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75%
of population

Train

in CPR and 
AED usage

That’s a total of

109,000 
people 

Sign up
additional 

5,000 
PulsePoint

users 
by 2017

Provide
total of 
300 

AED units
for public 

access in our 
community 

by 2025

salemfirefoundation.org/membership/JOIN TODAY

Your membership 
in the Salem Fire Foundation will 
help continue the initiatives that can 
significantly improve survival from out-
of-hospital sudden cardiac arrest for the 
citizens in our community.

Join the Salem Fire Foundation 
before the end of the year 

and receive the distinction of 
being a Founding Member.  

For most nonprofits, funding comes pri-
marily from three sources: individual donors 
or members, sponsorship or grants. Of these, 
obtaining sponsors seems to be the area 
most boards find challenging. 

Difficulty arises when leaders don’t fully 
understand the reasons organizations or 
individuals would turn over their hard-
earned money to a nonprofit. Also, boards 

sometimes struggle with 
developing sponsorship 
levels with their benefits. 
Don’t oversell the value 
or exposure.  If you do, 
there will be challenges 
when orchestrating the 
events to meet sponsor’s 
expectations.  

Take a typical annual 
fundraiser. Why would a 
company support your or-
ganization? They want two 
basic things: access and 
brand awareness. 

First, they want access to decision mak-
ers who control purchasing decisions. Often 
trade show booths are sold to enhance that 
experience. As is typical, a representative of 
the sponsoring company will 
send a couple of marketing rep-
resentatives to the meeting to 
run the booth. They want the 
ability to have some meaningful 
conversations, however brief, 
with key decision makers. 

Sponsorship is often a com-
munity relations or branding 
strategy. Their brand is en-
hanced by being associated 
with your organization. 

Another reason they might 
support you is they may sim-
ply like your cause. They want 
to know that their support 
made a difference and helped your cause 
move forward. 

So, if you want to ensure your sponsor-
ship program remains healthy, keep these 
key points in mind and avoid some com-
mon mistakes.

Ask your sponsors directly why they sup-
port you. Also, after the event is over, send 
a survey to both the attendees and the spon-
sors. Analyze those results and make chang-
es based on their input. 

Well before you start selling sponsorships, 
prepare a clearly written sponsor prospec-
tus that outlines all the benefits. Keep a tally 
of how they have used their benefits. A big 
mistake is when an event committee may not 

be aware of the prices or the benefits or they 
may inadvertently change them. The result-
ing confusion and lack of equity can cause 
sponsors to reconsider their support.   

Ensure there are ways sponsors can get 
face time. If you have a trade show, provide 
an incentive for people to visit all the booths. 
Make sure there are enough breaks and that 
they are designed to circulate people through 
the booth area. 

Don’t take your sponsors for granted. Ac-
knowledge them at every opportunity. Be 
friendly to their representatives and know 
they are there with an agenda to meet people. 
Make signs that recognize their support. Put 
sponsor support thank you signs on all the 
tables. Create a PowerPoint loop with all the 
sponsor’s logos and run that during breaks. 

Another benefit, particularly for your top 
sponsors, is to hold an exclusive reception 
just for sponsors and key decision makers, 
VIP’s or board members. This can be held at 
the event, or even better, ask a board member 
to open their home or office for the event. Ca-
tering for a small event does not cost much, 
and the friendships that you build with spon-
soring organizations can last for years. 

Send sponsors lists of attendees, but in-
stead of sending personal 
information (not a good 
idea), offer to coordinate the 
contacts on their behalf us-
ing your online newsletter or 
emails system. 

Be sure you keep your 
sponsor contact list up to 
date. Make sure the data is 
easy to use and tracks their 
level of support accurately 
over many years.

Finally, have realistic ex-
pectations for sponsor sup-
port in the first place. This 
starts with the budgeting 

process. Don’t use sponsorship revenue as 
a “plug figure” to reach your budget goals. 
This will put a lot of pressure on your board, 
or more likely, your sponsor chair. Think it 
through and prepare attainable sponsorship 
revenue goals.

So, to be successful in sponsorship pro-
grams understand their motivations, make 
sure they receive all their benefits, and be 
realistic in your goals. Don’t take your spon-
sors for granted. Often, they are your orga-
nization’s best friend and the reason your 
event is financially successful.

Harvey Gail, MBA is President of Spire 
Management.  www.Spiremanagement.com, 
@HarvGail
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MUSINGS 
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OREGON 
PIONEER

I Stand Proud and watch from “Atop” the 
Great Dome of the Oregon State Capitol.  It is 
my job to watch and remember. Last Novem-

ber 8, the voters turned 
down a new $82 million 
dollar police station at the 
site of the former O’Brien/
DeLon auto dealership on 
Division Street between 
Liberty Street and Com-
mercial NE, abutting Mill 
Creek on the north. There 
was no organized opposi-
tion to the bond levy. The 
bond levy was supported 
by the Chamber of Com-

merce and was expected to win by 60% of 
the vote. My ears are still “burning”.  There 
are several conversations I wish to report on. 

The first is that two Salem City Counselors, 
while making the political rounds speaking 
in support of the new police station bond 
issue levy, said there was “No Plan B” if the 
bond issue failed. Well that was not quite 
right, as there is a “Plan B”. It seems the City 
Council, which is also the governing body for 
the Downtown Urban Renewal Agency has 
been talking to itself. The Downtown Urban 
Renewal Agency is now considering the pur-
chase of the former auto dealership property 
for the City of Salem. Is that legal? I really 
don’t know, but I suspect it is. So “Plan B” 
is now being considered. The City Council, if 
“Plan B” continues in its present form, will 
hold another election in May 2017. The price 
tag is expected to be $82 million again. One 
might expect organized opposition for the 

next round, so stay tuned. 
The second conversation is from several 

longtime Salem-ites. It seems that the auto 
dealership site was built on fill dirt. They ex-
pressed concerns at the concept of building a 
150,000 square foot building on fill. As one 
would expect several City Councilors disre-
gard such inquires as unjustified criticism of 
the need for a NEW police station. The fiasco 
associated with Marion County’s Courthouse 
Square project comes to mind, but who’s lis-
tening? I do wonder!

The third conversation is among apart-
ment owners and developers of apartment 
complexes. The word on the street is clear.  If 
the bond levy passes in May, rental and lease 
rates will go up to offset the cost of increased 
property taxes. Let there be no misunder-
standing.  The cost of property tax increases 
will fall on small businesses, residential rent-
ers and homeowners. Large businesses will 
most likely pass the costs of increased prop-
erty tax levies on to their customers.  

The City Council is driving the bus, but 
they seem to be looking for a train to run 
into. Salem cannot continue to increase 
property taxes via bond levies. The problem 
of homelessness and the loss of small busi-
nesses will get worse with increased property 
taxes. There is no question the police need 
additional space. But for goodness sake, be 
reasonable and tax effective by remodel-
ing existing commercial space in a sustain-
able manner. I Stand Proud and watch from 
“Atop” the Great Dome of the Oregon State 
Capitol.  It is my job to watch and remember.  

Small Business, Renters and 
Homeowners Will Pay the 
Price for a New Police Station


