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Conferences, readings, speeches, workshops, dance contests… magazines have been holding events since homo 
erectus held a launch parties for their cave paintings (source: cartoons). Running events can strengthen your 
magazine’s bond with its audience, help you reach out to new readers and generate revenue. Oh? What was that 
last part again? Yes, this is a guide to getting other people to pay for your events so that your magazine can make 
some money or at very least break even. 

WHAT DO YOU HAVE TO SELL? ESTABLISH YOUR INVENTORY 

This is step zero. Before you can sell something you need to know what it is. Think about your event and 
brainstorm ways you could work in sponsors. Putting their logos on signs, posters, eblasts, etc. is an obvious start. 
What else can you offer? What can you offer that is unique to your event? 

Some things to consider: 

 Exclusivity. Sponsors like to stand out from the crowd. After all, one of the main reasons they’re paying you is to 
get the attention of your guests. You can help them by planning ahead and offering unique sponsorship 
opportunities. Maybe you have a special room that you can brand as the [sponsor] zone, or signature drinks you 
can name after them. If your event has a trade show component, you’re probably selling standardized booths of 
some kind. That’s fine, but make sure to come up with some premium exclusives for sponsors who are willing to 
spend a little extra to make a splash. 

 Stage presence. Giving your sponsors a chance to stand in front of the audience can go a long way. Their CEO 
might get a minute or two to welcome your guests or introduce a speaker. Take care that you don’t offer so much 
time that your event gets derailed with a sales pitch. In my experience, most sponsors aren’t really interested in 
that anyway. They would rather be integrated into an event than become the commercial interruption. 

 Keep an eye on your own costs. Don’t get so caught up trying to please a sponsor that you end up offering more 
than they’re paying for. If what you promise involves overhead costs, take care to account for those in the 
sponsorship fee. 

 Look for in-kind opportunities, too. Plenty of companies will offer their goods or services in exchange for some 
“official provider of…” recognition. These can also be an easier sell, since they don’t require a cash investment. 

WHAT SHOULD YOU CHARGE? 

I hate to break it to you, but there are just no easy answers to this question, only more questions. Here are some 
of them: How much do you need to pay for your event? How much do you think your sponsor will pay? What are 
the hard costs associated with your sponsorship packages, like banners, booths, performers, etc.? 

Really, this is something that you’ll need to feel out. Even if you have a rate card for your sponsorships, you’ll still 
need to negotiate. Try asking your prospects what their budgets are and what they expect for such an investment 
and try to come to an agreement that way. This is easier said than done, as prospects may not want to disclose 



 

 

their budget before you quote a price. Sometimes you’ll just need to have confidence in what you’re selling and 
name your price. 

WHO YOU GONNA CALL? 

The best and easiest prospects are those with whom you already have a relationship. If your magazine has 
advertisers, congratulations! You already have a head start. Don’t stop there, though. Look at events similar to 
your own and see who sponsors them. You should also brainstorm businesses that are related to your event’s 
content. The beer sponsor is the classic example of this for launch parties. 

HOW YOU GONNA CALL’EM? 

Actually contacting prospects and convincing them to buy into your event is probably the hardest and scariest part 
of this whole process. My “365 Sales Tips” calendar is proof that there’s a whole industry built around teaching 
people how to sell things, so answering this question in depth is beyond the scope of this hotsheet. Things rarely 
go by the book, but here’s a look at my own process with new contacts: 

 Start with an email. Something short and friendly that hypes the event a little and asks for a phone call—“A quick 1.
chat.” 

 Follow up. When the first email gets ignored, send an even shorter “checking in” note that reiterates your desire 2.
to schedule a call. Don’t get discouraged if it takes you a few tries to get a response. Your contacts are probably 
not avoiding you on purpose, just accidentally. 

 Make your case. When you get a chance to talk to your prospect, tell them about your event. This should be a 3.
brief rundown with the basic details and summary, plus an expression of your personal excitement for how 
fantastic your event is going to be. Pump yourself up for these calls, because your energy will be contagious. After 
your enthusiastic introduction, switch to asking about your prospect. Try to get them talking about their marketing 
goals, and their budget. The idea here is to discuss options so that when your call ends you can write a proposal 
that will knock their socks off. 

 Write a proposal that will knock their socks off. Do this immediately after your call, or as close as possible. 4.
Strike while the iron is hot and so forth. Include this key info: 

a. An overview of your event with the usual what, where and when. 
b. Expected attendance with demographic info on your attendees. 
c. Details on the benefits their sponsorship will include. (E.g. signage with the sponsor logo, an 

opportunity to welcome the guests, social media mentions, etc.) 
d. Pricing. 

 Send in your proposal and keep in touch with your prospect until they give you an answer. 5.

KEEP CAREFUL RECORDS 

The more sponsors or prospective sponsors you deal with, the more diligent you’ll have to be with your record 
keeping. Create a spreadsheet or document with this info: 

 Names, job titles and contact info for your sponsor and prospect contacts 
 A history of their sponsorship purchases 
 Any current deliverables and deadlines 



 

 

 Notes on your last contact with them and how you will follow up 

KEEP IN TOUCH 

Don’t disappear after you sign your sponsor, or even after your event ends. Keep your sponsors in the loop with 
what your magazine is doing. Let them know when you sign up a significant new speaker or performer. Tell them 
about the exciting new ideas you have for your next event.  

Good luck! 

If you’re reading this hotsheet, chances are you’re a sales beginner, or at least an event sponsorship sales 
beginner. The good news is you don’t have to be a fast-talking “sales type” to get people to invest in your 
magazine’s events. Have faith in your event, communicate its virtues clearly and be persistent. Now go get’em 
tiger! [Press play on your Rocky III soundtrack now.] 

 


