
 
 

Sponsorship Toolkit - Clubs 
 
INTRODUCTION 
This guide is a summary document to assist clubs in the sponsorship landscape. The aim is to 
provide a quick introduction and an overview of the key points and processes when trying to find a 
sponsor. 
 
Before entering any conversations with a potential sponsor, please ensure you have read and full 
understand the ASA / British Swimming guidelines detailed at the end of this tool kit.   
 
 
 
WHAT IS SPONSORSHIP  
Sponsorship is a process by which a company or brand provides a level of investment of either cash 
or goods and services (also known as value in kind – VIK) or both, for commercial gain or benefit. 
 
Most companies seek a return on their support or investment (if they are not seeking any form of 
return on their investment it would be a donation and not a sponsorship). This can range from the 
fairly basic in terms of goodwill within the community, to the more complex guaranteed levels of media 
exposure, brand awareness and visibility. 
 
Is sponsorship right for your club? 
Sponsorship should not be entered into lightly – there is a commitment involved if it’s going to work for 
both you and the company sponsoring you. Consider the resource and costs involved and whether 
you are able to deliver and service the needs and requirements a sponsor may have. 
 
Sponsorship is not philanthropy – a sponsor will want a return on their investment. You need 
to consider carefully whether your sport has sufficient assets and benefits to offer a sponsor. 
 
There are a variety of other revenue streams that could be considered alongside, or as an alternative 
to sponsorship including fundraising, events, venues or donations. The rights and assets your club 
has will determine whether sponsorship is the right route for you. see section three for more 
information on assets. 
 
 
 
WHAT CAN YOU OFFER A SPONSOR  
Before you approach any company for sponsorship you need to know what your club has to offer. In 
essence this is an inventory of all the assets you may have, what rights you own, your access to 
swimmers and members, value of your brand, the events and other opportunities that may be 
available. 
 
What do sponsors want? 
It may help to understand what sponsors are looking for and how they may want a partnership that 
can deliver against their brand and business objectives, and provide a return on investment (ROI). 
 



Every company is different; some may be looking for media exposure while others will prefer to work 
with a club that can help them engage and motivate their internal teams. Each will have certain 
needs, objectives and levels of expectations and these must be carefully managed.  
 
A sponsor will usually want some, or all, of the following as part of their rights: 

• Exclusivity of category – i.e. no other companies with a similar product or service included  
• Association with your clubs values and what it represents 
• Use of their product/equipment by swimmer  
• Access to events – tickets/hospitality 
• Links to local communities i.e. showing that they are involved in their local area 
• Content for use across social media channels and website  
• Access to your membership data (subject to data protection) 
• Branding on team clothing – if available  
• Opportunity to create new programmes and activities  
• Brand visibility at events and competitions – in accordance with the ASA / British Swimming 

guidelines. See section four 
. 
What does the marketplace look like? 
You need to be aware of other sports or clubs are in your ‘space’ and the likelihood of them offering a 
similar proposition to a sponsor – are there other clubs similar to yours? Do you own all the rights?  
 
Do some desk research to see who is doing what and with whom!  
 
You need to find the ‘white space’ i.e. a clear area of differentiation around your sponsorship 
opportunity and ensure you are offering something different which will resonate with certain 
companies. For this reason it is essential to conduct an audit of what you have to offer. 
 
 
 
WHAT ASSETS DO YOU HAVE 
Think carefully about what you have to offer a sponsor – these are your assets. A good starting point 
is to run a workshop with a group of colleagues from different areas within your club, using them to 
help identify your potential assets.  
 
These may include but are not limited to: 

• Rights/Intellectual Property (IP) – do you have all rights to your logo and programmes?  
• Events – how many events and at what level – regional, national, international? How many 

spectators attend? Do they get media coverage, and what sort – television, live streaming? 
What branding is possible at the events? Is it possible for sponsors to showcase their product 
or services at the events? 

• Swimmers – how successful are they? What are their future targets? Are you ‘best in the 
county/country’ in certain age groups? Where do your swimmers compete and how often? 
Are there branding opportunities available on kit? How big are the teams? What is your 
coaching structure? 

• Do you own your own website and social channels?  
• Do you produce any literature – leaflets, posters, event programmes, event branding etc. 

