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Objectives:

On October 10th  2002, Communication Canada held an Industry Roundtable to discuss their new sponsorship concept with Quebec-based sponsorship experts. Seven private-sector experts and four representatives from Communication Canada attended. 

The objectives of the Roundtable were:

· 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 convened in Montreal for the Roundtable discussion. 

Pre-Roundtable Interview Results

D-Code conducted preliminary interviews with Roundtable Industry participants to determine the top challenges their organization face surrounding sponsorships. The following is a summary of these challenges.
Limited Resources
· It is not uncommon to only have funding available for 10% - 20% of total applications received

· Managing the large quantity of requests is a very time consuming process

· Sponsorship may be just one part of a person’s responsibilities 

Selecting exclusive and customized opportunities
· Looking for “ownership” and “partnerships”, i.e. more than “just a logo”

· Organizers are not doing enough to position events in this way

Ensuring alignment to both brand and business strategies
· It is difficult to find sponsorship opportunities that are a good strategic fit

· Having a clear criteria / strategy is essential
Measuring the outcomes of sponsorship
· No real benchmarks or standardized tools currently exist

· It is difficult to measure direct customer impact of sponsorship

· There is a need to go beyond visibility measurement

Selling the value of sponsorships internally
· The internal competition for dollars is fierce

· Pressure to “do fewer sponsorships better”

Activating an event beyond rights and benefits
· “Writing a cheque is the easy part, building value is the true challenge”

· Organizers can do a better job of creating activation opportunities

Managing Applicant Expectations
· Some applicants believe sponsors have unlimited funds and a “moral” obligation to sponsor

Roundtable Learnings

Selection Criteria

Key Success Factor: Selection criteria are based on a combination of both ‘art’ and ‘science’

· The past sponsorship experience of staff and ‘gut instinct’ influence sponsorship choices, but sponsorships must also meet key selection criteria

· Sponsors will frequently possess a ‘portfolio’ of sponsorships

· This allows companies to select long-term strategic agreements, short-term or opportunistic sponsorships, and also allows for the occasional selection, as result of internal pressures, of sponsorships that do not meet all official selection criteria

Selection as a Science

· Although there are no common standards, selection criteria most often include:

· Return on investment analysis

· Fit with current target client profile

· Fit with overall brand and reputation of the company

· An opportunity for continuity or a longer term relationship

· An opportunity for sponsorship exclusivity

· If event exclusivity is not possible, the opportunity to ‘own’ a niche within the event will also influence the selection decision

Selection as an Art

· Qualitative or subjective factors that frequently influence the sponsorship decision include:

· Past positive or negative experiences with the organization seeking sponsorship

· A sense that “our sponsorship could make a significant difference” 

· The support of the initiative by either senior or grass-roots employees

Proposed Communication Canada selection criteria

· The “not for profit” focus is perceived as being somewhat artificial and ‘difficult to manage’

· “Even not for profits are businesses” and this distinction may therefore increase the complexity of the selection criteria

· A focus on charitable organizations may be a more manageable criteria

The Leveraging and Maximization of the Sponsorship Agreement

Key Success Factor: It is more effective to focus on fewer sponsorships, and ensure larger and better activation and leveraging of those opportunities

· There is no standard financial formula for leveraging

· While guidelines exist, it is rare for companies to attain the desired leveraging ratios

· Less than optimum value is often the result of a lack of clarification about where the responsibility lies for maximizing the value. I.e. With the sponsor vs. the organizer

· Sponsorships should be approached differently than philanthropic activities which usually have little or no activation

Key Success Factor: Leverage internal activation

· “Internal” activation with employees is often vital to the success of sponsorships

· Employees are often at the grass-roots level of the activation, and can be excellent ambassadors for the sponsorship

· However, engaging and communicating to employees about the sponsorship activation opportunity is often difficult

Key Success Factor: The assignment of responsibility for activation with the sponsoring organization should be dependent on the size and complexity of the sponsorship


