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Objectives

On September 20th, 2002, Communication Canada held an Industry Roundtable to discuss their new sponsorship concept. Eleven private-sector sponsorship experts and five representatives from Communication Canada attended. 

The objectives of the Roundtable were to:

· Gain a better understanding of sponsorship in the private sector, e.g., exploring the tools and procedures for project selection and evaluation; how corporations determine sponsorship rights and benefits, leverage sponsorships, etc.

· Test the new sponsorship concept as a sound, strategic foundation for the new Sponsorship Program

· Develop new relationships with key private sector sponsorship leaders.
Methodology

· Participants were recruited by D-Code based on their roles as decision-makers within the sponsorship function of their organizations.  (A complete participant list can be found in Appendix A)
· Participants each took part in a telephone interview prior to the Roundtable.  Topics probed during these discussions were: 

· What are the top three challenges in your department?

· What is your organizational structure regarding sponsorship duties?

· Are sponsorships managed at a national, regional, or local level?

· Who is responsible for the management of sponsorships?

· What are your sponsorship budgets?

· Private sector participants, Communication Canada representatives, and D-Code facilitators all then convened in Toronto for the Roundtable discussion. 

· Each leader participated in a follow-up interview to further probe areas of discussion.
Telephone Interview Results

D-Code conducted preliminary interviews with all Industry Roundtable participants in order to determine the top sponsorship challenges their organizations face.

Summary of Sponsorship Challenges:

Measurement of Sponsorship Outcomes

· No real benchmarks or standardized measurement tools are currently in place in the sponsorship field. 

· Measurement of the direct consumer impact of sponsorship efforts is perceived as being very difficult, and there is a feeling that there is a need to “go beyond visibility measurements.”

Selecting exclusive and customized opportunities

· Although exclusive or customizable events are considered the ideal sponsorship arrangement, it is difficult to find these opportunities.  

· Additionally, sponsorship organizers do not do enough to position events in this way.

Ensuring alignment to both brand and business strategies

· Charitable events and general public opportunities should support overall brand development, while focused events (i.e. business to business) should satisfy a specific business need.  
The structure of sponsorship decision making and implementation

· Centralized decision making is frequently at odds with a decentralized (local/regional/business unit) implementation structure.

· This organizational structure often results in inconsistencies in local implementation tactics.

Selling the value of sponsorships internally

· Fierce internal competition for funding, and a low organizational awareness of the advantages of sponsorship, create an environment where gaining internal organizational support for sponsorship is difficult.

Activating an event beyond rights and benefits

· Internally, staff need to be re-motivated every year to ‘do something different’.

· Externally, organizers are not doing enough to sell activation opportunities.

Roundtable Learnings

(1) Sponsorship Selection Criteria

“A sponsorship program is only as good as its selection process.”

Key Success Factor: It is essential to establish the objective of the sponsorship before the selection process occurs. 

· The early establishment of objectives is necessary to ensure that selection criteria correspond with the variables to be measured at the conclusion of the event.

· “There are a plethora of events available to sponsor, you need to have a reason for doing it - hard and fast objectives - so people can see at the end of the day that it achieved those objectives.”

· In establishing objectives, it is vital to differentiate between sponsorship and donations: each serves a different purpose and function. Neither can be effectively managed without a clear distinction between the two

· Establishing the profitability of the event as a sponsorship objective varies by business model, but is never the prime driver of the sponsorship decision. 
· Brand awareness and loyalty are usually the primary goals, especially for those with service offerings.
Key Success Factor: Ensure the sponsorship property fits well with your brand strategy.

· Ensuring this fit includes reviewing the sponsorship’s suitability based on the following factors:

· Brand association and communication

· Business development (sales), and audience numbers: market growth vs. market maintenance opportunities

· Potential as tool for employee engagement

· Media exposure

Key Success Factor: Elect to select and activate fewer, better.

· The ideal is to ‘own’ the event – this allows more control and the ability to shape the event to an optimum brand fit.

· Owning fewer events is more valuable than having a small presence at a multitude of events.

· The size of the event is less important than the impact on accomplishing your objectives.

Secondary Selection Criteria Success Factors:

Timing of events

· The necessary lead-time to sponsor an event depends on the level of financial participation, details of activation, the presence of a time-sensitive promotion, and whether there is a long-term commitment to the event organizers

Quantity vs. Quality of the event participants

· Events with actively engaged participants are preferable to those with a passive audience as brand awareness and recall will likely be better.

