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SECTION ONE - INTRODUCTION

What is Sponsorship?

· Sponsorship is a process by which a company, organisation or individual supports an individual or team, either financially or otherwise for commercial gain

· Sponsorship is a PARTNERSHIP that is mutually beneficial to the individual or team and the sponsor/company

· Most sponsors seek a return on their support or investment, this ranges from the fairly basic in terms of goodwill within the community to the complex in terms of media exposure and brand development

What is it Worth?

· Sponsorship can vary from £50 to £50million depending on the opportunity

· A sponsor providing £100 worth of equipment can be as important to one athlete as a sponsor providing £3 million in cash to another

· The total sponsorship market in the UK is currently valued at £350 million (this includes major events)

· Only a handful of individuals are within the top 1% of elite athletes (not soccer players) that can demand large sums of money and can afford to be choosy as to who they deal with

· The majority of elite athletes, despite being number one in their sport, age group, or discipline are not in a position to demand large sums of money.  However, they can ask for a realistic level of support

SECTION 2 - WHAT CAN I OFFER

Introduction

As an elite sports individual, what can you offer?  Before starting to look for sponsorship, carefully look at what you can offer a sponsor.

Success

How good are you….these are points to consider:-

· International / world ranking, e.g. medals won / World top ten

· British placing, e.g. no. 2 in Britain, England etc.

· Age group standard, e.g. best Under 14 level

· County standard

Potential

How good will you be…think long term, what are you striving for, what can you realistically achieve?

· Age group success

· Senior squad potential

· Olympic Games/World Championship potential

· Goals achieved to date

· Goals set (achievable)

The Sport

Each sport offers different benefits and characteristics, e.g. winter and summer sports will attract very different companies.  Consider the following,

· The type of sport - team / individual

· Indoor / outdoor / winter / summer

· The attributes of the sport, e.g. strength, power, agility, lifestyle image, endurance, dynamic, teamwork

· Sport profile - number of participants, previous success, e.g. hockey men’s gold, Barcelona

· number of spectators at events

· general media profile, e.g. press, television coverage etc. 

· Mass market appeal, e.g. soccer

· Youth appeal, e.g. snowboarding

For more ideas see Section 6.

Competition

This is a good way to give a sponsor an idea of where and at what level you will be competing.

· Where will you be competing?  i.e. England, Europe or Internationally, etc.

· Is it a global sport played worldwide?

· International interest - do GB have any top stars?

· National interest

· Local interest

Unique Selling Points

This is any area that is specific to you as an individual and so will offer a sponsor something special and be the point of difference from other sponsorships or other companies.  For example, 

· Personality (list any media exposure or work you have done, e.g. launches, children’s workshops)

· Family background (e.g. brother is XYZ)

· “First ever” attempt, e.g. round the world attempt, breaking new ground

· Why are you different?

Branding

Each sport has different rules for individual sponsorship, e.g. motor racing - logo’s on clothing, yachting - branding on sails, beach volleyball - logo’s on bikini’s!  Be careful what you offer here and be sure you can deliver.

· Check with National Governing Body what are the national and international rules

· Different events/competitions have different rules

· Beware of specific competition rules, e.g. Olympic Games - only the Official Kit Supplier (currently adidas) must be worn with no other sponsor branding.

Exposure

Based on the points above can you provide a certain level of exposure or visbility for the sponsor?

· Where and how?

-  at a major international competition

-  a  a televised event

-  at a local community event / festival, e.g. County Fair

-  at a coaching clinic

Event Tickets / Hospitality

This can be of great interest to some sponsors and of little importance to others …offer the options and find out from a sponsor what they would like.

· Can you offer any tickets to competitions?

· Do you get them free as a competitor?

· Is there a cost?

· Is there an option to purchase more tickets?

· Can a sponsor purchase hospitality at the event?  (Do not commit to purchase tickets for your sponsor, but offer to help sourcing them.  Often it is the ability to access tickets which is more important than offering them free)

Coaching / Have a Go / Special Events

· Can you offer something different to your sponsor such as special coaching sessions for staff?

