Sponsorship Strategy – Actions Points

	Action Points
	Who
	Due

	Sponsorship properties
	
	

	Review club layout and placement of sponsors
	
	

	Identify & agree sponsorship properties & their value range
	
	

	Identify additional mechanisms to display & obtain sponsors (internal & external)
	
	

	
	
	

	
	
	

	Strategy One – “Up-sell current sponsors”
	
	

	List and align current club sponsors, their potential value with club properties
	
	

	Create proposal to up-sell current sponsors
	
	

	Identify benefits to the current sponsor by upselling
	
	

	
	
	

	
	
	

	Strategy Two – “Current environment”
	
	

	Identify current suppliers, who can potentially sponsor the club
	
	

	Identify leverage opportunities from current relationships e.g. Lion & gear bags to include with subscriptions
	
	

	
	
	

	
	
	

	Strategy Three – “High Value sponsors”
	
	

	Identify & target potential major sponsors with a proposal linking them with major properties
	
	

	
	
	

	
	
	

	Strategy Four – “Grow Low value sponsors / donations”
	
	

	Review membership of the Senior & Junior clubs
	
	

	Target both groups for either sponsorship or donations
	
	

	Identify parents who either work in the corporate world or own their own business
	
	

	
	
	

	
	
	

	Sponsorship Management
	
	

	Identify the clubs methods (processes & procedures) of managing sponsors
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