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Checklist

As a summary, here are some of the recommended steps in attracting  
and retaining your sponsors: 

Consider forming a Sponsorship Committee to pool resources and organise activity. 
Are there any club members with transferable skills in this area that can help? 

Value Proposition: Run a brainstorming workshop with the Sponsorship Committee to 
help identify your potential assets (i.e. what you have that the sponsor values).

List all your assets on a spreadsheet and start to structure your Sponsorship 
Programme. This includes giving each asset a ‘value’.

Develop a prospecting list of organisations, businesses and individuals to approach. 
Think about personal links of individuals within the club, and try to identify prospects 
which align well to the club. 

Make a friendly, professional approach to prospective sponsors. 

As you get sponsors, use your spreadsheet to track agreed rights/delivery. 

Look after your sponsor. Stay in contact with them, invite them to club events and 
update them in the club’s progress. Remember, it’s easier to keep hold of a sponsor 
than find a new one.

Key Contacts

Ulster Branch Staff are available to discuss the areas covered within this booklet  
in more detail and to support the invaluable work of volunteers. 

Matthew Holmes 
Club Services Officer 
matthew.holmes@ulsterrugby.com 
07442 490 460



For many clubs, sponsorship is an important 
source of income to support activities and 
day-to-day operations. However, sourcing 
and retaining sponsorship is far from simple. 

This ‘Club Sponsorship’ booklet has 
therefore been developed as a quick 
reference guide for clubs within the 
sponsorship landscape. The aim is to 
provide an overview of the key steps in 
attracting and holding onto your sponsors, 
and typically these fall into 3 areas: 

1. Value Proposition – Identifying what your 
club can offer sponsors?

2. Approaching Sponsors – How should your 
club go about making an approach?

3. Retaining Sponsors – How can you  
keep hold of your sponsors in the  
long-term?

Introduction to Club Sponsorship

What is Sponsorship?

Sponsorship is a process by which a company 
or brand supports an event, activity, person or 
organisation, either financially or through the 
provision of goods or services. 

It is important to remember that sponsorship 
is different to philanthropy, as the sponsor 
will often seek a return on their investment. 
This can be something basic in terms of 
goodwill from the community, or in some 
cases the sponsor may want something 
more complex, such as guaranteed media 
exposure, brand awareness and visibility. 

Thus, clubs should carefully consider whether 
they have sufficient assets and benefits to 
offer a sponsor and should never agree to 
something they can’t deliver. 

Before you approach any company for 
sponsorship you need to know what your 
club has to offer that will be of value to a 
sponsor. I.e. what assets do you have?  
This is known as Value Proposition. 

A good starting point is to run a 
brainstorming workshop involving some 
key individuals within the club (or the 
Sponsorship Committee if there is one),  
to help create an inventory of all  
potential assets. 

Some examples might include: 

• Club membership 

• Active teams 

• Pre-match hospitality 

• The value of your brand

• Advertising space around the club 

• Club events

• Kit branding 

• Is there a CSR angle attached to the club?

• Website and social media 

• Unique marketing perspective

• Media coverage 

As well as exploring the various assets 
which exist, it is also worth considering if 
the club has a Unique Selling Point (USP) 
that others don’t. 

A USP is essentially any area that is specific 
to your club that could potentially offer 
a sponsor something special, acting as 
a point of difference. As part of this, the 
club should also be aware of other sports 

or organisations in their ‘space’ offering a 
similar proposition to a potential sponsor. 
Some examples of a USP might include:

• You have the biggest / only mini rugby 
section in your area

• Your 1st XV compete at the highest level in 
Ulster / Ireland

• You have a large and highly engaged 
group of club members

Before approaching a prospective 
sponsor it is useful to agree the 
sponsorship structure you want to 
have within your club. In the simplest 
sense, this is about determining how 
many levels of sponsors you will have 
so that any potential sponsor has a 
clear understanding of who they will be 
‘sharing’ some of the rights / assets with. 

Moreover, having a structure will also help 
you and others in your club understand that 
there is a hierarchy and ensure that you 
don’t give away rights for too little value. 
This helps the club to keep the sponsorship 
values up and creates a bargaining tool 
during negotiations (i.e. leverage).  
 
To provide some context to this, lets 
consider kit sponsorship. The club might 
have a range of different opportunities 
available for sponsors on their playing strip, 
some with higher ‘value’ than others. 

Examples include: 

• Main jersey sponsor

• Jersey sleeves sponsor

• Shorts sponsor

• 1st XV jersey sponsor vs. mini rugby 
section jersey sponsor

Value Proposition: What assets do you have?

What is your Unique Selling Point?

Structuring your Sponsorship Programme

Sponsorship is a partnership that should be mutually beneficial  
to the sponsor and also to the club.



There is no magic formula to finding a 
sponsor. Often, it all comes down to good, 
old fashioned hard work. 

It might be worthwhile to convene a 
‘Sponsorship Committee’ (if there isn’t one 
already) to pool resources and organise 
activity. As part of this, the club should 
consider if any members have transferable 
skills from their day jobs or any other 
experience which would add value.  
Examples might include people working in: 

• Sales

• Business Development

• Marketing or PR

How to Find a Sponsor

The next step is to develop a ‘Prospecting 
List’ to help identify targets, essentially a 
list of businesses which would be worth 
approaching. To help build your list, spend 
some time thinking about the following: 

• Are there any prominent organisations 
locally which have a vested interest in the 
local community?

