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Hello Hello!
Here’s a little something I put together after noticing a gap in the information available to clubs around sponsorship. Sponsorship can be a great way to support your club, but I know that knowing where to start and what your club has to offer isn’t always easy.

Hopefully this little creation makes things a bit easier!

1. What actually is sponsorship?
Sponsorship is a two-way exchange.
A business or organisation gives your club something of value, and your club gives them something valuable in return.
Your club might receive:
· Funding
· Free or discounted equipment, products or services
· Member discounts
· Access to facilities or venues
· Prizes
· Support for an event, competition or project

In return, your club could offer a sponsor:
· Exposure to students
· Access to your members or audience
· Promotion and content
· Engagement through events or activities
· Opportunities to promote relevant jobs or services
· Association with your club and its activities
· Opportunities to support student sport or community activity



So when thinking about a potential sponsor, don't start with:
“Where can we put their logo?”
Start with:
“What does our club have that could be valuable to them?”
“How can we communicate that value to them?”

2. Know your club's value
This is the bit clubs often underestimate.
You don't need thousands of members or followers to be worth sponsoring.
Think about:
Your members
How many do you have? How engaged are they? How regularly do they train, compete, attend events or socialise?
A business may value access to 50 highly engaged students more than thousands of people who have little interest in what they offer.
Your reach
Don't just look at follower count. Think about what you can actually demonstrate: content reach, story/reel views, event attendance, spectators and other communication channels.
“We have 1,500 followers” tells a sponsor something.
“Our content reached 12,000 accounts last term” tells them considerably more.
Your activity and expertise
Training, competitions, socials, events, beginner sessions, volunteering and community activity can all create opportunities.
Your knowledge of your sport can too. Could you provide coaching, a beginner session, demonstration or support for an activity?

Your members as consumers
If your members regularly buy equipment, eat somewhere, attend events or use particular services, that may be valuable to a relevant business.
A useful partnership could involve a member discount, venue or service rather than simply receiving cash.
Your story
Competitive success, growth, an engaged community, a strong beginner programme, volunteering or a major event can all make your club interesting to work with.
💡 KNOW YOUR VALUE
Don't undersell yourselves because you're “just a student club”.
Your members, audience, activities, expertise and connection to the Warwick student community can all have value.

3. Sponsorship is bigger than a logo
This is particularly important in 2026/27.
Under the new Team Warwick guidance, clubs cannot sell sponsor placement on competition playing kit. Approved sponsor branding can still appear in permitted locations on training and leisurewear.
And don't assume training/leisurewear is less valuable.
It can be worn much more frequently - at training, while travelling, at socials and around campus - potentially giving a sponsor repeated visibility throughout the year.
So instead of simply selling:
“Your logo on our shirt.”
Think:
“Your brand being seen around campus, at training, during travel and through our club activity throughout the year.”
And remember: kit is only one part of sponsorship.
Depending on what is appropriate and approved, a partnership could also involve:
· Digital content and sponsor promotion
· Events or activities
· Member offers or discounts
· Events at a sponsor's venue
· Sponsorship of a particular event or competition
· Product trials or sampling
· Relevant recruitment/career opportunities
· Coaching or community activities
· Giveaways or competitions
Don't offer everything. Think about what your club can genuinely do well and what the organisation might actually value.

4. Finding potential sponsors
Don't start by emailing every company you can think of.
Start with businesses where there is a reason for them to care about your club.
Think about:
· Businesses your members already use
· Organisations connected with your sport
· Equipment or service providers
· Local businesses
· Companies interested in reaching students
· Graduate recruiters/professional organisations
· Venues or businesses your club already interacts with
And use your network. Ask your committee and members if they already know somebody who could make an introduction.
Don't only ask:
“Who has money?”

Ask:
“Who might actually want to reach the people we reach?”
Before contacting anyone, complete the Know Your Club's Value template at the back of this guide. It'll give you the basic information you need when speaking to a potential sponsor.

