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Investwell Consulting Sponsorship and Corporate Community Analysis Tool INVESTigator ™ used under license by MOSS
Overview – Introduction and Materials Provided in Confidence

Investwell has developed its own IP to help us and our clients make more informed sponsorship or Corporate Community Investment decisions and determine what needs to be done to make a current partnership more powerful.  
The software helps to answer the following questions:

· Should you agree to become a sponsor or partner?  Why or why not?

· How do several opportunities compare with each other?

· What should you negotiate to be added to the package?

· Where is the opportunity strong and weak?

· What must you do to make the partnership more effective?

Process

INVESTigator helps you consider and evaluate specific factors in 10 categories:

	· Brand Positioning

· Leadership Image/Proprietary Niche

· Marketing Objectives

· Audience Reach/Appeal

· Audience Behavior/Attitude Influence
	· Customer Focus

· Executional Effectiveness

· Potential for Extensions

· Internal/Employee Support

· Cost-Effectiveness
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Summary of sponsorships

UNICEF

Starlight  Mission  Musica Viva
Foundation ~ Australia

Royal Life
Saving





	           Sponsorship
	        % of
	         Summary

	
	        max
	      Assessment

	           UNICEF
	          19%
	            POOR

	           Starlight Foundation
	          45%
	              FAIR

	           Mission Australia
	          46%
	               FAIR

	             Musica Viva
	          46%
	               FAIR

	           Royal Life Saving
	           55%
	             GOOD


0 to 20% = poor
21 to 50% = fair
51 to 80% = good
81 to 100% = outstanding

Provided in confidence – typical questionnaire for analysis.

	INVESTIGATOR Sponsorship Assessment Tool
	 
	 

	 
	Name of sponsorship: XYZ Property

	Category: "Brand" Positioning
	POSN
	 

	Criteria:
	Importance
	Effectiveness

	1
	Has logical relationship with "brand"
	5
	5

	2
	Is consistent with image and personality
	5
	5

	3
	Is consistent with corporate culture
	3
	3

	4
	Is consistent with current advertising and promotion
	3
	3

	5
	Builds/enhances equity in name
	4
	4

	6
	Associates "brand" with synergistic co-sponsors
	5
	5

	 
	Maximum possible category score:
	150
	

	 
	Category score:
	109
	73%

	 
	 
	 
	 

	 
	 
	 
	 

	Category:  Leadership Image/Proprietary Niche
	LDSP
	

	 
	 
	
	

	Criteria:
	Importance
	Effectiveness

	1
	Positions "brand" as leader
	5
	5

	2
	Establishes new ground
	4
	4

	3
	Offers one-of-a-kind program exclusivity
	5
	5

	4
	Cannot be easily duplicated or pre-empted by competitors
	5
	5

	5
	Reinforces/dramatizes key point(s) of difference
	5
	5

	 
	 
	
	

	 
	Maximum possible category score:
	125
	

	 
	Category score:
	116
	93%

	 
	 
	 
	 

	Category:  Marketing Objectives
	MKTG
	

	 
	 
	
	

	Criteria:
	Importance
	Effectiveness

	1
	Generates awareness/interest
	4
	4

	2
	Builds/steals market share
	3
	3

	3
	Supports current marketing themes/messages
	3
	3

	4
	Extends marketing strategies
	3
	3

	5
	Motives internal "call to action"
	3
	3

	6
	Is consistent with corporate mission statement
	5
	5

	 
	 
	
	

	 
	Maximum possible category score:
	150
	

	 
	Category score:
	77
	51%

	 
	 
	
	

	 
	 
	
	

	Category: Audience Reach/Appeal
	RECH
	

	 
	 
	
	

	Criteria:
	Importance
	Effectiveness

	1
	Reaches target demographics
	4
	4

	2
	Appeals to lifestyle of target market(s)
	3
	3

	3
	Adds value for target market(s)
	2
	4

	4
	Meets a need or creates one
	3
	3

	5
	Reaches audiences pre- and post- event
	4
	4

	6
	Offers national reach plus regional and local extensions
	5
	5

	 
	 
	
	

	 
	Maximum possible category score:
	150
	

	 
	Category score:
	83
	55%

	 
	 
	
	

	 
	 
	
	

	Category:  Audience Behaviour/Attitude Influence
	AUDS
	

	Criteria:
	Importance
	Effectiveness

	1
	Changes attitudes toward brand
	5
	5

	2
	Has high interest potential for target audience(s)
	5
	5

	3
	Is "involving" for target audience(s)
	3
	3

	4
	Encourages consumer "call-to-action" relevant to brand
	3
	2

	5
	Reinforces positioning messages
	5
	5

	 
	 
	
	