Professionalism of the event

· Both the professionalism of the event organizers and the public’s perception of the event as ‘professional’ have an impact on the effectiveness of the sponsorship

Length of the contract

· In order to ensure brand message consistency and to maximize organizational efficiency, long term contracts are preferable to ‘one-off’ or short-term contracts 

Balancing the sponsorship portfolio

· Sponsorship selection is influenced by the objective of reaching various audiences with different messages, thus a ‘portfolio’ is needed

Develop internal capabilities that can work effectively with third parties

· Many organizations have experienced staff dedicated to sponsorship – this can maximize consistency with corporate objectives and the sponsorship results

· Need to understand both internal and external (third party) capabilities.

(2) Maximizing and leveraging the sponsorship investment

In general, the amount spent on leveraging the sponsorship is more important that the amount spent on the sponsorship itself.

Key Success Factor: Ensure that activation of the property is relevant to the brand messaging

· Effective activation cannot be ‘just a logo’: ensure that that the relevance of the sponsorship is clear to the audience

· Ensure that it is clear who the sponsor is (i.e. the ‘Government of Canada’ or ‘Canada’?) and why they are there: develop the meaning behind the presence
Key Success Factor: Ensure consistency by assuming control of both the event and the message

· “Remember that as the sponsor you are often better equipped to communicate your message than the organizer of the event.”
· It is preferable work with event organizers in a partnership, rather than ‘handing over a check’.
· Event ‘ownership’ or exclusivity is preferred: this allows the sponsors to influence the organization and branding of the event
· Control your own messages; don’t rely on the property (or the volunteers running the event) to assume control of this
· Ensure that there is only one key message
·  Tactics for increasing ownership include:
· An ‘official’ designation: “the official _____ of the event”
· When fully owning an event isn’t possible, try to own a smaller property within it
Key Success Factor: Be prepared to spend more on leveraging the sponsorship than on the sponsorship itself

· “True sponsorships are those that can be leveraged fully”
· Create situations where the relationship can be promoted and maximized by various stakeholders: the sponsoree, employees, customers, etc.

· Ensure that all sponsorships reinforce corporate objectives/branding

· Engage employee volunteers to support the sponsorship: they are your best ambassadors   

· Leverage replication in events: e.g. the tactics used at the Toronto Film Festival will work at the Edmonton Film Festival as well

· Partner with other complementary sponsors for synergy

· When no competition exists, the majority of funds should be spent on communicating “why you are there”  and programs/products, as opposed to general brand awareness.

(3) Measurement of sponsorship campaigns

Sponsorship is difficult to measure because there are no standardized measurement tools, and because it is difficult to directly tie sponsorship to increased sales.

Key success factor: When determining what you are going to measure, return to the goals and objectives established at the selection phase 
· The more focused the objectives, the easier it is to measure the outcome of the sponsorship

· Measure each factor against all the audiences you are trying to engage: 

· Like advertising, sponsorships influence a multitude of stakeholders: the community, employees, current customers, etc

· Measurement is particularly difficult for services: loyalty and attitudinal changes must be tracked over time

Key Success Factor: Ensure measurement occurs in partnership with the event organizers

· If event organizers conduct their own research, influence questions that are  included as part of the sponsorship agreement

· ‘Post-mortem’ discussions with organizers are necessary to reveal both subjective and quantifiable learnings

· Sponsors should consider independent research if they question the reliability of the organizer’s own research

· There are various measurement indicators that can be used. These include:

· Establishing  benchmarks for branding, reputation, and corporate image

· Tracked prior to and following sponsored events

· Determining the dollar value for media coverage

· Tracking of revenue trends or program use before and after the event

· Website or 1-800 phone traffic

· Product/services sold at the event

· Common measurement tools include:

· Contest participation and coupon redemption

· Customer satisfaction surveys

APPENDIX A - Participant List
· Sears Canada

Heather Jones - Corporate Marketing Manager, Event Sponsorship & Cause Marketing

· CIBC

Dean MacNeil - Senior  Consultant, CIBC Corporate Sponsorship

· Labatt

Heather Maclean - Director of National Properties 

· Telus

Darcy Enick - Manager Event Marketing

· Royal Bank of Canada

Patricia Straker - Senior Manager, Sponsorships and Media

· Visa Canada

Jennifer Barnes - Senior Product Manager

· Second Cup

Mike Arsenault - Director of Marketing

· Bell Canada

Mary James - Associate Director - Sponsorships and Donations

· Corby Distilleries

Rick Kaczmarek - Ontario Trade Development Manager

· Molson Sport & Entertainments Inc.

