
How to Generate Non-Dues 
Revenue Through 

Sponsorship & Banner Ad 
Sales



Historically…

membership dues once 

accounted for 95.7% of the 

association’s revenue.



KNOW YOUR 

ORGANIZATION’S 

VALUE& LET EVERYONE 

1ELSE KNOW IT TOO!



SHOW ME THE MONEY!



BUILD THE FOUNDATION 

TO ENGAGE YOUR 

MEMBERS



Know Your Members



New Member Retention Strategy -
Engage + Inform 

• Meet and greet! 

• Welcome new members via email and encourage them to visit website members-only area 
via email login credentials

• Add to new member section of website for 60 days

• Add member to weekly email/communication lists

• List new member in monthly newsletter

ENGAGE

• Provide a member packet 

• Staff contact information

• Association information

• Member information (# of members, individual member interests, etc.)

• Upcoming events

• Advertising opportunities

INFORM



Be Visual



Tips to Help Build a Powerful 
Website

Goal: Increase Traffic

Use Location 
Words

Create Quality 
Content and 

Build a 
Community

Get Reputable 
Links To and 
From Local 

Organizations



GOOGLE ANALYTICS REPORT

Referral Traffic



DESIGN AN ADVERTISING 

PROGRAM THAT DRIVES 

RESULTS



LISTEN TO YOUR MEMBERS!

What are they trying to 

accomplish?

Who is their customer?

What is important to 

them as an 

organization?



CREATE LEVELS FOR 

MEMBER LISTINGS



Member Listings

Offer the opportunity for your members to 

stand out from the rest of the pack… for a 

price $$

Present 3 member listing level options:

1. Level I-Standard Member Listing 

2. Level II-Enhanced Member Listing

3. Level III-Premiere Web Package









Banner Ads

Benefits for your 
members:

• Builds brand 
awareness and 
recognition

• Generates 
additional sales



Banner Ads

When selling banner ads:

• Promote long term contracts (do not offer 
banner ad contracts for less than 6 months)

• Limit how many different advertisers place ads 
on any given page and/or locations so that ads 
are seen continuously and consistently 



Banner Ad Types

LEADERBOARD/FULL BANNER ADVERTISMENT

SQUARE BANNER ADVERTISEMENT



PRICING YOUR 

ADVERTISING 

OPPORTUNITIES



Factors to Consider 

Traffic on website 

Anticipated # of impressions

Placement of advertisement (page, location, size)

Average time spent on a specific page’

Pricing of advertising with the newspaper, Yellow Pages 
websites, and other publications in your market.



Establish Pricing per Page

How to calculate cost per thousand impressions:

Home Page Views Over 1 Year: 50,000

Time on Page: 1:30 minutes

# of Rotations: 3 rotations with 6 different ads

Projected # of Impressions: 150,000

150,000 impressions

1,000

$10 per Impression
$1,500 annually 

($125 per month)



Factors to Consider 

Traffic on website 

Anticipated # of impressions

Placement of advertisement (page, location, size)

Average time spent on a specific page.

Pricing of advertising with the newspaper, Yellow Pages 
websites, and other publications in your market.



Establish Advertising Packages

Bundle ad locations and different member 
listings to attract different members’ needs

Example:
• Home Page Advertisement (Leaderboard Ad) + Premier Web 

Package + Secondary pages. 



Pricing expires Oct. 31, 2013)

High Profile Package
Mass Exposure

Ads on: 
• Home Page
• Choose (2) Featured Pages
(Chamber Events/Bus. Directory/

Community Calendar)

• Interior Pages 
(UP TO 10 LOCATIONS)

• Enhanced Web Listing

13 Ad Pages + Enhanced Listing

Promo Price:  $2,500/yr. 

Business Builder Package
Great Exposure. Targeted

Ads on: 

• Choose (2) Featured Pages
(Chamber Events/Bus. Directory/

Community Calendar)

• Interior Pages
(UP TO 8 LOCATIONS)

• Enhanced Web Listing

10 Ad Pages + Enhanced Listing

Promo Price: $1,800/yr.

Member Package
Good Exposure. Targeted.

6 Ad Pages + Enhanced Listing
Ads on:
• Choose (1) Featured Pages
(Chamber Events/Bus. Directory/

Community Calendar)

• Interior Pages
(Up to 5 Locations)

• Enhanced Web Listing

Promo Price:  
$1,200/yr.

Introductory Advertising
Package Specials

10% Pay-in-Full Discount

www.anywhereassociation.com

http://www.anywhereassociation.com/


ROI Measurement Tools 

Use WebLink Connect to pull reports to show members their 
website traffic, banner ad impressions and click through rate, 
directory listing views, etc. 

Share this information with your members on a consistent basis

Referral Report



DUSTIN

GILBERT



Dustin Gilbert
SENIOR BUSINESS DEVELOPMENT 

REPRESENTATIVE



WHAT
is a sponsorship?



WHAT
is a sponsorship to the customer?

WHAT
is a sponsorship to you?



FACT: The majority of 

your sponsorship 

selling and dollars 

should come from 

renewals from the 

prior year. 



THE TRADITIONAL APPROACH 



Meet Joe

Get Creative With Your Sponsorship Real 
Estate

Joe is the owner of Joe’s Plumbing 
and Water Damage Repair

Sponsorship Package Options:
1. Gold, Silver or Bronze Sponsorship 

OR

2. “DRAIN IT” Sponsorship



How Many Sponsors Is Ideal? 

• It’s simple – there is no right answer. 

•The number of sponsors that you have is 
dependent upon the:

• Event

• Anticipated attendance

• Type and quality of attendees

• Promotional and marketing efforts utilized 



How Many Sponsors Is Ideal? 

It’s simple – there is no right answer. 

The number of sponsors that you have is 
dependent upon the:
•Event

•Anticipated attendance

•Type and quality of attendees

•Promotional and marketing efforts utilized 





In-Kind Donations 

Noncash contributions and/or contributed services

Example: A supermarket or local grocer donates a food for your event

Remember to steer clear of “logo soup”



Nonprofit Accounting Basics

There are specific to account for in-kind 
donations 

Be smart and know the accounting guidelines 
that you need to follow to properly account for 
these donations on your financial statements



Who Should You Be Selling To?



Qualifying Potential Sponsors

Research and qualify potential sponsors

Ask: Is this sponsorship the right fit?

Understand potential sponsors’ marketing 
objectives and leverage them with your 
organization’s marketing 



Bundle, Bundle, Bundle!

Give sponsors the 
option to bundle their 
sponsorship and 
marketing dollars over 
multiple events



The Proposal

Tailor sponsorship proposals based on the 
sponsorship package

Be specific and ensure that all sponsorship 
details are explicitly outlined

Always have someone proofread the final 
proposal before submission



Presented by AT&T, IBM & ExxonMobil



Pricing Your Sponsorships

Be realistic - your sponsorship is only as valuable 
as potential sponsor’s perceive it to be

Communicate value

Don’t over promise and under deliver 

Always remember sponsorship sales are all about 
yearly renewals



ENGAGEMENT.



Sugar Coat Statistics

Make your sponsors feel GREAT 
about their sponsorship 

• Share stats to pump up the value of 
your sponsorship (ex. social media 
metrics)

• Understand your sponsors’ goals

• Remember, savvy sponsorship 
buyers care about SALES



The 

Fulfillment 

Report



Thank you!

Questions?