· There is a direct relationship between the size of the event and the amount of activation 

· Large sponsorships should receive the most activation efforts, and smaller the least

· The degree of complexity of the event determines where within the sponsoring organization the responsibility for activation is assigned

· Activation for larger, more complex events is usually centralized within the sponsoring organization

· Larger events are more complex and  require more lead-time, as often there are multiple partners involved

· Smaller, simpler activations are usually assigned to the local branches of the sponsoring organization

· The decision making function on whether to sponsor is almost always centralized, while the activation efforts will frequently leverage local, grass-roots resources 

Measurement of Success

Key Success Factor: Measurement results should be centralized and integrated into the overall marketing plan in order to ensure that sponsorship activities retain a strategic function 

· As with  the selection criteria, participants reported that there is no uniform standards or tools for measurement

· However, measurement techniques frequent used include:

· General image tracking

· However, this technique often measures the combined influence of both sponsorship activities and advertising 

· Verification of the event organizer’s compliance with the sponsorship agreement

· Event participant surveys, most often conducted on behalf of the event organizers by a third party research firm, the results of which are shared with the sponsor

· Tracking sales at the event

· Coupon redemption, contest participation, and other promotional techniques can be effective tools in data capture and tracking impact 

Government Involvement In Sponsorship Activities

· Government involvement in sponsorship activities is seen as being acceptable as long as the objective is to promote specific products, services, and programs for Canadians

· Sponsorship should be used as one of many tools for the government to communicate information on products and services

· The objective of the promotion “Canadian values”, is seen as too vague and as a potentially contentious political positioning tool

· A more focused criteria (i.e. the communication of specific products, services, and programs) will also provide a mechanism within which the government can more easily assess the ‘value for money’ of sponsorship opportunities

APPENDIX A – Participant List

	Pfizer 

Susan Blanchette (Telephone Interview Only)

Corporate Affairs Associate

514-426-6839

susan.blanchette@pfizer.com


	Via Rail

Frederick Tobin

Specialist, National Programs and Advertising 

514-871-6092

frederick_tobin@viarail.com


	Bank of Montreal

Lucie Gosselin

Manager Corporate Communication, Quebec and Atlantic Canada

514-877-1874

lucie.gosselin@bmo.com


	Canada Post

Alain Guilbert

Vice President, Communications

613-734-8440 x265

nicole.lemire@canadapost.ca


	Shire Biochem Inc

Lorne Fox

Market Development  Manager

450-978-7829

lfox@ca.shire.com


	Bombardier

Patrice Ryan

Director of Public Affairs

514-855-7370

patrice.ryan@notes.canadair.ca


	National Bank

Christiane Sauvé

Director, Marketing and Corporate Public Affairs

514-394-6502

christiane.sauve@bnc.ca


	Sunlife Financial

Hélène Soulard

Manager External Communications and Public Relations, Quebec

514-866-3589

hélène_soulard@sunlife.com



APPENDIX B – Agenda

Charting the Future of Sponsorship for Communication Canada –

Industry Roundtable

Marriott Montréal Chateau Champlain

Salle Maisonneuve A

36e étage/36th floor

1050 de la Gauchetière Ouest, Montréal
October 10th, 2002   

Breakfast: 7:30 am

Meeting: 8:00 to 11:30 am

Agenda

A. Welcome by Guy Mc Kenzie (Communication Canada) and introduction of participants and their respective organizations 
(15 minutes)

B. Review of Communication Canada and its new sponsorship concept 
(Guy Mc Kenzie– 15 minutes)

C. Identifying key challenges of the sponsorship function in your organization 
(15 minutes)
- D-Code to review results of prep interviews on key sponsorship challenges
D. Topic One: Selection (40 minutes)
How does your organization select its sponsorships? What are the criteria?
E. Topic Two: Maximizing and leveraging (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?
F. Topic Three: Measuring success (40 minutes)
How does your organization determine return on investment of sponsorships? Who does the measuring?
G. Exploring the similarities and differences between the private and public sectors.
Is there a potential for partnership?  
(15 minutes)
APPENDIX C – ROUNDTABLE NOTES

