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Club Architecture - Sponsoring

To achieve strong and efficient sponsorship, and thereby long-term 
partnerships between a club and sponsors, it is important not to immediately 
approach sponsors, but first carefully consider the sponsorship approach. 
Whether the sponsorship plan is fully documented or mainly exists in the minds 
of those involved is not the most important thing. The advantage of a written 
plan is that it is easier to explain to, for example, the board, the members' 
meeting or new members of the sponsorship committee. However, the most 
important thing is that the steps have been well executed, resulting in a suitable 
prospect list, sponsorship opportunities, and sponsorship contracts.

The 10 steps are as follows:
Analyse club characteristics
Establish criteria
Identify prospects
Develop sales arguments
Identify sponsorship opportunities
Develop an action plan
Determine decision-making levels
Draft a contract
Implement the sponsorship
Report on the results.
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Step 1: Analyse club characteristics
To convince sponsors, you need to understand what you have to offer:

What are the characteristics of your members and visitors? Education 
level, common professions, age groups, gender ratio, etc.
What is the image of your club? What type of people are attracted to 
the club? What are the core values of your club, and how do others 
view them?
How attractive is your club to sponsors? What is your performance 
level (sporting, social, etc.)? Do you reach many visitors? Is there a lot 
of media attention for your club? How strong are your social media 
channels?
What benefits, sponsor rights, and activation options can you offer? 
What will the club offer in return? What can the sponsor use in their 
own marketing communication? What can you do together to activate 
even more?
What does the current sponsor environment look like? What type of 
businesses fit in, and which industries are still missing?

Step 2: Establish criteria
To determine which companies could be approached, it is important to note 
what characteristics a company should have to form a good match with your 
sports club. It is important to distinguish whether you are looking for a main 
sponsor or additional sponsors.

Does the company's target audience match the club's target 
audience?
What company (or industry) positioning matches the club's image?
What goals can be achieved through a partnership with your club?
Does sponsorship fit the communication policy and company culture 
of the company?
Is the potential sponsor accessible? Are there connections?

Step 3: Identify prospects
It is important to make a list of companies that could be approached:

Organise a brainstorming session with a group of people involved in 
the club to note down companies and organisations that meet the 
criteria list.
Make a distinction between companies with a direct, indirect, or no 
connection.
Search the internet for more information to map out the characteristics 
per company:
Mission, vision, brand positioning
Marketing communication objectives
Company's target audience
Brand values of their products or services
What marketing communication policy does the company follow?
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What has the company already done in terms of sponsorship? Contact 
details and/or entry points

Step 4: Sales arguments
In this phase, the characteristics of your club are linked to the characteristics of 
the prospects found, and sales arguments are formulated based on this. The 
focus is on the potential sponsor and the added value for them:

How the company's target audience matches the club's target 
audience.
How the club's image contributes to the positioning of the company.
How the range of service areas (neighbourhood, local, regional, 
national) matches.
How the possible countermeasures of the club contribute to the 
company's objectives.
What exclusive position is available for the sponsor in the multisponsor 
environment? Think of name, main, sub-sponsor, partner, supplier. 
And how this is of added value compared to competitors.
How the characteristics of the club environment match the 
characteristics of the company's products/services and can therefore 
be used in communication.
What possible negative associations and risks there are and how they 
are limited.
What costs the proposal entails and what the effect of this investment 
is.

Step 5: Sponsorship Opportunities
As a club, think carefully about how you want to present sponsorship 
opportunities to potential sponsors. Be clear and transparent about the 
sponsorship model, how different sponsorship opportunities compare to each 
other, and what the multisponsor environment will look like.

What do you have to offer in terms of name recognition, 
communication channels, networking opportunities, direct marketing 
opportunities, access or visits, participation in clinics or events?
When developing sponsorship packages, always remember to be 
transparent, uniform, and clear. Different sponsors should receive a 
comparable return for the same investment. Sponsorship packages 
are an efficient and rational way to attract sponsors and provide a 
clear negotiation process. Although some flexibility and customisation 
within sponsorship packages are possible, they are less suitable for 
attracting a main sponsor. This requires truly customised solutions.
Sponsorship formulas - some ideas

Logo on communications
Branding at an event
Providing a lecture, supplying a keynote speaker
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VIP invitations
Brochure distribution to members, participants in activities
placement of materials (in-kind sponsorship)
Exhibition opportunities, ...

