ou've attended dozens of races, participated and volunteered—

but there’s just something missing. Something about all those

events is lacking... your own personal touch. Why not put together,

a unique race for your training buddies, your town, your cause and
your distance? If you've thought about it, now’s your chance to pick up
some crucial knowledge from the University of San Francisco; and start wit
the funds you'll need to make it all happen.

So You Want
Your Own Event

Essentials from the University of San Francisco’s Masters in Sports
Management Program
By Dave Almy

Each year, at the start of the Sponsorship Marketing class we teach
at USF, we ask the students a simple question: “How many of you are in
sales?” Invariably, about 25 percent of the hands go up.

The 75 percent who keep their hands down? They’re wrong.

Truth is, we're allin sales, whether it's in our job title or not. Think about
it: whether you're a personal trainer (selling the idea of a better body) or
an event organizer (selling a unique competitive experience) at some point|
you're probably selling something.

Accept that you're a salesperson, and the rest gets easy. OK, well, a littlg
easier anyway. Here are some other key concepts to help you sell corporate
sponsorships for your first event.

Sell the results, not the product: Think about shampoo ads that you've
seen recently. What images come to mind? A handful of soapy suds? No. A
silky, lustrous mane of locks that flows in perfect style? Yes.

Know your audiencelf you haven’t done research on your audience’s
composition, do so. In the meantime, spend some time trolling the web for|
the demographic characteristics of events similar to yours.

Know your prospects:You don’t run a marathon without training
beforehand. Same thing with selling sponsorships. Before contacting 4
potential sponsor, do your homework. What do they sell? Who are thei
competitors? What else do they sponsor? What'’s the tone of their current
advertising? A little knowledge goes a long way.

Don’t send sponsorship packages blind: It's a waste of your money ar
the sponsor’s time. Rather, use the knowledge you've obtained through
research and interaction with the sponsor to tailor something to meet their|
objectives.

Find the advocate: Selling a bike race? Then find the cyclists. Tr
your database of training buddies and team members to locate potentia
sponsors. Use the internet to search for company contacts with interests
that align with your event.

The devil is in the detailsTrue story: an event seeking sponsorship from a|
financial services client of ours sent a proposal offering exclusivity in the soft
drink category. Proofread everything. Twice.

Dave Almy is a Principal of ADC Partners, an agency that specializes in buildin
sponsorship marketing programs. He and business partner Andy Dallin have taught s|
marketing for the University of San Francisco’s Masters in Sports Management pr
more than six years. He can be reachddvaalmy@adcpartners.com. For more inform
on the University of San Francisco’s Masters in Sport Management progsdica, @éifsm.
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GET MOREDE Stro

Don’'t wonder if you're ready,
know that you are.

GET MORE TRAINING OPTIONS'ACLUBSPORT
World Class Fitness Center
Group Fitness Classes
Masters Swim, Aquatics Classes, Swim Lessons
Certified Personal Trainers & Performance Training
TEAM ClubSport - Swim, Bike, Run & Tri Club

TRY US WITH A
FREE GUESTASS

Go to www.clubsports.com

ClubSport, it's a life thing...

Pl
Cluh Sport”

sports « fitness « spa

ClubSport Pleasanton
(925) 271-0706

ClubSport Valley Vista
(925) 478-7313

ClubSport Fremont
(510) 400-8037

Renaissance ClubSport
(925) 478-7320

Some restrictions apply. Guest pass is for first time
guests and local residents 21 years of age or older.
One per household. Offers expire 10/31/09.
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