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My Background

Marketing Manager at the WorkSafe VCFL since November 2008.

Prior to the VCFL I worked with the Western Bulldogs in Marketing 
and Business Development:

} Identifying potential sponsors

}Preparing proposals and making approaches

}Sponsor servicing 

} Internal and external reporting
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Purpose of the session

To show you how to prepare and market your club 
for stronger business partnerships and increased 

revenue.



Marketing your club or league

Marketing is done by all areas of the football club

}At the front gate

} In the canteen

}Players

}Committee

} In the rooms after the match

}Cleanliness of the rooms and facilities

}Other???



Examples of Marketing

The WorkSafe VCFL uses key partnerships to draw media attention 
while also achieving positive outcomes.



Sources of Income

Marketing influences the five key areas that bring in revenue, they are:

Sponsorship

Fundraising

Membership

Events

Pricing
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Sources of Income - Sponsorship

Key points on sponsorship

Å Sponsorship is a commercial arrangement between two organisations

Å Itõs not a donation

Å Aim for sponsorship to make up ~15% of total revenue at your football 
club

Å You are looking for partners, not sponsors - it is a two-way street

Å Everyone needs to be involved (see below)

Players

Members

Supporters

Businesses

Club

PROGRAMS



Sources of Income - Sponsorship

Look at the club through the eyes of a sponsor

This is one of many proposals they will see.

ÁStrict budgets

Á Firm timeframes

ÁWhatõs in it for me (WIIFM)?

ÁHow do I get a return?

ÁHow do I measure this return?

Á Is this the type of club I want to align with?

Some businesses shy away from the ôsõ word



Sources of Income - Sponsorship

EIGHT STEPS FOR SPONSORSHIP SEEKING

1. Understand your  environment

2. Sponsorship targets

3. Approach

4. Engage 

5. Package

6. Finalise

7. Deliver

8. Communicate



1. Understand your environment

Why do businesses sponsor?

What is your unique story? 
Community ðSuccess ðYouthðOther ?

What assets does your club have that would appeal to a sponsor?
}Hospitality
}Branding
}Contra
} ** See Handout One **

What type of company suits the proposition you put forward?



2. Sponsorship targets

WHERE TO LOOK?

How will you find sponsors that you are not aware of yet? 

** See Handout Two **

CREATE A SHORTLIST

What other sponsorships does your target currently have?

} How long have they been around?

} Where are they located?

} Who do they sponsor?

Is the business thriving/struggling?

What other marketing are they doing in the area?

} New products 

} New promotions

Who are the key people in the business?



3. Approach

INITIAL CONTACT

Arrange to meet face-to-face if possible

Á An informal coffee? At the club?

Á Building a rapport with the person over phone

Á 30 minute meeting is all you need

Try and meet the right person

Á The decision maker

Á The key influencer

Donõt take a proposal to first meeting

Á Make notes throughout



4. Engage

MEETING THE POTENTIAL SPONSOR

Build trust in you and your organisation

Ã People like to deal with people they like and trust

Ã Research their business beforehand (online, people at club who are 
connected, etc?)

Ã Be professional, well dressed and enthusiastic

Conversation

ÃIntroduce your themes but donõt let them dominate the conversation

Ã What do you want them to leave knowing about your club?

Ã Talk about their business needs and explore them based on what you 
have to offer

Experience

ÃLet them ôtouch and feelõ your organisation to increase their comfort



5. Package

Package must be tailored to meet the needs of their business as 
discussed. Proposal should include: 

Å Show how you can help their business and include examples of 
how you have helped others before (testimonials, case studies)

Å Measurable

Å Pricing and Costs

Å Contra

Å Win/Win

Å Exceed expectations

Å Think ôoutside the boxõ ðACTIVITY

Å Get references from current sponsors - they are a great resource 
to tap into!



6. Finalise

Make contact

Å ôTouch baseõ a few days later, donõt just wait and assume they 
are looking at it

Looking for a WIN -WIN partnership

Å You want these guys back next year

Å Understand where you can give something to gain something

Å Be flexible



7. Deliver

} Watch your costs

} Get the sponsor involved in your activities

} Make sure the entire club knows who there sponsors are

Å Sponsor board

Å Introduction after match



8. Communicate

SPONSOR SERVICING IS VITAL

Right person must be in the role (not necessarily the person who wrote the 
proposal)

Å Clearly defined role

Å Strong interpersonal skills

Å Must be able to say ônoõ

Needs to regularly check over contract to ensure benefits are being rolled out

Strong support from the club

Å Everyone needs to understand the importance of sponsors



Sources of Income - Pricing

Regularly reassess prices

} Ground entry

} Bar prices

} Canteen

} Other?



Sources of Income - Events

Major and Minor held all through the year

Many clubs already do something

Ã Golf days

Ã Auction nights

Ã Others?

Hospitality

Ã Ladies marquees

Ã Coterie groups

Ã pre match, ½ time, post match

Ã Corporate boxes/viewing areas

Ã Thursday nights



Sources of Income - Fundraising

Raffles 

} Prizes ôout of the boxõ 

} Donõt be afraid to spend a little on the prizes 

(larger raffles)

Sell tickets from a number of areas (match day raffles)

Ã Bar

Ã Canteen

Ã Front gate

Ã Roaming

Ã Database & electronic (larger raffles)



Sources of Income - Membership

Membership

Ã Package

Ã Incentive ôwin a tripõ

Ã Discounts from sponsors

Ã List the benefits 

Targets

Ã Players

Ã Parents, family, friends, past players



Setting Marketing Goals

You need to take a number of areas into account when determining why 
and how your marketing should work:

} Objectives

} Target audience

} Research & Analysis of environment

} Costs and Time involved

Your final Marketing Plan can be very simple:

1.  OBJECTIVE To increase membership by 10% in 2010

2.  STRATEGY To provide a major prize draw for members & promote to past players

3.  EVALUATION Increase in number of paid up members

4.  TIMELINE Final member count Oct 2010

5.  RESOURCES & COSTSFlyers, e-mails, posters in clubrooms, etc...



Questions?

Feel free to contact me at anytime

Email: ryan.webb@aflvic.com.au 

Ph: (03) 8663 3062


