Sharon Goldinger: Our program today is How to Attract Corporate Sponsors. Ina Hillabrandt, who has put together the program, is going to moderate and is going to introduce our speaker. Thank you.

IH: Good to see everybody. This is a lady that I have known for a bit of time now, and I have nothing but the highest regard for her. She really knows what she’s talking about. This is going to be a lot of fun. 

Let me tell you a little bit about her. This is Linda Hollander, of course. She’s been featured by Inc. magazine as the leading expert on corporate sponsorship. She has over 20 years of experience as a small business owner herself and is the industry leader in teaching people how to tap into the awesome power of corporate sponsorship. You’re going to hear a lot about that.

She is the author of the number one bestseller Corporate Sponsorship in 3 Easy Steps. She’s also the CEO of Sponsor Concierge, and her sponsors include no less than Microsoft, Epson, Wells Fargo, FedEx, American Airlines, Staples, Health Net, Marriott, IBM, and Walmart. 

Al Lapin Jr., the founder of I-HOP Restaurants says, “If your goal is to be a success, the wealthy bag lady”—which she’ll tell you a little bit about where that comes from—“has paved the way for you.” Please help me welcome Linda Hollander. 

LH: Hi. How’s everybody doing tonight? I’m going to be kind of informal, and I want my presentation to be interactive. Is that cool? 

Let’s start now. Turn to the person next to you and give them a high-five and say, “You are awesome.” 

I want to really, really thank you for coming because I know that we all have busy lives. We’ve got work. We’ve got family. We’ve got all these things to do. We’ve got traffic, and I really, really appreciate you coming here to see this presentation. I’m going to make it full of high content for you. You can ask me questions while I am presenting. I won’t make you wait till the end or anything. Like I said, we’re going to make it an interactive presentation. We’re going to make it fun. You ready to get started?

I have three goals for my presentations: I’m going to give you the secret to getting sponsors. I’m going to show you how to get your first sponsor. How many have worked with sponsors before? And how many have not yet worked with sponsors? It’s okay, because most of the time when I speak, people have not yet worked with sponsors. Everybody wants to know how they get their first sponsor, so we’re going to talk about that. And then I’m going to show you step-by-step how to get started in getting your sponsors. Okay?

First of all, remember I said I want to be interactive. I want you to write down your big dream. It could be in the publishing world. It could be something else. What would it take to make your dream a reality? Just jot that down. You could jot it down in your notepad. You could jot it down on the back of the handout I’ve provided for you. We’re just going to do that really quickly, and for the people here that are brave, we’re going to do what’s called “dream declarations.” I’ll give you another minute. Just look up when you’re done please. 

Let’s get started. Who wants to stand up and tell me what their big dream is and what it’s going to take to make that dream a reality? 

Okay, what’s your name? Lee Gale? Please stand. You’re not going to be a star sitting down. We’re in Hollywood, so let’s make her a star. What’s your big dream?

LG: I would like to become a keynote speaker for corporate groups. 

LH: What kind of corporate groups?

LG: My talk is dealing with retirement, reinventing yourself in your retirement. I have spoken on that several times, and I’d like to speak to larger, corporate groups. So, any corporate group that has people that are going to be retiring.

LH: Okay, great. And what would it take to make that dream a reality for you?

LG: For me to contact—to be able to connect with the right person at corporations, pitch myself, and get booked.

LH: Okay, let’s hear it for Lee Gale. It’s always hard to go first with your dream declaration, but if you declare it, it’s more likely to happen.

Who else wants to tell us what their big dream is?

All right, and what’s your name? 

Ruth: It’s Ruth.

LH: Okay, Ruth. 

Ruth: I saw you speak a few years ago. I have your refrigerator magnet at home. 

LH: Yes, you do look familiar! Okay. Let’s hear it.

Ruth: My dream is—it’s two things that come together. One is to start a movement movement—get people moving.

LH: Oh, a movement movement?

Ruth: That’s right. And that’s in conjunction with wiping out Alzheimer’s. 

LH: Oh, that’s terrific. Give her a hand! And what would that take?

Ruth: It would take, oh boy. To find people who understand that what we’ve been told about our health may not quite be the reality of what works, because if it did, we wouldn’t have an Alzheimer’s epidemic. And so that’s my challenge because most people who would be corporate sponsors are in that mindset of the tried and true and tradition as opposed to what needs to happen. 

LH: Exactly, okay, give a hand to Ruth.

And what’s your name?

Michele: I am the one “L” Michele. 

LH: Have we met before?

Michele: If so, it’s been a long time.

LH: Okay, let’s hear it for the one “L” Michele. 

Michele: My goal, the big one, is to empower females and to speak about a lot of subjects, naturally to big groups, corporations, about entrepreneurship but also about respect. My LLC is Your Moral Compass Counts, so it’s—it becomes too much for me to go into right now, but my goal is to speak to associations, companies, big ones and small ones, around the country and perhaps around the world.

LH: Okay, let’s hear it for Michele. I’ve been in the women’s empowerment movement for 20 years, so you’ll hear about that. 

We’ve got a lot of speakers here. How many are speakers? Okay, great, you’re going to love this information. How many are authors? And how many are wannabe authors? Or plan-to-be authors? That’s okay. 

Anybody else want to do a dream declaration? 

Megan: My name is Megan, and I actually have 25 dreams, but I’ll just share one. 

LH: Okay, thank you. 

Megan: To create educational concerts with supporting products and brands that are on shelves all around the world.

LH: All right, thank you. And, Megan, we’re going to go a little bit farther because we’ve all got the big dreams, but we’re going to talk about what it takes to make that dream a reality. 

So what’s it gonna take to make that happen?

Megan: I feel like it’s going to take consistency, focus, follow-through, successful marketing, and networking. 

LH: Okay, let’s hear it for Megan.

These are the two most common reasons, I feel, that people do not reach their big dreams: One is lack of awareness and exposure. We’re going to talk about that because you can be in your loft, you can be writing, but if people are not aware of what you’re doing, you’re really not talking to that many people and you’re not creating those movements that you want to create. You’re not helping the people you want to help.

And then the second is lack of capital because we’ve all got the big dreams, but most of the dreams I’ve heard you talk about need capital. They need resources. They need funding, and that’s what we’re going to talk about in our time together. 

I want you to imagine if you could get enough money, and if you could get money that you do not have to pay back to pay for those big dreams, and if you could get paid well while you’re building more credibility for yourself, and if you have a business partner that is really vested in your interest. That is a corporate sponsor. 

Now, let me talk about what corporate sponsors are going to fund. It’s not for everyone but it’s for most people in this particular room. 

If you have a business, you can get corporate sponsors. One of the big myths is that you need to be a nonprofit because we’ve seen a lot of nonprofits—like Susan B. Komen and Habitat for Humanity and Make-a-Wish Foundation—we’ve seen that they’re very savvy in getting corporate sponsors, but you can have a for-profit business and get corporate sponsors.

