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Agenda 

Building the Inventory 

ü  How to get started 

ü  Where to look for benefits 

ü  Recording your inventory 

 



Agenda 

Valuing the Inventory 

ü  Traditional Methods 

ü  Using accepted formula valuation 

ü  Valuation formulas 

 



The Inventory Development 

What is the process? 
ü  Never work in a silo 

ü  Walk the property / review materials 

ü  Collaborate with colleagues, competition, 
friends, family, board 



What is the process? 
ü   Interview staff, clients, sponsors and prospects 

ü   No stupid ideas 

ü   Obvious and not obvious 

ü   Tangible and intangible 



What do you have to sell and what is it worth? 
ü   Naming rights sponsorship 

(perceived ‘ownership’ of the event) 

ü  Presenting sponsorship 

ü  Naming rights or presenting sponsorship of a section, 
area, entry or team 

ü  Naming rights or presenting sponsorship of a day, 
weekend or week at the event 



What do you have to sell and what is it worth? 
ü  Naming rights or presenting sponsorship of an 

event-driven award, trophy or scholarship 

ü  Naming rights or presenting sponsorship of a 
related or subordinated event 

ü  Major sponsorship 

ü  Supporting sponsorship 

ü  Official product status 

ü  Preferred supplier status 



What do you have to sell and what is it worth? 
ü  Naming Category exclusivity among sponsors at or 

below a given level 

ü  Category exclusivity among sponsors at any level 

ü  Category exclusivity in event-driven advertising or 
promotional media 

ü  Category exclusivity as a supplier or seller at the event 



ü  Use of your organization or event logo, images and/or 
trademarks for the sponsor’s promotion, advertising, 
or other leverage activities 

What do you have to sell and what is it worth? 



What do you have to sell and what is it worth? 
ü  Merchandising rights (the right to create co-branded 

merchandise to sell) 

ü  Product endorsement (your event or organization 
endorsing the sponsor’s product) 



What do you have to sell and what is it worth? 
ü  Sampling opportunities 

ü  Demonstration/display opportunities 

ü  Opportunity to sell product on-site 
(exclusive or non-exclusive) 

ü  Coupon, information or premium (gift) distribution 

ü  Merchandising (sponsor selling dual-branded products) 



What do you have to sell and what is it worth? 
ü  Venue signage (full, partial or non-broadcast view) 

ü  Inclusion in on-site event signage 
(exclusive or non-exclusive) 

ü  Inclusion on pre-event street banners, flags, etc. 

ü  Press conference signage 

ü  Vehicle signage 

ü  Event participant uniforms 

ü  Event staff shirts/caps/uniforms 



What do you have to sell and what is it worth? 
ü  Tickets to the event (luxury boxes, preferred seating, 

reserved seating or general admission) 

ü  VIP tickets/passes (backstage, sideline, pit passes, press 
box, etc.) 

ü  Celebrity/participant meet-and-greets 

ü  Access to or creation of ‘what money cannot 
buy’ experiences 



ü  Provision of content for sponsor Internet site 
(eg. weekly health tips, star athlete’s training diary, 
pertinent articles, etc) 

ü  Provision of web ‘events’ for sponsor Internet site 
(e.g. chat with a star, webcast)  

ü  ‘Signage’ on event Internet site 

What do you have to sell and what is it worth? 



ü  Promotion or contest on event Internet site / Twitter 

ü  Links to sponsor Internet site from event Internet site 

ü  FaceBook – Social Media 

What do you have to sell and what is it worth? 



ü  Access to event, parking or merchandise discounts for 
a specific customer group 
(e.g. frequent flyers, Gold Card holders) 

ü  Access to event, parking or merchandise discounts or 
other perks for any customers (usually by showing 
proof of purchase) 

What do you have to sell and what is it worth? 



ü  Access to property database through property 
mailings etc. (eg. member lists) for direct marketing 
follow-up – be careful not to breach privacy laws 

ü  Opportunity to provide inserts in property-oriented 
mailings 

ü  Early access to tickets (before they go on sale to the 
general public) 

What do you have to sell and what is it worth? 



ü  Participation in the event by employees or stakeholders 
of sponsor 

ü  Access to discounts, merchandise or other sponsorship-
oriented perks 

ü  Creation of an employee donation or volunteer program 

ü  Opportunity to set up an employee recruitment station 
at your event 

ü  Distribution of employee recruitment information 

What do you have to sell and what is it worth? 



ü  Inclusion in all press releases and other media activities 

ü  Inclusion in all print, outdoor, and/or broadcast 
advertising (logo or name) 

ü  Inclusion on event promotional pieces (posters, fliers, 
brochures, buttons, apparel, etc.—logo or name) 

ü  Public relations campaign designed for sponsor’s 
market (consumer or trade) 

What do you have to sell and what is it worth? 



