
PROCUREMENT AND SPONSORSHIP

A VALUE-ADDING RELATIONSHIP?
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This document presents the findings 
of an online survey conducted in Q1 
of 2022.

Its aim was to begin to explore how 
Procurement and Sponsorship teams 
collaborate – and to assess how well 
Procurement teams are impacting the 
effectiveness of sponsorship.

It’s important to state up front – a 
survey of this kind cannot give more 
than a glimpse of the detail. 

But the picture it paints is clear –
Procurement teams have yet to 
fully grasp the sponsorship nettle.

Intro

1
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Marketing transformation 
continues to be a live subject, 
prompted by a range of factors, 
including the application of AI, 
measurement scrutiny, 
performance-based remuneration 
and internal agency models.

Marketing Procurement meanwhile 
is moving beyond cost savings and 
avoidance, to adding value to 
internal clients.

According to WBR Insights 2018, 
priority KPIs were targeting 
outcomes in marketing ROI 
improved agency performance, 
brand consistency and innovation 
ahead of cost savings.

The context

0% 20% 40% 60% 80%

Cost avoidance

Value add and delivery of competit ive advantage

Total cost of  ownership reduction

Cost reduction

Satisfaction o f internal stakeholders

Creating a customer journey

Mitigation of risk

Innovation

Improvement to agency and supplier performance

Improved marketing ROI

Supplier alignment for brand consistency

Process improvements

SUCCESS METRICS USED BY MARKETING PROCUREMENT 

© WBR Insights 2018 
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And sponsorship Procurement?

While investment in sponsorship 
continues to grow, governance of 
sponsorship continues to challenge.

WBR 2017 Marketing Procurement survey 
reported that only 13% of respondents felt 
able to add value (beyond cost savings) to 
sponsorship spend.

At the same time, WBR’s report, Building a 
Future-Proof Marketing Procurement 
Strategy (2019), reported both experiential 
and sponsorship in the top four 
categories of predicted growth.

This clearly reveals a challenge to 
marketing procurement - how to add 
value in a high growth marketing 
category?

Global sponsorship spend 
2007-2018 (in billion US$)

Statista

Which categories of 
marketing spend are 
you able to offer 
value add beyond 
cost savings for?

WBR Insights 2017

Which marketing 
category do you 
expect to see most 
growth in spend on 
over the next 12 
months? 

WBR Insights 2019

Sponsorship           13%

Experiential

Sponsorship          

22%

14%

2018

65.8
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Setting the scene

N = 113 

Q1 Is your role directly or 
indirectly involved with 
sponsorship?

72%

28%

directly

indirectly

Q2 Where is the location of 
your primary HQ?

The survey was hosted on Google forms and generated responses from 113 respondents, 
primarily from Europe and North America. The companies represented were all either 
publicly listed or of comparable size. Sponsorship for the majority of companies was 
international in scope.

Europe

North America

Asia

MENA

Oceania

AFRICA /

LATAM

67%

21%

15%

7%

3%

0%

>€1M

>€2M

>€5M

>€10M

>€25M

>€50M

32%

26%

22%

14%

12%

7%

Q3 What is the approximate 
level of sponsorship spend 
this year?

N = 113 

N = 113 

The 
majority of 
our client 
base is in 
Europe so 
survey 
results are 
expectedly 
weighted 
towards 
Europe. 

Sponsorship 
budgets 
reflect the 
usual 
pyramid of 
corporate 
sponsorship 
spend, with 
a broad 
baseline of 
lower level 
budgets.

A little over 
60% of 
respondents 
actually had 
the term 
procurement in 
their job title 
and fewer than 
20% contained 
the term 
marketing. 

4
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Q4 Which areas of sponsorship do Procurement 
directly influence?

Procurement influence in general tends to be weighted 
towards managing direct expenditure - agency 
appointment, contract negotiation and property 
selection. All of these represent direct contracted 
expenditure.

Reported lack of influence on activation is surprising 
given the size of global activation budgets – influence 
here may of course be felt to be exerted in agency 
appointment and terms.

It is encouraging to see over 40% of Procurement 
influencing evaluation – but disappointing to see very 
low involvement in underlying strategy.

