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The Power of 
Partnerships 
Enhancing Your Event

part·ner·ship (-s/hip’) 
the state of being a partner;  
participation
the relationship of partners;  
joint interest; association 
an association of two or more  
partners in a business enterprise 
a contract by which such an  
association is created 
the people so associated

Webster’s New World College Dictionary Copyright © 2009

•

•

•

•

•

By Carla Marshall



2010 INTERNATIONAL EVENTS 31

Keys to Successful 
Partnerships 

Finding a Fit
A fit for your event can be anything 

that you might need or want for your 
event. Are there components that you’d 
love to add to your event that are not 
available to you due to lack of budget, 
staffing or other resources? Are you look-
ing for a new spin to take your event to 
the next level? First, determine not only 
what you need to create or grow your 
event, but also what you have to offer to 
a potential partner. Next, take a look at 
who is in your community that might 
have those skills, services or products and 
find out what they might be looking for, 
that your event can bring to the table.

If you’re just beginning to think about 
a partnership for your event, be open to 
community suggestions. If you’re not 
sure what you’d like to add to an existing 
event, accept proposals for event en-
hancements and then negotiate to come 
to a mutually beneficial arrangement. 

Nurture the Relationship
So you’ve found someone to partner 

and work with you on your event. Now 
what? You need to get to know your 
partner to grow your relationship so it 
can succeed as a true partnership. Open 
communication will help instill trust. So 
not only do you want to be open about 
what you need to enhance your event but 
you’ll want to listen to what your new 
partner is hoping to achieve out of the 
relationship. 

1.

2.

Work as a Team
Like any relationship, both parties need 

to agree on the outcome and be working 
toward a common goal – in this case, a 
great event. Again, two way communica-
tion is key as is compromise and meeting 
in the middle to ensure that everyone 
involved feels valued and an ROI (return 
on investment) for their contribution. 
Consensus is crucial! 

Respect the Organizational 
Mission of Each Partner
Although there are many creative, great 

ideas we’d all love to pursue, at the end 
of the day, if it doesn’t fulfill the organi-
zational mission or direction, it may not 
be the best direction to take. Be aware of 
why your partner does what they do and 
ensure they know why you do what you 
do. 

Respect the Expectations and 
Limits of Each Partner
Be clear on what you can bring to the 

table and what you would like your part-
ner to contribute. Be upfront regarding 
any restrictions or limitations you may 
have whether it be budget, corporate poli-
cies or other resources that may restrict 
what you can offer to the partnership. 

The Benefits of Partnerships 

Cost Sharing
More and more, we’re all expected to 

do more with less. Finding a partner that 
offers a service or product that perhaps 
you wouldn’t be able to afford can stretch 
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your budget. Similarly, if you could never 
afford that large marketing campaign, a 
partner that can split that cost can sud-
denly make the unattainable (e.g. televi-
sion) more affordable. 

Co-op and Reciprocal Marketing 
Opportunities
And speaking of marketing, co-op 

marketing opportunities can be arranged 
through partnerships. Your partner’s logo 
and information can be added to your 
marketing efforts and your partner can 
do the same for you. This may be applied 
to your entire marketing plan or the por-
tion that fits your partnership agreement. 
The most basic reciprocal arrangement 
could be adding each partner’s link to the 
other’s web site. This can be expanded 
through social marketing (e.g. Facebook, 
Twitter, YouTube, etc.), print marketing 
(paid advertisements, brochures, pro-
grams, etc.), and broadcast marketing 
(television, radio, etc.). 

Resource Sharing
Is there ever such a thing as too many 

resources when it comes to event produc-
tion? Perhaps your partner has staff to 
spare? If your partner happens to be a 
corporation, perhaps they have a volun-
teer program to encourage their staff to 
give back to their communities. Find out 
if your partner has access to otherwise 
difficult to secure or expensive talent, or 
knowledge about a new area in which 
you’d like to expand your event. Or per-
haps your partner owns or has access to 
specialized equipment or unique facilities 
that you’d love to have to enhance your 
event. Depending on the nature of the 
partnership, perhaps it’s you that brings 
these resources to the table. 

Workload Sharing
A true partnership is 50/50. In the 

event that you are able to secure this valu-
able relationship, you should find your-
self sharing the workload of your event. 
Perhaps your event is comprised of zones 
in which your partner works with you 
to produce a new zone or themed area. 
Another arrangement might look like one 
partner handling the event logistics with 
the other partner handling the talent and 
programming. As you probably know, 
there is no end to the list of things to do 
in order to produce a successful event, so 
the possibilities are endless! 

Case Study:  
Celebrate the Brant Inn 
The Waterfront at Downtown 
Burlington and danceScape

In 2006, danceScape, a local ballroom 
dance studio, approached Waterfront 
Staff with a proposal to introduce a ball-
room dancing event at The Waterfront. 
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A partnership, by definition, is a formal 
agreement between two or more parties who 
have agreed to work together in the pursuit 
of common goals and will mutually benefit 
from the relationship. Applying this concept 
to events can open up a world of opportuni-
ties to enhance your event. Event partnerships 
can range from reciprocal links on websites to 
providing services to taking on a significant 
portion of the event responsibilities.

Interested in developing a partnership for one 
of your events? These steps will help you en-
hance your event with a partnership.
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The Waterfront Team had printed pieces created to market Celebrate the Brant Inn on behalf of 
The Waterfront at Downtown Burlington and their partners, danceScape.

6.875 x 8.625” Process

Celebrate the memories of the 
historical Sky Club with Ballroom 
Dance Studio danceScape and your 
hosts Alex Reynolds and Beverley 
Cayton-Tang. Dance the night away 
under the stars on The Compass 
at Discovery Landing (or in The
Observatory in case of inclement 
weather) at The Waterfront at 
Downtown Burlington.

