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Who is this  
toolkit for?
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Food festivals 
are all about 
celebrating 
and enjoying 
food, bringing 
the community 
together. 
Centuries ago, the food festival was a celebration 
of the harvest and an acknowledgement of the 
importance of growing and producing food. 
Whilst harvest time is less of a feature of our 
everyday lives, the celebration of good food, 
its quality, taste, smell, provenance, and even 
design, are more important to us than ever 
before. 

You may be thinking of setting up a food festival 
for the first time, or are part of the organising 
committee of an existing event. Whatever stage 
you’re at, this toolkit is certainly worth a read.

These days are a little different to the food 
festivals of old. Our ancestors wouldn’t have 
been able to conjure the huge variety of different 
food available to today’s foodie, even in their 
wildest dreams. But beyond the cuisine, today’s 
food festival organiser has a plethora of things 
to think, conundrums to counter, and obstacles 
to overcome: from marketing and PR, to hygiene 
and legislation, to space and location, parking, 
evaluating and pricing. The list is endless. And 
then there’s the question of: how to fund it?

The aim of this toolkit is to help you understand 
the options that are available to fund and help 
organise your food festival using sponsorship. 
We’ll take a look at what sponsorship is, how to 
identify potential sponsors, the approach to take, 
developing a sponsorship proposal, and how to 
keep your sponsors happy, and on-board.
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What is sponsorship and how  
can it help?

Organisations, businesses, and individuals 
are far more sophisticated in the way that 
they approach sponsorship requests, than 
ever before. It’s highly unlikely that you have 
a wealthy and philanthropic associate, keen 
to dole out lots of money, for ‘a good cause’. 
The most important thing to remember when 
thinking through the sponsorship proposal 
is that the agreement must be mutually 
beneficial to each party. This is a partnership 
and not an exercise in fundraising - it must 
be a win-win for both sides. Don’t just think 
‘what’s in it for us?’, and do think through  
very carefully, ‘what’s in it for them?’

The sponsor will be looking keenly at the 
benefits to them or their organisation, from 
the sponsorship partnership. Ultimately, the 
potential sponsor will be focussing on how 
the sponsorship deal delivers a commercial 
return – whether that’s immediate, in terms of 
increased sales or more clients, or whether that 
is more long-term and nuanced, for example, 
where an association with your food festival 
adds value to their brand, or might provide 
staff benefits. Businesses are far more keen 
to ‘connect’ with audiences (and your food 
festival might well be the ideal convivial setting 
to do that) than ‘talk at’ audiences. 
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Your audience is your key asset.

It might seem obvious what you and your 
event gets out of the sponsorship partnership. 
Surely it’s funding to pay for all (or some of) 
the things you need to run a successful food 
festival? To an extent, yes. At the heart of it, a 
sponsorship arrangement helps you to cover all 
(or some) of the financial costs of running your 
food festival. However, thinking more broadly 
about what a potential sponsor can offer, 
beyond just hard cash, will not only make it 
more likely that you can achieve a sponsorship 
agreement, but also more likely to deliver better 
results for you and your event.

The organisations or businesses you approach 
are not just cash-cows. They will have particular 
skills and talents that may be helpful in running 
the event, and they most certainly come with a 
new audience for your food festival in the shape 

of their staff, customers and clients. Thinking 
beyond the money, and being more creative in 
your approach, will deliver results.

Clearly the people who attend your food festival 
– whether producers, sellers, or consumers – 
are your most important stakeholders. Your 
primary goal is to ensure they have a good 
and productive day out, and that they’ll not 
only come again next year, but also bring 
their friends. It’s important, therefore, that 
the sponsor’s involvement enhances that 
experience. This isn’t just a question of 
giving the sponsor access to your audience, 
or enabling them to ‘get in front of’ your 
audience. They must recognise and understand 
the values and motivations of your food festival 
attendees, in order to make the most out of 
their involvement.

Hard cash vs benefits in kind.

The audiences that you can expose your sponsor to, is your key asset.  
The producers, consumers, and stakeholders, attending your food festival 
are audiences that your sponsor could not easily reach otherwise and it is 
these people that your sponsor wants to engage with and impress.
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When you are in the midst of organising your 
event and focussed on the success of the day 
itself, it’s hard to think beyond reaching the 
end, putting your feet up, and opening yourself 
a well-deserved bottle of beer (locally crafted, 
of course!). When developing your approach to 
sponsorship, though, it’s really good practice 
to think beyond the present and current event, 
and try to establish a long term relationship 
with your sponsor. The one obvious benefit 
of this is that when it comes to ‘next year’, 
you already have the foundations (if not a 
binding agreement) to establish a sponsorship 
agreement. More than this, though, your 
sponsorship partner will enjoy the benefit of 
early engagement, seeing it as an opportunity 
to help shape the event, communicate with 
that all-important audience earlier, and thus 
gain greater value. 