· Could you coach children or families of the sponsor?

· Does the sponsor have special events, trade fairs etc. at which you can assist?

(Beware of any insurance issues when coaching, i.e. who is liable if an accident happens?  Check this in advance before making any commitments. If necessary, consult your Governing Body)

Personal appearances
This is an area that is key to most sponsorships, be careful not to over commit yourself.  Ten days may sound a little in relation to a year, but if you try and fit in an extra ten days out of your training schedule or holidays it does amount to quite a lot.

· How often and how much time will you give your sponsor?  This can vary from one to six or ten appearances a year or even more, depending on training commitments

· Be specific as to whether you are refering to full days of your time, or just counting appearances to a maximum of 2-3 hours.

· Make sure your expenses (including any extra accommodation) are covered by the sponsor, and be aware of the travel time it will take you to get to certain places

The important thing is to be clear as to what you are committing to and whether there is any flexibility on time


IMPORTANT POINT

Never offer something that you cannot deliver, offer a sponsor a little less and then add value.
SECTION THREE - WHERE DO I START

Introduction
There is no science and  no magic formulas.  Luck can play a part, but most importantly it’s hard graft, a lot of legwork, time and effort.  There is also often a very clear case of “It’s not what you know but WHO you know”.  In other words, relationships and networking.

Research and Homework

Pick companies that would suit your sport, e.g. refrigeration with winter sports, NOT Tampax to sponsor a men’s hockey team!

· Find out if the company has ever sponsored anything before.

· What areas are they involved in

· Be realistic.  It might be better to find a LOCAL company

· The internet can be a good source of information

· Try your local library or local Chamber of Commerce

· Ring and ask the company for some information eg. An annual report, brochures, etc.

Who to Contact

Finding out who is the best person to contact is hard.  The best route is to get an introduction from someone else.  Otherwise it can be any of the following people:

1. Marketing Director

2. Corporate Affairs Director

3. Community Affairs Manager

4. Sponsorship Manager

5. Brand Manager

6. Chief Executive

It is vital that you contact the right person to ensure your approach is properly considered.  Research on this is therefore essential.

How do I Approach?
The options:

a)  Letter

b)  Proposal

c)  Phone Call

d)  In Person

Any of the above can be used depending on the level of introduction you have.  The key is to BE CREATIVE and FIRST IMPRESSIONS COUNT.  Remember the recipient may receive many similar requests, so anything you can do to make yours stand out will give you a better chance.

Letter
Make it short and to the point.  Enclose a proposal with more details (see below) if you can enclose an eye catching photograph.  Key points to remember:-

· Correct address

· Personalise to individual.  Do NOT write “Dear Sir/Madam”

· Use a spell check to make sure you have not made any mistakes

· Brief introduction as to what you are writing about

· Key points - make people notice

· Enclose information: proposal or a CV (see below)

· You might consider sending it in a coloured envelope so that it stands out!

Proposal

This is the sales hook.  A good proposal will make the reader want to ring you to find out more.  It can be a proposal or a CV style document.

· Make it eye catching

· Use action photographs or colour photocopies

· Make it informative

· Make it exciting and show your potential

· Detail your successes / results

· Include some press cuttings - neatly done, put each on a separate page with details of where it came from.

· List of benefits - what you can offer a sponsor

· Show examples of what media coverage you can offer

· Make it clear and easy to read - use bullet points

· Include a list of upcoming major events

· Show what your goals/ambitions are

Follow up

Once you have sent a letter and/or proposal you will need to follow this up with a phone call to see if the company is interested.

Plan when you are going to do this, put a date in your diary about 2 weeks after you send the lettter.

This also gives you an excuse to make the phone call and make direct contact with the company.