Peri Luel - Vice-President, Partnership Programs

APPENDIX B - Agenda

Charting the Future of Sponsorship for Communication Canada –

Industry Roundtable

SkyDome Renaissance Hotel - Raptor Room

Toronto, Ontario

September 20, 2002

Breakfast: 7:30 am

Meeting: 8:00 to 11:30 am

Agenda

A. Welcome, Robert Barnard (D-Code) and Guy Bédard (Communication Canada)

B. Introduction of participants and their respective organizations

(Plenary -- 15 minutes)

C. Review of Communication Canada and its new sponsorship concept

(Guy Bédard – 15 minutes)

D.  Identifying key challenges of the sponsorship function in your organization

(Plenary -- 15 minutes)

D-Code to review results of prep interviews on key sponsorship challenges

E. Topic One: Selection (Small Group – 40 minutes)

How does your organization select its sponsorships? What are the criteria?

F. Topic Two: Maximizing and leveraging (Small Group – 40 minutes)

How does your organization maximize the sponsorship once they have been

selected? How do you use people, media and other activation techniques to leverage

rights and benefits?

G. Topic Three: Measuring success (Small Group – 40 minutes)

How does your organization determine return on investment of sponsorships? Who

does the measuring?

H. Exploring the similarities and differences between the private and public sectors.

Is there a potential for partnership?

(Plenary -- 15 minutes)

APPENDIX C – ROUNDTABLE NOTES

Roundtable Notes – Table One

Roundtable Notes – Table Two

Roundtable Notes – Table Three

Communication Canada Sponsorship Industry Roundtable

September 20, 2002

Roundtable Notes – Table One

Topic One: Selection 

Company 1:

· Finds major sponsor that fit with their brand i.e. World class events. 

· They also select sponsors based on the products and services they are rolling out. At the same time taking into account the target markets the sponsorship will reach included various lifestyle segments. 

· With major investments you can try and send the same message to different lifestyle segments. 

· They also emphasize that sponsorships are long term investments.

Company 2:

· Makes sure that they clearly establish the target markets / business objectives before sponsoring events. 

· They also make sure to have a good mix of portfolio/community events and try a variety of different strategies and even do some research to find a fit. 

· A good fit is also based on demographic and psychographic fit (coffee, music, art, film, etc). 

· They also make sure to look at world class events (like the Toronto international film festival) and try to get the most out of those events. 

· They also emphasize looking at the sponsorship history of a certain event. 

· They also look for working with different levels of sponsorship but also emphasize that exclusive sponsorship is critical. 

· Synergy is a big thing for them, and also the reputation of the organizers of the event. 

Company 3:

· They want a lot of involvement from organizers of events. It is also important for them to conform to national and regional objectives in selecting sponsors. 

· National objectives come before regional objectives.

· There are many variables in selection. Because they are a pre-eminent brand, a lot of research goes into finding out people’s perception of the company. This information is used to see if various events match the brands. They also segment populations by constituency and needs before becoming sponsors.  They also differentiate between cause sponsorships and charities. These are handled differently by different departments. 

· Essentially they look at the brand participation (how much exposure will they get), the effective reach of the event, how can they generate pr, and whether or not it is easy to administer. 

· Company 3 and 1 have tried Sponsarium (web based program), which is only as good a criterion you put into it; based on weights/target markets.

Re: timing of events. 

· Timing is very important (according to everyone)

· Company 3 also notes that the necessary lead time to sponsor an event depends on: financial participation, activation, whether long term (3yr) commitment

· All participants also pointed out benefits to using employees. 

· Employee involvement: exclusive offers, some way to feel involved, build employee value index

Re: community involvement

· Company 3 suggests community involvement, set up community development teams in different areas.

· Made up of regional mangers; volunteer employees who function as a committee

· Give some employees grass roots decision making power to sponsor local events.

Company 4:

· Points out that applying for sponsorship is accessible to the public (through email and the web).  They also note that “you can’t do everything”. 