 
What are tangible and intangible assets? 
Some of the areas above you can quantify and measure, enabling you to put a value on them; these 
are known as tangible assets. Others are much harder to value, such as value of the brand and 
success in the form of a gold medal; these are intangible assets. It’s important to bear both these 
types of asset in mind when trying to value benefits for a sponsor. 
 
Some examples of tangible and intangible assets are shown below: 
 



Tangible: 
• Presence on website 
• Presence on social channels – number of followers / likes 
• Access to membership database (subject to data protection) – size of database 
• Advertising space in printed literature  
• Kit branding  
• Tickets and hospitality to events 
• Branding at events 

 
Intangible 

• Success  
• Image of the sport 
• Breadth of disciplines 
• Profile in the local media 
• Number and popularity of events  
• Accessibility of the sport  

 
 
What is your USP – unique selling point? 
This is any area that is specific to your sport and could potentially offer a sponsor something special, 
acting as a point of difference from other sponsorships. Think about why your sport is different; what 
is unique about it? Some examples include:  

• You have the youngest competitor  
• The oldest sport 
• A non-contact team sport 
• An affluent participant demographic  
• All-year round sport 
• Women compete directly against men 

 
 
 
CAN YOU DELIVER A SPONSORSHIP 
Do not enter into a sponsorship agreement before considering the level of effort and support you will 
need to provide to the sponsor. It’s great to sign up a sponsor but you must plan for their support and 
servicing. Ask yourself who will liaise with the sponsor on a day-to-day basis? What if they have a 
couple of agencies working with them on the sponsorship who will also be asking you questions and 
making demands on your time? Is there a member of your team that can manage this day-to-day and 
in a timely fashion? 
 
You must also factor in how much it will cost to deliver the rights and benefits you have promised. For 
example, event tickets have a price so if you give them away you cannot sell them. Never leave an 
agreement open-ended and budget for all potential costs.  
 
 
 
HOW TO FIND AND APPROACH A SPONSOR  
Before approaching a sponsor it’s useful to agree the sponsorship structure you want to have. In the 
simplest sense, this is about determining how many sponsors you will have so that a company getting 
involved has a sense of who they will be ‘sharing’ some of the benefits and rights with. For example, 
you could engage a primary sponsor and an official supplier.  
 
Please ensure you have read and fully understand the ASA / British Swimming guidelines 
before structuring your sponsorship programme. These guides will need to be included within 
your sponsorship programme to ensure you do not promise/release rights which you do not 
own.   



 
Once you have an idea of what you can offer a sponsor and have decided on a structure of rights and 
benefits you can now start to think about how to actually find a sponsor. There is no magic formula, 
just a bit of hard work.  
 
Which brands should we approach and how should we approach them? 
Firstly, spend time researching brands that share a link with your club. 
 
Develop a brand wish list. Think about all the brands that may suit your club and consider which 
categories are important to you as a club e.g. equipment  
 
Then look into the company/brand in more detail. Find out whether the company has ever sponsored 
anything before and if so, what areas were they involved in? Look up their annual report and research 
their website carefully. What areas are of interest to them? 
 
Be realistic. It may be better to find a local company based close to your club rather than 
pursuing a multi-national brand. 
 
Who to contact 
Finding out the best person to contact is difficult. The ideal route is to get an introduction from 
someone else. Otherwise, try and find out who are the best people to talk to either through research 
or by simply calling their head office and asking who the most appropriate person would be to 
approach – they may have a sponsorship manager or marketing manager. Alternatively, you can go 
to the top and approach the chief executive – but ensure you make a really professional approach.  
 
How to approach a potential sponsor 
The key to any approach is to be creative and impactful – first impressions definitely count. The 
recipient is most likely to receive many similar requests so anything you can do to make your club 
stand-out will give you a better chance. 
 
Also, it’s obvious but often overlooked. Proof-read your email – lots of times. Make sure you have 
spelt the recipient’s name correctly, do a spell-check and, if you are re-sending the email to several 
brands, make sure you’ve removed any reference to another brand. You’d be surprised how many 
times these mistakes are made and your email is simply deleted as a result. 
 
How do I present to a sponsor and what materials do I need? 
It’s a good idea to have an introductory document that can be used to give an overview of your club, 
the opportunity and some key statistics - list some of your assets and how a sponsor can get involved.  
 
Make it clear and easy to understand.  
 