Phonecall

One of the hardest parts is the dreaded “sales phone call”.  You may find it difficult at first but it is something that can be mastered.   See it as an opportunity to make a new friend, not as a major task.

· Rehearse and plan the call - write down the key points

· Be polite, but convincing

· Keep a smile on your face as you speak it comes across in the conversation.

· You have nothing to lose but everything to gain

· Be persistent - getting through the secretary is hard work; lunchtime and evening is often a solution

In Person

If you get the chance this is the best route, but you must be prepared for it.  Ideally, have a short presentation prepared.

· Prepare and plan the meeting - set out your objectives

· Be professional - write and confirm the time and date of your appointment

· Be knowledgeable - do your homework about the company and people you will meet

· Make a good first impression – be pleasant to the receptionist!

· Show your personality

· Be honest

The Presentation

This can take any format, either a PC if you have one, or just a flip chart of A4 sheets in a folder or overheads.  Most companies will understand that athletes cannot always have access to presentation materials.  But if you can, you will show initiative and professionalism.

· Be confident - believe in yourself

· Be enthusiastic - show you are dedicated

· Have back up materials, e.g. photos, slides etc.

· Be totally prepared and have all the information to hand

· You may choose to ask a friend who is experienced to assist you in a presentation and act as your manager, but make sure they understand what you are offering and are experienced.

What do I ask for?

This is the big question but if you think things through in advance it is not too difficult.  The key ponts to consider are as follows:-

· Be reasonable and realistic

· Don’t ask a small company for a large amount of cash, they will most likely say no.

· Have an idea on what a company is likely to be able to spend. Eg. a local butchers will not have the same budget as the local bank.

· Decide on cash, product, equipment or services

· What can the company offer you that is of value, e.g. PR support, transport, food etc.  This can often be worth as much or more than cash.

· Set out a budget for yourself; make it realistic but don’t underestimate.  Include all aspects of your training, travel etc.

· Showing a planned budget often helps and they may cover all of it!

· Show value for money - results for less cost

· Be prepared to be flexible

Staged Payments

If asking for money, it may be easier for a company to swallow staged payments rather than a large lump sum.  This could be based on any of the following:

· Basic monthly payments ie. £50 per month for two years = £1,200

· Performance related, e.g. 1st place in national event - £200 bonus, Top 20 - £500 bonus etc.

· Media related, e.g. coverage in local paper - £250 per mention of sponsor or branding visible.  Be careful in structuring this; if branding is key, ensure you get more credit if you make the front page of the Times!  This method will require vigilance and awareness on your part to know where and when an article may appear.

The Agreement

Take time over this as it is the most important in the start of any relationship and is a fallback in case of any future issues. Once you are in a good sponsorship arrangement, you should not need to look at the agreement again….they say it should stay in the bottom draw!

· Always get a commitment in writing

· Write down everything that you agreed (make notes during your meetings)

· If possible, ask a lawyer or solicitor to look over the agreement before you sign it.

· Take advice on what you are committing to

· Do not commit to anything you cannot be sure to deliver; don’t make promises you can’t keep

· Keep it simple; avoid too much legal jargon

· Make sure they are aware of other sponsors that may be involved, e.g. competition/event sponsors, national team sponsors, Olympic sponsors etc.

· The important thing is to have a clear statement of what you and the sponsor have agreed

Useful tips

· Start locally in your area, e.g. don’t bother writing to Ford UK unless you are in the top 1% of sports stars.  Try local garages first

· If you are currently working, your own employer is a good start (time off is often a key to such a sponsorship)

· Find the contact in the company you want to approach through friends, if you can

· Ask friends/relatives where they work and if they have any contacts

· Ask in your sports club if anyone has any contacts

· Find someone in a company who has an interest in sport, e.g. the Chairman may be a rower or keen swimmer, or have children who are keen on gymnastics etc.  This is where research is vital

· Consider a group of local companies/business people who may all contribute to a fund

· You could run a fundraising activity with your local community, e.g. the Scouts or Round Table to help send you to a major event.