· Also tries to match events that build a brand with events that also drive volume of sales. 

· Last but not least - go with your gut

Company 3:

· Re: the handling of not-for-profit events

· Some see it as cause sponsored

· Donations department does this stuff

· Corporate donations are not handled through marketing

· Must differentiate between donations / cause marketing from sponsorship

· Perception of sponsorship of government is different than private companies

· Re: third party use

· Never give your fate to someone else; don’t let 3rd parties control your sponsorship.

· The results will never be the same using a 3rd party. 

· Quality of events better /worse by eliminating 3rd party?

· Very skeptical w/ company that ‘owned ‘ certain events. 

· 3 rd parties sometimes work both sides of the street, with other sponsors or with event organizers.

Topic Two: Maximizing And Leveraging 

Company 4:

· Emphasizes that having signage, good visibility, licensee program for their products are factors in leveraging. 

· So are retail sampling, displays. 

· Knowing their target audiences

· Having material at point of sale and to engage the staff/employees

· Employee benefits: give employees access to dress rehearsals, incentives, employees are your best ambassadors 

· Leverage everything you can across the board.

Company 2:

· Frames their leveraging tactics around minimizing expense, maximizing exposure. They also have a lot to say about leveraging their sponsorship.

· They also emphasize repeating events; and duplicating sponsorship programs (e.g. Tactics for the film festival in Toronto will work in Edmonton as well)

· Integrate brand into sponsorship (such as the Toronto film festival)

· Lot of event sponsorships are ‘contra’ – such as providing second cup coffee to those at a  press conference

· Go for official designation for maximum leverage. ‘the official… of the event’

· Integrate the event sponsorship in stores or wherever you can. 

· Create unique experience; be a presenter at events

· Make sure that your sponsorship information is paralleled online as it is at the event. 

· Partner w/ other sponsors  for synergy 

· Finally they suggest sponsoring key components and build impact

All participants:

· There was agreement on having an organized post-mortem/debrief after the event. 

· All companies agreed and mentioned leveraging their people/employees.

Company 3:

· Uses their employees as volunteers and staff for events and to help organizers. 

· The companies point out that you can engage employees, but experience has to be positive for it to work. 

· Sometimes employees end up running these events

· They are ambassadors of their brand; use them in activating products and services.

· Companies promote using 3rd party agencies in activation, because can’t ask your staff to do it all such as like sampling, putting up posters etc. 

· However when products and services are complicated, you need to use your own employees to explain them at sponsored events.

Company 1 and 3:

· The decisions for activation in small sponsorships must involve local/regional decisions

· Activate each opportunity as much as possible; but treat each case individually. 

· For ratios, you must get the all-in sponsorship amount (all the costs involved)

Company 2:

· A true sponsorship is an event that can be leveraged fully 

· Product placement is considered a small part of the sponsorship package 

Other key leverage factors

· Hosting the event

· Consumer/broadcast elements

· Retail elements, products

· People must get a unique experience that ‘you are there’.

· Impress that “this is important to Canada”

· Spend the money to communicate why you’re there.

· You can often communicate your message better than the organizing sponsor at the event

· Be careful of jeopardizing the event, keep message consistent w/sponsored event – choose the event wisely

· The key message should be one message, not 50/just one. 

Topic Three: Measurement

Company 2:

· Points out that a key point should be a  letter of agreement detail everything; hold organizer responsible

· Never pay sponsorship money upfront, pay in installments (1/3rds) 

· There are sales objectives to meet, and tools to measure lifts in sales. Furthermore: 

·  contest participation and coupons can be a good source of qualitative information

· Engage in permission based marketing

· Understand  the experience/fit w/our own employees

· Insist on post-mortem w/ organizers

· Customer satisfaction is a good example of success in the organization. 

Company 4:

· Quantitative results are difficult; they try to incorporate retail sales at the event itself. 

· It also depends on what the objectives are before sponsorship

· The more focused objective, easier to analyze outcome

Company 1: 

· The need to need to allocate money to do pre-research and post research

· Test brand attribute and create a book of norms: establish benchmarks

· Conduct online research (representative of your whole market)

· Methodologies must be consistent in testing and surveying across events and online.

Company 3:

· The organizer must also be accountable in getting measurement data

· They must be doing this automatically

· Re: third party use: has used in house or research consultants to develop these processes. 

