
 

Appendix two PGA NZ Guide to Delivering the Pro-Am Experience 

Sponsorship planning and sample proposal 

Event income – SPONSORSHIP 

The foundation to the financial success of the event is the size and number of sponsors that the 
club/promoter is capable of attracting. Balance needs to be achieved between the number of 
sponsors and being able to provide the sponsors with an experience that will ensure their support at 
next year’s event. When attracting sponsors there are a number of key points that need to be 
considered, planned for and delivered to the sponsor. 

Prize money and trophies normally need to be funded through the financial structure of the event. 
Dependent on the scale of the event, you might also want to include some food and on course.  

refreshments. If you are running an event over more than one day you might consider a dinner on 
the first evening with a guest speaker and or a charity auction 

Sponsor Recognition 

Additional ways that the club can recognise sponsors include: 
• Colour posters 
• Colour “Thank You” printed messages to all sponsors 
• Sponsors invitation golf day 
• Meal inclusions 
• Local rule sheet recognising sponsors 
• Special sponsor packs (wine, shirts, hats, gifts etc.) 
• Ensuring that all photography has sponsor logos in the background along with any key 
personnel from the sponsors. Present a framed photo signed by the winner to the sponsor after the 
event. 
Photos need to have sponsor recognition in the background with people and action around the 
sponsor logo. 

Value and Value Adding 

Any sponsorship package needs to provide “value” to the sponsor whether this value has either a 
monetary or a perceived value. The best option for the club is to provide value added benefits back 
to the sponsor at little or no cost to the club. Examples of these could be utilising contra deals with 
other sponsors such as media partners. This can provide great value to Naming Rights sponsor in any 
event advertising. A Wine sponsor may provide product to their gift packs. A car dealer may offer a 
demonstrator vehicle for the weekend as a prize or auction item. The options are many and varied 
and only limited by imagination. 

 

Regular Contact Strategy 



One of the many mistakes that event managers make is that once the event is over there is little to 
no contact made between the club and the sponsor until it is time to arrange sponsors for next year. 
It is critical for the longevity of both the sponsorship relationship and ultimately the event that a 
plan for regular contact with key sponsors is implemented. Utilise club events such as presentation 
nights, Christmas dinners, member guest days, Grand Final days and such to involve the sponsors in 
these days. The value in this is the creation of a bond between the sponsor and the club. 

Sample Sponsor Package – See PGA Pro-am Partners Deck Template  

The attached sponsors’ deck gives an example of how a corporate sponsorship proposal may be 
structured. You may only need to use some of these ideas depending on the size and style of the 
event you are planning. 

To be successful, any sponsorship proposal should offer a substantial return to the sponsor you hope 
to attract. It is important to “target” your prospective sponsor, understand his business and assess 
the type of benefits, which the club can offer, that will be of benefit to the sponsor. It is important to 
tailor the package to suit his needs. The package you give to one prospect may well differ from the 
one you give to another because his business and needs may be different. 

The sample package gives an idea of some of the benefits that can be worked into your proposal. 
Some of the advantages offered are the result of contra sponsorship benefits which could be worked 
into a package to suit an individual sponsor’s needs. 

Sometimes it might suit to give naming rights to a sponsor in return for an opportunity to use the 
sponsor product to entice other sponsors. For instance, in return for naming rights, a local media 
outlet might give considerable airtime or space which could be used for promotion of your event or 
sponsors. A hotel might give free accommodation, which could be used in sponsor packages to help 
entice sponsorship. In some cases, such “Contra Sponsorship” can work very well for a club. 

Key Points about Major Sponsors 

Naming rights of the tournament can be offered to your major sponsor. The company name will 
then be used in all media and on-course promotion and signage relating to the event. This is 
normally offered for a cash contribution of between 50% to 60% of the total prize money. 

It is suggested that the local newspaper be approached to become a sponsor. In return for the 
benefit, the newspaper can be asked to provide advertising space. The space negotiated from the 
newspaper can be used to promote the event and the sponsors and be included in the sponsor 
packages. A similar arrangement could also be negotiated with radio and regional television if 
appropriate.  

You can organise functions such as cocktail parties, tournament dinners, corporate lounge etc. 
Providing drinks, snacks or even a meal and entertainment. Allowing a sponsor to bring guests 
(depending on his level of contribution) is a benefit for his corporate image. In some cases, the 
drinks and food can form part of a contra sponsorship arrangement, for instance with a brewery. 

Invitations to play in the Pro-Am are one of the major benefits to offer a sponsor. He gains personal 
benefit to his business by inviting clients along to play his guests in the event. A problem does arise, 
however, with sponsor’s positions in the field, because if you give too many spots to the sponsor, 
there is less room in the event for the club’s members and paying amateurs. A solution to this 
problem is to run separate sponsors corporate day. 



Giving the sponsor, club or tournament logo shirts is usually appreciated. The cost of the shirts 
would be part of the tournament budget. 

The sponsor’s signage displayed around the course is a commercial advantage. The signs could be 
displayed for the day of the event or for any period you wish to offer. Longer periods increase the 
exposure of the sponsor and offer a greater value. It is probably better to sell the individual holes, as 
this would restrict you to eighteen sponsors only. It also alleviates the problem of having to allocate 
the holes with little exposure. In addition, you might like to consider offering space in the clubhouse 
or marquee for a static display of sponsor products. 

If you have a scoreboard, the sponsor’s name can be included on it, although this benefit would be 
more likely be restricted to a naming rights sponsor. You could also prepare a sponsor’s board for 
the clubhouse, listing all sponsors. 

In the case of bigger events, you might like to organise a tournament dinner. This could be for the 
sponsors only. Alternatively, you could have a function with a guest speaker in which case the tickets 
are sold to club members and the sponsors receive a number of tickets as part of their package. In 
the example shown a local hotel or motel has been approached to provide a number of free rooms 
in return for sponsorship benefits. These rooms then form part of the sponsor’s package. 

A corporate golf day, separate to the event, is a very popular way of giving the sponsor extra value. 
You could offer an exclusive day for a major sponsor and/or a day where all sponsors are offered a 
number of spots depending on the level of sponsorship. The format should include a clinic with your 
local Professional, followed by golf, presentation of trophies and food and drink of some sort. The 
cost of the day would form part of the tournament budget. The Professional, Club and Caterer 
should receive some remuneration for their time and service. 

An additional benefit worthy of consideration could be a year’s membership of the club. This cost 
could be covered in the tournament budget. 

“Naming Rights” or “Platinum Sponsor”.  

The simplest structure is to firstly find a “Naming Rights” Sponsor. For a one-day event of $11,000 
plus GST prize money this would involve a sum of probably half of the total, preferably $6000 plus 
GST.  

Constructing a package that gives a Sponsor value for their involvement. 

 All tournament material should feature their name and logo. 

This would include all advertising and event reporting prior, during and after the event. Typically, 
they will have the right to place a number of sponsor teams (recommended 4teams) in the event 
and will normally have the right to select their teams’ Professionals. The Clubhouse could be 
reserved for on-course signage.  

Hole Sponsors.  

The eighteen holes can then be “sold” to other sponsors in your local communities, the benefit to 
them being the right to advertise on that hole and to put one team each into the event. This gives 
them the opportunity to entertain specific clients, golfers obviously, on an enjoyable day out. 

It could also include any extras, such as an event party the day before the event. For a one-day event 
these sponsorships should sell for a minimum of $900 plus GST. A total excl of GST of $16,200. These 
people are regarded as “Gold “Sponsors. 


