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Introduction

What is the difference?

The word “sponsorship” is dead. Or at the 
very least, it has one foot in the grave. 
A previously powerful word that had 
connotations of a charitable nature is 
now seen by many private enterprises 
as a “hand out” with little benefit to their 
company. 

“There’s no such thing as a free lunch” 
rings absolutely true when negotiating 
with commercial partners. Both your club 
and the partner you are trying to engage 
with will have a “currency” of some sort. 
Understanding this currency is simply the 
ability to identify the key goals that both 
partners are trying to achieve and how 
working together can achieve both sets of 
goals. 

The difference between a traditional sponsorship approach and a partnership approach is a 
fundamental shift in how you address the potential investor. A sponsorship approach starts with you 
addressing the needs of your club first followed by the resource required to fulfil those needs. At the 
end of this process is identifying what you can offer an investor in return for resource. While this is 
the easiest way of attracting the required resource, it has a lower chance of success and is less likely to 
develop solid, long term commercial relationships. The reason for this - It puts your club at the centre 
of the picture and to a potential partner, well, that just seems a bit selfish.

Where a traditional sponsorship approach 
relies on you understanding your needs 
only, a partnership approach is much more 
strategic. It relies on you knowing the 
commercial partner, their goals and their 
long term direction. Good commercial 
partnerships also provide both partners with 
the ability have control of the relationship, 
and both partners commit to working hard to 
ensure the relationship flourishes. This is the 
type of relationship that commercial partners 
are looking for, which is why traditional 
sponsorship is dead and partnerships are the 
way forward. 
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Sponsorship Approach

Our Club

Your Resource

Your Business

What is our club 
trying to achieve?

How much 
resource do we 
need?

What can we offer 
your business in 
return for this 
support?

The partnership approach starts with you talking to your potential partner and understanding what 
they are trying to achieve. Once you understand what they are trying to achieve, you can tailor 
solutions that allow them to achieve their goals through partnering with your club. Only when this 
discussion has taken place can you discuss the value of this commercial partnership and what 
you would like in return for your clubs support. This places the investor firmly in the centre of the 
picture. As well as this fundamental difference - the final two steps of the process set the Partnership 
Approach apart from the Sponsorship Approach. They are; 

• The ability to measure “return on investment.”

• The commitment to evaluating and improving the relationship over time.
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Sponsorship Approach

Your Business

Your Goals

Our Club

Return on  
Investment

Improved  
Relationship

What is your 
company trying to 
achieve?

How can we 
support you to 
do this?

How can we 
measure this?

What is the value 
of us providing 
this support?

How can we 
improve the 
relationship?
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Measuring the Return on Investment

Measuring the Return on Investment

When a partner has invested in your club to achieve outcomes, it is imperative that these outcomes 
can be measured in an agreed fashion. Some ideas are noted below;

• Your measures must directly relate to what your commercial partner is trying to achieve.

• Make sure there is a way you can closely track the benefit to your commercial partner e.g. if there 
is a sign on the course, ensure it has something specific that people can quote when engaging 
with the commercial partner. If you are sending an email ensure there is an effective way to 
track traffic to the partner’s website, products purchased or open and click through rates from the 

Goal of Partner Support from Club Measure

Increased Brand Exposure

Acknowledged as 
Commercial Partner on:

• Monthly Club Email

• Website

• Social Media Platforms

• Partners Board at Club

• All promotional print 
media for the club 

• On course signage

• Number of emails sent to 
registered members

• Website views

• Social Media platform 
views

• Round numbers (eyes 
across the sign)

• Print numbers

• Round numbers (eyes 
across the sign)

Business Growth and 
Database Growth

Specific offer direct to club 
members on tee signage

Number of products 
purchased using specific 
code on tee sign.

Database growth

Golf Club Members 
subscribed to partners 
database from specific 
promotion of partners 
campaigns.

Specific email offers direct 
to club database using 
particular offer/code

• Number of emails 
opened

• Click through rates to 
partner’s website

• Number of products 
purchased using specific 
email code offer.
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email. (Click here for more information on open and click through rates.) 

• Don’t forget the fantastic selling points of your club through sport, a few noted by NZ Golf 
Commercial Manager Nick Rowland are; 

- A place where people gather to recreate (this may not seem important, but not a lot of people  
 hang out at their local bank do they?) 

- Passion sells, and your members are passionate about golf. It’s a lot harder to be passionate 
 about T-Shirts. Commercial partners are happy to piggy back off this passion. 

- Your club is a trusted by the members. If you present something to your members on your  
 partner’s behalf, it has a lot more credibility than them trying to approach these people  
 directly. 

Benefits of the Partnership Approach

• Greater engagement by both partners.

• The likelihood for a longer term relationship.

• Much easier yearly renewal process because you can clearly demonstrate the benefits you have 
provided.

• Greater access of benefits to your members and therefore more value shown to your 
membership.

• Most importantly, a partnership that helps both entities grow towards their long term goal.

Summary

Partnerships may require more work, but 
they are stronger, long term commitments 
that can produce fantastic results for your 
club. For more support with developing 
a plan to drive commercial partnerships 
at your club, contact New Zealand Golf’s 
Community Golf Team. 

Interesting and Useful Links

Why Sport Partnerships Work CLICK HERE 

The Mentality Behind Partnerships CLICK 
HERE. This is an athlete centred approach 
but the concept still relates. Ignore the title, 
this promotes the partnership approach.

http://kb.mailchimp.com/reports/about-open-and-click-rates
https://www.youtube.com/watch?v=ARrMcsX8FI0&feature=youtu.be
https://www.youtube.com/watch?v=8K35Kg-Ils8
https://www.youtube.com/watch?v=8K35Kg-Ils8