ü  Access to pre- and/or post-event research  

ü  Opportunity to provide sponsorship- or industry-
oriented questions on property research 

What do you have to sell and what is it worth? 



The Inventory Development 

Recording information 
ü Use Excel spreadsheet or 

software like SAVI© 
ü   List all inventory by category 
ü   Follow the headings 
ü  Some heading variations 



The Inventory Development 
Column Descriptors 
ü  Product 

ü  Description 

ü  Value of Benefit 

ü  # Available 

 

ü  Gross Revenue 

ü  Property Cost of Sale 

ü  Total Cost of Sale 

ü  Net revenue 

ü  Eligibility 



The Inventory Development 
Recording Information 
ü  Record all your benefits 

ü  Place them in columns such as noted 

ü  Understand all these headings  



The Inventory Development 



The Inventory Development 



The Inventory Development 



The Inventory Development 



The Inventory Development 

 

 



The Inventory Development 

 

 



The Inventory Development 
Recording Information 

ü  Essential to record, input values and date once we 
determine them 

ü  For now, record information…once you have values 
you can add them in 



The Inventory Valuation 
What is the process? - Traditional 

ü  Guesswork at what we think it is worth 

ü  What we think we can get 

ü  Cost recovery 

ü  “What the other guy charges” 



The Inventory Valuation 
What is the process? - Formulas 

ü  Partnership Group –Sponsorship Specialists formulas 

ü  Industry accepted, industry tested 



The Inventory Valuation 
What is the process? - Formulas 
ü  Over 300 corporations and 2500 properties 

using them 

ü   Designed specifically for sponsorship metrics  

ü   Measurable by sponsor for investment / ROI 



The Inventory Valuation 
ü  The following is the inventory asset pricing structure 

that the Partnership Group – Sponsorship Specialists 
uses to establish fair market values for assets in an 
inventory.  

ü  This pricing structure is a guideline only and not to be 
deemed as applicable to all properties at all times.  

ü  Depending on a specific property at any given time 
the value of assets may be more than projected here 
or less than illustrated here depending on the 
uniqueness of the asset and the property.  



The Inventory Valuation 
Sampling Opportunities 

ü  This pricing structure is a guideline only and not to be 
deemed as applicable to all properties at all times.  

ü  Depending on a specific property at any given time 
the value of assets may be more than projected here 
or less than illustrated here depending on the 
uniqueness of the asset and the property.  



The Inventory Valuation 
Sampling Opportunities 
ü  If the product is stuffed into a “goody-bag’; use the lower 

end of the scale at $0.05 per item. If it is face to face 
sampling, the value can be at the higher end of $0.20 per 
item.  

ü  Count only the number of people likely to be sampled, not 
the entire attendance. Depending on the audience, the 
value will also range and this is subjective.  

ü  For instance if it is a secretaries day event, a nail polish 
sample in a goody-bag may garner 7-10 cents per item as 
the target audience is core. 



The Inventory Valuation 
Example:  

ü  If you are having a charity run and about 5000 people 
will show up but just 3000 are registered to run and 
the sampling is a product in the goody-bag, the value 
would be $150 (3000 bags by 5 cents each). 



The Inventory Valuation 
Example:  
ü  If it is a ski event and the product is a heat pack for 

inside mittens and there are 1000 skiers but you are 
handing these out one on one at the ski lifts the value 
will be greater. Though only 200 skiers in the 
competition, you are sampling to all patrons of the hill 
and say there is 1000 skiers per day, you then would 
have a sampling value of $200 or 20 cents per person. 



The Inventory Valuation 
 Tickets and Hospitality 

ü  When calculating the value of tickets and hospitality 
into packages the following structure for valuation 
should be used. If it is tickets, the face value of the 
ticket multiplied by the number of tickets.  

ü  If property delivers less than 70% capacity then 
discount the tickets appropriately.   



The Inventory Valuation 
Example:  
ü  If the package includes 100 tickets with a face value of 

$20 each and the property has an 80% average 
capacity the value of the asset is $2000. If the property 
only gets about 60% capacity then the value is $1200 or 
60% of the face value.  



The Inventory Valuation 
 Tickets and Hospitality 

ü  If the ticket has no face value (which we urge to never 
do) then use a range based on value of benefits 
received from ticket, the uniqueness of the event / 
property and desirability of the ticket or pass.  