SECTION FOUR - HOW TO KEEP A SPONSOR

What is a sponsor looking for?

Every company is different, and has different needs, objectives and levels of expectations.  These must be carefully managed. They may want any or all of the following:

· Visibility, exposure at events/ competitions

· Exposure for their product/equipment, e.g. kit, racket, sunglasses

· Access to events - tickets, hospitality etc.

· Link to the specific sport through its imagery, e.g. speed, strength, water etc. (see Section 6)

· Use of athlete as an endorser of their product or to make appearances, for advertising, etc

· Community links, i.e. show they are involved in their local area

Communication

This is critical and can often make or break a sponsorship.  Keep a sponsor regularly informed about what you are doing and what is happening.

· Send a monthly report on your activities, results, upcoming schedule, no matter how minor

· Keep a record of all your press coverage

· Inform a sponsor in advance of events in case they wish to attend

· Meet with them two/three times a year, depending on how involved they wish to get

· Be proactive


This may seem a bit of a bind and extra hassle but it is the most important element to the sponsorship

Media

Press coverage is key.  Develop a relationship with your local papers, radio and television stations.

· Speak to the sports journalist regularly

· Send in results; tell them where you are competing

· Talk to your local radio stations and build up a relationship

· Talk to your local television station; they are always interested in local stars.  With digital television everyone is looking for stories

· Always tell your sponsor when you are likely to get coverage so they are prepared

· Tell sponsors if the event in which you are competing is televised

· Keep copies of all press cuttings

· Ask radio and television stations for a tape of your interview, most are happy to do this, but ask BEFORE you do the interview so they can put a tape on!

· Keep a log of your interviews on radio and television, e.g.

	DATE
	Media
	DETAILS


	DURATION

	11 November 1994
	Tyne Tees Television
	Interview with Tony. 

Coverage of training session


	2 minutes

	21 Jan 1995
	BBC Radio South
	Interview with Tony


	10 minutes


Develop these relationships with the media BEFORE you have a sponsor; it shows initiative and helps raise your profile in the local area.  Therefore it gives you something to sell.

Ideas

Here are some useful tips gathered from talking to athletes and sponsors alike.

POSTCARDS

Send a postcard to your sponsor from your trips or

competitions

MEMORABILIA
Give a sponsor some signed kit or other memorabilia.  They can use this for competitions among staff, fundraising etc.  Either signed by yourself or other athletes at the event.  Frame it if you can, it’s worth the extra money spent.

THANK YOU’S
Remember to write and say thank you after successful events “Without their support you would never have done it”

COACHING

Offer staff some coaching sessions in your sport

MEET
If a sponsor attends your event, make the effort to see them whether you WIN or LOSE.  If you do lose there is no need to have an attitude with your sponsor; they know how bad you feel

INTERNET
E-mail your sponsor if you can, update when you are away

Community Links

Working in your local community is always good for a sponsor it provides them an involvement in their local area, gives you profile and builds your awareness in the local area:

· Work with local clubs, in sports and others

· Work with schools in your area - involve your sponsor (unless their product is not appropriate for schools, e.g. credit cards, alcohol)

· Link with the local press for a special coaching session for local children or adults

· Offer prizes for schools, courtesy of your sponsor, e.g. clothing, equipment, tickets to events

· Make an effort


IMPORTANT – KEY POINTS TO REMEMBER

As an elite athlete entering a sponsorship there are some key points to remember:

Respect

This is a critical factor in all sponsorship.  You must have respect for your sponsors and those of others.

· Be professional at all times

· Do not ignore event/competition sponsors as without them, you would not be competing

· Do not ignore National Team or Olympic sponsors as they too are critical to your success

· Each sponsor has their time for exposure and a piece of the action, make sure your sponsor understands this (most do).