5. Making contact
Your first message doesn't need to secure the sponsorship.
The goal is to start a conversation.
Where possible, find the right person - this might be someone working in marketing, partnerships, community, recruitment/early careers or local management.
If you already know somebody at the organisation, simply ask:
“Who would be the best person to speak to about this?”
Keep your first message short, friendly and personalised.
You can use the First Contact Template at the back of this guide to get started.
No reply?
That's normal.
Follow up politely after around 7–10 days. If there's still no response, move on.

6. They've agreed to talk. What do I say?!
Firstly: you do not need to turn into a salesperson.
Treat the first meeting as exactly that - a conversation.
Your aim is to understand what matters to the organisation and whether your club could genuinely offer something useful.
Some questions you could ask:
1. What are some of your biggest priorities this year?
2. Are there particular audiences you're trying to reach?
3. What are you currently doing to engage students or young people?
4. Have you worked with universities, student groups or sports clubs before? How did it go?
5. If we worked together, what would make it genuinely useful for you?
6. How would you know at the end that the partnership had been worthwhile?
You don't need to ask all six.
These are conversation starters, not an interview script.
Listen. Ask follow-up questions. Let them ask you questions too.

7. Build the offer
Now combine:
What they value + what your club can realistically deliver
If they want student awareness → visibility, content or events might help.
If they want customers → member offers or relevant activities might make sense.
If they want graduate applicants → opportunities to engage interested students may be more valuable than a logo.
If they want community impact → coaching, volunteering or participation activity could be valuable.
Be specific
Don't promise:
“Lots of promotion throughout the year.”
Agree something both sides can understand and track, for example:
“Four agreed promotional opportunities across the academic year.”
And don't promise everything.
Only agree to what your club can realistically deliver.


8. How much should we ask for?
There isn't one magic price for a Warwick sports club, and don't automatically copy what another club charges.
Think about:
· What is the sponsor receiving?
· How many people can you genuinely reach, and how engaged are they?
· How much work will your committee need to do?
· How long is the partnership?
· What does this particular sponsor value?
And remember: value doesn't always have to be cash.
Equipment, facilities, products, services or discounts that save your club money can also make a valuable partnership.
💡 DON'T NEGOTIATE AGAINST YOURSELF
If you think something is worth £750, don't immediately say:
“We were thinking £750, but obviously we could do £300.”
Make the offer and give them the opportunity to respond.

9. What can and can't we offer?
Before agreeing an offer with a sponsor, make sure what you're proposing fits within the current Team Warwick sponsorship guidance.
Competition playing kit - 2026/27
❌ Clubs cannot sell sponsor placement on Team Warwick competition playing kit.
Training/leisurewear
Approved sponsor placement can be sold on:
✅ Front
✅ Right sleeve
✅ Left sleeve
❌ Bottom back of garment
Sponsor branding must remain secondary to the University identity.
All sponsorship agreements must be approved by the Students' Union before sponsorship is applied – the Template form can be found on the SU website.
For kit sponsorship, Surridge will produce a visual mock-up, and Warwick Sport will check this against the Team Warwick brand guidelines before production.
Promoting sponsors online
Clubs have more autonomy in how they talk about sponsors. Remember to try align this with the new brand guidelines. 
Get it in writing
Once you and a sponsor have agreed what each side will provide, make sure this is recorded in a written agreement.
The SU has an Example Sponsorship Contract Template under Finance on the Exec Resources page which you can use if helpful, but your agreement does not need to follow this exact format.
Once agreed, send your written agreement to Megan Daly who will work with you on the approval process.
When promoting sponsors online, think about using real photos and videos from your club rather than only adding sponsor logos or references to Team Warwick templates.
For example, this could include members wearing sponsored leisurewear or content from an event or activity involving the sponsor.
Think longer-term
Don't automatically assume sponsorship should only last one year.
Longer-term relationships can provide consistency and become more valuable over time. For kit sponsorship in particular, frequent sponsor changes can also create additional garment replacement costs.
Just make sure anything agreed remains realistic for future committees and is properly handed over.