• Are there any organisations / brands that 
may align well to the club? For example, 
those with values and characteristics 
which match the club’s

• Can you identity any opportunities  
to build and raise the target’s  
brand awareness?

• Is there a Corporate Social Responsibility 
(CSR) angle that the sponsor can leverage 
via the club? 

• Can your club offer a unique marketing 
perspective that isn’t available elsewhere? 

Develop a Prospecting List

Your approach to a prospective sponsor 
should also be well thought out. Our 
recommendation would be to follow the 
following steps:

1. Identify the key contact(s) in the 
organisation: Is there a specific person 
in the organisation that the club should 
be approaching? Examples might include 
a Sponsorship or Marketing Manager, or 
perhaps the Managing Director or Chief 
Executive. Also, make sure to contact the 
person who has the authority to say ‘Yes’

2. Research the sponsor: It is important to 
have a reasonable knowledge about the 
sponsor themselves. Knowing what you 
have to offer and how it is of value to the 
sponsor will help during the  
initial discussions.

3. Use a personal, but professional 
approach: Act professionally and gauge 
the company’s interest, perhaps via 
an introductory letter. Try to connect 
personally with the prospective sponsor, 
as this could be critical in gaining their 

support. Keep it business like and friendly, 
and make sure you are clear on the 
message. Remember, you want to ‘sell’ 
the club. 

Approaching Sponsors

Top Tip: Know what the sponsor wants. 
What are their objectives?  
If you take the time to establish the 
sponsor’s objectives, you’re indicating 
that it’s about them, what they want and 
how together you can use your USP’s to 
achieve their objectives.

Too often sponsorship proposals are 
prepared without talking to the sponsor 
to determine their objectives. How can 
you possibly know what they want 
without asking? 

By delivering a sponsorship proposal too 
early you’re indicating that the process is 
about you, what you want and what you 
assume the sponsor wants.

Top Tip: Personal links: Relationships and 
networking are critical, so remember, it’s 
not what you know but who you know. 

Think about utilising your current club 
membership base, as people involved in  
the club might have good personal links  
to potential sponsors.



The Sponsorship Proposal is primarily  
about documenting what you’ve already 
discussed with a sponsor. This should cover 
the following:

1. Sponsorship Opportunity: An executive 
summary of the opportunity available 
to the sponsor, focusing on the benefits 
and outcomes for them from their 
sponsorship. It should only be a few 
paragraphs, but after reading, the 
prospective sponsor should come away 
with a good idea of what you do, who 
you are and what’s in it for them.

2. Detail your Value Proposition: This is the 
most important section of the proposal, 
detailing the value of your club to the 
sponsor and the unique opportunities 
you can provide. In other words, this 
is an overview of the assets, rights or 
opportunities available, and how the 
club will use these to help the sponsor to 
achieve their business objectives

3. Terms of the sponsorship proposal: 
Finally, this section details the nuts and 
bolts of the agreement between the club 
and the sponsor. In other words,  
this includes:

1. The rights the sponsor can expect

2. The term of the agreement

3. The fee

Structuring Your Sponsorship Proposal

The market place will often affect how much 
you can charge. It might be worthwhile to 
use your networks and reach out to other 
clubs in your area (including other sports) to 
see what value they are generating through 
their sponsorships.

A more difficult approach, but ultimately 
more realistic, is to demonstrate value and 
calculate the required investment based 
on that value. Lets use selling a house to 
provide some context. 

If you have a very unique property that 
is sought after you will be able to charge 
more. If the demand is there and there are 
no other similar properties in your area 
then you hold all the cards. However, if the 
market is flooded with lots of properties you 
will need to be offering something unique 
and good value in order to be appealing.

How to Value a Sponsorship

Sponsorship is not free money – it 
requires time and resource to deliver 
for a sponsor.

It takes a lot less time and effort to keep a 
sponsor happy than to find a new one, so 
time and effort should be placed on retaining 
your sponsor once they come on board. 
Consider the following areas: 

Relationship Management: This is probably 
the most important part, and essentially 
involves making sure the club has done what it 
said it would. Remember, a good relationship 
is likely to be a long term one and a bad 
relationship is likely to be painful and short.

Communication: This is a fundamental part 
of your partnership with a sponsor and can 
often make or break a sponsorship deal. Effort 
should be placed on keeping the sponsor up 
to date with what the club is doing, any plans 
for growth and development etc. 

Some things to consider:

• Have you agreed who from the club  
will interact with the sponsor? 

• Has there been regular contact with 
the sponsor (e.g. via email, telephone 
or meetings) to provide an update on 
activities, results, upcoming events etc.?

• Has a record been kept of all  
media coverage?

• Are sponsors aware of upcoming club 
activities which might be of interest to 
them to attend? They should also be  
given plenty of notice.

Retaining Sponsors

Track delivery of assets / rights

It would also be worthwhile to create a 
sponsorship spreadsheet to track agreed 
rights with each sponsor and the delivery 
of these rights. This is essentially a checklist 
which will help the club deliver upon what 
has been agreed. 

All relevant committees in the club should 
have access to this document to help  
co-ordinate activity. 

To provide some context, examples include: 

• The club media officer ensures to brand 
all social media and website stories with 
sponsors logo.

• Ensure that all agreed kit and ground 
branding is up to date.

• Ensure sponsors gets their agreed 
hospitality allocation.

Top Tip: Be pro-active:  
Have you thought about scheduling 
a meeting at the sponsors office to 
update them on what is going on and 
to involve their internal teams?