· Be loyal, but not at the expense of others; that is unprofessional

Hard work = Success
Sponsorship is not something you enter into lightly.  Be prepared to put in the commitment and time needed to make it a success

SECTION FIVE – OLYMPIC ISSUES

Team GB - The Great Britain Olympic Team

Team GB is the Great Britain Olympic Team.  Every two years the Team represents Great Britain in the Olympic Games or the Olympic Winter Games. The Team is selected from the best sportsmen and women in England, Scotland, Wales, Northern Ireland, The Channel Islands and the Isle of Man to compete in 28 summer and 7 winter Olympic sports at arguably the greatest sporting event in the world. Team GB is The Team for all of Great Britain on the world’s biggest stage.

The British Olympic Association

The primary role of the British Olympic Association (BOA) is to assist Team GB sportsmen and women to compete at their best for Great Britain in the summer and winter Olympic Games. In addition the BOA is responsible for developing and protecting the Olympic Movement in the United Kingdom at all levels. 

The Olympic Sports

There are 35 Olympic sports which participate in the Olympic Games.  The sportsmen and women who are selected to participate at the Olympic Games become members of the Great Britain Olympic Team, Team GB.

There is only one Olympic team; The Great Britain Olympic Team.  There is not an Olympic swimming team or an Olympic rowing team. The individual sports join to become Team GB, The Great Britain Olympic Team.

Funding for Team GB

Team GB and the BOA receive no funding from government or lottery to support Team GB’s participation in the Olympic Games. The extensive costs associated with travel, outfitting, preparation camps, accommodation and other services to the Team are all funded through revenue generated by the BOA on behalf of Team GB and its governing bodies. The funds generated by the BOA are essential to Team GB’s success, and are derived from corporate sponsorship, licensing, and a nationwide fundraising appeal.

Corporate sponsors and suppliers acquire, exclusively from the BOA, the right to promote themselves as a sponsor of, or supplier to, Team GB in the United Kingdom. These rights entitle them to use Olympic terminology, the Olympic logos, symbols and images of the Team in a wide range of commercial activities as authorised by the BOA.  This includes advertising, employee reward and recognition schemes, sales promotion and incentive programmes in the United Kingdom.

Protection of Olympic Rights

In order to assist the BOA in raising the funds for Team GB, there is now an Act of Parliament that protects all Olympic symbols, terminology and logos, such as the Olympic rings. This includes the words Olympic(s), Olympiad(s) and Olympian(s), thus precluding any commercial company or individual from using the symbols or words in any promotion.  This act is known as the Olympic Symbols, etc (Protection) Act, 1995.

Neither Governing Bodies nor athletes may grant rights over the Olympic symbols, logos or words Olympic(s), Olympiad(s) or Olympian(s) and therefore National Team sponsors or individual athlete sponsors do not have any right to use them. When talking to sponsors make sure they are aware of these rules.  They will be sponsoring you or your sport.  It will not be an Olympic sponsorship.

The BOA receives significant sums of money by granting Olympic rights to its sponsors and these funds benefit all Olympic sports.  The BOA therefore has to ensure it takes appropriate action against companies in breach of the legislation.

The BOA understands all athletes need their individual sponsors but these companies may not infer, by any association, that they are sponsors of the Olympic Team or Olympic Games in any way.  This includes using any of the Olympic words or logos referred to above.

What You or Your Sponsor Can’t Do

What you or your sponsor can’t do is straightforward. Unless you have the express authority of the BOA then…

	Don’t
	Imply any association with Team GB, the BOA, the Olympic Games or the Olympic Movement



	Don’t
	Use, attempt to use or modify any Olympic logos, symbols, motto or use the terminology - Olympic(s), Olympian(s), Olympiad(s)



	Don’t
	Use, attempt to use or give away any Olympic Games tickets in any promotion including staff and distributor incentive and reward schemes.



	Don’t
	Use your image or name or group of Team GB athletes to imply an association with Team GB or the Olympic Games 


These simple rules apply to all business activities including advertising, brochures, press releases, promotions, staff programmes, trade incentive schemes and publicity.

