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Pembahasan

Sponsorship

Sponsorship adalah dukungan finansial kepada suatu organisasi, orang, atau aktivitas
yang dipertukarkan dengan publisitas merek dan suatu hubungan. Sponsorship dapat
membedakan sekaligus meningkatkan nilai suatu merek. Beberapa pedoman yang
digunakan oleh perusahaan-perusahaan dalam memilih sponsorship: target khalayak,
penguatan citra merek dapat diperpanjang, keterlibatan merek, biaya yang efektif dan
sponsor lainnya.

Tujuan sponsorship dalam sebuah project dalam hal ini event atau program adalah:

e Untuk melancarkan suatu kampanye periklanan melalui publikasi nama-nama
serta produk-produk perusahaan yang seluas-luasnya oleh media masa yang
meliputi jalannya acara yang disponsori tersebut.

e Untuk mendukung strategi atau kebijakan pemasaran.

e Untuk memperlihatkan niat baik organisasi atau perusahaan guna melaksanakan

tanggung jawab sosialnya.

Ketika kita mengajukan penawaran sponsorship kepada sebuah Brand yang akan
mendukung penyelenggaraan program, kita akan mempelajari dan mengidentifikasi
calon sponsor yang kuat, dan harus dipahami dulu, apa keuntungan yang dapat
ditawarkan kepada mereka, karena mereka tidak akan begitu saja
memberikan supporting investment apabila tidak mendapatkan benefit yang rasional
buat brand/produk mereka. Setelah itu baru dibuat ringkasan eksekutif (executive
summary), dan menyusun paket proposal sesuai dengan apa yang diinginkan sponsor,
hal ini untuk mendapatkan peluang besar Anda mendapatkan sponsor. kira-kira apa

saja yang diharapkan sponsor dari kerjasama ini:

1. Bagaimana Membangun hubungan dengan konsumen untuk
menambah brand equity
brand equity (nilai persepsi komersial) suatu produk dipengaruhi oleh nama,
jaminan kualitas, serta prestise tertentu kepada konsumen. dan untuk memperkuat
ikatan dalam pertukaran. sponsorship akan memberikan tambahan nilai

kepercayaan dan loyalitas konsumen terhadap produk tersebut.

2. Apakah bisa Mendukung program Komersial yang sedang berjalan
Sponsor yang bertujuan commercial programme adalah bahwa sebuah

perusahaan mensponsori suatu program lain dengan tujuan untuk menjalankan
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aktifitas promosi yang diperlukan yang sedang dijalankan, untuk kepentingan
perusahaannya serta untuk mendukung kegiatan promosi mereka sendiri melalui

upaya komunikasi pemasaran yang terpadu.

3. Manfaat Pengembalian modal dari biaya yang telah dikeluarkan
Manfaat penyediaan sponsorship secara finansial adalah mengembalikan dana
yang telah dikeluarkan pihak perusahaan untuk mensponsori suatu event dalam
jumlah tertentu. baik langsung melalui penjualan di area product supporting,
maupun tidak langsung seperti peningkatan penjualan sebagai efek dari

awareness pengunjung terhadap produk sponsor.

4. Membonceng kekuatan citra Brand dari Produk yang disponsori

Target audiens juga akan terkena dampak merek secara tidak langsung, yakni
melalui pihak ketiga (kegiatan yang disponsori). Hal ini dapat mengakibatkan
meningkatnya nama dan pencitraan serta rasa percaya (believability) yang lebih
besar dari merek tersebut.

Sebuah program yang besar atau nama besar penyelenggara dapat membawa
dampak memperluas target audience yang begitu besar dan kepercayaan akan
kekuatan image produk sponsor tersebut. Sponsor supporting juga dapat

menyebabkan reaksi yang baik konsumen dan aktifnya pasar.

