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To attract 
something, 
you must 
know what it  
is seeking.



As a hunter I know, animals are motivated by food, 
sex and safe places to congregate.



Cabela’s ad“…Imagine the triumph of successfully 
bagging a bull moose in rut as he spots a cow moose 
and closes in for a better look…”



As someone “hunting” sponsors, I’ve learned sponsors are motivated by:

Often sponsors will fit more than one of these categories, but that is good news. 

The ability to 
purchase 

“Goodwill”

Getting 
”impressions” for 

their brand

Being seen as 
supportive of 

schools by their 
customers

Wanting to support 
your mission



Examples of 
ASAA’s “Goodwill 

Sponsors”

We don’t really help them sell more oil and gas, but 
we can help them demonstrate they are part of the 
community.

We don’t really help them develop a controversial gold 
mine, but we can help them be seen in a positive light



Examples of ASAA’s “Mission Supporter”



Keys to attracting “Goodwill” and “Mission 
Supporter” Sponsors

The Association must have positive brand 
recognition.   

The Association is known for  
benefiting those involved.  

ASAA tries to do this by 
constantly stressing the value of 

educational based activities, 
and how it isn’t defined by 

“winning or losing” a contest.  



Does the average resident of your state know who you are?
If so, how do they feel about your Association?



Methods ASAA has 
used to increase our 
“brand awareness”:

• Social Media
• Twitter
• Facebook
• Instagram

• Event Signage
• Websites
• Speaking Engagements: Lions 
Clubs, Rotary Clubs or other such 
organizations
• Win for Life Spots



Use Social Media to 
share positive stories



Event Signage 



Websites: ASAA.org and ASAA365.com



Speaking Engagements: Clubs are always 
looking for someone to come do a talk.

Keys point should be about how educational 
bases activities positively impacts a student 

for the rest of their life.



ASAA has also produced what we 
call our “Win For Life” spots



Who’s the ASAA Sponsor?






The point: ASAA is doing 
awesome things to help 

develop students…people 
like ASAA’s mission and will 

appreciate the sponsors that 
help.



Imagine the triumph of successfully 
bagging a bull moose in rut gaining 
a new sponsor as he because they 

spots a cow moose and closes in for 
a better look want to be associated 
with an entity doing great things in 

your state…



Examples of ASAA’s “Impression Seeking 
Sponsors”



Examples of ASAA’s 
“School Vendors”

• ”School Vendors” are the companies that are 
selling products or services to your member 
schools.  Due to state and/or federal laws, they 
may not be able to sponsor a school, but they 
can sponsor you.



Keys to attracting 
“impression seeking” and 
“school vendor” sponsors



Know what 
an 
impression 
is:

• An impression is a metric used to quantify the number of digital views 
or engagements of a piece of content, usually an advertisement, digital 
post, or a web page.



Know how 
many 
impressions 
you are 
generating:

Track attendance numbers at 
state events

Coaches/Advisors/Participants
Tournament workers, 
including your own staff
Spectators
Those on passes
If it breathes and is human 
count it.

Know your website page views

Know your tournament program distribution…ASAA 
produces a free digital program and can track how 
many views the page generated. 

Know your webcasting “live” and “VOD” counts



Know what your 
impressions are worth 
compared to your 
television and print 
market to show value.

• ASAA worked with a media buyer to determine what the 
value of our impressions are worth as compared to television 
newscast, an ad in the statewide newspaper, and an ad in the 
Alaska Business Magazine.



Stress to them you are a “statewide” program



Stress to 
them your 
demographic 
of consumers 
is very broad

High school age students

Younger siblings

Parents

Grandparents

Wide economic levels

Wide ethnic make-up



Stress the ability to do 
onsite marketing at State 
Events (where possible)



Also point out the “goodwill” aspect 
of a sponsorship.






Affinity Marketing – A concept that consists of a 
partnership between a company and an organization 
that gathers persons sharing the same interests to 
bring a greater consumer base to their service, product 
or opinion.

• This is not Co-Branding. Tying into an Affinity Group, 
like a fan base, allows organizations to target a market 
in a more efficient way than traditional marketing. 



Community Marketing – The connection 
of a brand to a specific community, using 
a platform to communicate, exchange 
values and create mutual meaning. 

Companies want to use you to:

Build Credibility





Imagine the triumph of successfully 
bagging a bull moose in rut gaining 

a new sponsor as they he spots a 
cow moose and closes in for a 

better look realize the amount of 
marketing impressions they can 

access through your association…



So, by recognizing what attract a sponsor, you can make 
sure you’re using the right strategies to “reel them in”



Questions or comments
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