What You or Your Sponsor Can’t Use
The Olympic Movement has developed, protected and has rights to restrict the use of many unique and powerful logos, symbols, words, images and concepts.  These include:

· Team GB and BOA logos

· The Olympic rings

· The words Olympic(s), Olympiad(s), Olympian(s)

· The motto “citius, altius, fortius” and its English equivalent “Faster, higher, stronger”

· The Olympic flame

· The Olympic medals

· The Sydney 2000 Olympic Games logos and mascots
· Team GB Cl
All of the above, as well as other Olympic symbols, property and terminology, are protected items of intellectual property. In the United Kingdom these protections are governed by the Olympic Symbol etc. (Protection) Act 1995, the BOA’s trademark registrations and common law.  Any unauthorised use of the BOA’s protected intellectual property is strictly prohibited and will be subject to a number of legal penalties that the BOA will enforce.  These penalties include the award of injunctions, account of profits and damages.  There are also criminal sanctions under the Act.

If in Doubt

If you or your sponsor are in doubt about whether a promotion or activity may be in breach of Olympic legislation please give the BOA Marketing Department a call in the first instance.

SECTION SIX - FURTHER INFORMATION

For further information relating to sponsorship please do not hesitate to contact the BOA Marketing department.  Other useful number are listed below:

	NAME
	ADDRESS
	TELEPHONE / FAX

	BOA 

Marketing department
	1 Wandsworth Plain

London SW18 1EH
	Tel:   020 8871 2677 x207/235

Fax:  020 8871 9104



	Institute of Sports Sponsorship
	Francis House

Francis Street

London  SW1P 1DE


	Tel:   020 7233 7747

Fax:  020 7828 7099 


COPYRIGHT
British Olympic Association 




        May 2002

1 Wandsworth Plain

London

SW18 1EH

SPORTING IMAGES

	SPORT
	IMAGES ASSOCIATED



	Archery
	skill, accuracy

	Athletics
	strength, power, single minded, glamour, speed, focus

	Badminton
	fun, participation

	Baseball
	teamwork, “Americana”, tactics

	Basketball
	teamwork, lifestyle, height

	Biathlon
	winter, endurance, accuracy, control

	Bobsleigh
	speed, strength, power, technology, courage

	Boxing
	battle, aggressive, strength

	Canoeing
	outdoor lifestyle, excitement, courage, wet

	Cycling
	speed, technology, endurance

	Curling
	grace, accuracy, focus

	Equestrian
	tradition, country, royalty, elegance

	Fencing
	tradition, duel, skill

	Football
	teamwork, excitement, inspire, action,

	Gymnastics
	agility, strength, grace, youth, co-ordination, flexible

	Handball
	teamwork, skill, tactics

	Hockey
	teamwork, tradition, tactics, skill

	Ice Hockey
	teamwork, courage, skill, speed, rough, excitement

	Judo
	tactics, agility, skill, focus

	Luge
	guts, determination, courage, ice, speed

	Modern Pentathlon
	diversity, endurance

	Rowing
	tradition, quintessentially English, team, individual, strength, power

	Shooting
	accuracy, control

	Skating
	grace, agility, balance, glamour, co-ordination

	Skiing
	winter, speed, balance, cold, courage, excitement

	Snowboarding
	lifestyle, youth, colour

	Softball
	teamwork, “Americana”, tactics

	Swimming
	water, strength, participation, endurance, leisure

	Table Tennis
	fun, participation

	Taekwondo
	strength, discipline

	Tennis
	duel, dynamic, gladiatorial

	Trampolining
	agility, grace, bounce 

	Triathlon
	endurance, stamina, ultimate challenge

	Volleyball
	Indoor: teamwork, skill, tactics

Beach: lifestyle, fun, sexy, summer

	Weightlifting
	strength, power, muscles

	Wrestling
	strength, competition, aggression

	Yachting
	speed, power, technology, water
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