New England Pet Partners, Inc. - Charity Organization - #17597
Horizons of Focus
Different Causes, Common Goals, Strong Connections

The focus and goal for New England Pet Partners, Inc. is clear and strong. New England Pet
Partners, Inc. is bringing people and pets together to enhance well-being and education with
pet-assisted therapy. We began as non-profit in 2007. Long before, teams involved with Dog
Talk & TheraPet, LLC were carving pathways into local facilities. NEPP offers team trainings,
evaluations, private coaching, mentoring and free visits by specially trained and registered
teams. We are creating / supporting connections for other non-profit organizations.

As we evolve, we will make mistakes, learn and continue to change for the better. We will
become stronger as a non-profit that maintains a good reputation with other businesses, the
community and within our growing family of registered teams.

We have established ourselves in the community. We captured a large audience by attending
and offering events, workshops and supporting other non-profits with our Pet Wellness
Festival. The Pet Wellness Festival is a “key” event for New England Pet Partners. It provides us
with opportunities to network.

We will continue to support our fellow non-profits and local businesses, who want to support
us. Itis time for NEPP to take a step forward in establishing ourselves as a non-profit that is
worth respecting and supporting.

Sponsoring is a key essential to the growth and success of any non-profit.

Formal requests for sponsors will begin this year. We need sponsors who are willing to donate
at various levels of sponsorship that we, as a small non-profit, can support. In return, NEPP will
continue to offer e-news and marketing opportunities for their products and services.

To achieve this in a cost effective way, we need more teams who consider themselves a part of
NEPP, Sponsors and Board Directors who are willing to fearlessly go the extra-mile with “key”
contacts at companies.

The connections we make need to KNOW that “free visits” comes with a price for New England
Pet Partners, Inc. Free means training, evaluations, organizing, planning and attending events.
This requires time, money, experience and person-power.

We are offering visits to organizations that respect what NEPP is offering and are willing to
acknowledge it. Guiding people to the web site, where they can download brochures and
other definitive information like “How to Become a Pet Partner” is the good first step.
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How can | find and capture the attention of sponsors for donations and events?

Corporate sponsors are everywhere. Take the Olympics or Super Bowl. Hard to imagine what
the skating rink or football field would look like without those ubiquitous banners touting fast-
food restaurants, Fortune 500s and e-communication companies.

Not just big events draw sponsors. Small, local events, like our Pet Wellness Festival, have
brought numerous small businesses together for 5 five years. If it has to do with making a
difference for pets, education for children or quality-life for the elderly, it captures people’s
attention. From 5-10K runs for breast cancer, dinner dances, auctions, golfing events to walk-a-
thons, all carry corporate logos and interest.

Corporate sponsorship is necessary whether a non-profit is small or large. It makes money and
gains attention for the sponsor and non-profit. It helps to get their names, interests, products
and services into the public venue.

A non-profit gets to offer quality services, education and make a difference in the
community with dedicated sponsors. Done well, it can make money and build important
relationships. Done poorly, it can cost money and waste people's time.

Here is a basic 9-step guide offering tips for approaching, capturing and retaining corporate
sponsors. It is not a definitive guideline. There are many. Go googling. Itis a good starting
point for a young organization like NEPP, to help us transition to more effective board
meetings, action items and acquiring sponsors. We need help from the Friends of NEPP.

This guide is being offered with the support of www.nhnonprofit.org. NEPP is a
member. Take advantage of the benefits and trainings.

Be mindful that we are already doing a good job. There are many events to choose. While
reading these nine steps, let your mind flow to events that might empower NEPP, and capture
sponsors willing to donate time, services and money.

Sponsorship Levels & Events

To effectively capture sponsors, we have to have sponsorship levels. NEPP is good at
supporting events. In return, we create relationships. Now we need to focus on at least one
event specifically for New England Pet Partners, Inc. Review the following steps, be creative
and add your own, then share them at the Board Meeting or e-mail to neppnh@comcast.net.

. Determine who your audience is ...

. Set sponsorship levels

. Make lots of phone calls

. Send proposal letters

. Follow up

. Cultivate your relationships with sponsors --- capture their attention

. Cultivate your relationships with non-sponsors --- you never know

. Give your sponsors plenty of publicity and appreciation --- empower them ...

