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Submitted by Dr Dion Klein

The Sponsorship Summit was organised by the Sponsorship Unit, a private company based in Victoria.  Overall, it was an excellent summit that focussed not only on sponsorship topics but also philanthropy and cause-related marketing.  It was a very practical-based conference with those presenting having vast amounts of experience within the field.  One of the most interesting presentations on sponsorship was by Ben Hartley from the Guggenheim Museum.  He creates/raises $13 million per year in sponsorship for the only international museum in the world.  Other key notes from the presenters are list below:

Sponsorship Research by Martin Hirons, Sweeney Research

· if you approach a potential sponsor one month prior to when you actually need the money, very rarely will you get it (depending on the amount)

Building an Effective Cause Related Marketing Program by Brian Scarsbirck, Landscape Australia

· consumers buy the company behind the brand rather than the brand itself

· a company develops a relationship with a cause to obtain a mutual benefit

· recent research shows that one-half of Australian companies need to give more to causes; 88% believe companies should widely publicise any such involvement to the mainstream community

VISY’s Approach to Sponsorship & Philanthropy by Richard Pratt, A.C.

· This was an “extremely excellent” presentation and very inspirational

· Companies should put philanthropy into their business because (1) it attracts stakeholders, (2) builds a reservoir of goodwill, (3) keeps the company in touch with the real world, (4) helps build strong communities, (5) it’s the right thing to do (enlightened self-interest).

· 80% of Australians attend at least one cultural event per year versus 45% that attend one sporting event.

· If companies are not backing arts as well as or as much as sport, they are missing a huge opportunity.

· Niche marketing is the way of the future.

The Guggenheim and Hugo Boss - Business & Art by Ben Hartley, Guggenheim Museum
· Through Hugo Boss’ research, they found that men were attending more arts versus sport - there was a broadening interest in cultural event among men of achievement.

Sponsorship of the Public Sector - Nick Wholanin, Independent Commission Against Corruption

· Use expressions of interest to obtain sponsors - the public interest is best served by making sponsorship opportunities widely known

How Sponsorship Can Effect Both the Sponsor & Sponsored Brands - Martin Hirons, Sweeney Research

· Evaluation of the Sponsorship is critical.  Five core questions are: (1) How visible was the sponsorship? (2) Did anyone notice it? (3) Did it change the brand image? (4) Did it see more product? and (5) Did we renew it?

The Future of Society as we know it and its effects on Marketing and Communication - futurist Richard Neville

· We need to look out the window and think outside the box.

· Time, distance and boundaries seem to constrain our development and growth (personally and organisationally).  This needs to end in order to advance into the millennium.

· The door to the new millennium is also the door to the new way of doing business including social responsibility and the empowerment of staff (eg., their should be no secrets among any levels of staff/administration, open door policy)

· We need to embrace the future by creating the future.

The Two Lies and the One Absolute Truth of Sponsorship Evaluation - Peter Thompson

· Two great myths in evaluating sponsorships: (1) brand exposure has a value than can be measured in dollars, and (2) sponsorship awareness is a measure of sponsorship effectiveness.

What Top 50 Companies Expects from Sponsorship - Maida Beale, Dairy Farmers

· The top three expectations are a significant marketing advantage and goodwill generated towards the sponsor and a cost-effective alternative to mainstream marketing.

How to Write a Proposal I Would Read - Edward Geldard, The Sponsorship Unit
· Most big businesses will give a sponsorship proposal 10-30 seconds for it to ‘sell’.

Sponsorship - No Passion - No Value - by Bob Miller, Australian Street Consulting
· Staff resources are very important in sponsorship and they need to know what is going on.

· Middle management is the enemy of forward movement; Top management is the arch-enemy of forward movement.

How Commercial Can Local Government Be? - Janet Campbell, Adelaide City Council
· Local government is moving away from grants; therefore, sponsorship is becoming more important.

Lessons/Ideas for a University to Consider:

1. If departments/centres intend to conduct any conference or guest speaker series or an event of any kind, they need to plan well in advance and create a list of potential sponsors to approach.

2. Sponsorship proposals should incorporate cause-related marketing (ie., 'giving' to the University) that would both benefit the University and the business.

3. The University should consider sponsoring/giving to organisations to increase the profile of the University as well as helping other local organisations.  There was another presentation of a not-for-profit/charity that also gave to other organisations which raised their profile and goodwill in the community.

4. The University may consider placing an advertisement seeking expressions of interest to sponsor various programs throughout the University.  One never knows who may apply.

5. What advantages do potential sponsors receive by sponsoring a University program?  Do they really gain marketing advantage and goodwill?

6. A University must create the future instead of waiting for it to happen.

7. What would happen if there were no secrets within the University (as suggested by Richard Neville) where everyone knew everything that was going on within the University?

8. What evaluation reports are given to the sponsors to ensure they are getting their money's worth and how is the sponsorship evaluated?

9. Place the responsibility of seeking smaller sponsorship for programs at the Subject Convenor level or Heads of Departments or to those that are interested in creating money and opportunities.  By releasing some time for them to pursue this, more money may be created in promoting their own program.  

10. With the tightening of dollars within the University, it is imperative to think outside the box and be creative in attracting and creating money.  