Although both strategy and evaluation have little 
immediate cost implication, they have major 
implications on scale and effectiveness of future spend 
in both sponsorship rights and activation.

N = 113 

Agency appointment

Negotiation 

Property selection

Evaluation

Activation

Strategy

84%

60%

50.5%

42.5%

30%

20%

5

(all that apply)
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Q5 Which of the following best describe how 
Procurement engage with sponsorship?  

N  = 113 

72% of respondents chose to describe their engagement 
as procedural – suggesting a formal relationship based 
on governance requirements.

This figure contrasts strangely however with the figure of 
42% engaging around key requirements, which is 
relatively low given the predictable annual sponsorship 
cycle of activation budgeting and regular process of 
contract review. Each of these offers clear opportunities 
for Procurement input.

For 60%, ongoing dialogue suggests a close working 
relationship, and viewed alongside 30% engaging on 
invitation of sponsorship, suggests that Procurement is 
driving the ongoing dialogue.

The relatively high figure of 51% engagement on request 
of a senior stakeholder suggests dialogue may be 
insufficient to identify moments of value add for 
procurement. This prompt for engagement also suggests 
procurement taking on a troubleshooting role rather than 
adding value with planning.

Procedural

Ongoing dialogue

On request of senior

Around key 
requirements

When invited by 
sponsorship team

72%

60%

51%

42.5%

30%

6

(all that apply)
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Q6 Which of the following best describe how 
Procurement engage with market teams

For global businesses, the relationship of central 
functions with individual markets which exercise high 
levels of autonomy is often challenging – and here is no 
exception.

Comparison with the previous question indicates lower 
overall  levels of engagement with individual markets, 
still broadly led by procedural requirements.

The difficulty of engaging with multiple and remote 
geographic markets probably also explains the reduced 
role of ongoing dialogue and a shift towards more ad 
hoc engagement on request of senior stakeholder.

The picture painted is generally one of relative market 
autonomy – the big question is the level of guidance 
and governance exerted by central sponsorship teams. 

N = 107

Procedural

On request of senior

Ongoing dialogue

When invited by 
sponsorship team

Around key 
requirements

47%

39%

18.5%

16%

10%

7

(all that apply)
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Q7 How is Procurement performance assessed? 

Evaluation by 
sponsorship team  
(value-add)

Cost reduction

Sponsorship 
performance against 
targets

Improved 
effectiveness of 
spend

Risk mitigation

Innovation in 
practice

60%

39%

28%

19%

11%

7%

Evaluation of value add by the sponsorship team is the 
single most important metric of success for Procurement 
engagement, showing that companies are clearly 
looking to recognize the expertise of sponsorship teams 
and improve performance. 

The downside however of placing performance 
assessment in the hands of sponsorship is that 
Procurement’s ability to catalyse change is likely to be 
diluted.

Below that, the traditional measure of cost reduction is 
still notably higher than improving sponsorship 
performance or effectiveness of spend. For most 
sponsorships, key metrics can be compared year on year 
although changes in activation and spend deployment 
can make benchmarking and comparison difficult - but 
there is certainly no clear picture of a relationship 
between Procurement and performance metrics. 

Risk mitigation feels underweighted in our experience 
given the potential for risk in many areas of sponsorship 
and innovation is only a metric for 7%. 

N = 113 

8

(all that apply)
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Q8 Which term best describes the focus of your 
work with sponsorship? (select one)

Work focus understandably reflects the performance 
assessment of Procurement. 

Value add is a clear winner here and reflects the 
growing mood within Marketing Procurement of 
building winning relationships and adding value 
beyond cost-saving. But examples of value-add activity 
(as defined in follow-up correspondence)| vary 
tremendously : at worst, administrative support, at best, 
scoping new suppliers or support for capability-
building. 

The historical focus on cost management is still very 
visible and still outranks the functions of risk 
management, driving effectiveness and innovation. 
Driving effectiveness would be an appropriate focus for 
Procurement. 

The next iteration of the survey clearly needs to probe 
the nature of value add more clearly as it is difficult to 
ascertain from survey results where genuine value-add 
is taking place.

