
Sponsorship and Development
Sponsorship and Development are two 
important, yet fundamentally distinct, 
funding sources for colleges. The most 
significant differentiation between these 
two areas has to do with expectations. 

Generally speaking, the primary 
motivation for a corporate donation to 
Development is increasing the positive 
perception of the company among a 
specific community. These gifts are most 
often funded through an internal 
corporate foundation that is specifically 
charged to work with nonprofit 
organizations. Beyond recognition of the 
gift and the accompanying tax deduction, 
corporate donors usually expect very 
little in return. Without question, the 
large majority of colleges and universities 
could not operate without the support 
they have received from Development 
initiatives. 

Conversely, corporate sponsorships are 
not gifts at all, but rather investments. 
Corporate sponsors build partnerships 
with an institution because they expect 
that their company will receive a return 
on investment that is greater than the 
initial funds committed. To assist 
corporations in this regard, a college 
exchanges unique and compelling access

accomplished through open 
communication and partnership with 
Development and Advancement 
departments.

Whenever possible, colleges should build 
upon existing corporate relationships that 
Development has established. 
Development contacts should be used as a 
starting point for identifying appropriate 
corporate partner contacts. Again, 
because sponsor investments flow from 
marketing budgets and Development 
originates from foundations and/or 
corporate affairs, there is no inherent 
conflict to this practice. In fact, if 
positioned correctly, a valid argument can 
be made that this practice ties a company 
more closely to the institution. 

The current economic climate is 
challenging for both colleges and 
corporations. Colleges are seeking new 
revenue to make up for reduced state-
level and private funding, along with 
increasing expenses. Corporations require 
new and compelling opportunities to 
reach target audiences. By creating 
comprehensive sponsorship marketing 
programs, both groups can fulfill these 
objectives through mutually beneficial 
partnerships. 

to the campus and its population in return 
for either cash or other pre-determined 
value in-kind. 

In short, sponsorship marketing can 
succeed in a collegiate setting because it 
provides a separate and distinct form of 
revenue from that of more traditional 
Development activity. 

Previously, the majority of revenue 
colleges and universities derived from 
corporations resulted from Development 
activity. For the most part, sponsorship 

was limited to intercollegiate athletics. 
This began to change when companies, 
specifically those from within the soft 
drink business category, began to build 
lucrative campus-wide partnerships. 

While sponsorship may provide an 
enticing revenue opportunity for colleges, 
it cannot be done successfully in a 
vacuum. Successful sponsorship at the 
college and university level is

Successful sponsorship at the college 
and university-level is accomplished 
through open communication and 
partnership with Development and 
Advancement departments.
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