Dealing with  
the doubters.
Given that you are most likely seeking 
sponsorship because you need the funding, 
it may come as a surprise when others 
involved in the food festival, or even some 
of the producers and festival-goers, object 
to the sponsorship, seeing it as something 
that cheapens the event, and undermines 
its integrity. To overcome these concerns 
will require you to be open and transparent 
about the involvement of the sponsor and 
explain positively about the benefits of the 
partnership. In simple terms, it’s likely that 
the sponsor’s involvement has allowed you to 
lower the entry costs or not charge for children, 
perhaps. Beyond this you may need to 
articulate clearly what the added benefits are, 
in terms of profile, organisational support, or 
the particular skills that the sponsor was able 
to bring that enhances the festival. 

Long-term 
relationships.

It’s really good practice to think beyond the 
present and current event, and try to establish  
a long term relationship with your sponsor
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The five golden rules.
In conclusion, from the sponsor’s perspective the sponsorship is not a donation, nor a grant, but 
rather a commercial investment in marketing and communication that will add value to their 
brand. From your perspective, the sponsorship is not a bag of money to spend at will, but rather it 
is a relationship where you are supported to run an even better event, with a sponsor that covers 
some of the costs, whilst also bringing organisational and delivery skills which add value.

This is a relationship and a partnership, where both sides have invested in the success of the 
venture.  
You must be willing to share ownership of the event with your sponsor.

1
This is a 

partnership, not 
an exercise in 
fundraising - it 

must be a win-win 
for both sides.

2
Your audience  
is your most 

valuable asset 
– how can the 

sponsor enhance 
their experience?

3
Funding is 
important,  

but so are the 
added benefits. 
What skills and 

expertise can your 
sponsor bring?

4
Try to foster  
a long term 

relationship with 
your sponsor.

5
Be mindful of 

people who may 
not share your 
enthusiasm for 
the sponsor and 

articulate the 
benefitsclearly.
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Securing sponsorship can be very time 
consuming and the thought of writing 
a sponsorship strategy, daunting. For 
these reasons it’s important:
•    To understand right from the start 

what the resources are within the 
team to commit to sponsorship 
development

•    To be reassured that going to the 
effort of writing a sponsorship 
strategy, will be worth it.

The team
Identify other people within the events team 
who have the time and skills to support 
the sponsorship effort. It might be worth 
establishing a small sponsorship sub-group 
or committee, responsible for developing the 
strategy, and ensuring that the targets are 
achieved. 

Beyond developing the strategy, there will be 
much work to be done in securing a sponsor, or 
maybe multiple sponsors, and beyond this, once 
you’ve reached a partnership agreement, much 
of the real work begins! As with any committee 
or group, ensure that there is someone 
effective leading, that everyone is clear what 
the objectives are and what the individual 
expectations are. 

The reason why it’s so important to ensure you 
have adequate resources (manpower) to devote 
to sponsorship, is because once the deal has 
been struck, your sponsor will expect the benefits 
promised to be delivered. Failure to achieve the 
commitments made because you didn’t have 
enough resource to deliver, will at best cause 
much disgruntlement and jeopardies any future 
sponsorship partnership, and at worst, cause 
the sponsor to withdraw from the agreement. 
The golden rule is to make sure you’ve enough 
resource to ensure that the experience is a good 
one for both parties. If you can’t deliver on the 
promise, don’t make the promise. 

Creating a 
sponsorship 
strategy.1.
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Developing a sponsorship strategy might 
sound hifalutin and something that only 
massive global corporates might undertake. 
But whatever the size of your event and reach 
of your venture, it’s really worth taking the 
time to think it through and commit it to 
paper. Having an overall strategy, that has 
been discussed widely and has incorporated 
good ideas from across the team, will 
determine the overall focus and direction you 
want to take. The strategy will keep the team 
on track, and provides a clear statement of 
what can be achieved through sponsorship.

Start by discussing what it is you need to run 
your food festival, whether that’s funding, 
materials, or particular skills that don’t exist 
within the team. Some of these costs and 

resources can be covered in different ways 
(perhaps through ticket sales, for example). 
What’s left over, and isn’t covered either by 
existing resource, or reserves, can form the 
basis of what you’ll seek from your sponsor. 