I have always been a for-profit business; I’ve been doing sponsorships for 15 years and getting sponsors, so I can tell you how to make that happen if you have a business.

You do events. Okay, Megan says she wants to do events, she wants to do an educational concert. Who else wants to do events? 

Sponsors love events. They eat them up with a spoon. Sponsors really love events because they can get a whole lot of benefit out of events. They can get premarketing. They can on-site benefits. They can get postmarketing benefits for events. We’re going to talk about that.

Your speaking—a lot of you want to speak. 

Your magazine—I work with a lot of people who publish magazines, and there are two varieties of magazines now. There is the hard copy, the traditional, and there is the online magazine.

Your book, of course. 

Your show, because now we’re not just running businesses, and your speaking, your book, your publishing, is a business. Run it as a business. But we’re running little media companies, right? We’ve got social media. We’ve got blogs. We’ve got e-mail marketing. We’ve got all this stuff that we do as a media company. We do YouTube videos, and a lot of my clients have web TV shows because you can create your own show, either a radio show or a TV show. 
And, of course, your nonprofits. Do I have any nonprofits here? Okay, great.

And your projects—any project that you want to do. I was talking to a lady who wants to do a documentary, and I help people get documentaries or film projects done without going through the traditional Hollywood system.

Also, what I’m going to tell you can work for your child. If your child is on a sports team or in a theater group, this can also work for your child. A lot of theater groups are needing sponsors, and the sports team that your child takes part in may need sponsors. 

Here’s what you can do with sponsors: you can avoid what we call “the cash-flow rollercoaster.” In business, some months you’re making money and the birds are singing and there are rainbows and unicorns and everything is beautiful, and then other months you’re struggling to pay your expenses. I’m sure you all know what I’m talking about. I’ve been in business long enough to know that that is how business goes. 

That’s called the cash-flow rollercoaster. It is a total game changer to know that you are getting money from sponsors because that is a really trusted source of revenue. A sponsor’s check will not bounce. You will not have to call and chase money from the sponsors, so it’s a total game changer to know there is revenue coming in from your sponsors.

Create profitable life-changing events. The keyword here is that word “profitable” because a lot of people put on these great events, and you’ve been to them. They get rave reviews and people say, “Oh my God, this event has changed my life,” and that person lost money. It happens a lot in the event and the seminar world, where that person who creates the amazing, life-changing event loses money. I have never, ever lost money on an event because all my events have been sponsored.

You want to create a profitable event because there’s no reason you should lose money on an event. There’s no reason you should even break even on an event. You should make money on an event. The more money you make, the more people you can help.

Let me tell you my personal story, as Ina mentioned, I have the brand name of Wealthy Bag Lady because I started a business in the late eighties/early nineties, producing custom-printed shopping bags, the kind that you see at trade shows, at shopping malls. We did bags in paper, plastic, canvas, totes, and, by the way, plastic bags are completely recyclable. They’re easier to recycle than paper, just for your information. 

My business partner, her name is Cheryl, and Cheryl and I met when we were 13 years old at recess. I kid you not. That’s why I love groups like this because you can make all kinds of creative things happen by meeting the right people who can change your life. 

We became totally, totally bonded, closer than sisters, and we always knew that if we did something together that it would be absolutely phenomenal. 

So we started this business together producing shopping bags. I had absolutely no business training. In college I went to UCLA. Go Bruins! I majored in art because anybody who saw me draw or saw me paint as a child said, “Oh my God, you have to be a professional artist.” I thought business was, like, completely boring. 

So I would collect all these shopping bags, and one day I’m in my little, tiny, rent-controlled apartment—and I’m a survivor of a Jewish mother. Anybody else? She calls me, and she says she’s coming by. So I take all these shopping bags that I had collected, and I put them in the closet, and the closet became overstuffed, and the idea for this bag company literally hit me on the head. That’s where the Wealthy Bag Lady brand came from. 

Now I want to take you back to before I started my business, because I was not in a good place. I was in that little rent-controlled apartment. I was afraid to go to my mailbox in the morning. Why was I afraid to go to the mailbox in the morning?

Audience: Bills!

LH: Bills! Bills that I could never, ever afford to pay because I was working, but I wasn’t making enough at my job, so I maxed out my credit cards. My hands literally would shake when I opened up that mailbox. I had a clunker car. I was always praying the car would not break down. I was always praying I wouldn’t need air conditioning or heat services or anything. 

I couldn’t see the light at the end of the tunnel. In my personal life, I was in a relationship with an abusive man. And that relationship lasted for four and a half years. What led me down that path was that I really had no self-confidence, and I really thought that was what I deserved, and you know, I could have used that book that you’re writing. She’s writing a book about relationships, and boy could I have used that book. Luckily, one day I did have an epiphany, and I said, “I’m not going to live like a victim anymore. I want my life to make a difference.” 

I fired my boss. I was in a pretty abrasive relationship with my boss. I was working with people I didn’t like, so I got out of that. I fired my boss, and I dumped the abusive boyfriend. Woo! 

Three and a half weeks later I met my husband, and my husband is a constant source of love and support for me, so you’ve got to get all that negative stuff out so the positive will come.

I talk about this a lot: my chosen charity—I talk a lot about having a charitable partner—my chosen charity is Junior Achievement. Does anybody know Junior Achievement? They do such great work. They teach young kids entrepreneurship skills. They teach them financial literacy. They teach them work readiness so they don’t become victims because abuse is very, very rampant right now in teenage relationships. They get to them before they can become victims. This is why I share this story.

Starting my business got me out of all that, and I was able to travel the world. I was able to pay down my debt. I was able to buy my first home as a single woman. But most importantly, I was able to really mentor and coach other entrepreneurs. Because people wouldn’t just come to our business and say, “I want to order bags.” They would say, “How do I do sales, and how do I do marketing?” Remember when I said, “What’s your big dream?” This was my big dream: the Women’s Small Business Expo. I wanted to pay it forward to other women and help them get empowered by learning entrepreneurship skills. 

So, Michele, you were talking about women’s empowerment? It is very, very close to my heart. 

Michele: You don’t have any idea how close it is to my heart too. So I want you to know that I feel your pain, and I’m deeply proud of you.

LH: Thank you. 

Does anybody know Jim Rohn? He passed a few years ago, but he was one of the keynote speakers at Women’s Small Business Expo. We had women come in from Australia. This photo on the bottom here where it says Epson—Epson was one of our sponsors, so we were giving away an Epson printer.

This was my big dream: the Women’s Small Business Expo, but by this time I was out of the bag business. What I do full-time now is consult and help people get sponsors, so that was what I was doing. I’m working from my kitchen table, and I knew that I needed sponsors.