Selection


· Gut instinct, experience, strategic fit, ‘voodoo’ are key criteria

· Investment criteria: reach/cost formula

· Continuity increases value

· There is a ‘magic formula’ for leveraging (1/3 sponsorship: 2/3 leveraging) but this is rarely attained

· Need to clarify who’s responsibility to maximize leveraging: organization or client

· Use sponsorship to promote/reposition

· Needs to target clients

· Needs to compliment the marketing group

· Exclusivity is ideal, if not, then owning a niche is the next best thing

· Decision is based on a mix of  long term positioning and being opportunistic

· For some, sponsorship is tied to sales generation

· Commercial sales (easier to measure) for clients

· Reputation/brand: innovation

· Employees: there is a need for improved internal communication

· It takes a lot of work to ‘activate’ internally

· There is often a senior person in the organization who is behind the selection/interest

· If there is a personal relationship, it is easier to evaluate their track record

Activation

· Sponsorship and philanthropic activities are separate: there is no ‘activation’ focus for sponsorship activities; there is a heavy emphasis on marketing and activation for sponsorships
· Activation is dictated by the size of the events: smaller events frequently have limited activation and leveraging, while large events get the maximum treatment
· There is a movement towards doing fewer sponsorships better
· However, larger events require more lead time, there are more partners involved, and therefore it is more  complex

· Decision to support or not is centralized, but activation is local

· Some local flexibility with some discretionary budget

· Employees are a large factor in activation: need to give employees ownership

· Limited resources: at Company X there are only 2.3 people to handle an 800 –1000 applications annually

· Need clear tracking system for responses/rejections

· Hard to say no if there are internal supporters at senior levels

· Size is the key determinate if you activate or not, or if there an internal person who supports it

· Need to be able to say no: have to be able to provide clear criteria

Reaction to Communication Canada’s criteria

· Focus on not for profits: they are businesses too 

· Would make more sense for the criteria to be ‘charitable’, (hospitals, the arts, etc) not ‘not for profit’

· Think the non-profit criteria is artificial and difficult to manage

· Different objectives with a ‘gift’ and sponsorship

· The distinction must be clearly identified, as well as the leverage that comes with it

Measuring Success

· Gut feel and feedback from sponsored organization

· Image tracking, but don’t/can’t separate for sponsorship vs. advertising

· Have they delivered all that was in the contract?

· Some organizers do a survey of participants

· Other tools:

· Do a ‘post mortem’ of general awareness

· Track purchases at the event

· Use an external research group

· Compare the results of one event vs. another

· Visibility, tying of the name to the event: all results are centralized and mixed with all parts of the marketing plan

· Promotional programs and special offers or launches are used to maximize the profitability of a sponsorship campaign before its success is evaluated.  

· Reputation: determine to what degree the reputation of the Sponsor has become integrated with the event itself 

· Direct marketing at an event.  I.e. the distribution of coupons at an event. The number of coupons redeemed (or other response) is then quantified to determine success at an event.  

· Measuring impact of being onsite: how much visibility /impression did you get? 

· Systematic Feedback: questionnaires of how the sponsor has been received by clients and consumers in relation to an event or an organization receiving support.

Should the Government be involved in sponsorships?

· Not sure how to do it without political interest

· If it is promoting specific products (i.e. 1-800- Ocanada):

· This is just communications/advertising

· Sponsorship is just a tool

· Promoting ‘Canadian values’ is political, but not necessarily partisan

· With a $40 million budget for sponsorship, will it open a can of worms: “Why is the government doing this?”

· Concern that it will be difficult for government to say no, even with criteria

· The question of suitability can be addressed by asserting that a certain promotion makes sense within a certain context

· Sponsorship needs to represent “programs and services for citizens” vs, ‘Canadian values”
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