It’s understandable that funding is what those 
seeking sponsorship want most of all. Cash 
is flexible and easy. Since the financial crash, 
however, organisations and companies are 
less able to give funding, and that forces us 
to think a lot harder about what other value 
we can get from the sponsor, beyond money. 
Receiving products or materials – if these are 
needed and fit in well with your food festival – 
is of benefit. Similarly, getting support form an 
organisation that has particular skills, currently 
lacking in your team, can also be useful. 

Summarise your offer and asks.

Smaller sponsorship packages might be an 
easier place to begin, rather than seeking 
your entire sponsorship needs from one 
overall sponsor. To do this, you should assess 
the different elements of your event, and 
find things that can be easily defined as 
a stand-alone ‘product’. Perhaps you are 
hosting an evening reception for producers, 
or a stakeholder event for local dignitaries; 
or you have child themed offer to attract 
families; or you’re putting on a live cookery 
demonstration. All are potential stand-alone 
sponsorship opportunities and of course, the 
small event sponsor of this year could well be 

next year’s overall sponsor, so it’s important to 
ensure they have the best possible experience, 
no matter how small their contribution. 

A word of caution, however: always apply the 
golden rule of sponsorship which is to have 
only one sponsor per category. Doubling 
up on sponsors for each set-piece event or 
category is inadvisable. Sponsors shouldn’t 
be competing for space and attention, they 
should feel as if they’ve had a great service 
from the partner, and have fully justified their 
investment.

Sponsorship categories.
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•    An overall statement of purpose for the 
food festival and an outline of these targets 
(footfall, numbers of food producers, 
number of days, food variety etc.).

•    Sponsorship targets in terms of funding, 
skills needed, resources or material required.

•    Sponsorship benefits – what’s in it for the 
sponsor?

•    Sponsorship categories – an overall sponsor 
and smaller sponsors for set-piece events 
and services.

•    Identified skills and expertise gaps, and 
a list of resources and materials that are 
needed.

•    Intended uses of any funding as part of the 
sponsorship should be outlined.

•    A list of the potential benefits to the 
sponsor, such as audience (those 
attending), VIP or stakeholder attendance, 
likely media coverage.

•    A list of potential sponsors identified (the 
‘hit’ list).

•    An action plan and timeline for 
approaching sponsors and launching the 
partnership. 

•    A plan on how to establish a long term 
relationship with the sponsor.

Your Sponsorship strategy should 
contain.
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It is important to think through what type 
of companies you might have some success 
in approaching to discuss a sponsorship 
opportunity. Don’t randomly approach the first 
organisation or business that comes to mind, 
as this approach will reap little reward, and 
waste effort. Ideally, you should only approach 
companies that have a ‘good fit’ with your 
event, and rule out those that really don’t. 

Once you’ve read through the steps in this 
chapter, you should be ready to compile your 
hit list of potential sponsors, and these can 
form part of your sponsorship strategy.

If your food festival is a small event, aimed 
mostly at people and producers in the 
community, the best place to start looking for  
a sponsor is locally. 

Creating a ‘hit 
list of targets.2.
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If there is a good ‘fit’ between your food festival 
and the business (potential sponsor), it should 
be easier to engage and persuade them to come 
on board. Search for synergies between the 
business and different elements of your event. 
Have a trawl through the local newspaper(s) 
and make a note of which companies are 
advertising. If the business is advertising, it 
shows that it has a marketing budget, and might 
be willing to invest in sponsorship. It’s also 
worth trying to work out how big the company 
is, as the size of the company will determine how 
likely they are to agree to provide sponsorship 
(a smaller company may simply not have the 
time nor resource capability to enter into a 
sponsorship agreement).

Make a list of the companies that are advertising 
locally, visit their websites (if they have one) and 
analyse what they are selling – whether goods 
or services – to cross reference their business 
interests with what you are looking for from 
sponsorship. Are they selling goods or services 
that are aligned to your food festival? 

For example:
•   A local PR and communications firm might be 

willing to support you on communications, as 
part of the sponsorship deal.

•    Would a local events company provide a 
discount on tenting if you promote them?

•    How about the use of a local choir or rugby 
team to assist with added hands over the 
event period in exchange for some promotion 
or donations from attendees on the day?

•   The local newspaper or radio station might 
agree to provide free advertising, editorial 
and news interviews, in return for sponsorship.

Another great source of business insight is your 
circle of friends and network of colleagues. Many 
large corporates have small grant schemes open 
to staff to apply for funding for good causes 
and events that they are involved in. Ask around 
– you may be pleasantly surprised at how 
well connected your circle of friends is to the 
corporate world! 

