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• CharityNet USA: A “One-stop” resource 

center for nonprofit organizations 

nationwide! 

 

• Key Speaker: Andrea Root 

 



• Will the webinar slides be available 

for download? 

     

• Will the webinar be recorded and 

available on-demand?  

– Recorded Webinar Available At: 

• http://www.charitynetusa.com/webinars/ 

Yes 

Yes 

http://www.charitynetusa.com/webinars/




I. Corporate Sponsorship101 

II. Identifying Potential Corporate Sponsors 

III. Researching Potential Sponsors and 

Anticipating Their Needs 

IV. Corporate Sponsorship Campaign Packages 

 



Corporate sponsorship relationships 

involve companies providing financial 

contributions to a nonprofit event or 

program.  

In return, the nonprofit uses its 

marketing and communications tools to 

promote a company’s involvement 

and support of the cause.  

 



The tools used by NPOs to promote their corporate 

sponsor may include featuring the company’s logo on 

a poster, t-shirt, brochure or other nonprofit marketing 

and communications material.  

 

In the end, it’s really just another marketing and 

promotional tool for the corporation.  

 



A Win-Win Relationship 

• The nonprofit receives a payment – in the form 

of a tax exempt, deductible contribution – to 

be used in support of their mission.  

• Benefits for the company come in the form of 

reaching a target audience in a unique way 

and creating community goodwill.  

 

 



• Cause marketing is distinct from corporate 

philanthropy because the corporate dollars 

involved in cause marketing efforts are not outright 
gifts.  

• In cause marketing, financial support is not treated 

as tax-deductible charitable contributions.  

• Generating corporate profits are less direct in 

corporate sponsorships than in the case of cause 

marketing. 

 

 

 



 

Corporate sponsorship sees companies 
providing financial contribution to a nonprofit 
event or program. In return, the nonprofit uses its 
marketing and communications tools to 
promote a company’s involvement and support 
of the cause.  

 

Cause marketing is a mutually beneficial 
business and nonprofit partnership that sees a 
company put the power of its brand and 
marketing behind the cause to generate profits 
for both. The company’s expectation is that it 
will directly earn profits from the affiliation.  

 



A  nonprofit that wants to be a sponsorship heavyweight 
has to first change its attitude. Those  who succeed exhibit 
two qualities:  

•Genuine interest in working with a sponsor because they 
know the alliance will provide something of value for both 
organizations.  

•Conviction that they are offering a good marketing 
investment to the sponsor. Nonprofits need to prepare 
proposals that provide promotional value to the corporate 
sponsor.  

Sponsors want to exploit the commercial opportunities 
associated with an event, cause, or organization.  

 



• Do you have an established marketing effort in place - e-
mail, a website, events, newsletters, conferences, 
television, radio, or print advertising?  

• What do you know about your organization's 
demographics?  

• Have you worked with corporate sponsors before? Do 
you have testimonials from corporate executives about the 
value of your organization?  

 



•Are there cross-promotions you can work up that will help 
them sell to one of your existing sponsors or team up with 
an existing sponsor?  

• Are you a member of civic organizations made up of 
business people, so that you can gain insight and entrée 
into the business community?  

• Is there an entrepreneurial spirit in your organization? Are 
new ideas welcomed, and do they receive thoughtful 
consideration?  

 



 

 



Search for companies that sponsor other events or 
activities similar to yours.  

• If your event is athletic in nature, consider companies 
Nike, Adidas, Livestrong, and other sports-related 
organizations as possibilities. 

• If you're holding a music event or concert, consider local 
radio stations, music publications, and other ventures 
that have similar interests. 

• If you're holding a food event, consider Gourmet 
magazine, the Food Network, and other big food 
conglomerates. Aim high. 

• If you’re looking for funding for a community medical 
clinic, consider companies that provide medical services 
and/or equipment.  

 



•  You don’t want to simply ask every person 

and company that you know to be a 

sponsor.  

 
•  Your list needs to be a list of actual 

potential sponsors, meaning people or 

companies that you think will actually 

consider your sponsorship request.  
 

•  Include companies that have been 

sponsors for you in the past, companies that 
have sponsored other ideas similar to yours, 

and companies that you have a personal 

connection with that would be able to be a 

sponsor. 
 



•  Research those on your list.  

 

•  Having background information on the 

potential sponsor will go a long way in 
helping you gain a sponsorship.  

 

•  Look for reasons why it would benefit 

the potential sponsor to sponsor you.  
 

•  Check their website for information on 

“Corporate Responsibility” or other 
charitable activities they undertake.  
 



If you learn the demographics, business model, and the 

goals of your potential sponsors, you can start developing 

some sense of the way you might pitch the sponsorship. 

 
Determine the best levels of recognition to offer to each 

potential sponsor. While companies make charitable 

contributions in order to support causes and lower their 
taxable income, they also seek recognition in an effort to 

further increase their bottom line.  
 
 



• Be judicious in sending out packets, sending 

packets only to the companies you honestly think will 

work with your venture. 

• Send the potential sponsors on your list your 

individualized sponsorship packets. Personalize every 

single email, packet, and correspondence you send 

out.  

 



• Wait a week or two and then call the people you 

sent sponsorship packets to.  

• Ask them if they have received your request. Find 

out if they have any questions.  

• Make sure they know where to reach you when 

they make a decision. 

 



Our corporate sponsorship package will assist your 
organization in laying a solid foundation for future 
growth and sustainability, and includes the 
following components: 

• Corporate Sponsorship Brochure Development 

• Sponsorship Request Letter Development 

• Sample Corporate Sponsorship Benefits/Levels 

• Fundraising Toolkit 

• Cause Marketing Tools 



• Grant Campaign 

Development for 

Nonprofits:  

• 4-8-2015   2pm EST 

• Combining Online 

Marketing & 
Fundraising:  

• 4-22-2015   2pm EST  

 



ÅCharityNet Nonprofit Services 

Å501c3 Prep 
ÅGrant Writing 
ÅCorporate Sponsorship Campaigns 
ÅFundraising Tools and Resources 
ÅStrategic Planning 
ÅWebsite Development 
ÅGraphic Design 
ÅMarketing 
ÅBookkeeping & Accounting 
ÅHourly Nonprofit Consultation  



ÅContact Us 

ÅJarred McCovery: Jmccovery@bizcentralusa.com  

ÅAndrea Root: Andrea@bizcentralusa.com    

ÅVisit www.CharityNetUSA.com or Call 407-857-9002 

@CharityNetUSA Facebook Fan Page:  

CharityNet USA 

mailto:Jmccovery@bizcentralusa.com
mailto:Andrea@bizcentralusa.com
http://www.bizcentralusa.com/