5. Membangun Brand Awareness dalam jangka panjang
Disamping untuk membangun dan meningkatkan citra merek atau perusahaan, dan
untuk memperkuat keakraban merek produk di masyarakat dalam jangka pendek,
tujuan utama dari sponsor adalah untuk membangun kesadaran merek (Brand
Awareness) bagi produk dalam jangka panjang.
Keikut sertaan sponsor dalam sebuah program sebagai salah satu langkah
melebar diluar kekuatan program mereka sendiri, karena telah terbantu dengan

program tambahan (Additive programme support) yang dibuat oleh orang lain.

6. Membangun kemitraan yang solid dan saling berdampak untuk jangka
panjang
Mari kita melirik, apa tujuan dibalik kerjasama yang disetujui oleh pihak sponsor
dari program yang kita ajukan. Banyak sekali Event Organizer atau penyelenggara
acara melihat pencarian sponsor semata-mata sebagai aktivitas penggalangan
dana untuk mendukung acara yang dibuat. Hal ini tidak dilihat sebagai hal yang
menguntungkan bagi pihak sponsor.
Sponsorship lebih lanjut dapat menjadi sebuah bentuk kerjasama kemitraan

pemasaran antara perusahaan pendukung dengan brand yang di programkan.
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Mereka ingin kegiatan sponsorshipnya dapat dijadikan sebagai sarana
untuk mencapai berbagai sasaran program mereka sendiri sekaligus

Kita harus siap menjadi bagian dari jalinan kemitraan upaya pemasaran yang
saling menguntungkan, kegiatan sponsorship harus berorientasi impact yang
diupayakan bersama dan mempertahakna keuntungan itu dalam program
selanjutnya, agar dapat mempertahankan hubungan kerjasama untuk jangka

panjang.

7. Menambahkan Pengalaman pemasaran produk dan penggalian orientasi
Target Audience
Saat ini para sponsor juga mengharapkan agar kita membantu mereka memahami
lebih  mendalam mengenai orientasi dan perilaku kebutuhan dari para
pengunjung acara yang kita selenggarakan.
Mereka ingin mengetahui alasan orang-orang tersebut mau untuk datang ke
sebuah acara, apa yang menjadi daya tarik utamanya, Bagaimana cara jitu
penyampaian komunikasi bellow the line (non iklan media massa) dimana produk
dapat berhubungan langsung dengan konsumen, Para sponsor juga ingin dapat

memperbaiki atau meningkatkan pengalamannya.

8. Compability with the Company’s atau Brand positioning
Menyelenggarakan event berarti menempatkan secara langsung posisi produk
secara lebih mendalam dimata konsumen. Dibeberapa jenis event sponsorship
secara langsung berkaitan dengan produk (Sponsor tunggal) seperti perusahaan
rokok yang mensponsori acara musik atau festival-festival hiburan, event
sponsorship ini dipilih karena kesesuaian image brand secara langsung/tidak
langsung dengan produk tersebut serta target audiencenya.
Perusahaan yang mensponsori suatu kegiatan, biasanya mendapatkan
fasilitas eksklusif untuk mendapatkan manfaat dari kegiatan tersebut (Massage
capasity), misalnya fasilitas tempat-tempat (space) tertentu untuk pemasangan
logo brand produk-produk perusahaan disekitar lokasi kegiatan event tersebut, dan
juga tentunya akan masuk dalam program broadcasting, iklan atau liputan ke

media massa.

9. Mempertimbangkan untuk mengungguli aktifitas event produk kompetitor
Ketika suatu produk mengetahui apa saja kegiatan sponsorship produk sejenis
sebagai kompetitornya, mereka akan mencari cara bagaimana mengungguli image

brandnya dalam posisi dimata target konsumen yang sama.
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Jika sebuah produk sepatu aktif dalam event atau kegiatan olah raga tertentu,
maka merek sepatu saingannya akan melakukan aktifitas yang serupa atau sejenis

sesuai dengan target yang sama secara umum.

Persaingan sponsorship pada brand jenis tertentu dapat memberi kesempatan untuk
‘mengadu” satu calon sponsor dengan yang lain dalam rangka mencari benefit
tertinggi. Jika sebuah produk minuman cmpetitor sudah mensponsori suatu program
event lain tapi dalam penggolongan yang sama, sampaikan hal itu kepada calon
sponsor minuman anda. Mereka akan mempertimbangkan bargain yang ‘lebih’ untuk

anda.