· The government uses a specific test used by auditor general; polling type issues are difficult to read

· Test don’t adapt well

· In general, according to all the companies, sponsorship events are more effective than advertising; should be easier to measure

Communication Canada Sponsorship Industry Roundtable

September 20, 2002

Roundtable Notes – Table Two

Topic One: Selection

Company 1:

· Key is to identify where it (sponsorship) will fit within corporate strategy, based on the following factors:

· Media

· Business Development (sales, product)

· Brand – brand association, communicating brand

· May have many different audiences but they focus on key audience

· Retail, about brand – customers may be very generic, like Communication Canada's (‘Canadians’). Large customer base, want to maintain loyalty so driving loyalty to any sponsorship is a key criteria

· Some customers cost money, others make money – but loyalty is key, segmentation sometimes is necessary – small events, targeted events to make $

· Segmentation through Customer research group – i.e. Wealth Management customers are different than general customers (higher income, more $), so may require different sponsorship approach

Company 3:

· They, on the other hand, have a VERY targeted audience – Male 19-25  

· It has a ‘proprietary strategy’, when selecting events/properties, they MUST meet core pillars/criteria:

1. Connect to customers (Males 19-25)

2. B2B platform – ‘hectoliters’, how they measure success is the sale of beer for the people running the events

3. Connection to employees – sponsorship also about getting employees involved (4000 employees) 

· To ensure they meet criteria of B2B, employees and audience, it control the events – i.e. It will/may commission event-managers to create it, BUT they want to control the whole process – so it controls the look and feel of the property. Sponsorship is integral to connect with audience so need to control all 3 pillars – categorize, make it within the criteria.

· Sponsorship is therefore not just what the CEO wants, but must be what is within the criteria

· They are very aggressive about letting employees get involved, feel they’re a part of event

· Communication and accessibility for employees 

· I.e. Discounted tickets for staff – is something new, but makes a really big difference

· Has a formalized, systemized process to allow employees to submit ideas, requests for sponsorship opportunities – employees submit ‘fill in the blanks’ form through central intranet 

· “sponsorship is not about feel good philanthropy, but about connecting to the customer”. They is very locked into criteria – when selecting sponsorship, it’s less about ‘we should do this’, the question is ‘why’ – it MUST fit criteria and because of this rigor it is very successful 

· When it comes to the brand vs. Corporate, the connectivity to the brand is first. Number of groups need to be engaged in sponsorship – i.e. Brand managers play key role in activation so it needs to be a team effort – it won’t work if corporate comes down and tells Brands what to do

RE: “Ownership or Titling” …

· Ideal is to own the event – more control

· Backend research and measurement is key

· “Backend fuels the front-end”

· Need to ask: what do you want, what do you want to accomplish – that way they can look back over an event and be able to measure according to criteria

Company 2:

· Tries to balance its portfolio – selection is based on:

· Hosting opportunities/relationship building (for CEO, CFO, etc. AKA “C-sweet”); 

· Revenue opportunities – sale of product and services within the event (helps with measurement)

· Employee engagement – employees can get involved with their customers

· Product and Service integration

Company 1:

· Strategy is to Build Brand, Build Relationships, Build Business

Company 2:

· They consider media buy, # through the gates, location of event (key growth area vs. Established market/Toronto)

· All agreed media is key – how much they could generate through an event

· Volume vs. Quality of participants

· I.e. How committed participants are in event/how excited audience is – active vs. Passive audience – want active, quality participants

· “Buying new property” is a huge investment up front – investing in front end so connect brand to property, e.g. Co-branding, 

Company 1:

· Certain events are better than others – i.e. they’re better at organizing the event – there’s nothing worse than a dive event. Fewer partners are better – fewer partners mean more value to sponsors, more direct involvement/control

· “Title it or don’t buy it” – or if not title, it owns a part within property

· E.g. title the Community Teams – align brand with certain subgroup of property

Company 3:

· For them, they want “proprietary properties”:  it’s not just a partnership, but a sponsorship

Company 1:

· Doesn’t do sponsorships this way (so many people come to them), but it wants to move in this direction. They took over marketing operations of their biggest event – more consistency in the brand connect, i.e. They knew better than event organizers who, where and how to market to core audience

· Sponsors few events and does them well

RE: money losing events – taking a ‘loss’

· Important note: they all face tremendous pressure for sponsoring events


· Company 1 has ‘slush fund’ budget for funds that don’t fit into strategy – i.e. That may take a loss – this could be 10% of the sponsorship budget – it’s a small amount for events that don’t connect to brand/strategy but pressure to do it (from CEO?)

