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Sponsorship Mattering: 
From Logos & Noise to Emotional Experiences 
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Did you feel the Earth move?  

 

If not, buckle up, because thereôs another rumble coming. A seismic shift is unfolding around 
conference and trade show sponsorships and even more so around exhibits. An increasing number  
of anchor exhibitors are scaling back their booth footprints. Some are shifting their gaze to 
sponsorships. Others are taking matters into their own hands and embracing Ambush Marketing 
around the fringes of your event. 
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Introduction 

For opportunistic event organizers, this new 
imperative can breed richer attendee and sponsor 
experiences and, in turn, grow stronger and more 
sustainable revenue streams. For others still clinging 
to yesterdayôs booth and logo-heavy business model, 
there will be tough times ahead. 

 

The New Manifesto for Sponsorships  

Sponsorships featuring logos, eyeballs and 
impressions donôt carry the same value they once 
did. Actually, these offerings shouldnôt even be 
called sponsorships. Theyôre promotional 
opportunities.  
 
 
  

Sponsorship Mattering  

Courtesy of CoreNet Global Summit  
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At the same time, sponsorship buyers are becoming more sophisticated about the dollars they invest and 
how they leverage emotional marketing. Theyôre also refining their palate to deliver more intimate 
customer and prospect experiences including hosting their own exclusive events.  

 

Not too long ago, conference sponsorship buyers appreciated the opportunity to step up and support 
their industry. That sentiment is waning in todayôs more fragile and competitive marketplace. Industry 
goodwill is still appreciated, but when your sponsorship contact seeks budget approval for the next 
round, theyôre often hearing new questions, like: ñWhat are we getting out of this sponsorship? How will 
this investment help us better penetrate this target market? How will it help us forge stronger ties to the 
clients we serve?ò  

 

 

 

 

 

Conference and trade show organizers now find themselves immersed in a prove-it -or-lose-it sponsorship 
environment. Those who fall short on proof of performance will churn through sponsors, as they watch 
margins decline. Those who step up to deliver more meaningful benefits, grounded in attendee mattering 
will not only survive, but thrive. We know youôre a Thriver  and this eBook is written for you.  
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Those who step up to deliver more meaningful benefits, grounded  

in attendee mattering, will not only survive, but thrive.  
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Itôs been years since the last big disruption in 2008. That perfect storm when the economy skidded 

and technology went into overdrive. Soon after this disruption, travel and professional development 

budgets were slashed, while new and more affordable digital marketing, thought leadership and 

networking channels became mainstream.   
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1 Why a Change in Sponsorship Strategy is Urgent 

Though this disruption initially caused some anxiety for 
our industry, ultimately cooler (and wiser) heads 
prevailed.  While digital was once perceived as a threat to 
face-to-face events, they actually grew appetites that could 
only be satisfied at live conferences and shows. 
 
With our industry now back on solid footing, new and 
reimagined sponsorship models can improve your revenue 
diversification and attendee value proposition. Your 
success is highly dependent on leadership support, their 
involvement in the sales process and risk tolerance.  
 
After analyzing dozens of sponsorship programs, weôve 
identified four key attributes that exist in the most 
successful event-based sponsorship models: 
 
1. Fewer investors, but bigger investments 
2. Benefits beyond eyeballs and logos 
3. Activation plans that span 90 days plus 
4. If the attendee doesnôt win, nobody wins 
 
 

Courtesy of CoreNet Global Summit  
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Yet for those longing for substantial growth for the sponsorship revenue-line, thereôs one more 
critical plan element that must be mastered.  
 

Premium Sponsorships Require Door -Openers  

Five- or six-figure sponsorship deals rarely come when youôre dialing for dollars or blasting out 
email prospectuses. They also almost never close solely due to a sales repôs diligence or keen 
persuasion skills.  
 
When an organization steps up to invest at this level, itôs almost always the result of someone 
high up in your organization making introductions and being involved in the initial discovery 
conversations with a decision maker. 
 
 
 
 
 
 

Thatôs right. In order to grow the sponsorship revenue line, you must match power with power. 
On the sponsor side, you need to get to the budget maker, not the spender. They will likely have 
an ego that needs to be stroked. For best results, feed that ego by giving them a seat at the table 
with your leadership. Big investments need to be supported by big ideas. Anything less and 
incremental revenue growth and high sponsor churn are the best you can hope for.  
 