Getting a good fit.

Whilst a personal introduction may be the best 
and most comfortable way of approaching 
a potential sponsor, don’t underestimate 
the impact of cold calling. If the business 
is very local, it might be even easier (and 
more successful) to pop in. Be sure to have 
a script prepared, be warm and friendly, and 
enthusiastic about your event. The potential 
sponsor will want to know that the people 
behind the food festival have got some get-
up-and-go. When telephoning or calling in to 
a business, always make sure you are speaking 
to a person in authority, and don’t push for 
a commitment there and then. Follow up 
the conversation with a personalised e-mail 
outlining what’s on offer and an invitation to 
discuss the proposal further.

If a business can’t commit this year, then why 
not invite them to the event for a gratis, VIP 

tour, so that you can whet their appetite for 
sponsorship at next year’s food festival?

Another great way to grow your hit list is to 
target your existing suppliers. The venue, 
furniture suppliers, refreshments, printers, 
sanitation, internet service providers, all are 
worth approaching as potential sponsors.

The local authority is sure to be helpful, as they 
have a real interest in supporting local events. 
Contact them to see what support they can 
offer, whether funding, or a venue, or advice 
on health and safety, but also ask them to 
put you in touch with local businesses. Local 
authorities all have regional development 
departments with strong links to the local 
business community. In the same vein, contact 
your local chamber of trade, or commerce, or 
business umbrella body. 

Approaching sponsors.
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For some reason, this is the bit that fills most 
sponsor seekers with dread, but it’s a task 
that must be tackled, and tackled well. Start 
by making a list of all that you have to offer 
– your ‘assets’. By doing this you can make 
an estimation of the real value of everything 
that you have to offer, which will help when it 
comes to offering what to which sponsor. The 
assets are ultimately the ‘benefits’ that you’ll 
offer to your sponsors.
Start by preparing a summary document, 
which should only be a page or two, and 
include:

•    The food festival: it’s history, how often it 
occurs, the length of each event, core values 
(locally produced, craft?), the layout, and 
other key attributes.

•    Audience: the number of producers 
and stalls, the variety of foodstuffs and 
drinks being showcased, the footfall, 
demographics, VIPs and stakeholders, press 
coverage, social media profile.

•    The event organisers: who they are and 
their skills, qualifications, and experience?

•    Other sponsors: who’s on board so far and 
what’s been committed?

•    Health and safety: what measures will be 
put in place to ensure hygiene, health and 
safety, and security. What contingency 
measures are there for weather or an 
emergency?

•    The offer: categories, and logo usage; 
exposure opportunities on boards, 

literature, website, tickets and at the venue; 
hospitality and opportunities to speak; 
opportunities to engage with the audience; 
opportunities to sell services or products; 
media and press interest and social media.

Once you’ve set out your summary, flesh out 
the detail into a plan. Be succinct, and use 
images and photographs to illustrate your 
points, attach positive articles from past event, 
and illustrate social media engagement by 
replicating tweets, for example. 
Be clear about the benefits to the sponsor, 
which might include:

•    Production of a joint press release to launch 
the food festival

•   Speaking opportunities

•   Company logos on event literature

•   Company logos on site – banners or posters

•    Company name as part of the food festival 
title

•   Inclusion in social media 

•   Feature on website homepage

•    Hospitality – an opportunity for them to 
invite their stakeholder audience

Be ready to listen to what the sponsor has to 
offer in terms of benefits in kind. The key thing 
to remember with this sort of offer is only to 
accept benefits in kind where they save on 
a cost or expense that you already have to 
spend. Avoid accepting products or services 
that you don’t need and that don’t fit with 
your food festival. 

Writing your 
sponsorship 
proposal.3.
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How much 
should you ask 
for sponsorship.4.

When setting a price for the sponsorship 
agreement, there are a number of things 
to take into account, some of which have a 
monetary value (and are therefore tangible) 
and some of which don’t have a hard 
monetary value (and are therefore intangible). 

Tangible assets include: stall costs; free tickets; 
hospitality; positive press & media coverage 
(which some argue has an equivalent 
advertising cost). This is a sum that can be 
calculated, and as a minimum, this is what 
should be sought from the sponsor in terms of 
cash.

The intangible assets include: networking 
opportunities; access to engage with an 

audience; community goodwill; brand 
endorsement. As a starting rule of thumb add 
at least 25% of the overall tangible sum to 
cover the intangible benefits, but seeing as 
this is a negotiated process, it’s always worth 
starting higher.