Register to reserve your seat today through RecExpress!  TTR# 214156 
For more information call 905-335-7766 or visit www.burlington.ca/waterfront

!
Historically and locally, this was a good 
fit for the Waterfront. Discovery Landing 
had just been built at the Waterfront at 
Downtown Burlington and staff was de-
veloping new programming for the site. 
From the 1930’s to the 60’s, this location 
had been home to the internationally 
renowned Brant Inn Night Club, which 
featured Big Bands and dancing. Could a 
ballroom dancing event be developed in 
partnership with danceScape to pay hom-
age to this piece of Burlington’s history? 
danceScape’s studio is located in down-
town Burlington but they were looking to 
bring their offerings out into the commu-
nity and show visitors to The Waterfront 
how much fun ballroom dance lessons 
could be.

Celebrate the Brant Inn would be a 
tribute to the Brant Inn Sky Club and 
feature ballroom dancing performances, 
demonstrations, and lessons set to music 
from the era of the 50’s and 60’s, when the 
Brant Inn was in its hay day. And given the 
recent popularity of shows such as Danc-
ing with the Stars and So You Think You Can 
Dance, we decided to create the event. The 
format of the event was mutually planned 
and numerous discussions took place to 
determine roles and responsibilities. For 
this event, the following was determined: 
(see chart below) 

Responsibilities
This has proven to be a nice balance  

for both teams. The Waterfront team  
has access to a premier Waterfront  
location and facility and is comprised  
of professional event planners and 
marketers. The danceScape team is lead 
by National Ballroom Champions who 
are entrepreneurial by nature. Their team 
features professional choreographers  
and performers, as well as volunteers  
and dance students of all ages. 

Waterfront Team danceScape Team
Logistics – rentals, sound, lighting, etc.

Event venue – permits, bookings

Event staff – set up, tear down, etc.

Marketing – traditional print, broadcast,
media releases, etc.

Local celebrity host – locate and book

Programming – demonstrations,
performances, lessons, music

Photographer, Videographer

Talent – dancers, choreographers

Costumes

Social Marketing – Facebook, YouTube

http://www.burlington.ca/waterfront
email:waterfront@burlington.ca
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Carla Marshall has been involved 
in event planning since 1��5 and 
has worked on a variety of events for 
companies such as Tories, Software 
Spectrum and The Toronto Eaton 
Centre. She is currently at the City 
of Burlington and was previously the 
Waterfront Supervisor where she de-
veloped various events and programs 
for The Waterfront at Downtown 
Burlington including the Discover 
Sandcastles Festival. Recently, the 
Festivals & Events Unit was added to 
her portfolio so she now oversees the 
team that manages and runs events 
city-wide. 

Carla Marshall, Supervisor of Festi-
vals & Events
Festivals & Events Office 
3�0 Brant St., Burlington, ON 
Canada 
Email: marshallc@burlington.ca 
Phone: �05-335-7724 
www.burlington.ca

Event attendees practice their dance moves during a segment of the event that allows for open 
dancing on the 2000 sq. ft. outdoor dance floor overlooking Lake Ontario in Burlington.

Co-op and Reciprocal 
Marketing 

The Waterfront has a marketing budget 
and staff to create traditional marketing 
pieces such as flyers, posters, and print 
ads (e.g. newspapers and magazines). 
Waterfront Staff also write and has media 
releases distributed on behalf of both the 
Waterfront and danceScape. When budget 
allows, broadcast advertising, such as 
radio, is also provided by The Waterfront.

danceScape does not have a large 
marketing budget but they are resourceful 
in their social and face to face market-
ing. Their team appears at numerous 
events throughout the year and encour-
ages their students and fans to attend 
the event. Their presence on the internet 
through their website (www.dancescape.
com), Facebook and YouTube is invalu-
able as The Waterfront Team is part of a 
municipality that does not have corporate 
permission to access to these tools. 

Resource Sharing
For Celebrate the Brant Inn there is an 

equal sharing of resources. The Water-
front provides the venue and logistical 
items: tents, outdoor dance floor, sound 
and lighting while danceScape provides 
the programming, music and performers. 

Workload Sharing
The work required to produce this event 

is also equally shared between the 2 part-
ners. For The Waterfront Team, to create 
the event production documents (critical 
path, minute x minute, etc.) and arrange 
for the logistical components is their 
strength. For the danceScape Team to be 
able to show up to a venue that is all set 
up for them perform is wonderful. They 
can focus on their strengths: Performing, 
teaching and interacting with the crowd.

Over the years, we have worked together 
through various logistical components of 
the event to produce a popular event with 
a loyal following that grows every year. 
There have been many meetings, e-mails 
and phone calls to work out event arrange-
ments that everyone can work with. There 
have been compromises and some ideas 
we put on the back burner to revisit again 
when there’s more resources. It has come 
a long way since that proposal was first 
presented and the event now features an 

outdoor dance floor, professional sound 
and lighting and ticket sales for reserved 
seating. This past July, Celebrate the 
Brant Inn enjoyed its 5th year of bringing 
outdoor dancing to Burlington’s residents 
and visitors. Is the event perfect? While 
this year brought out record numbers and 
both parties were extremely pleased, we’re 
always looking for ways to work together 
in order grow and improve the event.

Partnerships are a great way to enhance 
an existing event or develop a new one. 
If both parties can bring complimentary 
skills and resources to the table, the sky’s 
the limit!

mailto:marshallc@burlington.ca
http://www.burlington.ca
http://www.dancescape.com
http://www.dancescape.com



