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CORPORATE CREATIVITY IS VALUED IN THE

ECONOMIC RECESSION

Fundrajsing is clearly a barometer of
economic times. And in today’s
difficult economic climate, where it seems
we are hearing news of staff redundancies
and companies going under on a daily
basis, donating money to charitable causes
is under the spotlight. Understandably,
businesses and households,
currently focused on battening down the
hatches and managing budgets with an iron
fist, are scrutinising any cost which is not
considered essential to its day-to-day
running.

But when times are tight and people
are under pressure, stories of creativity and
motivation to succeed
forefront. Examples are growing of non-
profits and their corporate partners coming
together to resolve problems.

“Westpac, for example, has had an
association with Rescue Helicopters for
nearly 30 years and that association is not
going to end simply because we're all
feeling the pinch,” said Mark Graham,
National Sponsorship Manager of Westpac.
“The Chopper Appeal raised nearly $1
million dollars in 2008, all of which goes
directly to the Helicopter Trusts, regardless
of whether they are sponsored by Westpac
or not. We cover all the marketing and
resources costs, including staff time to
collect money and hold their own
fundraising events around the country.

“Although Westpac has been honoured
at the Sponsorship Awards for the past two
years, we realised we couldn’t rest on our
laurels and simply repeat Chopper Appeal
activities from previous years. Clearly this
year we needed to do something different
to keep the appeal fresh and engaging in
order to encourage donations in the
current difficult environment. Further, we
believe that the key to a successful
campaign is embedding the appeal in the
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business and really getting our staff across
the country involved as ambassadors for the
appeal.

“The timing of TV2 reality show Rescue
1 has been perfect for the appeal. We
worked with Great Southern Television to
produce the show, which was first screened
on Thursday 30 April with rave ratings. The
show highlights the variety of rescues the
helicopters undertake - from sea patrol to
motor vehicle and mountain accidents. It is
hard hitting, showing us how vulnerable we
are to the elements, and the importance of
the rescue helicopters in saving lives. This
resonates well with New Zealanders and
hopefully will remain top of mind for
viewers when Appeal Week comes around.

“We have also partnered with the
fashion label Huffer which has produced a
special beanie, hooded sweatshirt and T-shirt
to raise money. Further to this, we donate
$10 for each junior account opened and we
direct mail all customers with statement
inserts, while our staff organise their own
fundraising, from the fashion shows in
Taupo to the sausage sizzles and golf days.

The Chopper Street Appeal was held this
month, and there were collection boxes
throughout the month of May in all of
Westpac’s branches.

“While the tough economic environment
continues, we firmly believe we need to do
all we can to ensure non-profit organisations
can continue the incredible work they do.”

But it's not enough to just send in a
corporate help team. Murray Edridge, Chief
Executive of Barnardos New Zealand, has
found that rather than stepping back from
sponsorship, companies are wanting more
value. Corporate funding is getting harder to
find and companies want accountability,
certainty and outcomes.

Barnardos' major corporate supporters
are Telecom and Shell, and many smaller

companies who tend to
do things at a local
level. It is also supported by government
funding, the Lottery Grants Board and
philanthropic trusts.

"We often sit down with corporates and
they want the relationship, but are a bit
unclear about what it will look like," says
Edridge.

John Key's hope that companies' staff
can help charities in practical ways can have
its downside, he says. "It's become very
fashionable for corporates to offer an
executive team to come in [to a not-for-
profit organisation] but it's not the most
useful. It's better for companies to find out
what the charity needs," says Edridge.

Staff from Alcatel-Lucent, the
international telecommunications company,
recently provided a nice example of a
practical deed when they decided to prepare
around 50 schoolbags for selected
Wellington Barnardos schoolchildren. At
the end of January the backpacks turned up
filled with stationery, rulers, pens and
calculators.

"It's a lovely example - the staff wanted
to do something and the management
encourage staff to come up with creative
ideas," says Edridge.

"Story telling is becoming quite an
effective medium for corporates both from a
commercial and feel-good point of view."