By the way, I’m working at the table, sharing it with the cat. I share that because people think, “Oh, I have to be a big business to get sponsors,” and it is absolutely not true. I was a party of one. I was a micro, micro, micro business, and I’ll show you my sponsors. My first sponsors were Bank of America, Walmart, and IBM. This is just me, working out of my kitchen. And I’m going to show you how to do that, so don’t think that you’re too small or just getting started. Don’t let that stop you from going out and getting sponsors. And since then I’ve gotten Epson and Wells Fargo, Microsoft—she told you about a whole list of sponsors that I have worked with. 

Remember when I said that one of the reasons that people don’t reach their big goals is because of lack of media and awareness of what you’re doing? You’ve got to shout it from the rooftops. You’ve got to tell everybody.

So this is me with Colleen Williams—she’s like an icon here in Los Angeles. I’d been featured in Entrepreneur and Inc. magazine. Sponsors help you get media because they have an interest in your success. And the public relations department of a big company is bigger than yours, okay? So they help you get this kind of media, and they even highlighted my website and everything, and I’m going to talk about that a little bit too. 

These are some sponsors that my clients have worked with, and my clients are like you. They’re small, very small businesses. Coca Cola is an Olympic sponsor; UBS Financial; Ocean Spray; Verizon; Novartis, the drug company—you probably don’t want to work with big pharma, but there’s money out there if you want to work with big pharma. These are just some of the companies that my clients have gotten, just to get you started in thinking about who could be your possible sponsors. 

You’re going to do an exercise where you’ll write down your possible sponsors, so we’re going to get started tonight. Is that okay if we get started coming up with your sponsors tonight?

So, we’re going to start writing your sponsors, and I’m going to give you some ways. The best way to choose your prospective sponsors is to use a demographic match. In other words, Michele, you are going after the women’s market, so you want companies that are also going after women consumers. So you want companies that sell women’s products. You want apparel companies. Believe it or not, a lot of the banks and the financial companies are going after the women’s market because women are gaining more wealth in America now. Women are starting businesses at twice the rate of men. You want a demographic match.

I’m going to give you the definition of sponsorship, and you’re going to look for the demographic match.

Now, you also wanted to know about the morality of sponsorship. So if there’s a company that you feel like, “I’m just not sure if I believe in the core values of this company—if they match my values,” don’t even go after that sponsor. Because you’re going to have to promote that sponsor, and it’s going to make you very inauthentic when you’re promoting that. Only approach companies where you are aligned with their values. Does that answer your question?

Michele: That’s pretty clear. If you don’t like them, stay away. 

LH: Stay away. There are enough companies out there. 

Audience member: Can you define an event?

LH: Oh, there are so many different kinds of events. There are entertainment events, like we just had Coachella out here. There are business conferences. There are personal development events. There are TED talks. This is an event—wherever you gather people in a place to hear something, to participate in something, that is an event. There are also virtual events. How many have taken webinars, teleseminars? Online trainings now are very, very viable in the sponsor world—wherever you get a group of people learning something, meeting people, really transforming themselves to someone else. In an event, ideally, you’re transformed. You leave a little bit different. You leave with more information, you leave with more contacts, something like that. Does that answer that? 

These are some media that my clients have gotten, and I only want to stress the Calgary Herald to show that this also works in Canada. I get asked that all the time—does this work in Canada? I have clients in Canada, US, UK, Australia, all over.

Sponsors give you money that you don’t have to pay back, and this is what I loved about it: no credit checks. Because my credit was so bad when I first started getting sponsors. 

Audience member: But the money they give you, that does go into taxes, right? 

LH: Yes, you do have to report it on your taxes as earned income. But the sponsor will never check your credit because basically it’s a marketing expense to them. But it is not free money. I don’t want you to think this is free money. You provide quality and service and value for the money. They give you media and public relations opportunities and free stuff. Free stuff, write this down, is called “in-kind sponsorship.” In-kind sponsorship is basically a trading of benefits, products, etc. You can get airline travel, you can get hotel stays, you can get printing, things like that, from your sponsors. You get connections with key influencers, and it’s really kind of cool because you can peek behind the curtain and see how big money operates, and you can apply the principles of big money to your business. 

It also gives you credibility up the yin-yang, because once you put “sponsored by” and put some of those top-tier sponsors I mentioned, you’re going to get more clients; more readers; if you do an event, more attendees; and then more sponsors because one sponsor leads to another.

What do you think these three numbers mean? 

Audience member: How many sponsors you have?

LH: Nope.

Audience member: Billions of dollars. 

LH: Billions of dollars! Sponsors are going to spend over $20 billion this year, up from $19 billion last year. It’s going up every year, and sponsorship spending is going up more than traditional ad spending. My husband does ballroom dancing, and I’m taping, TiVoing—I do old-school TiVo—Dancing with the Stars tonight because we watch Dancing with the Stars. Do you know how much it costs to put an ad on Dancing with the Stars on primetime television? You have to run the ad over and over, and you reach people from nine years old to ninety years old. Sponsorship is a much better way to do marketing for a company because you’re targeting people. 

Remember how I just talked about the women’s marketing segment? You can target specific segments and get a better return on your investment. The traditional ad spend is going up less than sponsorships. It’s gone up 50 percent since the year 2004, and sponsorship spending has gone up 100 percent since the year 2000. It’s going up every year.

How many would like a little piece of the $20 billion? 

This is one of my clients. I was talking about in-kind sponsorship. She had Ocean Spray pay for a whole event. Anybody’s who’s done an event knows that food and beverage is one of your big costs—thousands and thousands of dollars. They provided all the food and beverage. They provided little cranberry teddy bears for the raffle. She raised money for Habitat for Humanity, and it was very, very cool.

I spend a lot of time talking to people about why a company would sponsor you—why would a company sponsor little ole me? I don’t have time to go over all of these, but the biggest thing is influence. Believe it or not, you have influence, and you will have even more influence when even more people know about what you do. Think of a time you recommended a product to somebody and they bought it, or recommended a service, or a consultant, or a professional, and somebody else took your word. That is sponsorship on steroids. Influence is the number one reason that sponsors are going to pay you.

I’ll just talk about a couple of the others: increasing brand loyalty. Anyone who has run a business knows that it is less expensive to keep current customers than to get new customers. Sponsors are no different. Creating visibility, growing the customer base—companies are always in the mode of replenishing their customer base because there’s a certain attrition that happens every year with companies. People will just leave the company for one reason or another, so they’re always replenishing the customer base. 

I’ll talk a little bit about damage control—that’s why I got Walmart. There were a lot of stories about Walmart and the way that they were treating the women in their employ, and they called me and said, “Please, can we sponsor you,” and I even put them on hold—can you believe it? At that time, remember, I was just me, so I would do accents. I would answer the phone and then pass it to myself. That’s why I put them on hold. 

