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During the tidal wave of economic 
growth that nearly doubled the ar-
ea’s population, Northwest Arkan-

sas area charities enjoyed a love affair with 
the businesses that supported them.  Then 
social publications joined the mix, and to-
gether, everyone flourished.

Front and center were the generous glitterati 
that attended charitable galas, garden parties, 
cocktail receptions and luncheons. Sponsors 
received a tax write-off and tons of positive 
publicity; their employees gained a sense of 
pride and ownership with the agencies they 
were assigned to help.

Besides funding, the nonprofits got that 
which money cannot buy — much-needed 
awareness for their cause.  It was a marriage 
made in heaven.

But in recent years, a slack economy caused 
a lull in donations and a tightening of print 
space at a time when the nonprofits needed 
it the most. Some fledgling nonprofit groups 
were elbowed out or forced to merge with 
others to survive. 

In today’s environment, all involved 
would agree: The need to work 
together is more important than 
ever.  

Sponsors, including me-
dia sponsors, play a vital 
role in the success of local nonprof-
its and their fundraising events. There are 
myriad worthwhile organizations in the area, 
some of which host multiple marquee events.

As competition for donor dollars and press 
coverage grows, here are some points for 
sponsors and charities to ponder: 

1. Branding is important. There are 
many, many worthy organizations request-
ing sponsorships in Northwest Arkansas. 
One local business leader commented that 
he had over 30 sponsorship requests on his 
desk.  With some organizations having sim-
ilar-sounding names and similar-sounding 
titles for their events, it’s not unusual for a 
nonprofit to get a check intended for another 
organization. Attention should be given to 
the nonprofit’s brand, points of differentia-
tion, messaging, and the titles and themes 
of events it promotes, even those considered 
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long-standing. Eliminate confusion whenev-
er possible. We hear it time and time again, 
what’s the difference between this organiza-
tion and that one?

2. Get online. Aside from the importance of 
having a standout logo and unique fundrais-
ing ideas, now is the time to have a website. 
Nonprofits must have up-to-date information 
online. Each day new business leaders are 
moving to Northwest Arkansas from larger 
cities, so the need to find event information at 
their fingertips is key. If hiring a designer and 
building a website is too expensive, then cre-
ate a blog or Facebook page. Take advantage 
of free marketing through Facebook, Twitter 
and online calendars and email newsletters 
provided by sources like 3W Magazine.

3. Planning is everything. When re-
questing a sponsorship from a company, 
charities should do their homework. Take 
potential sponsorship opportunities that will 
resonate with their business or key staff. 
Charities should also ask early, think about 
long-term partnerships, (not just event to 
event), and be able to clearly define the bene-
fits and publicity that will result from a spon-
sorship. And timing is key - sponsors and 
media outlets need advance notice (at least 
six weeks) to dedicate advertising space and 
funding to a cause. 

4. Differentiate your event. Some char-
ities conduct multiple events throughout the 
year, causing fatigue among their donors, 

sponsors and volunteers. Rather than host-
ing a kick-off and thank you party before and 
after the actual event, find a unique way to 
recognize sponsors at the main event, even 
if it’s a cocktail hour before or special area 
dedicated to sponsors. Social calendars fill 
quickly, and with so many fundraisers, at-
tendees are forced to make tough choices 
among their favorite charities. Consider 
making your event a “one-of-a-kind” affair. 
If it’s not a “must-attend,” rethink your event 
and strategy.

5. Sharing is caring. In these economic 
times, charities are scraping for everything 
they can get. Sponsors, including media 
sponsors, should view partnerships as long-
term relationships that are mutually benefi-
cial. They should consider sharing space in 
an ad or on a program or banner. If a com-

pany truly supports a cause, it 
should look at its sponsorship 
as an investment in that organi-
zation, even if a direct competi-
tor is involved. While partnering 
with competition can initially be 
a hard concept to swallow, con-
sider what the support can accom-
plish for the charity and commu-
nity.

The success of any community is 
reliant on the backing of important 
causes by businesses and individu-
als. In the current climate of philan-
thropy, sponsors and the media have 
a unique opportunity to build and 
strengthen long-term relationships 
with each other and with the nonprof-

its they choose to support.•  
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