Companies are looking for stories to
make giving worth their while. "Some of
them just want it as a feel good thing for
staff; others are more commercial."

Those companies want to demonstrate
how the funding connects with their brand.

"We don't have a problem with that.
Philanthropy does not need to be
unencumbered," says Edridge. "There's
some value in it if it helps make the
corporates' funding more sustainable."
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EDITORIAL

It’s bad, bad, bad but we plug on, on, on. For every bad story about companies going under and facing extreme
difficulties we hear of companies who are moving forward with a new outlook and non-profits with great brands who
are continuing to find valued and worthwhile business partners.

At the charity Dress for Success, which helps women return to the workplace with a new wardrobe and some practical
advice, there are two major corporate partners - Genesis Energy and the Lynn Mall and Botany Town Centres.

"The bigger the donor the better the relationship," said Sue Lewis-O'Halloran in a media interview. "They are coming to
us from a corporate social responsibility angle and they want a genuine partnership. We are looking for strategic and
key partners; we are not looking for 50 partners.”

Not only has Dress for Success succeeded with the bigger partners though, it has also developed smaller relationships for
particular expenses. Dashwood Design has always designed the organisation’s newsletters and got a print sponsor,
GEON Printco. And Maxwell Drycleaners is a delivery point for the donated clothes and drycleans them if necessary.
These partners, while not huge, are all about affinity, and what they offer to the non-profit is relatively easy for them to
give, yet extremely valuable to the non-profit. We can all learn a lot from those relationships.

To plug on in 2009 during the global financial crisis (or “the GFC” as a colleague referred to it the other day) we need to
focus more on affinity and relationships and less on the numbers. We've got three great stories in this issues all about
that — see pages 3, 4 & 5, and 6.

Having that focus means we will come through the other side with stronger partnerships and a better understanding of
each other’s “business”.

Heather

> YOUR SPONSORSHIP QUESTIONS ANSWERED

At the Sponsorship Profile office we are inundated with questions from people who are often just taking up the job of seeking
sponsorship. In this regular column we share with our readers some of the most commonly asked questions and our answers. Take note
though, that our answers may be a little simplistic and are not intended to replace the advice of an experienced sponsorship consultant.

Q To evaluate the sponsorship you might product of the sponsor
ask your supporters about their awareness o Whether they would be more likely to
Lur; mev: spansor h'as asked us to of the sponsor’s products or services and buy from a sponsor than from a non
provide ians evaluation for their whether they would buy the sponsor’s sponsor
sponsor.shlp. ng fan  we Prov_‘de products. o How they might feel towards sponsors
something meaningful without spending If you are trying to assess whether your OF non Sponsors
a fortune on a research company? supporters are a valid target market before e Would they like more information
. the sponsorship starts, you might then about the sponsor’s products
Cass‘.e compare those initial results with a growing s Whether they would sign up to the
Howick awareness as the sponsorship develops. sponsor’s website
An easy question to ask your supporters One of the best stories I ever heard was
A is “would you be in the market to buy a new of the Chamber of Commerce who asked
: ; o ’ ‘
Deciding on a form of evaluation is w1dget- in the Te?ct 12 months? A'year later all its members whether the.y would be' in
; : you might ask “did you buy the widget from the market for a new car in the coming
something that should be done well in 7 And if 5 s Tacid o Tisiih d
adfirics of your event:oreatly oo the our sponsor? not, why not? year. Based on their results they prepared a
deli e To survey your supporters during an sponsorship proposal to one of the best
elivery of your programme. It may have ! g
bitser dmslicats event you might ask them: local car sales companies in town. Of
udget implications and you may need to i ;
; g e To list the names of the sponsors course they got the sponsorship!
establish some benchmarking right at the . R
e To identify whether they would buy the

beginning.
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he secret of leveraging successfully is

to invest in the promotion of the
relationship and not just the event or
activity itself. This may take an additional
budget or a commitment of time, but if the
relationship is to continue, then any
investment of money, time or resources
will contribute to its longevity.