RE: Third Party? I.e. how much is farmed out?

Company 3:

· The company plays a key role in establishing event – in-house department, full-time dedicated staff to do sponsorship – Marketing Asset Department – but also balanced with their agency. It’s often on a case-by-case basis – sometimes agency drives it, sometimes Molson

Company 2:

· Also has a dedicated department – more effective to have internal talent 

· KEY: invest in internal capability – if you don’t have the skills/talent, then get them 

· Why go to outside group and pay agency when you could invest in internal group 

· Participant has experience both internal and external – so can see why important to do it internally – to have a strong internal team/skills

Company 1:

· Not cost-effective for them to have it internal – for them it is a ‘team-effort’ – they arrive as the brand strategy and 3rd parties organize/execute

Topic Two Maximizing and leveraging (activation)

Company 2:


· Retail presence, revenue, unique hosting opportunities, website presence, contests, employee involvement, take out additional media 

· Not hard and fast rule – i.e. Whether it’s one to one – eg. Has 50% rule – for every $ they want 50% leveraged – includes media, communications

· Only one event they own – Canadian Tour (?confirm) in Edmonton  - can shape and mold however they like 

· Prefer owning the event – can control everything about it

· 100% control – but risk: financial, investment, need faith in people running the event that it will work out

· Need to make people understand the connection between golf events and the sponsor – since it’s not core business

Company 3:

· Portfolio balance between owned and sponsored event – a lot easier if you control the assets. Once you decide on the event, what are the things that will be the most effective with the money you have? If not 50% (for ex. If you have a 50% rule), than stop and don’t proceed any further. How much $ more each part of the criteria – can we move forward with it? Molson can be as high as 100-1. 

· Activation – process to figure out how to get to criteria … how to leverage funds to achieve goals.

RE: Long-term vs. Short-term – Activation:

· Need long-term commitment to properties – a 3-5 year approach in sponsorship business plan – e.g. Expand program out per year to community. This establishes recognition and recall. Make a commitment, believe it in, and stick to it. For instance, work on activation plan for 2003/2004. Not enough time to work within a 3-6 month window – cost goes up, can’t accomplish everything, etc.

· Think in terms of investment. Long-term planning in activation is key. It should be seen as core discipline in business plan. 

· Life cycle – Build it up, it peaks, then declines so move on to something else. Sponsorship doesn’t achieve big hits year one. Year one planning is what do you want to do.

· Certain causes are different:  There is no ‘exit strategy’. They can’t pull out when it’s no longer popular. It’s about finding the cure, so that will determine ‘exit’. Otherwise it’s diminishing importance of cause.

RE: Media/External Communication:

· Recommendation for Communication Canada to hire outside media relations company – i.e. Not what news media wants to write about the event, but what company wants to project. You can then be more creative and have control over media – not have it control media.

· Control own messages, even if property doesn’t want you to. Activation MUST be controlled by the brand. Connecting to the audience is the brand’s responsibility – not the property’s. It may mean connecting to an audience the property doesn’t think/know.

· If a Communication Canada doesn’t own the whole event, own something smaller within it – i.e. Create something unique within an existing event

· Create media relations/sponsorship kit for volunteers/event managers – take activation out of the hand of ‘amateurs’ (volunteers) – volunteers don’t/shouldn’t have to create all that info (media, marketing, etc) – make it easy for regions/smaller events. Consistency is key!

· E.g. CD, standardized press advisory, etc. – visual representation

· “Activation on-site” – i.e. Brand people/PR/Public Affairs/Sales someone should be at event to ensure consistency and report on event. E.g. Gatorade always has staff on-site to set up logo, etc.

· Brand/sponsorship Team manages execution  - even if a small, spread out events – DON”T leave activation to outside people – YOU want to manage the event and activate marketing/brand. Have staff there – make it an exciting presence – not just a banner. 

On Brand Canada:

· Confusion. Who is the sponsor? Is it Government or Canada? Sense that it is Government, which means there is no connection. Shouldn’t sense that it’s “brought to you by government of Canada” but rebrand as Canada (what Communication Canada wants to do – e.g. Wordmark).

