HOW TO BUILD STRONG COLLABORATIONS
THAT MAKE EVENTS THRIVE






TODAY YOU'LL LEAVE WITH:

e A partnership mapping tool
e A value proposition framework
e 3 new sponsorship ideas

e A real action plan



Relationships
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WHY EVENTS FAIL TO
ATTRACT PARTNERS

00 generic

No clear audience value

One-size-fits-all packages






Challenge:

Limited budget

Leverage local businesses
as co-creators

Shared costs + stronger
turnout

. CASE STUDY #1






INTERACTIVE EXERCISE

1. Current Partners
2. Potential Partners

3. Dream Partners



BACK

Turn to a neighbour

Who is one new partner you
identified?



Nobody sponsors your event to be nice.



Brand alignm
Measura

Content/storytell
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Breakfast & Local
Campaigns

Weekday traffic

Direct sales +
exposure
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VALUE FORMULA

Your event + their goal







INTERACTIVE EXERCISE

1. “Our audience is...”
2. “They care about...”

3. “Partner gets....”



People don’t remember logos. They remember experiences.
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TYPES OF SPONSORSHIP

Financial
In-Kind
Experiential

Co-created



Experiential Activations




Creative ideas!




MINI CHALLENGE

REDESIGN
REPLACE




Real, pa!tn@xmps ane built .
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Retention Strategy







PARTNER TO APPROACH
IDEA TO PITCH DIFFERENTLY



WHAT’S YOUR NEXT MOVE?



NOT
TRANSACTIONS

SHARED VALUE

CREATIVE

WHAT MATTERS MOST




WHAT WILL YOU
NEXT WEEK?
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