Traditionally leveraging of a
sponsorship has been the responsibility of
the sponsor who will ensure that their key
audiences, their stakeholders or customers
are aware of their involvement with an
event, programme or activity. To raise
awareness they will advertise, create
competitions, hold hospitality functions,
give away free tickets, erect signage, flags
and banners, use display space, create
editorial material for news media and a
multitude of other promotional activities.

That’s the responsibility of the sponsor
for leveraging. The role of the sponsee,
though, in leveraging the actual
relationship, is becoming more and more
important.

No one from the rights holder side can
take responsibility for the sponsor’s
business activities but the rights holder can
take responsibility for driving the
relationship forward.

Last year the New Zealand Vets
Association (NZVA) ran a campaign to
educate its sponsors on the value of their
started by asking
sponsors to comment on the value of the
relationship and whether they could do
more to satisfy the needs of each sponsor.
Then they presented the results of the
survey to the sponsors at a “sponsor only”
session at the national conference. Heather
Newell of Foresee Communications was
invited to comment on the results and give
sponsors a taste of the additional leveraging
they could do to add value to their
sponsorship.

“Leveraging the relationship may not
be a huge investment for the rights holder
and it’s bound to result in a better and
longer relationship anyway,” said Heather,
who is New Zealand’s most prolific
sponsorship commentator. “It’s possible
that you can bring real benefits to the

relationship.  They

sponsor around things that cost you very
little to deliver. You have the passionate
supporters, you have the wonderful event,
you probably have the creative juices. Offer
that and more to the sponsor and you'll be
appreciated as the person who went the
extra mile.”

Air New Zealand Fashion Week is
another example where the rights holder is
actively promoting the role of leveraging
among its sponsors. They’ve brought Kim
Skildum Reid from Australia to run a
leveraging seminar for their partners and
SpONSors.

Myken Stewart, Brand Manager of Air
New Zealand Fashion

Week, says they
always encourage
their  partners to

leverage. “In fact, we
find it annoying if
they don't as they are
the ones who get the
least out of the event |
and are then more
likely to drop off.
We have a lot of
great ways to get
leverage activity for
them without doing
anything, including
featuring them in our
magazine, delegate
bags, daily newsletter, and on our website.

“We also provide leveraging ideas for
them as part of their proposals. These ideas
are obviously things that would work well
for our event. Having said that, our best
partners come up with amazing ideas and
really work the relationship well. Some good
examples would be Air New Zealand,
Westpac, Moet and Remix magazine.

“Most of our partners’ messages are the
same each year but with a few twists and
changes”, says Myken. “Whatever they want
to get across we are very open minded to
work with them and I always say to our
partners that we can make most anything
happen. This is the joy of owning and
running your own event.”
In the 2008 CAANZ Media Awards, Air New
Zealand won a silver award in the Best Use

LEVERAGING - Not just the job of the sponsor

of Sponsorship category for its “Taking New
Zealand Fashion To The World” campaign.
At “The World’s Highest Fashion” they
turned one of their jets into a catwalk
during a flight from Australia to New
Zealand. They ran the first show of New
Zealand Fashion Week during an inbound
flight, giving passengers an exclusive
preview of the new season’s collections.

Air New Zealand Fashion Week
Managing Director Pieter Stewart has also
been encouraging designers to maximise
their sponsorship opportunities, particularly
in the current economic climate. She
advised them to align themselves with key

HAUTE COUTURE PAR AVION
e “THE WORLD'S HIGHEST FASHION”

business partners and brands, rather than
spending their sponsorship time and energy
on unnecessary trimmings like celebrity
appearances and after show parties.

Myken backed this up, saying “The
designers constantly struggle with their
sponsors as they don't know how to service
them. They get money for their New
Zealand Fashion Week show and many
think that's enough. We encourage them to
create relationships and work the
relationship over the whole year. When
designers say they can't get sponsorship it’s
usually because they have lost a
relationship. There are some designers
though who do a great job with their
sponsorships — they really get it.”



