Follow-up 
Make a note of when you send out an email so that you can follow up in one to two weeks’ time. 
Normally this is by email again but you could also make a phone call. It’s often quite difficult to get 
through on the phone but if you are confident and do get through to the person you want to speak to, 
use the opportunity to make a new friend, not as a major task or ‘sell’ and aim to get a meeting in the 
diary to present your sport. 
 
Meeting face-to-face  
If you get to meet with the key individual that is a great result. Make sure you are well-prepared and 
plan the meeting carefully.  

1. Set out your objectives – are you ready to answer key questions on how much and what you 
want? How much will you be prepared to negotiate?  

2. Assuming you have already researched the company, you now need to find out more about 
the people you will meet – www.linkedin.com is a great tool, otherwise just Google them 



3. Check if they are happy to look at a presentation and if they are, this next document should 
be more tailored to the company/brand. The important thing is to find out what their objectives 
are so that you can come back with a more bespoke presentation/document that is specific to 
the company/brand, covering the areas they were interested in when you met and any 
specific points raised 

 
How much should I charge sponsors? What do I ask for? 
Value is often in the eye of the beholder – there’s a big difference in many cases as to the actual cost 
of a sponsorship or event versus the value a sponsor may get in return. For example, just because an 
event costs £20,000 to put on, it does not mean that is the cost of the sponsorship. If there are very 
few spectators and no media coverage, its value to a sponsor will be considerably less. 
 
The market place will often affect how much you can charge. If you have a very unique property that 
is sought after you will be able to charge more. It’s like selling a house – if the demand is there and 
there are no other similar properties in your area then you hold all the cards. If however the market is 
flooded with lots of properties you will need to be offering something unique and good value in order 
to be appealing. 
 
The key points to consider are as follows: 

• Be reasonable and realistic once you have determined what else is in the market place 
• Don’t ask a small company for a large amount of cash, they will most likely say no 
• Have an idea on what a company is likely to be able to spend. The internet can sometimes 

give you an idea of advertising spend which is a useful benchmark – but don’t rely on that too 
much. Check on their financial results in the news – have they made a profit or a loss? 

• Decide on whether you want cash, product, equipment or services, or are you willing to take a 
combination? 

• What other support can the company offer you that is of value, e.g. PR/marketing support, 
resource etc? This can often be worth as much, or more than, cash 

• Be prepared to be flexible and know what your bottom line is – don’t be afraid to walk away 
 
Staged payments and incentives  
Sometimes it may be easier for a company to work with staged payments rather than a large lump 
sum.  
 
Incentives can also be based on media exposure or other measureable factors e.g. the number of 
followers on Twitter, Facebook ‘likes’, etc. Be careful in structuring this type of agreement; if media 
exposure is important, you need to consider the quality, not just the quantity. 
 
How do I negotiate a deal and finalise the contract? 
When negotiating on the key terms and rights, be very clear what you mean and avoid grey areas. 
Quantify exact details e.g. one tweet per fortnight, 20 tickets to the national finals etc. Avoid any areas 
that do not have a clear upper or lower limit. 
 
Make a note of the upper and lower limits of what you are willing to offer and include. Hold back on 
key elements and offer them later. Don’t throw everything in first time as you will have nothing to 
negotiate with. 
 
What should be in the agreement? 
The agreement is the most important document in the start of any relationship and is a fallback in 
case of any future issues. Once you are in a good sponsorship arrangement, you shouldn’t need to 
look at the agreement again – they say it should stay in the bottom drawer! Ensuring there are no 
grey areas is vital to this as that’s where misunderstandings and issues arise. 
 
Ideally you should draft the key terms and benefits you are offering – consider the agreement in 
four parts: 



• What the agreement is about and who the key parties are 
• What you are giving to the sponsor 
• What you expect from the sponsor 
• The nuts and bolts – legal terms  

 
 
The agreement should be in plain English – it really does not need to contain much legal terminology 
– keep it simple so everyone can work from it. The important thing is to have a clear statement of 
what you and the sponsor have agreed. 
 
“Do not commit to anything you cannot be sure to deliver; don’t make promises you can’t 
keep.” 
 
How do we keep a sponsor? 
This is a vital element of your sponsor programme. A good relationship is likely to be long-term, a 
poor one can be over very quickly and can be painful along the way. 
 
