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CITY OF ARMAGH RFC



Overview

As one of the largest clubs in the province in terms of membership, it’s 

no surprise that City of Armagh RFC rely heavily on the generosity of 

local business through their sponsorship, both in terms of supporting 

the club’s financial model and in maintaining a close connection with 

the local community. 

In recent years, the club’s Sponsorship Subcommittee have worked 

hard to implement a strategic and professional approach to attracting 

and maintaining sponsors, but they also see room for further 

improvement. Within the overall sponsorship domain, they see real 

importance and value in the following areas: 

• Clearly define your sponsorship offerings so there is complete 

clarity on what the club has to offer, both in an internal sense and 

for prospective sponsors

• Make the right approach. In other words, the right person within 

the club approaches the prospective sponsor, and does so in a

professional manner (i.e. like a business)

• Appoint a Convenor or Sponsorship Sub-team to oversee

• Ensure your sponsor receives something of value in return

• Build connections with local businesses can be beneficial. 
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What was delivered?

The club have established a Sponsorship Committee which oversees all things sponsorship related, although they are also in the process of expanding 

this Committee to ensure the inclusions of at least one representative from each section. This will help to further streamline the sponsorship offerings 

and ensure a whole club approach. 

The starting point for City of Armagh in the recent review and re-organisation of their Sponsorship was to clearly define their individual packages (i.e. 

create a comprehensive list of what’s actually available). These fell into various categories which included:

• Match Sponsorship

• Ground Advertising

• General Advertising 

• Team & Kit Sponsorship

• Corporate Packages

The club also produced a Sponsorship Brochure to help advertise the various packages and focused effort is placed on the distribution of this, largely to 

local businesses. The club is also strategic in its approach to these local businesses, utilising the personal relationships which various club Members 

have with the respective business owners as opposed to making ‘cold approaches’ to people they don’t know. 

In short, there are three primary intentions for the club through their sponsorship model:

1. Maximise the income they can generate from sponsorship

2. Support the club’s financial model and reduce the pressures on generating income via other means (e.g. increased membership costs, additional 

fundraising and events etc.)

3. Connect with local businesses and make them feel part of the club (e.g. via invitation to club events etc.). Conscious effort is made to initially 

engage with businesses from the local area to help build this sense of community at the club.
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Why was it successful?

The Club have linked their success with attracting and retaining sponsors to a number of areas:

• The efforts they placed on mapping out sponsorship their various packages and offerings was time well spent, with both the club and the sponsor 

on the same page with regard to what each is gaining from the deal / relationship

• The recruitment of club volunteers who are dedicated to overseeing sponsorship within the club has been invaluable, with plans now in place to

further grow the team to ensure their Sponsorship remains streamlined across all aspects (e.g. contacting leads, invoicing & payments, associated 

admin, sponsor engagement etc.). 

• The success of the club on the rugby pitch in recent years has helped grow demand / appeal for people to sponsor City of Armagh and be 

associated with the club’s excellence / achievements. Although they agree that on pitch success isn’t critical, they do believe it has helped. 

So what can other club’s learn in terms of the steps to success?

1. Clearly define your offerings (i.e. write them down). Know what you have to offer and clearing articulate these offerings to prospective sponsors. 

Everyone needs to be on the same wavelength. 

2. Ensure the right members of the Club make the approach to individual businesses based on personal relationships which might exist i.e . they have 

hot leads to approach rather than making a general ask to a business or person who they don’t know. Of course, this won’t always be possible, but 

different people in the club making the same ask might have different outcomes depending on relationships. 

3. Stay connected to the Sponsor and offer value (e.g. via invitations to club events, conscious effort to promote the sponsor where appropriate), 

ensuring the relationship is not all take and no give from the Club. City of Armagh RFC have highlighted that this helps mass ively with retention, as 

various sponsors have supported the club for 10+ years. 
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What has been the impact?

So what has the impact been for the club? Why are they better off?

1. Sponsorship has aided the operation and functionality of the club in a financial sense (i.e. via reducing the reliance on generating income from other 

means). In essence, they have additional funds available which assist with balancing their income with expenditure.

2. There is positive PR for both the club and the sponsor due to the connection made and the ongoing promotion of each other, particularly within the 

local area. 

3. The club continue to develop and grow quality relationships with local business who can support / assist the development of City of Armagh RFC 

across all aspects of their business

4. Their sponsorship has aided the appearance and professionalism of the club in terms of being well presented (i.e. they have aesthetically pleasing 

kits and facilities etc.)

5. The club is well connected to the local community and is better known to local people. This increases the potential for more people from the local 

area attending club events and activities, bringing their children along to participate, or becoming members themselves. 

6. Finally, they have well attended club events and matches, and there is a generally vibrant and enjoyable atmosphere at the club. 
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Why are the key learnings?

For other clubs, there are a number of key takeaways:

• Be strategic in your approach. Identify the right person in your club to approach a prospective sponsor, ideally someone who already has a 

personal link or relationship to the person / business

• Be clear on what you are offering and what the sponsor gets in return

• Convene a team of people to oversee the Sponsorship at the club as it can be a significant task which deserves proper care and attention

• Be professional throughout. This includes how you make your approaching, associated documentation / materials used, a contrac t etc.

• Maintain quality records and put systems / structures in place which will aid follow up, invoicing etc. Generally, you should just try to good 

administration linked to your sponsorship

• Support your sponsor. It shouldn’t be a one-way relationship where the sponsor receives nothing in return. Ensure they are part of the club, invited 

to events and promoted where possible. 

• Add value beyond what you agreed with the Sponsor. If you can provide some bonus perks / publicity etc. which weren’t agreed, they will 

appreciate that and it aids a long term working relationship.

• Stay local (within reason), to help build connections with people and businesses that are part of the same community as the c lub
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