Step 6: Plan of Action
Make good agreements on who will approach which sponsor and how this will 
be done:

Distinguish in the plan of action between direct, indirect (or lead), and 
no connection in the approach.
Ensure that standard information is available that can be used for 
follow-up or during a meeting. Customise this information for the 
specific prospect where possible. Think of an introductory letter, 
brochure with sponsorship packages, a presentation guide, 
PowerPoint presentation, mood film, sponsorship proposal.
Start by phone, but always try to get to the table. Bring someone from 
the club who can present well.
Ensure that sponsorship opportunities are also visible on the website 
and that members know who to contact in case of a potential lead. 
Ensure proper follow-up when a lead comes in, as this often goes 
wrong for sports clubs due to various circumstances.

Step 7: Decision makers
A sponsorship file usually passes through four decision makers. To optimise the 
information flow, it is useful to provide separate and customised information for 
these four levels:

The first contact regarding sponsorship is usually at the level of the 
company director or CEO. A brief description of the sponsorship 
opportunities "Sponsoring Opportunities," consisting of a few pages, 
is usually sufficient here.
If there is interest in one of the formulas, the file moves to marketing. 
Here, they expect further details of the "Sponsorship Program" 
regarding logo publicity in communication, presence, branding at the 
event, sampling of products, etc.
After the various details have been finalised, there is a need for the 
"Sponsorship Agreement" contract to establish the sponsorship 
formula, the services offered, and the finances.
Finally, during the realisation phase, there is usually a "Realisation 
Guide" with some do's and don'ts, mainly to be observed on the 
ground.

Step 8: Contract
Congratulations, you have attracted a new sponsor!
The sponsorship agreement records the agreements between the sponsor and 
the sports club. Although an agreement can be concluded orally or in writing, 



written is preferred because it is better to prove. For small sponsorship 
activities, such as a single advertising board or advertisement in the club 
magazine/website, a written confirmation (or email) of the sent offer is 
sufficient. For larger sponsorship agreements, it is advisable to draw up a 
sponsorship contract. The signing moment is often a nice moment to 
strengthen the relationship and involve the media. The contract states which 
rights the sponsor 'buys' from the sports club. This includes the return, but 
also that the company may officially call itself a sponsor of the club.

Step 9: Implementation
Good agreements make good friends, do's and don'ts
• Description of the material provided by the sponsor (logo format, etc.)
• Additionally: delivery timing (for club magazine), text format/language, etc.
• Access for company members to club activities
• GDPR agreements (member list, attendance list, etc.)
• Insurance conditions
• Financial contract conditions: invoicing, VAT regulations, payments, etc.

Step 10: Reporting
Sponsorship is a two-way concept.
For smaller sponsorships, an annual thank-you or occasional invitation to the 
sponsor to attend a club activity is sufficient.
For a larger sponsorship agreement, the club must deliver its counter-
performance, but it is also good to continue investing in the relationship. It is 
recommended to evaluate the partnership together regularly. This can often be 
done in a more informal setting if you meet each other anyway. But it also helps 
enormously to make the results of counter-performance visible. This can be 
very formal, such as mapping the reach of the sponsor thanks to the 
sponsorship agreement (social media posts, website visits, spectators, etc.). It 
can also be informal by, for example, tagging the sponsor in a social media 
post, or sharing a newspaper photo that shows the partnership. Effect 
measurements are not feasible for many clubs, but sometimes stories come 
along. For example, if a member buys a car from the car dealer who is also a 
sponsor, you can give this some attention online. The sponsor who sees this 
message will quickly make the connection between sponsorship and a business 
result that it generates.
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Klubs support for Sponsorship
Club characteristics analysis
Complete demographics of your members through the Klubs CRM and 
especially the Profile meta-fields. Analysis of member visits to the 
website.
Establish criteria
The best sponsors are those who know your club - your members. 
Here, use the Klubs CRM for connections.
Identify prospects
See above Klubs CRM and Mail marketing for identification.
Sales arguments
Sponsorship opportunities
The complete Klubs communication: member emails, mail marketing, 
banners, etc.
Plan of action
Decision levels
Contract
Implementation
Easy due to the easily customisable communication and settings 
within Klubs.
Reporting
See the extensive Klubs reporting for use in Sponsorship reporting.