They even took a corporate jet to come to my event. They have a corporate jet that they flew their people in.

Somebody else’s problem is your opportunity. Who can tell me what kind of companies now need damage control? 

Audience members: Banks, Target, airlines, Wells Fargo.

LH: Wells Fargo—the banking industry, because we all have banks, but do we like our banks? No, we just have to have checking accounts and credit cards. 

Audience member: NFL.

LH: NFL, that always comes up lately.

Audience member: Oil companies.

LH: Oil companies, absolutely. A few years ago it was pet food companies because there was contamination in some pet foods. Look for this. This is an opportunity for you when there is a company whose image is tarnished, and they’re getting really bad public relations.

The last one I want to talk about is driving sales, and that’s why there is an exclamation point. That’s really what it’s about. You’ve got to help a company drive their sales, because if you do, you can get sponsor money for this year, next year, and the next year. I’ve had multiyear contracts with Citibank and FedEx. My clients have had multiyear contracts with Verizon, Dole Foods, and Black and Decker. You’ve got to help them drive sales. That’s really important.

You were asking about Nature Made? This is my client who got Nature Made as a sponsor. He has a really, really cool business. He gets paid to travel. How many people would like to get paid to travel? You could be a spokesperson for a company because he’s a spokesperson. His demographic and his sponsorship demographics are destiny. His demographic is the baby boom generation, the 50-plus generation. So he takes them on adventure trips because we know that today’s 50-plus generation is way different from the generation before. We got him Nature Made as a sponsor, and we tripled what he was going to ask for. I can’t reveal what he gets for sponsor fees or what I get, but I can tell you a general idea in a little while. 

Audience member: From 1980 to 1982, I was in charge of promotions for Nature Made, way back when when they were just in drug stores, no commercials, just a little brand. 

LH: Cool. 

Audience member: I’m sitting here and thinking, “That could have been me!”

LH: Well, in this case, Nature Made had a joint compound that they wanted to market to baby boomers, to the 50-plus, and he helped them do that. He went all over the country and included it in his talks and his books, and he’s like all of you. He writes books. He gives talks. So we got him Nature Made as a sponsor.

This lady, I always like to mention her; she’s one of my favorite people in the whole world. Her name is Carolyn Gross, and she wrote a book called Treatable and Beatable. Now what happened was that she was diagnosed with stage three breast cancer, very advanced. A bunch of doctors said, “You’re going to need a total and complete mastectomy,” which is cutting off both of the breasts. And she said, “I don’t think I want to do that.” And she basically devised a methodology where she could heal her cancer through alternative medicine. She talks about holistics. She talks about organics. She talks about personal development. And she talks what we call the “soft skills.” Here in California, we’re cool with that. Other places aren’t as cool with that. Everyone I meet here is a life coach. It’s like saying, “I breathe air.” But you can be that—you can be in that personal development space and get sponsors.

These are what are called “second-tier sponsors.” There are top-tier sponsors, like the ones that I’ve mentioned that I’ve worked with, and there are second-tier sponsors, which are the smaller up-and-coming brands. So I’ll tell you what she got. She got Aqua Detox, which is a foot detox, because that’s part of her methodology. By the way, she has been cancer free for over 10 years. Does she have an important message to tell people? Not only to women but to men because the women’s health affects the men and families and everything. So she wants to tell people that you can heal your cancer without cutting into your body. A vitamin line, she got Cancer Center, and then she got an organic tea company because that’s also part of her methodology for healing cancer naturally.

Now these are some categories of sponsor companies. In a minute, I’m going to have you brainstorm a little bit and write down some of your prospective sponsors. I’m going to go over a couple of these categories. 

I love banking and financial. There’s going to be a big spend there in the next 18 to 24 months because, like we said, we have to have a bank but there’s not a warm and fuzzy relationship between you and your bank, and banks are sort of getting back into being relationship oriented. They kind of got away from that for a while, and you had to pay extra to talk to a human, and they’re getting a little bit more into that. So banking and financial is great. 

Communications. Cell phones, you know. A lot of people get cell phone companies, carriers.

Insurance is a very cool category, because insurance companies are really, really competitive with each other, and you’ll see in their advertising they’ll even post the competitors rates. 

Healthcare is transitioning with Obama Care.

Consumables. Consumables are the things that you use every day that you don’t even think about. Paper towels—the Scott paper towels sponsors things. Can I see the moms and dads in the room? Happy Mother’s Day, by the way. You know, you clean up the kids’ messes with a paper towel right? You don’t even think about it, but you spend a lot on that stuff. Vitamins would fit in there. Food would fit into consumables, because you have to keep buying consumables.

Let’s just go over a couple of the others: shipping. I work with FedEx. There’s UPS, those kinds of things. 

Personal care items. You get up every day. You wash your teeth; you brush your hair. Oh, you brush your teeth; you wash your hair. Hopefully we do that, right? Just think about the everyday lives of the people who are in your audience, who are going to follow you. They get into a car, so there’s automobiles. So those are the personal care items.

And then beverage is really, really big in the sponsor world. When you go to any sporting event, there are always, always beverage sponsors. There are always soft drink sponsors and bottled water sponsors and beer sponsors and all those kinds of things. 

I’m going to have you write down what sponsors you’d like to work with. And then I’ll go back here so you can just look at this list. Remember to start writing down top-tier and second-tier companies. Just write them down for a few minutes. 

Audience member: You said demographics are destiny. 

LH: She said, “You said demographics are destiny. Can you explain that?” 

Demographics are destiny. The definition of sponsorship is “connecting a company to people who buy things.” That’s why demographics are destiny because what you’re offering a sponsor is not just your book, your speaking, your event, your nonprofit—it is the people you can bring to them that will buy their stuff. That’s why they’ll pay you the big bucks. In the example that I gave, Walmart wanted to sponsor me because I brought them a group of women who could buy their stuff, and women are their major consumer base. The reason that client of mine got Nature Made was because he could bring them a group of people that could buy their stuff. That’s what I mean by “demographics are destiny.”

 [inaudible question]

LH: It’s okay. You’re not going to have to give their money back or anything. Usually, if you run a little short of goal or whatever, if there is a goal—usually the goals are a little bit soft—you just retool it until you get it right. You’re not going to have to give money back or anything. Don’t worry about that.

Only if you don’t fulfill your contract. If you say, in other words, that you will put the sponsor logo on your website. When you’re speaking, you’ll hand out their materials. If you don’t do that, yes, then the word will get out. But if you don’t bring in a certain number that they thought, no. 

Who wants to tell me what sponsors they would like to work with?

Erika: Airlines, hotels, insurance companies, and consumables. 

LH: Erika, what do you do?