 

Five- or six-figure sponsorship deals rarely come when youôre dialing  

for dollars or blasting out email prospectuses. 
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Outfoxing the Sly Ambush Marketers  
 

Ambush Marketing ñis a marketing strategy where scammers associate themselves with, and therefore 

capitalize on, a particular event without paying for the privilege ò (paraphrased from Wikipedia). Chief 

among these threats is outboarding  (when companies bypass exhibiting or sponsoring and set up shop on 

the fringe of your event) and suitcasing  (when non-exhibiting sellers work the aisles or hallways).  Adding 

fuel to the fire, some are choosing not to register and instead, theyôre hanging out in public spaces, 

scheduling meet-ups with your badged attendees. 
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You may recall a stunning ambush marketing play at the 2012 
London Olympics. Beats by Dr. Dre designed custom 
headphones in national colors and distributed these to 
athletes. They werenôt official Olympic sponsors, yet 
television coverage captured many Olympic athletes proudly 
sporting these branded headphones. Mission accomplished.  
 

Courtesy of Beats by Dr Dre Creative Commons 

A smart way to combat ambush marketing plays would be 
to diffuse, but donôt overreach.  
While you can prohibit unauthorized use of branding, you 
canôt prevent people from meeting in places beyond your 
control. Overstep these boundaries and youôll come across 
like Big Brother. This article  outlines four ways to diffuse 
ambushers and even convince a few to take the high road.  
 

http://www.convene-digital.org/convene/july_2014#pg52
http://www.convene-digital.org/convene/july_2014#pg52
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Successful Ambushers Lure Others Away  
 

A ñTop 150ò trade show enjoyed years of 

sponsorship success with a hat swap. This activity 

drew raves from attendees and became one of the 

most talked about experiences. Pricing was 

increased accordingly. 

 

Then one year, the sponsor decided to do it on their 

own at a nearby venue. Attendees flocked to this 

ambush and in time, so did a few exhibitors. 

 

Moral of the story: Do everything within your power 

to deliver unmatched value to premium sponsors.  

Find ways to extend the sponsorship value runway 

beyond the show. Sponsors that deliver high-

mattering experiences are magnets for countless 

others. 

 

Smaller, but More Agile Participation  

After years of record show attendance, many 
premium conferences and trade shows have hit a 
glass ceiling or are in decline. Firms that once sent 
many staff members to the annual industry event are 
now sending smaller squads to work the booth, 
attend the conference and kick tires on the show 
floor.   

More importantly, if ambush marketing is a growing problem for your event, thereôs likely something 
more serious going on. From the dozens of conferences weôve reviewed, the root cause is often 
quality/loyalty of attendance and the attendee value proposition for your core offerings.  

 

Smart organizers have reacted by focusing on 
quality over quantity and attracting key attendee 
segments and individuals. VIP experiences, hosted 
buyer models and group packaging are some of the 
primary attendance acquisition tactics that are 
being adopted to deliver the high quality attendees 
that sponsors and exhibitors desire to see most. 
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A Vastly Improved and More Achievable Outcome Is Within Our Grasp  

Conference and trade show attendees donôt remember logos splashed across slides, escalators 
and every last bit of convention center real estate. Theyôre also not interested in a flood of 
commercials before speakers take the stage. That kind of interruption advertising seriously 
compromises trust with the audience you worked so hard to earn. 

Strategic event sponsorship is now a battle for delivering 
extraordinary experiences and industry advocacy. Itôs a bold, 
persistent and epic pursuit to help brands emotionally connect 
with participants and to positively impact their learning, 
networking and event experiences.  

 
Sponsorship needs to evolve to deliver attendee mattering. This 
means, the more you can provide a win for the attendee, the more 
likely the sponsor will also be rewarded. To make this shift, high 
value sponsorship opportunities will be aligned with one or more 
of these categories: 

 
1. Thought Leadership 
2. Attendee Experiences 
3. Exclusive VIP Experiences 

  

Courtesy of CAMEX 


