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1) Event
2) Audience: Collecting audience data and knowing your patron is the lifeblood to your sponsorship sales. If you
don’t know your audience, then you don’t have anything to sell. 
3) Prospect: Use your audience data to guide your prospecting. Making sure that your audience is the right match
for your prospective sponsor is key.
4) Introduction: Once you have identified your prospects then it's time to introduce them to your event. This is the
time that your introduction deck would come into play. This NOT the time to send a proposal or pricing.
5) Appointment: Secure an appointment either in-person or over the phone to discuss what the prospect wants to
get from their sponsorship.
6) Discovery: This isn’t the time to sell, this is the time to listen. What are your prospects expectations and goals, and
how will they measure if you actually achieved those goals?
7) Proposal: Now is the time to take the information you learned in discovery and build a proposal based on the
prospects goals for this sponsorship. 
8) Negotiation: After you present your proposal, there may be back and forth until you reach a partnership you can
both agree on. 
9) Agreement: You must put your terms into an agreement. It is important that both the sponsor and the event are
clear in what is expected on either side. This eliminates confusion and disappointment on both sides. 
10) Fulfillment: Fulfillment is the process of making sure the event is keeping up its end of the bargain. Many
people may be involved in fulfillment but there should be one to three people dedicated to making sure all the
boxes are ticked when it comes to doing what you agreed to! 
11) Event: It's that time again of little sleep, lots of stress and smiling faces! Use this time to take lots of photos of
sponsorship activations and collect the data that you will need for recapping. 
12) Recap: Just because the event is over doesn’t mean your job is. Within 2 or 3 weeks make sure to debrief with
your sponsor to find out what feedback that might have about the event and if there is anything they would like to
do differently. This is also the time to share a recap that provides proof of your performance.  Doing this final task
will make things much easier for when you start the process all over again.
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