Erika: I’m a travel photographer and writer. 

LH: Nice, that’s fun. Love that.

Who else wants to tell me what sponsors they want?

Arlene: Healthcare, personal care, pharmaceuticals, and consumables. More specifically, Bayer, AARP, Revlon, Halogen, and the National Osteoporosis Association. 

LH: What do you do?

Arlene: I’m a speaker. I’m an osteoporosis victim—survivor. 

LH: Okay, you might also want to check out travel companies and financial planning companies, because for your demographic, which is probably the baby boomers and up, I’m assuming. They’re into financial planning and travel. 

Okay, we’re going to move on. We’re going to fill out your handout. 

The definition of sponsorship is “connecting a company to people who buy things.” So fill out “people who buy things” in that particular blank space. That’s why you have to know your demographic. 

When I was doing the Women’s Small Business Expo, and I did it for 10 years, by the way, I could tell if a woman walking down the street was my demographic. She was 25 to 55 years old. She was in business for 10 years or less. She was college educated. Let’s see, what else do I know about women business owners? Women business owners, like I said, are starting businesses at twice the rate of men. It is a $6 trillion market. Women business owners employ 10.1 million people, and women make or influence over 84 percent of the purchasing decisions in America. So I want you to know all that stuff about your market.

How do you research your demographic? Best way is just Google it, or use your favorite search engine. You could get information in less than 30 minutes, like I just shared with you, about your market. Just write “statistics” and put “your market” in there. “Statistics—baby boomers.” “Statistics—youth market.” “Statistics—entrepreneurs.” Just fill in the blank of whatever your market is.

Sponsorship is connecting a company to people who buy things. Be clear about your demographics. Please fill in “demographics” there. 

Have a great sponsor proposal. Without it, don’t even bother. So fill out “sponsor proposal” there, and we’re going to talk about the sponsor proposal. 

Okay, number three is promise the deliverables. Please write “deliverables.”

Number four, “don’t sell yourself short.” I’m going to tell you how much money you could make with your sponsors. So I’ll tell you how much to ask for. 

And then number five is, whenever possible, “make appointments with your prospective sponsors and listen.” Your first conversation with a prospective sponsor is going to be a fact-finding expedition. You’re going to listen more than you talk. You’re going to ask them, “What are your marketing goals? How can I help you? What are the campaigns that you’ve done? What are some partnerships that you’ve done that have been successful? Which ones have not been successful, and why? What are your demographics?” You’re going to ask those things and then go into your presentation.

We’re going to go into the sponsor proposal now. I feel the sponsor proposal is extremely important because that’s all they’re going to see about you, and they’re going to make their decision based on a sponsor proposal that you are going to provide for them. So it is the difference between success and failure. It is the most important but least understood document out there, and it has to be industry standard or it will not get funded. 

So what’s in the proposal? You’re going to write the goals for the sponsors in your proposal. The goals for the sponsors, not your goals—not, “I want money because I want to print books”—but the goals for the sponsors. “I want money because I’m going to educate people about your products and your services. I’m going to help you grow your customer base. I’m going to help you increase your customer loyalty.” Remember we talked about that earlier? “I’m going to drive traffic and drive sales for your company.” 

Remember, in successful sponsorships, it’s about the sponsor; it’s not about you. That’s how you’re going to get the money.

But, you are going to put some storytelling in your sponsor proposal, and as writers, this is where you have an advantage. I’ll go over the storytelling because most people think, “Oh, I’m sending this proposal to a big company, and I’m going to impress them with facts and figures and all that stuff.” No, you want to get emotional. You want to create an emotional connection. In my proposal, I share that I’ve been in a poverty trap. I share that I’ve been in an abusive relationship. You want to get a little bit vulnerable, not just give the pretty biography of all your accomplishments and awards and education.

You want to put your demographics, your benefits—we’re going to talk about that—and then you’re going to ask for the money, the levels and the fees. Make it more than just about the money. I’m going to read this to you, because this is the story in my proposal:

The crowd stood and cheered loudly as she approached the stage, arrived at the podium, and received a hug. Tears flowed as she realized what an impact this event would have on her. She thanked the woman who made it possible. 

Now this is a story about a teenage girl who wanted to come to Women’s Small Business Expo so badly that she went to local businesses and got contributions to pay her tuition to come, and it’s just a human story. This is what’s going to make your proposal stand out—the storytelling. Show your humanity in the proposal. 

Here are your sponsor benefits, just a couple of them: award presentations. This is CitiBank. What I did for Citibank when they were a sponsor was I printed a little award that said, and write this down because this is good language, “Making-a-difference award.” We gave Citibank the making-a-difference award. We got a professional photographer to take the shot. Citibank wanted employee engagement. A lot of your sponsors want what’s called employee engagement. They sent an e-mail to all their employees saying, “Hey, look what we’re doing. We won the making-a-difference award for women in business.” And the employees felt better about working for Citibank. Sometimes if you do an event, a company will give it as a perk. Like if you’re with the company a year, you get to go to events, just a little perk to keep good employees, which is important. Sometimes you could send this and get what’s called a press release and submit it to the media. So award presentations are really cool. They really love that stuff. 

Exposure, exposure. I was talking to a couple of you before I started my presentation—you could put the logo of your sponsor up on your website with a hyperlink. If you do a physical event, you could do signage about that particular sponsor. Those are called “exposure benefits.”

Speaking opportunities—this works for online and virtual events. You could give the sponsor a speaking opportunity. You’ve probably all been to events where a sponsor maybe got up and introduced a speaker or did a quick blurb or whatever. Recognition from the platform and speaking opportunities are very cool.

Couponing and sampling, on-site sales. You’ve probably been to community events, or like the Run/Walk for Women. They give out samples of yogurt and a coupon to buy a yogurt. When I was working with Staples, Staples gave coupons to the women business owners to drive traffic to either their physical stores or their online store. Couponing is wonderful because you can put what’s called a “source code” in there so they can track the effectiveness of the coupons.

Branding to the target demographic. Very, very important sponsor benefits.

Some other benefits are videos, e-mail marketing, social media, and all these benefits are low cost or no cost to you, but they’re high perceived value to your sponsor. So social media and video are included in the exposure. E-mail marketing, blog posts—one of my clients gets paid for blog posts. One of my clients puts the sponsor name in her e-mail signature, and she gets paid for that. Cool, huh?

Here’s what you’re going to ask for. I told you I’d tell you how much money you can make here. You’re going to ask for $10,000, $25,000, $50,000, and $100,00 from each sponsor, and that is per year renewable. Now, you can hurt yourself by not asking for enough money. Don’t sell yourself short. That was one of the things in your handout. If you’re just asking for $500, and you’re calling a big company like the ones that I mentioned—you know, there’s something called downsizing, where you’ve got one person doing the job of three of their colleagues. Is it worth their time if you’re asking for $500? Are you telegraphing to them that you have something of value if you ask for $500? No, you’ve got to tell them that you’ve got something really valuable, so these are the amounts that you ask for. And if you’re thinking, “Well, I don’t know if I have $10,000 worth of value or $25,000 worth of value,” talk to me. You’ve got my information on all of your handouts, and we can create something for you. 