Be clear about what’s different about 
your offer and why it’s special; the sort of 
experience the sponsor will have and how this 
might benefit their clients and customers. Be 
prepared to negotiate, but remember that you 
must be able to deliver the benefits, whatever 
price is agreed, and to do that, you must 
maintain a good relationship with the  
sponsor from start to finish.

Approaching sponsors.
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Other sources  
of revenue.5.

Sponsorship isn’t the only source of revenue, 
of course. You need to set realistic ticket prices 
and sell space and stalls so that the bulk of 
your costs can be covered. Perhaps you need 
to charge for literature, such as an event map 
and outline of producers. 

It’s always worth approaching the local 
authority and community council for potential 
funding, even though budgets are constrained. 

Supermarkets are also very keen to engage 
with the local community and often donate 
money to good causes locally. In some 
supermarkets, customers can express a 
preference from a shortlist of three local good 
causes, by using coloured tokens given to 
them at the till once they’ve shopped. 

Approach the local supermarket manager 
where these schemes are in operation.

If there is a large scale development being 
constructed locally, approach the developer 
to see if the project has an associated 
community benefit fund. Sometimes big 
developers will set aside money to help 
mitigate the impacts of construction. 
The onshore and offshore wind industry 
demonstrates best practice when it comes to 
community benefit funds, and often the circle 
of benefit is wider than the community council 
that the development sits in. So, if there’s a 
wind farm near you, on a mountain, or in the 
sea, check out what funds are available for 
local good causes.

Covering your costs.
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Managing the 
sponsors.6.

The final piece of the jigsaw is to seal the deal 
and manage the sponsors. Once agreement 
has been reached, it’s a good idea to turn this 
into an agreement document that each party 
signs, with an agreed timeline for delivery of 
all elements.

From now on, the focus turns to delivering on 
the sponsorship agreement and managing 
the sponsor. It’s always sobering to remember 
that the sponsor will almost always be 
thinking about the value for money they are 
getting from the agreement and whether 
the money might have been better spent 
elsewhere. Maintaining a good relationship 
with a sponsor, and over-delivering on the 
sponsorship commitments, is a much easier 
way of securing next year’s funding, than 
starting from scratch in search of a new 
sponsor. 

Here are a few tips:

• Think long term partnership

•   Establish a key contact within the 
sponsor’s company for day-to-day contract 
management 

•    Assign a specific person in your team to act 
as the liaison

•   Agree reporting mechanisms and meet 
the sponsor regularly to update on 
organisational progress and milestones, 
and to agree targets and next steps

•   Monitor delivery closely

•    Ensure that any hold-ups from the 
sponsor’s end (e.g. delays in sending 

logos) are escalated and noted by senior 
management

•     Share positive news coverage and success 
stories regularly

•    Over-deliver – give the sponsor more than 
they thought they were going to get

Shortly after the event, it is good practice 
to meet with the sponsor and all personnel 
involved to have a debrief and outline what 
the benefits to the sponsor were and the 
particular successes of the day. 

Take along a portfolio of media coverage and 
social media, and any positive feedback from 
producers and visitors. 

Share good news in terms of visitor numbers, 
popularity of certain food products being 
sold, the attendance of VIPs or community 
stakeholders. 

Why not take them a hamper with samples of 
some of the produce being sold on the day, as 
a thank you gift?

And finally, if all has gone well, broach the 
subject of next year’s event, which will be even 
bigger and better!

Have a debrief and  
outline what the 
benefits to the sponsor 
were and the particular 
successes of the day.
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Food & Drink Wales
www.gov.wales/foodanddrinkwales 

Business Wales
www.businesswales.gov.wales 

Food Festival Toolkit
www.businesswales.gov.wales/sites/business-wales/files/tourism/Food_Festivals_Toolkit_EN.pdf

Use of Welsh language
www.comisiynyddygymraeg.cymru  

Visit Wales 
www.visitwales.com 

There are also a range of useful books worthy of note on the subject, including: 
The Corporate Sponsorship Toolkit (by Kim Skildum-Reid)
Event Sponsorship (by Ian McDonnell and Malcolm Moir)
The Sponsorship Handbook (by Pippa Collett and William Fenton)
The Sponsorship Seeker’s Toolkit (by Kim Skildum-Reid and Anne-Marie Grey)

Useful links.

Design: four.cymru   Images: © Crown Copyright (2018) Visit Wales, Janet Baxter
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For more information contact the team at
foodskills.cymru | 01982 552646
wales@lantra.co.uk | @foodskillscymru
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