Saat ini tidak ada satu perusahaan pun yang memberikan dukungan materi atau
apapun dari permohonan yang tidak dikenal atau tidak jelas reputasinya, Siapapun
yang bersedia menyediakan sponsor pasti ingin agar perusahaannya meraih
keuntungan dari pengeluarannya, mendapatkan nama baik atau agar dikenal lebih
luas.

Sponsorship yang didasarkan pada kemitraan mampu memberikan beragam jenis hasil
yang menyebabkan sponsor manapun sulit untuk meninggalkan kerjasama kemitraan
tersebut. Investasi dalam bentuk tunai atau barang dalam suatu kegiatan, yang akan
mendapatkan imbalan sebagai akses potensi komersial yang terkait dengan kegiatan
ini.

Apabila seseorang meminta informasi atau partisipasi dalam suatu kegiatan tertentu,
sementara itu Anda tidak dapat memenuhi permintaannya, Anda dapat menggunakan
pendekatan langsung dan tidak langsung. Dalam dunia bisnis, menjalin kerja sama
dengan pelaku bisnis lain merupakan hal yang seharusnya dilakukan untuk
memperkuat jaringan pemasaran suatu perusahaan. Namun, dalam praktiknya bisa
terjadi suatu penolakan kerja sama bilamana bentuk kerja samanya merugikan pihak
lain.
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by Kym Oberauer

Steps to Create A Winning Sponsorship Proposal

One of the fundamental keys to getting sponsored is your ability to create a winning
sponsorship proposal. It's an important document in the process of going from sponsorship
seeker to marketing partner. It can literally make or break the deal.

Creating an effective sponsorship proposal is probably one of the most asked for yet

misunderstood facets of the whole sponsorship process.

Step 1 - Understand what you have to offer a sponsor

Before you can approach a potential sponsor with a proposal, you must understand what
you have to offer. This will help you clarify what types of organisations to target.
Understanding what you have to offer can be broken down into four areas:

1. Your personal attributes and skills — What can you bring to the table that will be of
value to the sponsor? This could include social media skills, ability to talk in public, a
knack for writing press releases, specific sales and marketing skills or a unique and
marketable ‘look’.

2. Your target audience — Do you have a good grasp of who your target audience is and
how they overlap with the sponsor’s target audience? Take the time to get to know your
audience and what it is about them that will appeal to a sponsor.

3. Unique marketing initiatives — What can you offer that puts you ahead of alternative
marketing channels a sponsor could use? To get some ideas have a look at the Generic
Inventory [Word doc] developed by Kim Skildum-Reid of Power Sponsorship, and see
how you can customise a few of these and create something unique.

4. Outcomes and value for the sponsor — Given the above, how can you improve a
sponsor’s business by partnering with you? Increased sales, loyal fans and distributors,

staff morale? You get the idea.

Step 2 — Research your potential sponsors
Once you understand what it is you have to offer it's time to research your potential sponsors.
The process:

1. Create a wish list of sponsors

2. Research each of the sponsors

3. Record the details

Penyusunan Proposal Pemasaran Universitas Esa Unggul
Youna Chatrine Bachtiar http://www.esaunggul.ac.id


http://www.powersponsorshipdownloads.com/tools/GenericInventory.docx
http://www.powersponsorshipdownloads.com/tools/GenericInventory.docx

4. Perform areality check using the Sponsor Compatibility Matrix...how compatible are you

really?

Next, take action to contact the person who can say yes to your sponsorship proposal.

Step 3 — Contact the person who can say yes to your sponsorship proposal

With a list of compatible sponsors it's time to contact the person who can say yes to your
sponsorship proposal.

Lots of people can say no and only a very few can say yes. It's in your best interests to go
straight to the source and not waste your time with people who don’t have the authority to
approve your proposal.

Listed below are some of the techniques you can use to reach the right person, ordered by
effectiveness and how well you already know the sponsor.

Cold calling

Cold calling is the least effective method to contact a sponsor but it also requires the least
investment on your part.