Audience member: What are the values for second-tier sponsors? 

LH: Exactly the same. There’s the same amount of money in the second tiers. I’m just saying that most people don’t approach the second tiers. 

Audience member: Where do those numbers come from?

LH: Those are industry standards. Those are what most of my clients get from their sponsors. 

Audience member: Is there a typical—like, when you’re starting out, should you ask for $25,000 or $50,000 and not go for $100,000 if you don’t have a track record?

LH: In your proposal, you’re going to have a menu of sponsor prices and fees. You’ll have a $10,000 level; a $25,000 level; etc., and they choose where they want to be. 

Now that you know the benefits, just shout it out. What kind of benefits would you have to offer your sponsors? Anybody?

Audience members: Credibility, publicity, mention at an event.

LH: Yes, a mention at an event is publicity from the platform. Publicity includes press releases. You can do press releases really inexpensively. There are spokesperson’s benefits. I showed you the gentleman who is a spokesperson for Nature Made.

Here are three trends in sponsorship: I started doing this 15 years ago. Right now there’s a little more risk. You’ve really got to know what you’re doing or you’ll lose money. I lost $75,000 when I was first getting started, and it took me six months to get my first sponsor proposal together. That’s why I’m on a mission to teach you so that you don’t go through what I went through, which was kind of a path to hell. There is more risk right now.

There is more competition in the sponsor world. That’s why you need that amazing proposal. That’s why you need to be clear on what you’re offering your sponsors, and you really have to know the right, compelling benefits to offer your sponsors. Right now, you know more than most people because most people don’t know this stuff. 

And, of course, the sponsor proposal is the key to your success. 

Here’s how to get your first sponsors, because most of you have not worked with sponsors yet: you want to get your media sponsors first. Now, your media sponsors you get in the same way you get your cash sponsors—you show them the proposal. I can give you an example: when I was first doing the Women’s Small Business Expo, I got a radio station to give me $25,000 worth of free advertising. Remember I talked about in-kind? Media is the granddaddy of in-kind sponsorship. Not a dime came out of my pocket. They gave me 30-second spots, 60-second spots, sponsor spotlights. You know what they wanted in return? They wanted a booth at my event. That’s all they wanted, and I got $25,000 worth of advertising.

You want to get those first because, remember, you want to get the word out about what you do as much as possible. That’s how you can grow what’s called your “reach.” Get media first. 

You want to have a long-term plan. You don’t want to just talk about, “Hey, here’s what I’m doing for the next three months, next six months”—you want to have a plan for how you’re going to do this for the next couple of years and talk about that. And have a killer proposal.

You also want to be building your audience. I talked to a few of you about that before the presentation. Build your audience right now as much as you can. If you have a website, your website should be a list-building website. It should have an opt-in form so you know who’s been on your website. You need some kind of incentive for people to sign up and maybe give them something for giving you their name and e-mail because you want to start building your audience right now, ASAP. 

Here’s another success story: her name is Cynthia Frazier, and she teaches Internet safety to families. If you have kids, you know that the Internet is great because they can get all kinds of information but they can also get in a lot of trouble, right? So she teaches kids how to be safe on the Internet, very cool, and she got Verizon to sponsor her.

This is my family—I told you about my Jewish mom—and my dad, who’s only five foot three. I’m not even five feet tall, see? I want to show you my family because, you know, you’ve got all these big dreams, but it’s more than just your business or your book or your speaking or your show—it’s about your life. This is what’s important to me, because we all need a why.

Okay, any other crazy cat people here? This is Sneakers. She’s got the little white paws. Baby Sneakers is 15 years old. She was a rescue. She has arthritis, and we bought her a little step so she can get up on the bed. She’s just precious. I don’t have real kids like some of you.

Here’s what sponsors have made possible for me. And here’s something that you want to do. There are expenses and there is value. You want to ask for more money than you need from your sponsors because I get a lot of people who say, “Well, it’s going to cost me $25,000 to do my book, to do my speaking, whatever, and that’s what I’m going to ask for from my sponsors.” No, no, no, no, no. 

Sponsors don’t care a rip about your expenses. They care about the value that you’re bringing to them—okay? Sponsors have made possible for me a trip to Greece, a trip to Paris, because I love to travel, that’s just one of my things.

I’m going to show you something about another guy who asked for more money than he needed because if you ask for just enough money, then you’re working for nothing, right? You’re supposed to make a profit in business. You’re supposed to have multiple streams of revenue. 

This was an event, the New Jersey Association of Women Business Owners, and here are their sponsors: Enterprise Rental Car, Emmett Insurance, Novartis. But this is one of the utility companies. That’s been in the news a lot, right? What we pay for our water and heat? And it’s not cheap, but they sponsor things. The utility companies sponsor things. Think about what you pay for your energy and your utility because they can sponsor you. Just another idea for who your sponsors can be.

This was Brian Havlovitz (sp?) and he wanted to host an event and cater to young entrepreneurs under 40. He raised $100,00 to fund his event. He needed $25,000. What did he do with the extra $75,000? He used it to grow his business. So that’s why I’m saying don’t just ask for just enough money. Get more money so you can use it to grow your business. The more money you have, the more people you can help. Maybe he went on a couple of vacations—I don’t know. But these are some of his clients and sponsors: American Express, Denny’s, Johnson and Johnson, and Home Depot. 

This is just kind of a recap: you can get sponsors if you’re just starting out, if you have no experience, if you want money that you don’t have to pay back, and if you want to change people’s lives. And, also, let’s go back to that big dream that you wrote down at the beginning of the presentations. If you have those big dreams, this is a way to fund those big dreams. I’ve done it. A whole lot of my clients have done it. 

I want you to save the date because I’ve got a live event coming up called the Sponsor Secret Seminar. It’s going to be in October in Los Angeles, October 6 through 8. At the Sponsor Secret Seminar, we’re going to get you sponsor ready. We’re going to take what you’re doing, and we’re going to groom you to get some sponsors because you probably need some grooming to attract your sponsors.

You’re going to actually create your action plan right there at the Sponsor Secret Seminar, and you’re going to meet the sponsors. I’ll show you. We are going to bring sponsors there for you to meet, for you to talk to, try out your pitch, have lunch with them. You could talk to them one-on-one across the table; they come off the platform. These are people from Wells Fargo, Herbalife, Accenture, Susan G. Komen, Junior Achievement. We’ve had sponsors from John Paul Mitchell Systems. We’ve had sponsors from banks. We’ve had some great sponsors that talk to you, and you can actually meet them live and in person at Sponsor Secret Seminar. 

