
 

 
 
 
 
Sponsorships ideas for clubs  
WHAT IS SPONSORSHIP? 

Sport sponsorships are becoming hugely popular as one of the best ways to create brand awareness 
and to advertise the services of a potential sponsor, as well as reaffirming the company's reputation 
as a responsible corporate citizen in the business world.  

There are many ways by which a sporting club, or sporting team can win sponsorship deals that not 
only help to promote their sport, nurture their talent but also, provide them with the necessary funds to 
purchase equipment etc. Are you scratching your head trying to work out what goodies you can offer 
to entice potential sponsors?  

Use this list to spark further ideas that uniquely suit your own event. You can use the benefits in 
different combinations for different levels of sponsorship and different types of companies you are 
pursuing.  

But firstly you should conduct research on each potential sponsor to identify the types of benefits you 
think they would be most attracted to. You can look at previous sponsorships in which they have been 
engaged, review their current sponsorship policy or even phone them to talk with the executive 
responsible for sponsorships. Tailoring the benefits to their specific interests is the best way to 
approach a sponsor. And state in your proposal document that you have specially prepared the 
benefits to suit their requirements. That’s the sort of statement they want to see.  

These days, sponsors want more than television exposure. They want creative ways to develop a 
relationship with current and potential customers. They want to connect more strongly to their 
customers. 

1. Overall naming rights 

2. Naming rights to a physical section, area or group 

3. Naming rights for a given time period such as part of a day at a sports event, a full day, 
weekend or week  

4. Naming rights for an event-based award or trophy 

5. Naming rights to one of several events 

6. Naming rights to a related or minor event 

7. Preferred supplier status 

8. Exclusivity among sponsors at a given level 

9. Use of logos, images or trademarks 

10. Merchandising rights 

11. Product endorsements 

 



 

12. On-site product sampling opportunities 

13. Demonstration or display opportunities 

14. Perimeter signage – full, partial or non-telecast view 

15. Event signage, exclusive or non-exclusive 

16. Signage on buildings, structures, vehicles, competitor uniforms, event staff 

17. Hospitality – tickets to the event, tickets to corporate boxes, reserved seating etc 

18. Introductions to celebrities (‘talent’) 

19. Internet-related benefits such as content for the sponsor website 

20. Banner or pull-through ads on the event website 

21. Promotion or contest on the event website 

22. Naming rights to the event website 

23. Database marketing – access to event-generated database for direct mailing 

24. Opportunity to provide inserts to event-based mail outs 

25. Related creation of an event specifically for staff 

26. Opportunity to set up staff recruitment display and desk 

27. Distribution of staff recruitment information 

28. Inclusion in all media releases and other media contacts 

29. Ticket entitlements, signage, samplings at related events, parties, receptions, shows, 
launches 

30. Specially designed new event to suit sponsor 

31. Production of point-of-sale material for sponsor to distribute 

32. Sponsor provision of ‘talent’ to enhance association  

33. Coupons or advertising on the reverse side of tickets 

34. Coupon redemption opportunities 

35. Inclusion in all advertising and event promotional pieces 

36. Promotional media advertising based on the event 

37. Advertising in event program or catalogue 

38. Opportunity to provide contra – free equipment, services, technology or staff as part of the 
value of the sponsorship deal 

39. Rights to input into the organization of main sponsor-related events such as hospitality 
arrangements and awards 

40. Donation of some of the ticket revenue to the sponsor’s nominated charity  

WHO TO APPROACH 

Club members, family and friends  

Start locally with your members, friends, and relatives. If people know the club and understand what 
you do, then they are more likely to listen and give the support required. There may be someone in 
the club who has a small business and is willing to offer sponsorship.  

Local businesses and suppliers  

 



 

Check with suppliers of sports clothing, food, and equipment. Research local businesses and target 
those who could benefit from a partnership with your club.  

Larger organisations 

Larger organisations may have more resources but bear in mind they may not have the interest or 
commitment the club needs. Your club may be too small to attract enough value for their sponsorship. 
Unless you have a contact, it may be more difficult to approach them as they are often inundated with 
requests for sponsorship. e.g. Local Property Manager 

SPONSORSHIP PROPOSALS 

The sponsorship proposal is an offer to do business. It is extremely important that it is a well-
presented and concise business document that contains enough information for a company to 
understand what they are being offered. 

Tailor the proposal to the individual needs of the company being approached. Do your homework. 
Find out as much as you can about the business you are approaching, e.g. its desired image, 
products and services, its corporate objectives. 

Below are examples of typical contents for sponsorship proposals. 

A cover letter 

Address the proposal to the most appropriate person in the sponsor’s organisation.  

Overview 

Provide an outline of the project and/or the club. What are you asking sponsorship for? What and 
where does it happen? Relevant statistical information in sponsorship proposals can help the 
assessor get a picture of the club or event, and identify cost benefits. Define your membership, public 
and audience. Identify niche markets the club can deliver to. This makes it easy for a product or 
company to be matched to a particular audience.  

Objectives 

Outline the objectives of the project and/or the club.  

The investment 

Outline the funding amount or in-kind support being sought. What is it going to cost the sponsor, and 
for how long i.e. the period of the agreement?  

Sponsorship benefit  

This is a critical component. For 99% of companies, media exposure is an important part of 
sponsorship. Wherever possible outline how you can get radio, TV, and newspaper coverage, as well 
as community access in the sponsorship proposal. See the list above for further ideas. 

Target market  

 



 

Outline who the project is aimed at or provide a membership profile. Identify how it matches the target 
market of the proposed sponsor or how it could benefit them. A successful outcome is more likely if 
you tailor the proposal to a specific sponsor. 

Exclusivity  

Detail other sponsors and/or supporters of the project or the club. Make sure that sponsors are not in 
competition with each other.  

Servicing the sponsors’ needs  

Outline how you will cater for the sponsor’s needs. Identify a designated employee or volunteer to be 
the contact for the sponsor.  

Evaluation strategy 

Outline how you plan to evaluate and measure the success of the agreement.  

Conclusion 

Summarise the proposal, identify a follow-up procedure and supply contact details. 
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