If you don’t know the sponsor at all this is one of the few options at your disposal. The aim is
to develop some rapport with the sponsor so you can shift from the cold call to a position where

they will discuss their objectives. Here’s a great way to cold call a potential sponsor.

Lumpy mail and follow-up
During the research process, if you've highlighted a number sponsors who are a really good
fit with what you have to offer, sending some lumpy mail first may be more effective than
cold calling alone.
With electronic communications and email the norm these days, it's fun to receive a package
in the mail that’s not junk or a bill. And when it's lumpy, there’s an extra incentive to open it
and find out what'’s inside. It also demonstrates that you've been doing your research and
have a knack for unique marketing initiatives.
So what clever lumpy mail ideas can you think of? Here are a couple of mine:
e The whole box and dice — send one of those executive toys with a note that says
“Looking for unique ways to market your business? We’re the whole box and dice”.
e A t-shirt with “You’ve been KO’d” printed on the front including a note that says “Partner
with KO Racing — a winning team”.
(Disclaimer: my ideas may be neither clever nor effective.)
Obviously this option is more expensive than cold calling alone. Limit your lumpy mail to say
your top 10 hot sponsorship prospects.
Make sure you follow-up with a call a few days later. If you've piqued their interest you'll have
a much better chance of building a relationship with the person who can say yes to your

sponsorship proposal.
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Sponsorship websites

Next cab off the rank is sponsorship websites including Sponsorship Pitch. These websites

facilitate the connection between sponsors and sponsorship seekers.

As a sponsorship seeker you add your “property” to the system which sponsors can then
review and contact you to discuss the opportunity in more detail. You can also approach
sponsors directly with a proposal suited to their documented marketing objectives.

These systems also double as research tools and effective ways to help build your brand

online through social networking with sponsorship professionals and brand managers.
Networking with your potential sponsors
Good old fashioned networking. It's a great way to build your business and is equally effective
when seeking sponsorship.
Networking in this instance is all about making direct connections with your prospective
sponsors. If you've done the research it shouldn’t be too difficult to find appropriate networking
opportunities.
For example:

o Local, national and international chambers of commerce

e Peak industry bodies

¢ Industry associations

e Sporting associations

o University alumni

e Conferences

e Trade shows

e Networking groups

¢ Online networking — specifically LinkedIn

e Local government workshops
Word of mouth referrals
The holy grail of sponsorship proposal success; a sponsor’s trusted adviser refers you
directly as a sponsorship opportunity worth investigating.
First you've got to develop relationships with the facilitators and leaders within your field of
endeavor or niche; people who have established connections with the upper management and
marketing departments of your prospective sponsors.
This comes about from natural networking and building relationships based on trust and
mutual interests. At the end of the day it's not all about business or a means to an end. It's
about genuine interaction and real relationships.
Think about all the things you enjoy doing and the places where you can meet with these

facilitators and leaders.
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¢ Do you enjoy golf for instance? Plenty of mutually beneficial relationships are built over
a few rounds and a couple of beers.
¢ What about becoming a member of your beloved football team? A shared passion with
your fellow members builds instant rapport.
« How about volunteering some of your time to help out a not-for-profit organisation? You
can create some great connections with other volunteers.
Word of mouth referrals are by far the most effective but are also the most time
consuming. Choose activities you enjoy and build natural relationships with people; and as a

side-effect you may just get your foot in the door with a major sponsor.

Step 4 — Develop a trusting relationship with the sponsor
Having connected with the sponsorship decision maker it's your job to develop arelationship
where they can trust you and minimise any perceived risks.
This process will be longer or shorter based on how you connected with the sponsor initially;
longer from a cold call and shorter by a word of mouth referral.
Tips for developing trust:

e Don’t go the hard sell

e Listen to what they have to say

o Demonstrate you’ve done the research

e Make good use of your established brand to reinforce your professionalism

e Provide referrals and testimonials when asked (note: don’t burn your bridges)

e Prepare marketing material that emphasises benefits and value to the sponsor

e Have a history that illustrates you’ll be around for the long haul

Step 5 — Establish the sponsor’s marketing objectives

Once you've developed the necessary trust and rapport with a sponsor you investigate and
explore their marketing objectives. This is the point where a majority of sponsorship
proposals fail.