Audience member: How much is it?

LH: It is $497 or three payments of $189 if you want to do a payment plan. 

Audience member: Where is it?

LH: It’s at the Ayres Hotel, right by the airport. 

Now, what we’re going to do is we’re going to do a book giveaway. My book Corporate Sponsorship in 3 Easy Steps—who wants it? Okay, so what you’re going to do is you’re going to fill out that little card, the little raffle giveaway form, or you could just take out your business card, and they’re going to come and collect it. While we’re doing the book giveaway, I will take questions.

So, Michele, what was your question?

Michele: How do people know who to contact for sponsors?

LH: You’re going to contact the marketing department—write down “marketing department”—when you’re approaching your sponsors, okay? Now, there are other departments that we work with. We work with communications, we work with community affairs, public relations, brand management, but not every company has brand management. Every company has a marketing department. We love the marketing department in my company because the marketing department, they spend money all day long to promote that company. They have a pretty good budget. 

The best way to contact your sponsors is with the low-tech tool of the telephone. Do you remember conversations? Before there was text and e-mails? Conversations. Every successful sponsorship that I’ve ever been involved with for myself or a client, we’ve had conversations. If you can’t get them by phone, introduce yourself by e-mail. 

When you are leaving voicemail, because you’ll get voicemail, leave your number twice, at the beginning and at the end of the message, because voicemail systems now cut you off after 60 seconds, some of them. So get your phone number in at the beginning. Don’t wait to give your phone number. I would say, “Hello, I’m Linda Hollander from the Women’s Small Business Expo. I would love to talk you about how I can brand and promote your company to women who make 85 percent of the purchasing decisions in America, to women business owners, which is a $2.8 trillion market. When can we talk about that?” So I’m going to highlight the benefits, the strength of my demographic, and what’s in it for them. 

I know, I talk fast when I get excited. 

Michele: So you tell them you can help them brand and—

LH: Yes, tell them you’re going to help them. And then remember to ask them questions. So I would ask you, “What are your marketing goals? How can I help you with them? Tell me what’s going on with your company and how I can help you sell more product, educate more people about your services, grow your traffic, grow your sales.” I would ask them some questions. If I only had a few minutes I would do that kind of pitch where I would tell them about the strength of my demographic and the benefits they’re going to get.

Audience member: I thought there was a third thing you said.

LH: Oh, it went so fast, I didn’t catch it. Anybody catch it? 

I talk so fast—

Audience member: Demographics, benefit to them, and what else? 

LH: Benefits to them, demographics, and oh, the third thing is always having next steps. Don’t just end your call with, “Oh, I’ll call you next week.” Have a next appointment. Say, “When should I circle back with you? Would next Tuesday at nine o’clock your time be good?” And confirm the appointment, send them confirmation by e-mail. Always have next steps.

Audience member: How do you find these people? Do you check a website? I’m curious how you have time to do all this. You’ve got to do all this research and do your homework and now you’ve got to find the person, the gatekeeper.

LH: There are gatekeepers. That’s a good question. She said how do you find, first of all, the right company, and then the right person within that company who could green light the sponsorship?

So, I work with FedEx, okay? FedEx is a global brand, it’s a mature, 50-year-old brand. Thousands and thousands of employees. So how did I find the guy? I did what I’m telling you to do. I called—I didn’t know anybody at FedEx. I just called and I said, “Can I talk to the person in marketing?” And they led me to the gentleman who green lighted the sponsorship, and I had a multiyear relationship with FedEx. I think I worked with them for three, four years as my sponsor. 

The way I thought of FedEx—here’s how you can find your companies—first of all, I looked at other women’s business conferences and saw who was sponsoring them. Because if they’re sponsoring similar things to what you’re doing, more likely they’re going to sponsor you. And people say to me, “Well, Linda, isn’t their budget tapped out?” Absolutely not. You don’t have to educate them in the value of a women’s conference, in the value of an Alzheimer’s association, in the value of something for urban youth, in the value of something for dating, they’re already there. 

Look for companies that are sponsoring things that are similar to what you’re doing, and that’ll just get you started with the right companies to approach. 

Audience member: And then I think you have a business where people pay for your services to help them do a sponsor proposal?

LH: Yes, my company, you could talk to me about that. We help you put the proposal together. We help you target the right companies, tell you which companies to avoid. One of the companies to avoid, by the way, is Apple. Because everybody calls me and everybody wants Apple. It’s a really popular brand, but if you’ll notice, they don’t do any sponsorship. You never see their name on anything. I think it would help them if they did; I really do. 

They don’t give money to charity either. They’ve never given money to nonprofits. 

Just don’t go there because they don’t really have initiatives in sponsorships. Some companies do and some companies don’t have initiatives in sponsorships. 

We help you with your proposal, we help you with an action plan to get your sponsors. You could talk to me here about that. 

Audience member: Is there a list somewhere—or you’ll go to a company’s website and you’ll know, go to a certain place and you’ll know if they do sponsorships or not? 

LH: We have a gold directory of sponsors. I have a list. If you want to do it on your own, LinkedIn is excellent. LinkedIn is really good because you can find the people in communications and in marketing sometimes through LinkedIn. So that’s a good source. 

Audience member: I’m a dog trainer, so probably about a year ago, the president of a pet insurance company contacted me, and I had their pet insurance, and I blew it. How can I fix it? 

LH: I would go back to them. Do you still have your contact there? Let me repeat what she said if you didn’t hear it, she’s a dog trainer. A pet insurance company called her, wanted to sponsor her, and she felt like she didn’t really make the most of that opportunity. So what I would do is I would recontact that person. I would say, “Do you remember when you talked to me a year ago? What’s happened since then? What’s new with the company, and how can I help promote your company to my clients who are dog owners and dog lovers.” I have a lot of clients in the pet industry, and the pet industry is a $52 billion industry. You know that, right? It’s what we call a “vertical market,” because even with the economic downturn, people kept spending more and more on their pets every year. It was the strangest thing.

“How can I help promote you, and how can we work together? I’d really like this to happen.” Have them tell you, and say, “Okay, if I resubmit, how can I do that?” They’re probably going to want you to submit a proposal, but before you submit the proposal and the letter, I would really do what I call the “fact-finding expedition”: make them open up to you. Make them tell you about things they’ve done in the past that have worked, things that haven’t worked, what their demographics are, what their upcoming campaigns are. Just get as much information as you can from them and then you can contact me and I can help you with that.  

Audience member: It sounds like when you go to a sponsor, approach a sponsor, you have to already have an event, a lecture, a something that you’re pitching to them, as opposed to saying to them, “I am available. Do you have something for me?”