 



The Inventory Valuation 
Example:  
ü  In regards to a ticket or pass with no face value for 

something like a Gala event, the price of the meal plus 
any entertainment or door prizes divided by number of 
guest. If the meal is $45 and there is a band of which 
costs $5000 and a door prize draw worth $2500 (all 
benefits the ticket holder may receive) and 300 people 
are attending, take the $7500 (band plus prize), divide 
by 300 (people attending) and get a value of $25. Add 
this to the meal and the value of the ticket is $70.  



The Inventory Valuation 
Example:  
ü  In the case of VIP passes, accreditation, this is again 

based on the core values plus a premium for the special 
status that can range from a 10% to 50% premium 
depending on the desirability of the pass or ticket.  



The Inventory Valuation 
 Tickets and Hospitality 
ü  The use of facilities for a sponsor function or 

segregated space for a sponsor at an event or property 
has great value. It further associates the sponsor with 
the property and also allows them to showcase 
product or host clients / prospects.  

ü  The calculation of these assets varies depending on 
the facility and its regular rental rates. If standard 
rates exist for space usage, this value is used. If there 
are no standard rates local comparables must be used.  

 



The Inventory Valuation 
 Mailing Lists 

ü  Note that under new privacy acts in Canada and the 
USA you cannot sell /acquire mailing lists to use for 
direct or indirect purposes without the potential 
recipient’s permission.  



The Inventory Valuation 
 Mailing Lists 

ü  The best approach is to include sponsor mailing needs 
in property's mailings or emails. In any case, the 
counted number is the total number of mailings 
delivered. The value per name on the list is between 
10 cents to 20 cents per name. Use the higher value if 
the list is not a compilation of lists or if the list is not 
available in that form from elsewhere such as an 
association list. 



The Inventory Valuation 
Example:  
ü  Sponsor coupon is included in the property’s monthly 

mailing once per year. The number of recipients on the 
mailing or email list receiving the coupon is 5000. 
Based on this is a compilation list (names from donors, 
several event ticket buyer lists and a members list) the 
valuation will be set low at 10 cents per name. Thus the 
value of this asset or benefit to the sponsor is $500.00 
(5000 X .1). 



The Inventory Valuation 
Sponsor Id In Measured Media 
ü  Take full retail value of the media that includes sponsor ID 

or logo and multiply by 10-15% depending on exposure 
such as only logo versus multiple logos, presenting sponsor 
name or just mention. This includes paid, VIK or donated 
media. This process also remains the same for broadcast 
coverage exposure of a sponsor’s logo or ID on signage. 
Thus if a sponsor’s signage will appear for a total of 3 
minutes during a broadcast of the property’s event the 
value of that TV exposure (say 6 X 30 second commercial 
time messages) is then used and a rate of 10-15% of that 
retail value is what the exposure benefit or asset is worth. 



The Inventory Valuation 
Sponsor Id In Measured Media 

ü  When you are offering or receiving “flow through” 
media the rate card rate is used to determine value. If 
you are offering or receiving 20 X 30 second radio 
commercials for full use by the sponsor (not just an 
ID mention) then the value is that of the commercials 
themselves. If each commercial was worth $125, the 
value of this benefit would be $2500. 



The Inventory Valuation 
Example:  
ü  Sponsor logo is included in the property’s TV 

campaign. The total campaign (bought, donated and 
VIK TV) is worth $32,000. This sponsor is included in 
one quarter (1/4) of all the TV spots and is with 2 other 
sponsor logos. We then take the total value of the 
campaign, divide by 4 (only appears in 25% of spots) 
and then multiply by 10%. Thus the actual value to the 
sponsor as an asset is $800. 



The Inventory Valuation 
Sponsor Id In Measured Media 
(Collateral, marketing materials and publications) 

ü  There are several areas in this category that provide 
value to sponsors and must be valued. They range in 
products and this list is not exhaustive but a starting 
point. For further detailed valuation please consult with 
your Sponsorship Consultant at the Partnership Group. 

Here are some basic guidelines: 



The Inventory Valuation 
Sponsor Id In Measured Media 

ü  If a sponsor logo appears on a property 
publication (program, hand out etc.) the price for 
valuation is $0.00325 to $0.065 per publication 
printed. Logo / ID solo on the front will garner the 
higher end but very seldom more than $0.025 per 
printed publication. Logo id on a “sponsor page” with 
other sponsors is valued at the low end such as 1/3 of 
one cent or $0.00325. 



The Inventory Valuation 
Sponsor Id In Measured Media 

ü  For a logo or ID on tickets the calculation is the 
number of printed tickets by $0.00325 to $0.065 per 
ticket. The fewer logos or IDs included on the ticket the 
higher the value per. Tickets that are collector items 
(Stanley Cup, Super Bowl, Grey Cup, anniversary event 
gala, keynote speaker event) then a upper end value 
can be applied. Very seldom is more than 4 cents per 
ticket applicable. The high range (4 cents and up to 6.5 
cents per ticket) is normally reserved for ticket back 
coupon opportunities. 



