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 Is it a “pitch” or an “invitation” for a sponsor? 
 What signals are you sending and receiving? 
 What are you offering your sponsors? 
 What are your sponsors looking for? 
 Let’s remember that the heritage, arts & 

culture + museum communities compete with 
every disease, natural disaster, social service 
cause and environmental issue… 

 We need to be very creative and compelling 
 



“a marketing strategy in which an individual or 
organization (the sponsor) invests cash, goods 
or services in another organization (the 
property) to gain access to specific assets (such 
as the non profits members) that are expected 
to improve the sponsor’s investments” 
 
 Made Possible By Succeeding With Sponsorship: A Book for Non 
 Profits by Patricia Martin, John Wiley & Sons, 2004 

 
 





 
 In 1983, American Express led a cause-related campaign 

for the preservation of the Statue of Liberty + Ellis Island  
 One cent for each credit card use; $1  for each new card 
 Result for the cause: $1.7 million raised in four months 
 Result for American Express:  
 17% increase in new cardholders  
 28% increase in transactions 

 A message to customers, shareholders, + employees:  
 a commitment to community philanthropy  
 For American Express, this contributed to their 

international profile as a corporate leader in support of 
“preserving and sustaining unique historic places” 



 Know your organization + your audience 
 Develop your pitch (on and offline) 
 Share your organization’s story 
 Research what is important to your sponsor(s) 
 Build relationships + creative partnerships 
 Continue to keep sponsors engaged and 

informed after the agreement is signed 





 Focus on a specific idea or project 
 Use stories to create an emotional connection 
 Keep the message simple 
 Make it memorable 
 Create an “elevator pitch”   
 Align the medium and the message 



 Share what you are doing 
 Make a personal connection with your 

sponsors and partners   
 Real people doing real things to improve the 

world 









 “doing good work where we work” 
 “giving people access to a better life. One 

community at a time” 
 “preserving and sustaining unique historic 

places for the future” 
 “sharing our time, knowledge and resources 

to support affordable housing and build 
strong communities for Canadians in need” 
 



 Toyota 
 Walmart 
 American Express 
 Home Depot Canada Foundation 









 funding a project with relatively modest 
contributions from a large group of 
individuals, rather than seeking substantial 
sums from a small number of investors. 
The funding campaign and transactions 
are typically conducted online through 
dedicated crowdfunding sites, often in 
conjunction with social networking sites.  



 A non-profit, the Tesla Science Museum, wanted to purchase 
the property where Nikola Tesla worked: the inventor of neon 
+ fluorescent lighting, AC electric currents, radio tubes   

 
 The land and laboratory building, designed by Stanford 

White,  in Shoreham, NY were  for sale since 2009 
 
 The property was listed at $1.6 million and the non-profit 

engineered a matching grant from New York State of  $850k 
 

 Matthew Inman, Creator of The Oatmeal comic website, 
launched an online fundraising campaign for the museum 
and raised $1,370,511 with over 30,000 donors in six weeks 

 
 Telsa Science Museum + The Oatmeal.com + IndieGoGo.com 
 

















Five tips when considering crowdfunding to 
finance your next “big idea”: 
 
 Clearly establish + understand the process 

through which financing can be secured 
 Be specific about the project + your needs 
 Establish a deadline for support 
 Create a rewards system 
 Provide updates and feedback 
 





 Look inside your own organization 
 What is your value proposition? 
 Are you  connecting sponsors with a new market? 
 What project will you “pitch”? 
 To whom will you pitch it? A marketing department 

or a corporate social responsibility team? 
 How will you make it emotionally compelling?  
 Via what media—in person or online? 
 When and how will you close the “deal”? 
 How will you recognize and keep your sponsors? 
 Look in new places to find creative partners 

 
 …..good luck and timing are key 
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