LH: No, you have to have something for them, yeah. And it could be a concept. When I first started pitching the Women’s Small Business Expo, there was no expo. I was basically selling vapor; you know what I mean? I approached them a year and a half before my event, by the way. The more lead time you have the more successful you’re going to be with your sponsors. I had the event; I had a date. I didn’t really pay anything. If you want to do an event, just have a date and the venue—but you don’t have to put down a deposit or anything—so if I didn’t get the money I really wasn’t out anything. But, yeah, you have to have something. You have to have your book; you have to have your book tour. You’ve got your speaking tour, so you have something.

Audience member: What kind of numbers are they looking for? Like I’ve got a talk and I’ve got an audience. What size of audience would they want?

LH: Thank you so much for that question because I get asked that all the time. The metrics aren’t as important as what you think. When I was doing my event, I had 100 people in the room. I didn’t have thousands of people in the room. But I had access to thousands of people through my social media, my e-mail campaigns, my blogs, all this other stuff. The metrics of how many people you’re actually going to get there are not that important. The reason I want you to start building your audience ASAP is that now with social media you can build your audiences very, very quickly. Build your audiences now through getting media sponsors, and you don’t have to pay for your media sponsors. Collaborate with other people who have audiences, who have a following, and you could build it up very, very quickly. There are no hard numbers that they’re looking for.

Audience member: But as low as 100 is okay?

LH: That’s fine. 

Audience member: If you don’t have an audience, can a sponsor help you get one if you’re—

LH: They’re not going to help you get one. No, sponsors want to write a check, and they want you to do the work. Now this is cool because you get to design the program however you want. I have never had a sponsor influence what I say, what I do, none of my clients have, so that’s cool. Because people will say, “Will a sponsor help me do my book tour?” No, you do the book tour. You arrange the cities. They write you the check. You can do whatever you want.

What was the other part of your question? 

Audience member: Well, my question was really, if you don’t have an audience. I’m willing to do the thing myself. 

LH: What you’re going to do build your audience, and I built my audience from my brother-in-law and my parents. And what are they going to say? “No, I don’t want to be on your list?” I built it from that to 20,000 people by doing what we call power collaboration. Write down “power collaborations.” If you doubt the voracity of power collaborations, this is how Amazon built their business. They partnered with everybody when they were first starting. Partner with other people. Find other people who have a big following where you are, not people who are competing but people who have the same demographic as you and say, “Hey, can I promote you and you promote me?” Build up your social media. I’m not a social media expert. Is anybody here a social media expert? Because you can build social media very quickly, and that’s available now where it wasn’t when I started 15 years ago. Start looking for media that you can get on because media interviews are free and then you can generate interest.

Are you writing a book or—

Audience member: I have a book.

LH: Okay, all the people who buy your book, keep the information about those people and then other people who are interested, just start building your audience, and you could do it pretty quickly. I can talk to you more about that offline.

Audience member: If she has something for the employees of that sponsor, they might invite her over—

LH: Yeah, employee engagement. We talked about that just a little bit, but that’s very important in sponsorship. So if you have something for the employees, that’s good. 

I’ll take a couple more because I’ll be here all night. We can go out for drinks together. But I don’t want to keep anybody too long here, but we’ll take a couple more questions. 

Audience member: What’s the timeline for submitting the proposal and then getting a sponsor?

LH: She asked what the timeline is for getting your sponsors—great question. The more lead, time the more successful you’re going to be with your sponsors. I always tell people eight months to a year before you need the money, start getting your sponsors. At eight months, the clock starts when you have your sponsor proposal, not when you have your idea. I shared with you that I started getting my sponsors a year and a half before my event, and that’s why I got Bank of America, Walmart, and IBM because I gave them enough time. This is not a quick cash strategy, this is a long-tail strategy, and it is a strategy where you can keep generating revenue from the renewals that they do every year. 

Audience member: There seems to be a woman who is already a spokesperson in place for all of the places I want to be a spokesperson. So how do I, or I just can’t—

LH: Somebody said, “Kill her!” I am not advocating that. If there is a very visible spokesperson in your particular space, maybe you can find a market that she is not addressing. Maybe you can be a spokesperson for another of their products that she is not addressing, because in the case of the Nature Made vitamins, he was the spokesperson just for that one particular product line, for the joint compound, but then there’s the vitamins and the other things that they have because companies have different product lines. You may be able to do that.

Audience member: Or, what if they don’t want the same person to be representing or talking about that sponsor at repeating events every year, and they still want to have different voices?

LH: Yes, and you have a different audience than this other woman, so that’s what you can bring to a sponsor.

Audience member: And competitors to that company.

Audience member: Could you repeat that for the mic?

LH: “And the competitors for the company” is what he said.

Okay, I think I’ll take one more question, and then we’ll do the book giveaway. Does everyone have their little form or business card in here for the book giveaway? 

Audience member: When you do, what did you call it, “employee engagement?” In effect you are pitching to do something for their company, not bringing something to them and saying, “Sponsor me,” you’re saying, “I have something for your company.” Do you still contact marketing?

LH: Yes, the question was, even if a sponsor wants to do employee engagement, do you still contact the marketing department? Yes, you’re still going to contact the marketing department, even if one of their missions is employee engagement. They don’t all want to do employee engagement; it depends on the company. So you’re going to want to talk to the marketing department about that. They may connect you with human resources, and you may talk to them about employee engagement, but the money, the funding, usually comes from the marketing department. You want to get to know them if they hold the purse strings.

Audience member: I know that was supposed to be the last question, but I have one more. How do you know where to start with what to ask for from a particular company? Do you look at how big the company is to determine the amount, or do you look at the value in terms of what you think you can help them—

LH: In the first two conversations, don’t even mention money. Just kind of get an idea of what their budget is, and you’ll know after you talk to them. Just say, “Is there a budget I should be aware of? What are your usual sponsor fees?” And you’ll kind of know, and if you want, you can contact me.

Alrighty, we’re going to do the book giveaway. Miss Ina, will you please draw?

IH: Certainly!

LH: And it is Francesca! 

Francesca: Thanks so much!

LH: Let’s give it up for Francesca!

If you want me to help you put together a sponsor proposal, I have my Attracting Corporate Sponsors Home Study that includes help with your proposal. It includes help with targeting the right sponsors. It includes help with your sponsor success plan. It includes help with negotiating the deals, all that stuff, so you can talk to me about that here, at this table. I’m happy to answer your questions. I want to thank Ina. I want to thank Sharon. I want to thank—what was your name—Robin! And Jeff, and all of the people. Is this an amazing, amazing association? I love this association. Thank you. I have spoken here before. I was just very honored that they asked me—isn’t it cool that you speak, and then they ask you back? It’s like, “Ooh, you like me!” 

PAGE  
10

