COMMERCIAL MEMBER SPONSORSHIPS

Commercial participation in chapters is very important to each chapter’s viability. Commercial companies often support the activities of the chapters. There are three basic models of support:

· Per event – the chapter pursues sponsors for each event, and activities within an event, i.e. lunch.

· All events – sponsors are secured in advance and are sponsors all events. 

· Sponsor levels are tiered – value received depends upon level

Most chapters do not have issues with offering sponsorship opportunities to competing companies. STMA has a first right of refusal process in place, i.e. sponsor who sponsored a particular event the previous year has the right to sponsor it the next year, unless they pass on the opportunity. Some chapters offer every event to every commercial company with no promises of exclusivity.
Some chapters have an event committee that pursues sponsorships, others use the board or the Chapter Executive.

Chapters give recognition to sponsors a variety of ways including via:

· table tents

· signage/banners

· PowerPoint slide in between educational events

· newsletter and/or in magazine

· event promotional fliers

· e-mail blasts and on website

· allowing sponsors to speak during the event.

· recognizing them at a vendor lunch each year as a ‘thank you’ and to solicit feedback.

· a banner provided by the sponsor displayed at the event

· providing ad space in the chapter newsletter.

In addition to the above methods, STMA also provides a year end “proof” to each sponsor that specifically spells out the dollars spent with STMA and the value received. STMA has used two different types of “sponsor proofs”. To see an example, please click here. NO LINK YET
Most chapters receive comments from vendors that they would like to have more trade show traffic. Following is a schedule that seems to work for good trade show traffic: 

· Have the exhibit first before the speaker and then lunch vs. having the exhibit during lunch. This seems to overcome the practice of attendees leaving right after eating and not staying to talk with exhibitors.

· Dedicated trade show time is very important. Splitting attendees between an educational session and the trade show (and then switching) has also been successful.

Using commercial members as speakers can work well as long as they are instructed to be non-commercial. To avoid criticism, offer equal opportunity for all vendors in the same product category to present on the program

