NONPROFIT PARTNERSHIP

SALES CYCLE

Nonprofit sales experts weigh in on how long it takes to secure
sponsorships or integrated corporate partnerships.
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Methodology

2014 Partnership Research Findings

*  FM solicited data from nonprofit partnership sales experts to test the
validity of our experience with regard to the average length of time it
takes to secure commitments for sponsorships or integrated
partnerships with corporations at the different stages of the relationship
development cycle.

o Sponsorship defined as a primarily cash funder for an event, program
or specified campaign/activity.
o Integrated Partnership defined as a relationship where both you and

your corporate partner leverage your assets and activate the
partnership to raise awareness and/or funds.

* Additionally, the survey allowed for open-ended responses about other
variables that have the greatest impact in partnership success.

*  FM offers the following data to properly set goals and expectations for
prospect pipeline outreach and partnership development. ,‘

SOURCE: Partnership Sales Survey - 15 nonprofit leaders responded relating to their career experiences with 27 unique nonprofit organizations -|-|
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Participants

Survey Participants
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Consultative Sales

Partner Development Sales Cycle
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Results

Sponsorship Commitment Data

How many months does it take secure a sponsor
commitment after initial conversation?
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Results

Integrated Partnership Commitment Data

How many months does it take secure an integrated
partner commitment after initial conversation?
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Results

Relationships Drive Business

80% of renewals are closed in less than 6 months

* Upselling takes a bit longer:
1 47% in 0-6 months
1 33% in 7-12 months
0 20% in 12-18 months

* Inbound prospects:

o 80% secured relationship in less than 12 months

5 100% of board/staff introductions secured relationship in
less than 12 months

Cold calls can be challenging!

0 57% taking 18+ months
0 21% taking 12-18 months
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Results

Variables that Impact Partnership Success

On a scale of 1 -5, with 5 being the greatest, survey participants
were asked open-ended questions about factors for success.

* The single most important variable reported was
Whether or not your nonprofit has high vs. low brand awareness:

0 50% ranked this as #5
0 21% ranked as #4 _ ;
o Combined ranking of 71% | IT !

* Additional factors cited:
o Organizational readiness/skill set of staff team (67%)
o Dedicated resources to focus on corporate partnership (67%)
O
O

A variety of partnership options available to partners (65%)
Variety of assets your organization can bring to the party (60%)
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Results

Other Factors Impact Success

* Impact and/or mission
* Perceived value, e.g. access to celebrity
* Highly-visible media platforms
* Customization of options to fit corporate needs
*  Willingness to co-create and build something together
* Flexibility
o Demand a lot or ask for new things
o Process and requirements

* Federated organizational model challenges
o Commitment of local affiliates in key HQ markets

o Big picture/nationwide conversations prioritized over strictly local
opportunities

* Ability to meet deliverables
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Cause Marketing Resources
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