	 
	Maximum possible category score:
	125
	

	 
	Category score:
	90
	72%

	 
	 
	
	

	Category:  Customer Focus
	CUST
	

	Criteria:
	Importance
	Effectiveness

	1
	Is means of customer relationship-building
	4
	4

	2
	Provides hospitality or educational opportunities
	4
	5

	3
	Encourages direct sales benefit 1
	5
	5

	4
	Reinforces customer loyalty
	2
	2

	5
	Supports key customer goals
	2
	2

	 
	Maximum possible category score:
	125
	

	 
	Category score:
	69
	55%

	Category:  Executional Effectiveness
	EXEC
	

	 
	 
	
	

	Criteria:
	Importance
	Effectiveness

	1
	Is understandable, accessible to target audiences
	5
	5

	2
	Creates news; has high publicity value
	5
	5

	3
	Offers platform for key message delivery
	4
	5

	4
	Managed by reputable, competent vendor
	5
	3

	5
	Turnkey; little or no on-site support
	4
	3

	6
	Legally acceptable, safe
	5
	5

	7
	Impact can be measured
	3
	3

	 
	Maximum possible category score:
	175
	

	 
	Category score:
	131
	75%


	Category:  Potential for Extensions
	EXTS
	

	 
	 
	
	

	Criteria:
	Importance
	Effectiveness

	1
	Flexible, easily replicated
	4
	4

	2
	Can be effectively extended with communications
	5
	5

	3
	Easily integrated with other marketing activities
	5
	5

	4
	Sponsorship can be repeated, expanded in coming years
	5
	5

	5
	Covered by television, other media
	4
	4

	6
	Establishes possible links with other programs
	5
	5

	 
	 
	
	

	 
	Maximum possible category score:
	150
	

	 
	Category score:
	132
	88%

	 
	 
	
	

	Category:  Internal/Employee Support
	EMPL
	

	Criteria:
	Importance
	Effectiveness

	1
	Solidifies company loyalty
	5
	4

	2
	Provides unique value-added benefit for employees
	5
	3

	3
	Enhances internal education efforts
	5
	5

	4
	Supports management/employee relationships
	5
	2

	5
	Encourages recruitment
	5
	5

	6
	Builds internal morale/pride
	5
	5

	7
	Fosters teamwork between employee groups/departments
	5
	2

	 
	Maximum possible category score:
	175
	

	 
	Category score:
	130
	74%

	Category:  Cost-Effectiveness
	COST
	

	Criteria:
	Importance
	Effectiveness

	1
	Promotional costs are reasonable add-ons to total outlay
	5
	3

	2
	Staff time required is manageable within overall budget
	5
	5

	3
	Total cost can be handled in current fiscal year
	5
	5

	4
	Collateral materials can be self-liquidating
	3
	0

	5
	Can be easily learned by "field"
	4
	5

	6
	Has low start-up costs
	5
	5

	 
	Maximum possible category score:
	150
	

	 
	Category score:
	110
	73%

	 
	Summary results for:

	 
	Overall score:
	75%
	



	Code
	Category
	Max
	Score
	% of

	 
	 
	 
	score
	 
	max

	POSN
	Brand Positioning
	150
	109
	73%

	LDSP
	Leadership Image/Proprietary Niche
	125
	116
	93%

	MKTG
	Marketing Objectives
	150
	77
	51%

	RECH
	Audience Reach/Appeal
	150
	83
	55%

	 AUDS
	Audience Behaviour/Attitude Influence
	125
	90
	72%

	CUST
	Customer Focus
	125
	125
	55%

	EXEC
	Executional Effectiveness
	175
	131
	75%

	EXTS
	Potential for Extensions
	150
	132
	88%

	EMPL
	Internal/Employee Support
	175
	130
	74%

	COST
	Cost-Effectiveness
	150
	110
	73%

	 
	 
	TOTAL
	1475
	1103
	75%


The XYZ Property represents a good opportunity.

0 to 20% = poor
21 to 50% = fair
51 to 80% = good
81 to 100% = outstanding

Each category contains between five and seven statements, such as “has logical relationship with the brand” or reaches


target demographics” or  “matches values” or “staff time required is manageable within overall budget”.  


The user first rates each statement on a five-point scale to indicate how important that statement is to the brand or  


company  when  considering  any  partnership.   It mathematically weights the measurement criteria.  Then, the user 


repeats the process to judge how effectively partnership A (or B or C) performs against each criterion.





The result is an overall numeric score that translates to a poor / fair / good / outstanding rating.  


Most importantly, the software displays a graph to show the gaps between what’s important and how effective a     


sponsorship or corporate community investment is.  This allows the user to spot areas of need and then 


analyse the more specific shortfalls that led to those needs. 





Categories can be tailored to suit client requirements.
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