
 

SPONSORSHIP 
 

Sponsorship is a business expenditure, not a donation, so if you want to be successful, you have to 
go about it in a business like way. Be contactable, professional and make sure you think out your 
proposal before hand. 

Think outside the box, many sponsorship deals are financial, but they can also be ‘in kind’.  

 

WHAT 

There are lots of opportunities available for potential sponsors but don’t underestimate the amount 
you have to give. You may well need to tailor a deal to their needs but before you do this think about 
your ‘worth’, how much will you give for different levels of funding? Potential deals include… 

• Featuring the logo on kit (if club owned), websites, tour stash, email signatures, social 
media… 

• The opportunity to run a presentation evening for members to attend. 
• The prestige of sponsoring an award (make sure you invite them when it is given!). 
• Getting them to provide a banner which you can use at matches or other large events. 
• Some companies may provide more if they are your agreed sole sponsor. 
• Using club member’s as ‘brand ambassadors’. 

Quirky or different ideas are always worth a try! Awards, events and dinners are all sponsorable, 
they are also brilliant to invite the sponsor along to, to improve your relationship. You could host an 
exclusive careers evening to give your sponsors access to graduates. 

 

WHO 

Any member of committee can take on the role, but to pursue properly it may be worth electing a 
specific Sponsorship Sec, it isn’t just getting them but also building a relationship that lasts and 
keeps the sponsorship rolling season to season. 

 

WHEN 

Sponsorship can be found at any time but it is a good project for a new committee over the Summer 
so that you are ready for the new season, it is also a good idea if the person starting that relationship 
is going to be around for a couple of years, the trick with sponsorship isn’t just getting it but keeping 
it! Remember that you are competing against other teams (local as well as university) and that most 
companies will have therefore spent their sponsorship money by Christmas.  

 

WHERE 

It doesn’t just have to be local business, large companies (like Virgin) may want you to encourage 
team members to buy a product (ie. Wifi) which they will buy anyway, but in doing so through your 



 

recommendation the club can earn money per head. Other national companies like Deliveroo offer 
similar schemes where club members work, earn money and the club gets a cut too. 

 

WHY 

Sponsorship can really help develop your club and your offer to participants:  

• New and better equipment. 
• Subsidising the cost of kit to members. 
• Funding for additional competitions or trips. 
• Giving you the opportunity to run your own events or competitions. 
• Subsidising end of term or season meals and awards. 

Sponsor will want to build a relationship with you primarily as cost effective advertising, often it is 
beneficial to try and build links with companies that are relevant to your club for this reason. 
Through you they can increase exposure, target specific groups (ie. Students) with their sales or 
events or change their image.  

 

HOW 

Target sponsors who are likely to have connection: 

• Companies looking to improve their image or generate a greater awareness in the 
community in which they are trying to work. These include groups such as graduate 
employers.  

• Think about why you want the sponsorship and what you will use it for, it’s easier to sell a kit 
deal than the fact that you just want money in the bank. 

• Companies with particularly relevant products or services to promote. This includes local 
businesses (bars, restaurants…) or sport specific links such as water bottles, balls and 
supplements. These can also potentially offer more than just financial aid, ie discounted 
food and drink for members, discounted or free kit, work experience… 

• Tip: Insider knowledge is always useful, does a current member have a contact? This is also 
where have strong alumni links can be useful, they can also help make introductions to 
people who can make deals. 

• Existing or previous sponsors: Current sponsors are just as important as new ones, it is 
important to invest in that relationship to keep it going! Invite them to events (especially if 
they sponsor a prize), tag them on social media and send them match/competition reports. 
They will be interested in how you do, Sport Brighton for example send the weekly BUCS 
scores to the bus companies that take you to games in order to strength that relationship. 

Before approaching a sponsor: 

• At Brighton the SU deals with club sponsors, they help you with the contracts and chase the 
money if necessary. Contact your Student Community Project Co-ordinator (Tom Foy) or 
your Vice President Activities and Participation (Frank) for help and guidance. They can also 
provide you with a contract template. 

The proposal: 



 

• The aim is an eloquent, clear, precise and relevant proposal which is flexible for negotiating 
purposes. Especially if it is a company that you have approached rather than them 
approaching you, you need to make it attractive and easy for them. This is your club CV! 

• Be concise but make sure you get all of the info in! Club photos and examples of other 
sponsorship deals can also help. Explain the deal and why your club is attractive (league 
placings, awards, charity work, number of members…).  

• If possible face to face meetings are great, it is much easier to sell the club and easier to 
have a flexible negotiation than over email. An introductory letter or email is a good idea to 
set up an appointment though. 

• Think about the difference between long term and short term, promising numbers in a bar is 
only something you can guarantee on a yearly basis, branding on a kit however can be a deal 
that lasts several seasons as opposed to a one-off deal. 

Maintaining the relationship: 

• Deals take time and energy to set up, by not continuing to invest in it you risk losing it the 
following year (and needing to do the work again) or worse still the relationship breaking 
down mid-season. 

• Make sure sponsors know how you are doing, especially anything directly related to their 
deal (ie. Team photo in the kit with their badge on, review of the balls their money helped 
by, write up of the competition they helped fund…). 

• Approach them early the follow season to check they are happy and express a keen interest 
in maintaining the partnership.  

• Talk to the SU if you think a payment is late – they can check and chase for you. 
• Make sure you are keeping your part in the deal, if problems arise they are unlikely to 

review sponsorship and you may get a reputation that deters future sponsors. 
• Make sure you respond quickly to their queries and keep in contact even if they don’t always 

reply. 
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