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How wonderful to hear at dinner last night that the amazing committee members in this room raised $33M last year. 
And I have no doubt that you will make your goal for this year as well.
So as Michelle mentioned, I look after New Business efforts at ALSAC and I’m hopeful that I can provide some tips from our trade that will assist you in your sales efforts.
I get the pleasure of working within the Strategic Partnerships department, which both cultivates and stewards all of our national corporate partnership and we’re extremely lucky to work with some of the best brands in the world to support St. Jude Children’s Research Hospital
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TIMELINE

The areas that we’ll discuss today are things that we take to heart and practice daily in looking to secure national partners for St. Jude Children’s Research Hospital, so I hope you will find them helpful.

Michelle mentioned in the opening that your goal to secure 80% of your revenue before your event and I think that being both thoughtful and strategic about your sales approach, I think that is certainly doable. 

But as with all things, particularly amongst such a powerful and amazing group of committee members, it will take a village to get there. Luckily, by looking around and speaking with a few of you, you all have amazing villages from which to draw. 

The first step in making your pre-event goal is to set aside an evening to develop a sales calendar to serve as your time line. This will assist you in several ways, but most important is that it will breakdown the months leading up to your event into digestible segments. Then identify milestones you’re looking to hit, which will keep you honest, on track and hold both your and your committee accountable for success. 

Instead of focusing on 80% before the event…focus on 25% six months out; 50% three months out and 80% one month out. Or look at it by level and category, focusing first on a title sponsor, then follow that with subsequent levels of sponsorship, table sales and in-kind donations, then you can set goals with each of those.

Have sold 75% of your tables with two months to go. Nail down your in-kind partners four months out. Have your title sponsor locked down three months from your date. 

PROSPECTING

Next we’ll switch the conversation to research and prospecting for new sponsorships. We talk constantly about our pipeline and how full it is – or isn’t – and where we need to focus to get ourselves in a position for success. 

As is relates to meeting your pre-event goal, I can assure you that if you start with re-commitments and re-sales to your current partners 8-9 months out (or 2-3 months following your event) you’ll be able to significantly reduce your ‘to go’ number and will find that you are well on your way to 80% far sooner than expected. 



ADVANCE WORK

RESEARCH

LOOK FOR HIDDEN
GEMS

DON'T COME IN COLD
ASK & LISTEN



Presenter
Presentation Notes
Research for prospects three powerful buckets….
Your personal networks – you are all driven, successful committee members and with that comes a great network I’m sure
Your committee’s network – give everyone a goal to meet for the number of prospects to bring forward
The network of your local St. Jude office; they will also be the conduits to our national corporate partners should a request be generated

Look for surprises and hidden gems when prospecting. 
It’s completely natural to look towards the Kmarts, Targets, etc. to bring on as sponsors, but those organizations don’t always have local sponsorship strategies. 
Hidden Gems could be a looked at in a few different ways…who is the local business person or franchise organization who is on the front of, or popping up regularly, in your local business journal? If someone seems to be the talk of the town, they could ripe for the picking to align with an organization the caliber of St. Jude to help raise money for our mission
Is there a prominent family foundation or business person who leads their own foundation that is looking to build their profile. If there is someone in your community who shows particular interest or support in children’s causes or cancer initiatives or someone looking to expand their universe of local support, give them consideration
Explore new categories of businesses (legal, accounting, manufacturing, etc., that have deep ties to the community though maybe not as consumer facing as you would first expect.

Don’t come in cold…
When you  have the opportunity to connect with a prospect, spend time researching first
What charitable programs have they supported locally in the past (or perhaps they have never supported locally)
Find a way to connect the mission locally to them – whether that is through a committee member, support from other organizations in your area, a patient family connection or story, a way to engage with their employees…there are many ways to make this happen

Ask & listen…
If you are able to coordinate a 15 minute prep call, that could help you be most effective in the meeting
We talk about being partner centric within our sales efforts, and that means asking what they want to achieve
And then listening to their answers
This can be powerful in helping you prepare for your in person meeting
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Make the most of your time in the room
I always use the phrase that “a good girl scout is always prepared” and that’s certainly the mindset you should have when making the ask of a prospect

Know your ask
Now that you have done your research, and possibly even a prep call to both ask and listen…you’re going to be prepared to make the best ask possible. 
For these businesses who are likely being solicited on a regular basis, they are going to respond more positively to a well thought out ask than a laundry list of possibilities
If you have a sense of their annual income, propensity for local charitable support and previous connections to St. Jude, that is all information that will help you formulate your plan. If you are building your prospect list, and can bucket them as to where they may be a perfect fit, then you’ll know where to lead them And not everyone you solicit is going to be a candidate to be presenting sponsor, and that’s OK

Because you need to be armed with your second ask…
If you ask someone to be presenting sponsor, but the amount is too high, what is going to be your next ask of them? And that doesn’t just mean going down the line of levels, though you could do that
Are in-kind donations more in line with what they have an appetite for? Printing, floral, entertainment, etc.?
Would they have access to a significant auction item that will resonate with your donors
Is it offering them a table for purchase?
In your research and asking questions in advance, and also the category of business, there is potential to be prepared for what comes second

Understanding the benefits offered will be incredibly impactful
I can tell you from experience that it’s rare to be competing for just cause marketing dollars, but rather marketing dollars as a whole. And when that is the case, there will always be a question of benefits
I know these are different per event, but when you are putting together your well formatted ask, know the benefits that go along with it…and this may actually feed into what your ask. 
And be familiar with these for both your first and second asks

Be an active listener…
You can always pivot in the room if you hear key words that they offer about their business. Are they looking for ways to engage or entertain their key customers? Are they looking to anchor themselves locally in the philanthropic space and looking for a partner the caliber of St. Jude? Is employee engagement or volunteerism important to them? Is it not a fit for the business, but a passion point for the individual personally?
In the above instances, there are some really easy responses to benefit your event…Being one of the marquee events in your market will surely allow them the anchor and profile they are looking for and it is a fabulous environment to host customers and share with them the company’s philanthropic endeavors. To complement a sponsorship, are there also volunteer opportunities with the market for their associates or are they interested in employee giving. If the individual is a better fit than the business, perhaps they are potential for a future committee?
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