Why? Too often sponsorship seekers prepare a proposal without ever working directly with
the sponsor to determine their objectives. How can you possibly know what they want or
need without ever asking?

Fundamentally, all marketing objectives are focused on generating more sales and protecting
or improving the sponsor’s bottom line.

By delivering a sponsorship proposal too early you're indicating that the process is about you,
what you want and what you assume the sponsor wants.

If you take the time to establish the sponsor’s marketing objectives, you're indicating that
it's about them, what they want and how they can use your unique marketing initiatives to
reach their objectives.

Penyusunan Proposal Pemasaran Universitas Esa Unggul
Youna Chatrine Bachtiar http://www.esaunggul.ac.id



Example marketing objectives:

e Increase revenue by 10% in South Eastern region through onsite sales

e Increase customer loyalty and repeat sales through social media marketing

e Increase brand awareness among 25 to 35 year old females
It's your responsibility to establish these marketing objectives with the sponsor. Once you
know what these objectives are you can:

1. Agree on how to measure success

2. Define the value of the sponsorship

3. Provide unique marketing initiatives the sponsor will leverage to meet the objectives

Step 6 — Agree on how you will measure sponsorship success
The success of any sponsorship can be measured in two ways:

1. Quantitatively — tangible results you can count

2. Qualitatively — less tangible results that improve the sponsor’s position or circumstance
When you establish the marketing objectives you need to agree with the sponsor how
success will be measured.
Note we're talking about degrees of success. Ultimately, it's the sponsor’s responsibility to
leverage your unique marketing initiatives effectively. For example, you can’t be expected to
help deliver 500 additional customers if head office just fired half the sales team.
In the previous example, we had an objective to “increase revenue by 10% in South Eastern
region through onsite sales”. This one’s easy; we simply agree to count the total sales from
the event and see if they have contributed to a 10% increase. Our role is to provide the unique
marketing initiatives to help make this figure a reality.
Quantitative examples:

e Facebook fan numbers increase by 2000 over a 6 month period

e Subscriptions to the customer loyalty program increase by 25% to June

e 5000 unique visits to the sponsor’s website from an online competition
The more difficult marketing objectives to measure are qualitative or intangible. This includes
customer satisfaction levels, customer loyalty and brand perception amongst women etc.
So how do we measure them? By measuring the side-effects and indirect outcomes. For
example, did the number of complaints from customers decrease during the period? Has the
% of customer referrals increased? Did more women attend the sponsor’s events?
Qualitative examples:

o Positive brand chatter on the various social media networks

e Higher numbers of customers contributing to surveys

e Lower churn rate of customer to the sponsor’'s main competitor
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Step 7 — Ascertain the value to the sponsor

With the marketing objectives in place and the measures of success defined, we now have
the two inputs required to ascertain the value to the sponsor and subsequently the cost of
the sponsorship proposal.

The obvious way to ascertain value is to simply ask for a budget. However, this rarely works.
Sponsors are unlikely to divulge their budget. If they do, more power to you. But remember,
leveraging or activating the sponsorship usual costs between 2 and 3 times the sponsorship

amount.

Step 8 — Explore the available options
All the pieces of the sponsorship puzzle are now coming together. We’ve established:

e The sponsor’s marketing objectives

e Agreed on the measures of success and;

e Ascertained the value to the sponsor
Now it's time to get those creative juices flowing and workshop your unique marketing
initiatives with the sponsor.
Go back to step 1 and review what you can offer the sponsor. In the context of all the new
information what can you realistically do within the budget to meet the sponsor’'s marketing
objectives? How can you customise your approach to provide the greatest value?
Now I’'m not talking about logos or sign writing or hospitality etc. These are a given and will be
documented in your sponsorship proposal. But they are not the focus.
Concentrate of those areas that are unique to you and the sponsorship opportunity you're
providing.
What’s unique about what you do? How can you and the sponsor leverage these to meet their

marketing objectives and provide value?