How do we keep our sponsors happy? 
Communication is fundamental – it can often make or break a sponsorship. Keep a sponsor regularly 
informed about what you are doing and what is happening. 

• Agree how they want to interact and who will be the key contact(s) both within your 
organisation and your sponsor’s 

• Plan regular meetings and report on your activities, results and upcoming schedule  
• Keep a record of all your media coverage 
• Inform a sponsor in advance of events in case they wish to attend – give them plenty of notice 
• Be proactive – suggest a meeting at their offices to involve their internal teams 
• Let them try your sport if possible – think of how to get them involved 

 
If they don’t want or need regular information, make sure you gather it anyway and keep it for your 
own records – this will be very useful for renegotiation or when talking to other sponsors.  
 
A happy sponsor is more likely to renew at the end of the term, meaning future investment for 
your sport or organisation. Overall, it takes less time to keep a sponsor happy than to find a 
new one. 
 
How do we renew a sponsorship or how does it end? 
When you know the contract is coming to its end, make sure you begin renegotiating early; at least six 
months before it ends, start having discussions to see what your sponsor’s plans are. Keeping an 
existing partner is much more efficient than having to find a new one. 
 
A sponsorship contract would normally include a clause about renewals and first refusal i.e. the right 
of the sponsor to start renegotiating and offer to match an offer from another company. Be careful that 
they do not keep offering to match the offer but never actually agree terms – you need a cut-off point 
to the negotiations. 
 
Make sure you agree with your sponsor what the statement to the media will be as people will ask 
why it ended. Both parties need to be saying the same thing as this could negatively affect your future 
sponsorship plans. 
 
If the relationship does come to an end, make sure it does so on good terms. The sports sponsorship 
industry is small and sponsors do talk, so don’t do anything you wouldn’t want reported back. It’s a 
small world and people move around from company to company. It’s worth keeping in touch with an 
individual even after a sponsorship has ended as they may move to another brand. 
 
 



ASA AND BRITISH SWIMMING GUIDELINES TO SPONSORSHIP RIGHTS 
It is important that you have read and fully understand the ASA and British Swimming 
guidelines before structuring your programme and approaching a sponsor.  
 

• It must be made clear to the sponsor that when sponsoring the Club this in no ways provides 
rights to association with any British Swimming or a GBR representative team, or members of 
that team, even when Club members are involved in British swimming activity or form part of 
any GBR representative team 

• The sponsor does not have any rights to use Club members’ images in their GBR 
representative kit or clothing with the British swimming logo on. They can only use images of 
the athlete in the kit that the sponsor provides to the Club as Club kit 

• The sponsor cannot make reference to members of the Club as GBR team members in their 
marketing and promotional materials as this creates an association with the GBR team for 
which they have no rights 

• The sponsor cannot request or insist that a club member wears their Club kit, with or without 
the sponsors branding on, at any time whilst the athlete is representing British Swimming or 
on international duty as part of a GBR representative Team.  

• The sponsor cannot request or insist that a club member wears their GBR representative 
team kit or clothing with the British swimming logo on when conducting personal appearances 
or taking part in any PR, marketing or promotional activity on behalf of the sponsor.  

 
Personal Sponsorship Guidelines - Branding  

• When representing the sponsor they must not wear their GBR Team kit unless the sponsor is 
also the sponsor of the Team (e.g. British Gas) or the Official Kit Supplier to the Team (e.g. 
Speedo) 

• When on representative team duty the athlete must wear only the kit provided by the Official 
Kit Supplier to the Team and is not permitted to wear items supplied by their personal sponsor 

• Their personal sponsor is not entitled to any branding on the athlete’s GBR Team kit or on 
their racing suit even when the athlete exercises their freedom of choice to wear an 
alternative brand to compete in 

• When on international duty and participating in any media activity the athlete may not display 
any personal sponsor branded products 

• When competing in selection events e.g. Olympic trials, the athlete is competing under their 
club and can therefore carry branding on their kit – apparel and swimwear provided that such 
branding is in line with FINA GR 6 Advertising and BL 7, which stipulate the number and size 
of any brand advertising permitted 

 
 
 
 
CONTACT 
For more information or guidance on sponsorship, please contact Kate Rudkin, Head of Sponsorship 
Activation for the ASA at kate.rudkin@swimming.org 
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