. Continue cultivating relationships with sponsors; it doesn’t just start and stop.
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http://www.nhnonprofit.org/
mailto:neppnh@comcast.net
http://www.idealist.org/if/idealist/en/FAQ/QuestionViewer/default?section=17&item=28#Step1#Step1
http://www.idealist.org/if/idealist/en/FAQ/QuestionViewer/default?section=17&item=28#step2#step2
http://www.idealist.org/if/idealist/en/FAQ/QuestionViewer/default?section=17&item=28#step3#step3
http://www.idealist.org/if/idealist/en/FAQ/QuestionViewer/default?section=17&item=28#step4#step4
http://www.idealist.org/if/idealist/en/FAQ/QuestionViewer/default?section=17&item=28#step5#step5
http://www.idealist.org/if/idealist/en/FAQ/QuestionViewer/default?section=17&item=28#step6#step6
http://www.idealist.org/if/idealist/en/FAQ/QuestionViewer/default?section=17&item=28#step7#step7
http://www.idealist.org/if/idealist/en/FAQ/QuestionViewer/default?section=17&item=28#step8#step8
http://www.idealist.org/if/idealist/en/FAQ/QuestionViewer/default?section=17&item=28#step9#step9

1. Determine who your audience is
Sendi ng “ bl artalking abput ibap BoarcdiMestingsode s n ' t Knewing your
audience helps you figure owhomto approach

Events that are successful in securing sponsors often 1) have a ton of people involved or 2) have
a very specific focus. The latter works well for sponsors who are trying to reach a particular
target market. NEPP has a specific focus and target market: those who want to make a
difference in children’s literacy, involved in healthcare, and quality of life for the elderly.

When planning an event, try to go beyond your organization. For instance, if your agency
provides pet-assisted therapy visits, think about hosting an event in which you can invite local
health care providers, veterinarians, pet store owners, bank personnel, organizations involved
in nutrition for pets, etc.

One reason to invite "professionals" is because it is lucrative from the sponsors' point of view.
Sponsors may not be interested in your organization, but they may be interested in getting
their product into the hands of these professionals. Another advantage to inviting a new pool
of people is that more people will know about your organization and possibly volunteer or
donate money.

NEPP’s invitations: Local Veterinarians, Nursing (and Assisted) Living Facilities, Hospitals,
Doctors (holistic and allopathic), pet store owners, schools and libraries. The list can
increase. Use your imagination and let us know.

Once you have established your audience, do some brainstorming. Think about which
companies and local businesses are likely to be interested in reaching your audience.

2. Set sponsorship levels (NEPP needs to do this)
Make sure the benefits at each level are distinct and enticing enoucgiptare new sponsors
andencourage previous sponsorsdontinue tomove up a level

It's a good idea to have a wide range of levels so that smaller businesses as well as larger
companies can find a level that suits their needs and budget. If your event is quite small, your
entry-level sponsors might simply receive a small ad in an accompanying program or flyer for
$25. For mid-size events, sponsor levels might begin at $50, $100 or even $500. Depending on
audience size and publicity opportunities, cost of a "title" sponsorship could range from $100 to
$1,000 or more. Title sponsors and those helping NEPP grow receive maximum publicity. Their
logos should and will appear on web sites and all publicity, such as the Pet Wellness Festival.

Sponsor levels should be based on the benefits to the company. Put a price on each benefit
you'll offer and add the prices in each level. This will give you an idea as to the cost of a
sponsorship at each level.
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Know in advance that you may have to be flexible and customize levels for some sponsors to
meet their marketing needs. Some sponsors might be interested in a half cash, half in-kind
(product donation) sponsorship. Food and beverage companies often would like to see their
logo on T-shirts, hear their company name announced or offer catering at an event. They may
want to have a table or booth available to distribute their products.

Depending on your event, these are a few benefits to consider offering:

Sponsor logo on organization's website (can include a hotlink to their site) -

Sponsor banner displayed at event -

Sponsor name announced at event -

Dinner table supported by sponsor (i.e., each person at the table receives a promotional

item, literature from the sponsor and the sponsor's logo is displayed at the table) -

Small sponsor banner or logo displayed on walls or podiums -

Sponsor name or logo in organization's e-newsletters -

7. Sponsor ad in program or flyer (ad size can range from business-card size to full page) --
but see the cautions in http://www.nonprofits.org/npofaq/19/15.html and visit
www.charitychannel.com.

8. Sponsor logo on T-shirt, hat, pens ...

9. Category exclusivity (a guarantee to sponsors that once they sign on, none of their

competitors will be allowed to sponsor) — YIKES —
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3. Make phone calls
The most timeconsumingbut ultimately moneysavingstep: Get on the phone and pitch your
event as a great marketing opportunity.

Call local businesses, cable tv, local tv channels, to find out if they're interested in reaching your
market. When you begin your conversation, focus on how the company will benefit: "This is
Such And Such from New England Pet Partners, Inc. | thought you might be interested in
marketing your company's products/services at an upcoming event we're hosting...do you have
a few seconds?" Come up with a pitch that in 20 seconds OR LESS explains the event, audience
and some benefits to the company. If they are interested, you can always go into more detail
or send more information, direct them to the web site.