10. You secured a sponsor – now keep them
Getting the agreement isn’t the end of sponsorship.
It’s the start of the relationship.
Deliver what you promised
Keep track of what you’ve agreed and save useful evidence such as photos, links or engagement figures.
Keep in touch
Don’t only contact your sponsor when you want something. An occasional update about a competition, event or club achievement can help maintain the relationship.
Show them what they got
At the end of the agreed partnership duration, send a short summary of what you delivered and any useful results or highlights.
Then ask how they found the partnership and whether they’d be interested in working together again.
Hand it over properly
When your committee changes, introduce the new contact and make sure they know what’s been agreed, what still needs to be delivered and when the agreement ends.
Don’t make next year’s committee start from zero.
Use the Partnership Tracker at the back of this guide to help.







PRACTICAL TEMPLATES
These don't need to look fancy. They're here to help you actually use the guidance. They're starting points, not set formats, so adapt them to suit your club, the organisation you're approaching and the partnership you're building.

TEMPLATE 1: KNOW YOUR CLUB’S VALUE
Before approaching a sponsor, spend 10 minutes filling this in.
Our club
Number of members:

Teams/squads:

Social media following:

Typical content reach/views:

Major events/competitions:

Typical event attendance:

Other useful audience/activity:

What makes our club different?
Think about your membership, achievements, activities, community, growth or anything else that makes your club stand out.


What could we realistically offer?
1. 
2. 
3. 

What would actually help our club?
Don’t approach a sponsor without thinking about what you want too.



TEMPLATE 2: FIRST CONTACT
Email template
Subject: Warwick [Sport] Club x [Organisation]
Hi [Name],
I’m [Name], [role] at the University of Warwick [Sport] Club.
We’re a club of [X members / one short relevant fact about your club].
I’m getting in touch because [one genuine reason you think the organisation and your club could be a good fit].
I’d love to have a quick conversation to learn a little more about your priorities and see whether there might be an opportunity to work together.
Would you have 15–20 minutes for a quick call sometime next week?
Best,
[Name]
[Role] | Warwick [Sport] Club
Before you send it
Have I explained why I’m contacting this organisation?
Is it too short or too long? Have I included enough information for them to understand why I’m contacting them without overwhelming them?Have I found the most relevant contact I can?
Am I asking for a conversation rather than immediately asking for money?
Have I checked the company/name/details before sending?

Follow-up
Hi [Name],
Just following up on my email below in case it got buried. We’d still love to have a quick conversation if this could be of interest.
Thanks,
[Name]

TEMPLATE 3: SPONSOR CONVERSATION & PARTNERSHIP TRACKER
Before/during the conversation
Organisation:

Contact:

What do we already know about them?

What seem to be their priorities?

Who are they trying to reach?

What interested them about our club?


What could we realistically offer that matches this?

What would they provide us?

What are the next steps?


Partnership Delivery Tracker: (example)
		What have we promised?
	Due?
	Done? 
	Evidence/ notes

	2 Instagram posts promoting sponsor
	End of term 1 
	y/n
	Links/screenshots saved

	Sponsor presence at club event
	15th November 
	y/n
	Photos + attendance

	Include sponsor in monthly newsletter
	Monthly 
	y/n
	-



	



Agreement start date: __________________
Agreement end date: __________________
Main club contact: __________________
Main sponsor contact: __________________
Renewal conversation by: __________________

Before handover:
· All agreed activity is recorded
· Evidence/important files are stored somewhere accessible
· The incoming committee knows what is still outstanding
· The sponsor has been introduced to the new club contact
· Agreement end/renewal dates are clear

Final thing to remember
Good sponsorship isn't about putting the biggest possible logo on something.
It's about understanding what your club has, understanding what an organisation wants, and finding a partnership that creates value for both of you.
Know your value. Start the conversation. Keep it realistic.

I hope reading this made sponsorship even a little easier to navigate. This is the first edition, and I have every ambition to keep developing it throughout the year with the help of your feedback and further commercial input.
Here’s how you can help me improve it: SPONSORSHIP GUIDE FEEDBACK FORM  – Fill in form
All the best,
Naz
VP Sport 26/27

Sources
This guide was informed by the following resources:
· University of Warwick, Team Warwick Sports Club Kit Sponsorship Guide 
· Kent Students’ Union, sponsorship guidance and resources for student groups 
· Worcester Students’ Union, sponsorship guidance and resources for student groups 
· The Sponsorship Collective, The Tactical Guide to Sponsorship Sales: Become a Magnet for Sponsorship
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