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BEYOND THE LOGO!
A SECRET TO YOUR 
EVENT SUCCES

Activation is defined by IEG  
(International Events Group)  
as “the marketing activities a 
company conducts to promote 
its sponsorship. Money spent 
on activation is over and  
above the rights fee paid to  
the sponsored property.”

Wikipedia defines Sponsorship 
Activation as “a term used by 
many sponsorship professionals 
referring to how sponsors use 
the benefits they are allocated 
under the terms of a sponsor-
ship agreement.”

by Gail Lowney Alofsin
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However you choose to define it, 
sponsorship activation is one of the most 
critical elements of the event process. In 
order to ensure sponsorship success, a 
sponsor must reach “beyond the logo” 
to establish clarity and understanding in 
regard to their connection with an event.

When we are meeting with a potential 
sponsor, we cannot assume that they 
have been involved with sponsoring an 
event in the past, even if their company 
has. Once a sponsor has committed to 
be involved with an event, your mindset 
must center on what you can do to ensure 
their success.

As event professionals, we must ensure 
that our sponsors make the most of the 
assets offered with the partnership in 
order to avoid activation oversights. Clas-
sic activation oversights include taking a 
“one size fits all” approach to event mar-
keting, not utilizing the benefits offered 
or missing the opportunity to interact 
with guests at an event. 

It is our responsibility to assist our 
sponsor with an activation strategy 
aligned with the event or venue. Make 
sure that there is money built into your 
sponsorship fee for activation or that 
your sponsor has earmarked additional 
dollars to augment their investment. Ac-
cording to IEG, the average sponsor will 
spend $1.90 in activation for every dollar 
spent on rights fees. 

Sponsorship has a learning curve. You 
cannot assume that your sponsor under-
stands your industry or how to leverage 
all the assets allotted with their partner-
ship. I have heard event organizers ex-
claim, “our sponsor wasted their oppor-
tunity and did nothing with their booth.” 
Earth to event planner! It is your respon-
sibility to ensure your clients’ success. 

Public Relations, traditional advertising, 
product sampling, hospitality, employee 
involvement and non profit alignments 
are among the many ways that sponsors 
can activate their partnership. 

It costs six to eight times more to find 
a new customer (think sponsor!) than to 
keep an existing client loyal. On aver-
age, an existing customer will deliver a 
profit margin twelve percent higher than 
a new customer. Think of activation as a 
renewal strategy! So without further ado, 
let’s ACTIVATE! 

A “Attraction!”  
What kind of an activity will attract 
people to your sponsor’s booth? 
We have created successful pro-

grams for our clients as simple as adding 
a complimentary face painter or “balloon 
man” to their area, offering an afford-
able way to ensure family engagement. 
The children are occupied and enjoying 

the experience while their parents have 
an opportunity to learn more about the 
company sponsoring the entertainment.

Several years ago, when we welcomed 
Barefoot Wines to our internationally 
acclaimed, Great Chowder Cook-Off, 
we created the “Barefoot Wine Toss”, 
an activation strategy to add value to 
the complimentary sample of wine that 
guests receive at both the Hospitality 
soiree prior to the event and on Saturday 
during the main event. 

At the pre-event hospitality party, our 
guests purchase large bands as a donation 
to the events’ non-profit. These bands 
are tossed toward the wine display with 
the objective of landing on the neck of 
the bottle. If the band lands, a full bottle 
of wine is given to the participant. If the 
band does not land, the attendee receives 
a Barefoot wine branded necklace, tote 
bag or other premium. Everyone is a 
winner! 

The next day, at the main event, which 
attracts thousands of people, attendees 
are invited to toss a band for free in 
order to procure a sample of wine and a 
promotional item. Needless to say, this 
activity attracts quite a line. Our guests 
are entertained in the line as they watch 
other attendees toss the bands, giving 
them time to create their own strategy for 
a successful toss! 

C “Check Everything!”  
TRIPLE CHECK every detail of the 
partnership agreement and activa-
tion strategy. “Don’t expect other 

people to do their jobs to your expectations.” 
The reality is that your client may not 
be as important to the other parties in-
volved in the event or venue sponsorship. 
Your employees, colleagues or festival vol-
unteers may not have the same customer 
service skills, passion or attention to 
detail that you do. You are responsible for 
the outcome of the sponsorship program. 
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Even the most skilled co-workers “forget.” 
Most of us learn this lesson the hard way! 

T   “Time Line”  
Create a realistic and detailed 
timeline that outlines action steps, 
due dates, and the person account-

able for the fulfillment of these respon-
sibilities. Leave nothing to chance. The 
timeline will assist you, your team and 
your client in staying on track. Give your 
clients plenty of time to organize deliver-
ables that are their responsibility (logo, 
guest lists, set up information, etc…). 