The Inventory Valuation 
Sponsor Id In Measured Media 
ü  Web sites are a grossly “overvalued” asset by most 

organizations. To begin with, the calculation is based on 
number of unique users, NOT the number of hits! 
Then this number is multiplied by a value in the range of 
$0.00325 to $0.13 per unique user.  

ü  The more niche the site is, the higher value. Logos included 
on a sponsor recognition page are at the lowest end of the 
scale. Articles on a web site that integrate the sponsor name, 
ID and or product descriptions garner the higher end of the 
rating scale. These are perceived as less “selling” and more 
helpful to the web site user.  



The Inventory Valuation 
Sponsor Id In Measured Media 

ü  If a web site has a rate card for banners, pop ups etc, 
those values are used at rate card for such values. If 
such a rate card does not exist the same range of 
$0.00325 to $0.13 per unique user is used. Note 
banners are recognized as “advertising” by users, not 
sponsorship and pop ups are considered a nuisance but 
both have values and can deliver results. Such 
applications usually are valued at $0.00325 to $0.065 
per unique user. Rarely do any web site values 
(banners, logos or content) ever exceed $0.065 per 
unique user.  



The Inventory Valuation 
Sponsor Id In Measured Media 

ü  If the sponsor receives an advertisement in the 
property publication (half, quarter page etc) and 
there is no rate card for selling this space (one time 
publication or internal publication only) then the rate 
used is $0.00325 to $0.065 per printed publication. 
Very seldom is this value over 4 cents per printed issue. 
There can be a variation in rate from low end to high 
based on the size of the advertisement (full page, half 
page, business card size, full color, black and white, 
front or back inside cover, outside back cover etc) and a 
premium can be attached accordingly.  



The Inventory Valuation 
Measured Media Advertising Placement 
(On-site signage or mentions, speaking 
opportunities etc.) 

ü  There are several areas in this category as well that 
provide recognition to sponsors and must be valued. 
This list is not exhaustive but a starting point. For 
further detailed valuation please consult with your 
Sponsorship Consultant at the Partnership Group.  

Here are some basic guidelines: 



The Inventory Valuation 
Measured Media Advertising Placement 
ü  For static signage with a logo / ID or message (banners, 

boards, on playing surface etc.) the measurement tool is 
number of attendees who will see the sign multiplied by a 
range of $0.00325 to $0.065.  

ü  The longer the sign will appear (number of games, multiple 
day event etc) the higher the value rate used. Seldom is a rate 
of over $0.026 used! Signage position (centre stage, at one 
end etc.) will also determine what rate in this variation will be 
used. Again if attendance is below the 70% level of capacity 
for longer term signage a pro-rated version of number of 
attendees needs to be applied. 



The Inventory Valuation 
Measured Media Advertising Placement 
ü  PA Announcements also use the same scale of $0.00325 

to $0.065 per attendee who will hear the mention or 
tag. A name mention is calculated at the lower end of 
the scale while a name mention with sell line or 
integrated into the performance in some way such as a 
promotional contest or presenting sponsor mention. 
These are calculated with a premium value and each 
time a mention or tag line is done it has a value. 
Frequency is critical with on-site opportunities. And 
finally, if it is event where there is a speaking 
opportunity this will rate a higher per attendee level on 
the scale of $0.00325 to $0.065. 



The Inventory Valuation 
Intangible Assets – Hard to Measure Items 

ü  This is a very tough area to place value on. Especially 
when a customized program is used for a sponsor, an 
asset may have huge value and be a key component to 
the success of the sponsorship and incremental 
dollars to both the sponsor and the property.  



The Inventory Valuation 
Intangible Assets – Hard to Measure Items 

ü  The uniqueness of the asset, the number of sponsors 
who will have access to the asset, the intrinsic value to 
the sponsor for branding, sales or hosting and the cost 
of fulfillment must all be taken into account. These 
products can range in value from $500 to $100,000 
or more. 



The Inventory Development  

Recap and Conclusion 

ü  Use the formulas, be conservative, 
do not overvalue 

ü  Set up your spreadsheets to manage 
your inventory and total value 



The Inventory Development  

Recap and Conclusion 

ü  Use traditional methods if you cannot 
value correctly 

ü  Use traditional methods (comparison, 
gut, other guy gets) on top of the formula 
system but again be conservative 



The Inventory Development  

Recap and Conclusion 

ü  You now have some tools for building 
an inventory 

ü  You now have the system to value 
your inventory 

Move forward with it……….. 