Your calls will vary with the type and size of company you contact. You'll probably speak directly
to owners at small local businesses. Medium-size companies may have marketing
departments, human resources and, of course, given NEPP’s vision, Activity Directors. Ask up
front who makes executive decisions about sponsorships.

Large companies receive countless requests for sponsorship. Most large organizations now
have web site, donation and sponsorship request forms. Some still have sponsorship recording
that gives you their guidelines for requests. These companies usually put together their budgets
once a year, often October, so you may have to send your proposal months ahead of time.
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Be sure to pay attention to corporate areas of focus. Some companies make commitments only
to specific groups such as children or environmental organizations.

For potential sponsor ideas, talk to your board, staff and volunteers. Investigate their ideas and
connections.

Contact advertising and public relations agencies to see if they think any of their clients might
be interested in our organization or events. See if any events similar to yours-or events with
similar audiences-already exist, review their sponsor lists, AND be respectful of competition.
Booking events on the same day or “borrowing” information, then scheduling an event on the
same day, within a-mile is unprofessional and fruitless.

4. Send formal proposal letters and use professional e-marketing (e-news):

It's important that sponsors feel you are asking for money specifically from their company, and
they're not just part of a massive group. Most organizations choose a number of causes to
donate to every year. It makes their organization humane, and builds their business.

Usually, people and organizations will not independently donate online via PayPal (or other
merchant server) if they do not know where their money is going, for what purpose, and what’s
in it for them. This is resoundingly true for new and small non-profit organizations. There are
100’s of non-profits, usually within a 5 mile radius. Therefore, we need to be unique,
professional and stand-out!

Keep letters short. As with phone calls, concentrate on the exposure the company will receive
for their money, and what exactly it is we offer as a non-profit (pet-assisted therapy). With
large corporations, it's especially true that their marketing budgets are usually much larger than
their charitable donations budget. You may come across a few companies that aren't as
interested in the publicity; they want to sponsor your event because they truly believe in your
organization's mission. They're a very rare-but much appreciated audience.

Whenever possible, customize the letter. A good attention-getter is attaching a post-it that
says, "Thanks for speaking with me. Here's the information on our event." With the size and
type of company in mind, request a particular level from each potential sponsor. Tell them the
anticipated impressions such a sponsorship will yield. Impressions are calculated by finding the
total number of times a sponsor's name will be seen or heard. For instance, say your event is
expected to draw 100 people. Your entrant-level sponsors might receive: space to display a
banner (100 impressions), their name announced twice (200 impressions), and their name in
your organization's newsletter (350 impressions) and annual report (475 impressions), for a
total of 1,125 impressions.

Make sure sponsor benefits are easily found in your letter and they're easy to understand.
Consider using bullet points to make the benefits stand out. Make sure your letters include your
name, address and phone number, the date and location of the event and the address(es) to
send checks and in-kind donations. If you have 501(c)(3) status (NEPP IS), be sure to say so.
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Some companies will only sponsor those agencies. If your letter doesn't include a short
description (two paragraphs, or a few bullet points) on what your organization does, then
include a one-page fact sheet or a tri-fold brochure on your organization. Hand sign each
letter.

Finally, include a chart or brochure that details sponsor benefits at each level. If this is the
second time your organization is hosting the event, include a flyer that lists the sponsors and
describes the audience from the previous time. (PWF does this already).

5. Follow up

Don't be afraid to call potential sponsors to find out their thoughts on sponsorship.

After receiving your letter, some companies will call you to say they're interested in sponsoring.
Most will not. It’s a fact. It's up to you to follow up with them about two to three weeks after
sending your proposal.

Some people hesitate to follow up, thinking it will bother the company. Others don’t follow-up
because they have their own agendas or aren’t committed to the cause. It is perfectly OK to
make a follow-up call, at an appropriate time, (not lunch). In fact, it's the best way to find out
whether a particular person in a company received your letter or not.

Some interested companies may request face-to-face meetings, but most sponsor
communication will be done via phone, fax and e-mail. One possible way to begin your follow-
up call: "This is Such And Such from My Organization. | just wanted to follow up on the
sponsorship request | sent. Do you have a few seconds?" If they don't, ask when would be a
better time to call back. Then be sure to call back at the requested time. If they say yes, your
response might be: "Do you have any questions? Does it look like something you might be
interested in for this year?" If they aren't interested, find out why not. Keep good notes so you
remember next year not to re-call people who said they definitely would not be interested. If
they say yes, congratulations! You're on your way to building a strong list of sponsors.

6. Cultivate your relationships with sponsors

Don't drop your sponsors once they've agreed to send you money.

