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THE BEST EVENT

MWARE NOT

ABOUT SELLING LOGO
PLACEMENT. THEY ARE

ABOUT CREMA;;;V GSHARED
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A SPONSOR Why does this event make sense for our brand?
SH()ULD BE Who are we reaching?

How are we showing up in a meaningful way?
What happens before and after the event?

How can this partnership support our larger marketing goals?
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FROMSPONSOR TO

gprteye perter

Shift from just selling inventory

Don’t just focus on logos, booths, mentions &
tickets. Focus on building a partnership around
business goals, audience alignment and
experience.
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NEED A RIDE HOME? << <<

SIT WITH US AND HAVE
A WATER WHILE YOU WAIT!

UBER: 1-833-873-8237
LYFT: 1-800-836-LYFT

BANK ON
THE BEST

SPONSORED BY
Washington

PEOPLE’S
S8 CHOICE
W AWARDS
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SHARE THE STORY OF A LOVED ONE WHO
SERVED IN THE MILITARY AND HELP US
RECOGNIZE THEIR COURAGE, SACRIFICE AND
DEDICATION. WE INVITE YOU TO SHARE THEIR
NAME, BRANCH OF SERVIGE AND A SPECIAL
MEMORY AS WE HONOR THEIR LEGACY AND
HELP KEEP THEIR STORY ALIVE.
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Look at who attends the event, who the
advertiser wants to reach, and where
those audiences overlap. The strongest
partnerships happen when the event and
sponsor naturally make sense together.







NOT JUST

A logo is seen. An experience is remembered.

Sampling

Custom Contests
Branded Lounges
Interactive Booths
VIP Experiences
Giveaways

Photo Opportunities
Educational Pieces
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| THINK

EVENT

The goal is to give sponsors something more
meaningful than “your logo was on the banner.”

Attendamce, Reach, Engagement & Leads
Contest Entries

Social Media Interaction

e Redemeptions

e Brand Visibility

¢ Qualitative Feedback






A Logo Is Not a Strategy
Shared Audience = Shared Opportunity

Do not pay for a venue... trade for it

Stop Selling Sponsorships. Start Building Parmerships.

What Does the Sponsor Actually Want?

Create Something People Remember

Make the Brand Part of the Experience

The Event Is One Day. The Partnership Shouldn’t Be
Measure More Than Attendance

Shift from One-Time Sponsor to Y ear-Round Partner
Build With Them, Not Just For Them




Connect with me!

Carole DeAngelo
cdeangelo@observer-reporter.com
724-222-2622
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