· Who is target? What events are they at? Take product and service and make it relevant to audience. Feeling that sponsorship by Canada is by default – i.e. Event couldn’t get $ from anyone else. Communication Canada should get behind big events and promote it, communicate it to target, communicate different brands to different targets. Develop meaning and ACTIVATE … i.e. 1-800-gocanada. Who knows about this??

Topic Three – Measurement

Company 2:

·  Indicated some key ways to measure event:

· Media: they put a dollar value on the amount of media the event drew

· Revenue trends: they track revenue trends after event

· Website: how many hits to the site

· Revenue: sale of product and services

· Track, monthly reports – establish a baseline and track. For instance, how do you track community investment/cause marketing? Track it. Check in with employees to gauge which charities are important

Company 3:

· Start with subjective measurements (interviews with key people in Assets Management) and then proceed into quantitative measurements. They need to create a new process in measurement – finite, methodical. 

· Need to ask each audience you’re trying to engage: consumers, clients and employees. Ask the questions – do the research, for instance, this type of discussion is very valuable. Company 3spends a lot on research for sponsorships – they’ve selected the property for the long-term, so it’s in their interest to improve it

Company 1:

· For company that deals in services, measurement is more difficult – i.e. not necessarily measured by increased sales. They want attitudinal changes, to make an impression on public.

· Use research/measurement tools such as Cormex and CompuServe

RE: Long term planning …

· Need to think long term. Define success up front and measure against it each year.

· Need to have long-term strategy in place, but in short term consult brand managers on how to implement it.

· Involve brand managers in decision-making so if a change in staff they don’t have to start from scratch. Events are long-term so change of leadership should affect the long-term strategy. They have made commitments to the properties so they can’t walk away mid-way because a new manager doesn’t ‘get’ what this sponsorship is about.

PLENARY – Partnership/Collaboration 

· Universal measurement tool

· Potential to create a universal measurement – i.e. Industry-wide to create credibility in the medium – ie. Sponsorship is a medium that is much more strategic (than advertising) so need to show results are strategic by putting measurements against it and PROVE its effectiveness.

· Clarify role of Communication Canada

· It was pointed out that it’s great Communication Canada is taking this initiative, but it’s uncertain who to approach within the government – it’s not consolidated. Communication Canada claimed to be building toward it being the focus-point for all sponsorships

· Do fewer things and do them well

· Define objectives

· Define brand

· Identify issues to get away from – i.e. 3rd party, reaction to the problem may be the problem

Communication Canada Sponsorship Industry Roundtable

September 20, 2002

Roundtable Notes - Table Three

Topic One: Selection

Company 1:

· Three areas: strategic venues, regional opportunities, and national brand properties

· 1st step: working around the major restrictions re alcohol (i.e. Youth, skilled activities, etc)

· 2 models: 

· Quick screen: what are our portfolio needs? Brand /target alignment? Timing? (i.e. summer) fundraising capabilities? (i.e. To sell as much beer as they spend on the sponsorship)

· Relative value assessment: 100 questions, ranked. I.e.. Image and strategic fit? Promotion and presence? Sales/ revenue generation? Target audience? Event execution?

· Ultimately, it’s a gut decision, the models are used to justify the decision

· Models ‘add science to a soft business area’

· Structure: regional and local reps work with national office on regional properties

· Corporate vs. Brands:  most are associated with brands; corporately they use their ‘generic brand’

· Individual brands are not closely associated with corporate brand

· Do corporate branding  when the property is good but lacks brand image (i.e. Curling)

Company 2:

· Difficult because the target is women aged 25-54, but then you have individual, recognizable brands as well.

· There aren’t brand mangers, just ‘area managers’ (i.e.. Not ‘x brand manager’, but ‘hardgoods manager’)

· Company 2 is currently realigning its program: before, just slapped up its logo. Is now reducing and refocusing

· Doesn’t need to raise awareness, it does need to work on changing its image

· Structure: ‘be local, nationally’: let store managers be ‘local heroes’ by supporting local causes that fit within the national mandate

· Modeling on the McDonalds’ model: there is strong association between McDonalds and children’s charities, company 2 is aiming for this kind of cause ownership

· Won’t provide support for local properties that aren’t relevant nationally, but will allow them as long as they fall w/in the ‘cause umbrella’

· Hasn’t nailed branding yet, so it is difficult to get internal buy on sponsorship (still working on a model where they promote their products, not their brand.)