Step 9 — Develop your sponsorship proposal

With all the ground work behind you, putting together a winning sponsorship proposal isn’t that
difficult.

In fact, if the process has gone smoothly and you've followed the steps, the sponsorship
proposal is primarily about documenting what you’ve already discussed and agreed to.

As | found out with the failure of my first sponsorship proposal, don’t write war and peace.

Keep it short, sharp and to the point. Sponsorship managers don’t have the time to review
lengthy documents.
You can of course change the structure below to suit your needs and incorporate any requests

from the sponsor. Like so many things, less is more.
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7 key sections of your sponsorship proposal

1 - Sponsorship Opportunity
The sponsorship opportunity is an executive summary or synopsis if you like, focusing on the
benefits and outcomes for the sponsor.
Limited to a few paragraphs and the liberal use of bullet points, senior managers should be
able to read this section of your sponsorship proposal and come away with a good idea what
you do, who you are and what’s in it for them.
2 — Marketing Objectives
Next we outline the marketing objectives as discussed with and agreed by the sponsor. For
example:
“As discussed, the marketing objectives for the sponsorship program are:
e Increase gross sales by 5% in the eastern district directly related to vouchers
distributed at events
« Implement a social media strategy and develop a Facebook fan base of 5000 by the
end of the financial year
¢ Encourage distributors to stock the latest range of products
o FEtc..”
3 — Measures of Success
Document the quantitative and qualitative metrics you will use to measure the success of the
sponsorship program, as discussed with and agreed to by the sponsor. For example:
“The measures will include:
e Monthly analysis of direct sales figures and how they correlate with the objectives
o Exit surveys of event attendees to ascertain brand awareness
+ Noticeable shift to positive feedback on social media channels
o EtC...”
4 — Value to the Sponsor
One of the most important sections of the proposal is detailing the value to the sponsor. This
is the sell, the “what’s in it for me”.
Through good management and thorough research you already have this information straight
from the sponsor. You've discussed it and agreed on the details previously, so it's a matter of
stating the facts.
“The value to ‘the sponsor’ will include:
e Measurable increase in the profitability of the eastern district, directly attributed to the
sponsorship program and implementation of the unique marketing initiatives

o Stronger relationship with fans which leads to higher conversion rates and repeat sales
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o Additional sales which will allow you to invest more funds into research and development
of new products
o EtC...”
5 — Unique Marketing Initiatives
So far most of the information in the sponsorship proposal has been a re-iteration of the
elements already discussed and agreed to with the sponsor.
Looking back through your information, propose a number of unique marketing initiatives
designed to meet the sponsors objectives, can be measured and provide the required value.
Include information regarding the target audience that’s relevant to the sponsor:
e Total audience numbers
o Demographics — statistical view of the target audience, including age, gender, income,
schooling, occupation etc.
e Psychographics — attributes relating to personality, values, attitudes, interests and
lifestyle etc.
Detail a number of options that incorporate the unique marketing initiatives and fit with the
sponsor’s expected return on investment.
You could provide an option below the estimated budget, one right on budget and one over.

You may find the sponsors will go for the higher option if the perceived value is there.

6 — Terms and Conditions
Up until this point we’ve not mentioned the investment amount; now’s it time to get to the nitty-
gritty.
In the terms and conditions section of the sponsorship proposal include:
e The cost per sponsorship option as detailed in section 5 above
e The time-frame of the sponsorship proposal
e Your payment terms. If the proposal last a year then | like 50% up front, 30% after 6
months and 20% after 9 months

o Details of any insurance you hold. You’ll need public liability insurance (another cost you

need to be aware of)

e Any other conditions or special features the sponsor should be aware of

7 — Call to Action
Finally, place a call to action at the end of the proposal. Include:
o All of your contact details including email, mobile phone, social media and website
address
e An opportunity to come and see you in action if appropriate e.g. a sporting team or
regular event

e A message thanking the sponsors for their time and consideration of your proposal
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