I “Information”   
Communication is the key to event 
success. Use worksheets, email, 
voicemail, and other communication 

vehicles to get information to your team 
and clients. Procure signatures on im-
portant paperwork such as contracts and 
function sheets. Plan weekly or bi-weekly 
meetings with your team and other stake-
holders to make sure everyone is on track 
and on board! 
 

V “Viral” 
At the very least, you want to 
ensure that your website is easy to 
navigate, up to date and provides 

pertinent information about the event. 
With the emergence (and then some!) of 
social media, your event Facebook page 
and Twitter account must engage in “con-
versations” with your clients. You want to 

be “pulling” potential attendees toward 
you with meaningful content, versus 
“pushing” information on them. 

One example of viral activation is 
Volkswagen at the Stop & Shop Tastes 
of Rhode Island. Our Newport Water-
front Events Facebook page posted “Free 
Admission to the Tastes of Rhode Island” 
when you show your Volkswagen key. 
This post was shared with Volkswagen 

clubs in the tri-state area (Rhode Island, 
Connecticut, & Massachusetts) and 
served to “pull” people to the event. The 
Volkswagen activation team consisted of 
agency professionals who knew the an-
swers to questions regarding the vehicles 
on display, inclusive of the 2011 Jetta, 
debuting at the event. The result? On site 
sales of Volkswagen cars and an outstand-
ing lead pool to follow up on! 
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As a top rated IFEA and 
IEG international conference 
speaker, sponsorship and event 
marketing expert Gail Lowney 
Alofsin finds activation the most 
exciting part of the sponsor 
relationship! Visit www.newport-
waterfrontevents.com, www.
gailspeaks.com, email gailalof-
sin@yahoo.com or call 401-
640-4418 for more information!

A “Acknowledge” 
You cannot thank people enough. 
Aunt Joan always taught us to 
“write a thank you note for a thank 

you note” and to be appreciative. Thank 

your clients for their time, their endorse-
ment, and their belief in your program. 
Acknowledge your sponsors when they 
attend the event. Make sure they know 
where to park. Greet them at the entrance 
of the event with their name badges, 
event souvenirs, beverage and food 
tokens. Know the names of their family 
members. Escort them through a quick 
tour of the event inclusive of their display 
and make them aware of the location of 
any hospitality area where they can relax 
and recharge during their visit. 

T “Tchotchke’s” 
Tchotchke’s, (pronounced 
CHACH-keys) are the promo-
tional items that are distributed at 

events. As simple as a sticker or lip balm 
to a commemorative pin, cup or t-shirt, 
promotional items are an effective way to 
keep the name and memory of your event 
and your sponsor “top of mind,” long 
after the event is over.

Southwest Airlines creates “value” for 
their promotional items with a “wheel 
spin” that attracts thousands of people 
lining up to win a package of peanuts, a 
Southwest Airlines coozie or the popular 
inflatable airplane hat! In exchange for 

the attendees name and email address, 
Southwest offers a spin at the wheel 
and the opportunity to be entered in a 
drawing to win two tickets anywhere that 
Southwest flys. Now that is a line worth 
standing in! The Southwest Airlines 
team is comprised of vibrant Southwest 
employees who care about their company 
image and stay engaged hour after hour 
listening to attendees rave about South-
west Airlines!

The Amica Insurance Family Area is a 
perpetual favorite at the Great Chowder 
Cook-Off. Offering a reprieve from the 
“action” of the event; children and their 
families are invited to sit at comfort-
able tables and create artistic chef hats 
that they can decorate and wear at the 
event. Their parents are welcome to a 
complimentary and coveted lip balm (the 
Amica Insurance lip balm is quality!) 
in addition to hand sanitizers for their 
families. Their activation often includes 
an activity tied to their national platform 
of triathlons and marathons, inclusive 
of a photo area where you can have your 
photo taken with a choice of three back-
grounds – running, swimming or biking! 
The Amica Insurance area is known as a 
“destination” and their team is engaged 
and energetic throughout the day! 

E “Energy!” 
Make Creativity Your Trademark! 
- There is so much creativity that 
can be garnered via one or a series 

of “white board sessions.” Get your 
group together and brainstorm around a 
whiteboard and record the possibilities! 
A decision made by the group and client 
will have more success than an idea that 
is “dictated” by the team leader. 

Events that are creative, organized, and 
executed with passion and attention to 
detail will be remembered. Memorable 
events lead to referrals. Referrals lead to 
more business! It all comes full circle...
and then some! Go beyond the logo, cre-
ating relationships that are win-win-win 
for you, the sponsor and the attendee! 
The sky is the limit…literally in some 
cases!
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