to meet audiences 

where they are at in a constantly changing cultural landscape.

EDUCATIONSMALL BUSINESS HEALTH & WELLNESS



Selling

Transformed

• Shift to virtual platforms 

• Improvements will be accelerated

• Pricing models & audience data will 

drive decisions 

• Transparency about how 

sponsorship funds are allocated

• Contracts will change



Generate New Ideas
Brainstorm new ideas how to 

integrate sponsors with social 

good and employee 

engagement

Determine Goals 
Plan for 50% less sponsorship 

revenue in 2021 and deep dive 

into marketing and operational 

trade opportunities

Focus Your Attention
Turn your focus to 2021 

regardless of the current 

standing of your event

Improve Sales Skills 
Reflect on experience, identify 

areas of growth, seek learning 

opportunities

Shore-up Systems & 

Process
Asset inventory, CRM tools, 

sales process, sales 

materials, contracts, activation 

plans

Conduct Research 
Don’t make assumptions about 

your audience or your sponsors, 

gather information to help you 

develop a plan

Recommended ACTIONS



INSIGHTS, IDEAS, AND RESOURCES

Subscribe to our enewsletter at www.caravelmarketing.com/news

Email paula@caravelmarketing.com for a one-hour consultation

Connect @caravel-marketing

Call me 206-351-2805 to share stories and exchange ideas 

Register for Sponsorship Mastery Summit at www.sponsorshipmastery.com

mailto:paula@caravelmarketing.com


“A smooth sea never made a skilled sailor”