One of the worst messages to send to a sponsor (or anyone you are trying to cultivate interest
with) is: "l just cared about getting your money or myself! Now that I've got it, I'm going to
disappear." Make sure sponsors see that you value their support. Once a company has agreed
to sponsor, send them a thank-you letter that recaps the benefits at the level they've chosen.
After you receive their check, send another thank-you. If your organization has a newsletter,
begin sending it to them. If you don't have a newsletter, send them periodical updates on your
organization and/or the event. Any time you think a sponsor has a concern about something,
give them a call. If a sponsor calls you, make it a point to return their call as soon as possible
and absolutely within 24 hours. If you'll be out of the office for a few days, make sure your
voice message directs sponsors to a live person.
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NEPP sends formal thank you letters for all individual and group donations at this time.

7. Cultivate your relationships with non-sponsors

Perhaps people who weren't able to sponsor may be interestatieinding your event.

As your event draws near, send invitations to some of the companies that did not sponsor. You
might want to say something like, "Even though you weren't able to sponsor us this year, we
hope you'll consider attending or volunteering during the event." Sometimes, an employee
from the company will attend, see what a great event it is, and make sure money is budgeted
next year for sponsorship.

8. Give your sponsors plenty of publicity, thank you ...

Publicity is why your sponsors sigred..so make sure they get it!

This sounds obvious, but make sure your sponsors receive everything promised. If you can give
them added publicity, by way of name announcement, etc., do so. If you can refer business
their ways, without depriving your own cause / organization, do so. You don't want to put all
the work into acquiring sponsors and then not deliver results or create ill-will. Remember to
say thank you.

9. Cultivate relationships with sponsors, Part Il - Don't drop your sponsors after the event.
Send thank-you letters to sponsors after the event. Let them know how successful the event
was, how much money was raised, the final attendance count, and how much you appreciate
their contribution. For sponsors at higher levels or if your event was very small, put together
slide-shows that showcase them.

If some sponsors had any concerns at any point, give them a call for constructive feedback.
This can only build better relationships. Even after the final tasks of the event have been taken
care of and the last thank-you has been sent, keep in touch with your sponsors! Continue
sending them your newsletter and updates. Invite them to other events at your organization.
Send them empowering kudos if you see their company given a positive mention.

On the other hand, don't go overboard. For example, some sponsors prefer not to receive
holiday cards from nonprofits, because they feel as though their money isn't being spent in the
best way. It can be a fine line, so take a deep breath and use your intuition.

The bottom line is recognizing that each sponsor has unique needs and concerns.
Accommodate your sponsors while striving to make your event a successful continuation of
your organization's mission.

Funding and Sponsorships:
Finding funding and sponsorships is about building relationships and presenting opportunities.

Start by asking volunteers (including board members) what companies they work for. Are they
comfortable approaching their company with our organization's support, about corporate
sponsorships. If they are not, then what are they will to do? What is their purpose of being on
a Board or wanting to be involved with a cause such as ours?

Sitting down face-to-face with decision-makers, sharing your volunteering experience at the
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organization, asking if volunteer opportunities could be communicated to other employees and
asking if the company has a corporate giving program is “key.”

Suggest taking a walk around the block and writing down the names and addresses of every for-
profit business nearby. Then prepare a flyer or letter that specifically introduces those
neighborhood companies to your organization.

Invite them to visit your web site, invite them to volunteer, and talk about the difference your
organization makes. Once you have established relationships with these companies, think
about best, non-threatening, non-offensive way to approach them for sponsorships /
donations. You may get a response, "Oh, our corporate office in (insert different city and state)
handles all donations." Fine -- when you write that corporate office, mention the local affiliated
in your neighborhood.

Look for companies that demonstrate a genuine interest in a cause or the community. These
people show up for community or cause-related events. They say thank you. They respond to
an email or phone calls inviting the company to volunteer or learn more about the organization.
They seek out a nonprofit for advice / mentoring and volunteering.

Understanding Partnership: Who won't try to "own" a project or event? For example, an
organization will say, "you have to use our company's software at your company if we give
you this financial donation).£ This is a reality.

Having some kind of connection to the project, organization or community makes people feel
good. For instance, if the company is a large employer, it means their children go to local
schools and libraries. This means they may be interested in programs benefitting local school
systems.

If the company is involved with literacy, health care, elders and pets, they might be interested
in being affiliated with a program that stresses a mission statement to improve the quality of
living and education for this venue.

And when you go for the "big ask", make sure you know exactly what it is you are asking for and
can you back it up. Itis not okay to be involved with a fund-raising even, especially if the
money is going to your organization, and not be involved. Be able to say, clearly and with
confidence, why | think the organization or project is worth supporting, and all of the various
ways the company could support it (from simply mentioning it to their staff to donations and
everything in between).

Go with the attitude of "I have an opportunity for you to make a difference" rather than
"please, we need money or do the event and we’ll take the money."
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