Company 3:

· Is a not for profit association of members who distribute their cards; is a brand and a system, not a product

· Selection obstacle: must separate sponsorship activities from those of their member banks; can’t be seen to favor the activities of one member bank over another

· Therefore, sponsorships are very broad and brand focused (i.e.. Film festivals: everyone loves movies)

· Company 3 also has almost complete awareness penetration, works to create brand preference 

· Two categories: international (Olympics, Disney, rugby), or domestic (film festivals, bobsleigh teams – a link to the international Olympic sponsorship.)

· There is no consideration of the profit potential (would be incremental and negligible) or brand awareness (already 100%)

· Goals: 

· Foster loyalty with benefits

· Appeal to the non traditional card holder

· Pass-through rights to member banks

· Offer tangible benefits to members

· Exclusivity

· Provide themes for promotions (i.e. Olympics)

· Tie to things we are already doing  ***

· Process: don’t actively solicit proposals or expansion

· Doesn’t get much internal attention, compared to advertising and promotions

Re: Communication Canada’s policies

· Third party ban:

· Not a good policy: throwing the baby out with the bathwater

· There is a benefit to third parties, they provide expertise

· Unclear what Communication Canada’s objectives are: program awareness? Brand awareness? (its not like there's competition)

· Criteria must be clearer

· Program promotion: programs as brands; can be more targeted this way]

Topic Two: Maximizing And Leveraging

Company 1:

· Goal is brand building

· Before the sponsorship, it is critical to write the action  plan: the program must be well educated

· The objectives are most important (to be established at the outset.)

· Timing: use 3-5 year deals (minimum) to grow activation plans and build equity

· Must understand the sponsoree’s business thoroughly in order to effectively match and maximize the relationship

· The rights fee is less important than the value you are getting

· Create a partnership, don’t just hand over a cheque

Company 2:


· Must be strategic: hence the importance of establishing goals

· Know what you want to achieve before you do anything; make you sure you can do what you want to do; no point buying rights to something you don’t need

· The ‘standard package’ may not be appropriate; must clarify goals

Company 1:

· The government has no competition, so why spend money on brand awareness

· Should spend majority of funds on program communication, and only the minimum amount necessary to get foot in the door

Company 2:

· Spend most of your money to leverage the sponsorship

· Can improve positive pr if the relation ship can  also be promoted by the sponsoree

· Pr/sponsorship/program communication must be coordinated

· Internal communication is important to reinforce the objective, add value

· Make sure your internal communication matches the brand to ensure internal support for the program

Company 3:

· Build in and leverage: make sure your sponsorships reinforce each other

· Be cognizant of  the event’s life cycle

Company 2:

· Still, need to maintain flexibility thought to minimize long term risk

· Regional activation: from a charitable standpoint, the mandate is created centrally, the appropriate charities are chosen locally to ensure local support; there is central corporate fund matching

Company 1:

· At regional, national community levels, groups are targeted that can be promoted nationally (i.e. The gay community, firefighters, military, rec. Hockey)

· Budget is central, and ‘pulled through’ by communities; is ‘bought’ by the regionals (allocated by volume)

· I.e. If $1million is allocated to the NFL and 30% of viewers are in Ontario, than the Ontario region would pay$300k for the Ontario rights

Topic Three: Measurement

Company 3:

· Difficult to measure because of structure of their business

· Agreement with members that sponsorship has little revenue generation

· Therefore try to measure softer measures (brand image and attributes)

· We fall short on assigning a value to these softer measure,, to quantify their effect on the bottom line

Company 1:


· Can track sales and volume (re programming) very closely

· In-market research is done  constantly, we have metrics for everything

· Sponsorship partners must include certain questions in their research

· Challenge: goal is to break even (sell as much volume at t he event as is spent on the fee)

· Creating CRM database: this is very valuable

· The event’s own research is useful, but not as trustworthy (they are measuring too many things.)

Company 2:

· Exit interviews are not very useful

· Hard to know if increased sales or loyalty has to do with ads or promotion, because of lack of effective measurement and internal support

· Clarification of objectives helps this

Plenary/large group discussion:

· Credibility can’t be established for the industry without adequate measurement

· Government has a lack of clarity re: contacts
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