
How many times have you been lured by a magazine cover or Facebook post sug-
gesting all you need to do is take a compatibility test and your relationship problems 
will be solved.

Several apps and business models are built upon the very idea that love and long-
term relationships can be determined by algorithms.  Does Match.com sound familiar?

If only there were a simple test to take to know whether two brands would be able to 
come together in a relationship and whether that union would be a success.

The key to aligning sponsors, especially on a deeper, more meaningful level is to 
have the data to define your business objectives, but in the end you are talking about 
personal interactions. The relationships that matter are between you and your partner 
and between your partner and their customers, which in turn delight your customers 
or guests as well.

Simply put: one has to appeal to the head and the heart simultaneously to win over 
their partner.

Turnstiles: Marketing for Event Managers

BRAND COMPATIBILITY TEST: 

IS IT LOVE OR JUST LUST?

By Sean King

EASY QUESTIONS 
TO FIND OUT 

IF YOUR NEW 
PARTNER IS 

YOUR BRAND 
SOULMATE
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We look to explore six questions that 
are inspired by those tabloid magazine 
tests, but can reveal more about you and 
your sponsorship partner before you walk 
down the marketing aisle.

Question #1 
What do you find most  
attractive about your partner? 

There are a lot of factors that draw one 
partner to another. But just as with your sig-
nificant other, there need to be some quali-
ties that create the initial mutual attraction. 

Partnering for money on the proper-
ty’s end could mean a sacrifice to your 
mission or brand.  While, partnering 
for a one-off promotion could damage 
the relationships you’ve built with other 
long-term customers and guests. 

However, there are many other attributes 
that can bring brands together in the first 
place. While it might not be as romantic 
as love at first site, business intangibles 
such as how your two brands might work 
together, the audiences you share, the align-
ment of the brand traits and the seemingly 
unlimited opportunities that are presented 
by the partners working together, provide 
for a great first conversation.

Make sure to evaluate the qualities that 
have worked for you in the past and de-
termine whether there are other partners 
that can work in a similar way. 

Question #2 
Do your friends like him?  

Successful relationships between 
brands has as much to do with the “un-
seen” as it does with the “seen.” 

On the surface, everyone understands a 
brand partnership is about the pure busi-
ness objectives and ROI of the coupling. 
But branding is an ongoing process. The 
alignment of a brand with the intangibles 
of a festival or property are as important 
as making sure the data backs up the 
business decision. The concepts everyone 
feels about your brand, but may not read-
ily share, are just as important as income 
levels and home ownership data points.

By mixing and matching brand attri-
butes, you may be sending conflicting 
messages to your friends. If your friends 
expect a certain experience and engage-
ment from your event, then you should 
do your best to maximize those opportu-
nities. Otherwise, the alternative could at 
worst alienate your biggest fans or at the 
very least make virtually no impact at all 
for your event or your partner.

Question #3 
Do you like to do the  
same things?  

If it seems as if we’re staying on the same 
topic, and in a sense, we are.  If you’ve 
created a persona around your event and 

your brand you know what “they” are like. 
Fun-loving, creative, spunky, imaginative, 
engaging are all brand types.

Now, let’s think of a fictional meeting 
between brands, yours and your new 
sponsors’, at a social event…

Would they be drinking the same cock-
tail – or would it be a beer? 

Would they talk about their kids or 
about their recent weekend in Vegas? 

Would they go to the baseball game or 
the theater?

The concept is that if the brands have 
the same things in common, then so will 
your customers or guests. If our brands 
share the same sensibilities, enjoy the 
same things in life, the alignment will 
make for a more meaningful relationship 
resulting in deeper engagement and sup-
port for the end accomplishment.

Question #4 
What’s more likely - a one-night 
stand or a 25th anniversary?  

The sponsorship equivalent of a one-
night stand is a product launch. Some brand 
managers seem to live their professional 
lives as they may live their private lives, one 
meaningless rendezvous after another. 

On the other hand, business objectives 
change on both party’s behalf, and no-one 
wants the relationship to go stale. It is up 
to both brands to be creative and re-invent 
their partnership on an ongoing basis. 

Think about ways to incorporate social 
media or a contest or promotion into the 
relationship. Keeping it fresh and new is 
the key to longevity and before you know 
it, you’ll be celebrating anniversaries for 
long-standing partnerships that satisfy 
everyone’s needs and desires.

Question #5 
Do you speak the  
same language?   

This question has more to do with how 
you communicate than whether someone 
is speaking English or a foreign dialect.  
What is the tone and context of how you 
communicate? Do you use Twitter or Face-
book, or does Instagram tell your story? 

Sure men and women speak a different 
language, but brand soulmates speak to 
their customers and guests in the same 
way as they provide truly remarkable 
experiences at every touchpoint.

We’ve all heard the stories where the 
lines between sponsor and property are 
completely blurred. For many, this is the 
ultimate goal. One doesn’t know where 
one brand ends and another begins. 
This sort of total immersion may not be 
right for all brands, but for some, when 
all of the elements of audience, message 
and brand persona are aligned, it simply 
might not get any better!

Question #6 
Have you talked about  
your future?  

The goal for any partnership is long-term 
success. Few individuals or organizations 
go into a meaningful relationship with a 
desire for it to end as soon as it begins.

If you’re in year three or more of a 
brand partnership, it might be time to 
talk about the long-term benefits of 
growing together.  Strategic plans on both 
parties’ behalf are an interesting way to 
dig below the surface to determine where 
the partnership may be headed.

Having “the talk” might also allow you 
to explore other larger initiatives that 
could be developed over the months and 
years to come. 

Looking beyond the immediate return 
and understanding the impact that a 
multi-year arrangement may have on the 
behalf of both groups is worthy of the 
conversation. One never knows what may 
come from a meaningful discussion about 
the long term future. At the very least, 
seeds can be planted for growth and there 
will be a much clearer view by all involved 
as to where the partnership is headed.

In Conclusion
Just as in relationships between indi-

viduals, what we’re all trying to build is 
authentic, beneficial relationships. What 
is different in the context of the partner-
ships between you and your partner is 
the impact on you and your audience 
and your partner and your audience. It's a 
symbiotic relationship that has tremen-
dous upside potential, but for it to work 
effectively, everyone will have needed to 
have done their homework, have set a ful-
ly realized plan in motion and accounted 
for virtually any possible outcome.

Best of luck in finding your soulmate! 
We’re certain there’s one or even more for 
your event and festival, but as with all things 
it takes a dedication to identifying, com-
municating and sharing your goals for the 
future, and if you’re lucky, you’ll be happily 
celebrating anniversary after anniversary of a 
truly remarkable and special relationship.
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