N = 113 

Value add

Cost management

Risk management

Effectiveness and 
improved 
performance

42%

23%

16%

12%

Innovation 8%

9
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Q9 In what areas do Procurement influence  
sponsorship strategy? (tick all that apply)

Once again, the focus of Procurement is on purchase of 
services, specifically agency appointment, although 60% 
of respondents are involved with target-setting and key 
metrics - both critical components of ensuring 
effectiveness.

With very few agencies specializing in strategy - the 
dominant agency business model being sales 
commissions or activation - agency appointment is likely 
to be something of a red herring here.

Influence over approval of sponsorship strategy is rarely 
within the scope of Procurement for most respondents, 
with only 20% involvement - although 32% of 
respondents claim to influence strategy development. 

Responses here only give a broad indication, as there is 
no industry standard definition of sponsorship strategy, 
and the term is applied very loosely. 

N  = 97

Agency appointment

Review of targets 
and key metrics

Strategy approval

72%

60%

32%

20%

Review of strategy 
development

10
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Q10 In what areas do Procurement influence 
sponsorship sourcing? (tick all that apply)

Direct purchasing is again very visible with 70% of 
respondents claiming to influence negotiation.

Furthermore, 39% of respondents play a role in the 
assessment of potential sponsorships, a contribution 
once again related to direct spend. A quarter of all 
respondents also influence the closely related area of 
sponsorship identification.

Rather shockingly, only 30% claim to influence the 
actual investment case. This is difficult to explain, as 
the one place where effectiveness and outcomes 
should be clearly defined and proposed expenditure 
should be clearly linked, not just to benefits, but to 
the commercial rationale.

N = 108 

Negotiation

Assessment of 
potential 
sponsorships

Business case

Rights-holder 
management

70%

39%

30%

25%

8%

Sponsorship 
identification

11
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Q11 In what areas do Procurement influence 
sponsorship activation? (tick all that apply)

N = 109 

Agency appointment

Budget approval

78%

46%

12%

11%

Review of targets 
and key metrics

Review of 
activation plans

As expected, the large majority of procurement 
teams claim to influence activation agency 
appointment, an intervention which is critical in 
determining and monitoring activation spend.

Just under half appear to have input into the phase of 
budget approval, suggesting that activation budgets 
are a significant focus for procurement.

Surprisingly, targets and key metrics are only 
considered by 12% of respondents, contrasting with 
60% who claimed to influence the same in the context 
of sponsorship strategy.

This may suggest that metrics are signed off at 
strategy level - or  that procurement has little 
involvement with performance reviews.

Activation plans appear to represent a level of detail 
which escapes procurement.

12
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Q12 In what areas do Procurement influence 
sponsorship evaluation? (tick all that apply)

N = 78 

Support for 
evaluation planning

Research agency 
appointment

Internal coordination 
of tracking and 
reporting

Review of evaluation 
methodology

29%

29%

21%

7%

Evaluation appears to be the most neglected area of 
attention by procurement, with a lower response rate 
and barely a third of respondents engaging seriously 
with evaluation planning and agency appointment.

The minority of respondents which reviewed 
evaluation methodology were all a subset of 
respondents for the earlier questions. 

The lack of focus on evaluation is again hard to 
explain when levelled against procurement’s 
aspiration to drive performance improvement-
especially as procurement teams should already be 
structured to manage media procurement and 
research.

Performance evaluation has a major role to play in 
determining the quantum and deployment of both 
sponsorship rights and activation budget. In terms of 
Procurement’s ambitions however, sponsorship 
evaluation is critical to improve marketing ROI and 
the performance of suppliers and the sponsorship 
itself.

13
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Q13 What are the largest challenges you face 
in working with sponsorship?

Four main challenges became apparent in the clustering of responses:

Lack of clearly defined governance around process ownership
• A good number of respondents (32) identified challenges around defining their role and relationship 

with sponsorship teams, highlighting tensions around how procurement can input without this clarity.

Protectiveness by sponsorship teams
• This lack of clarity was commonly (26) linked to a perceived sense of protectiveness by sponsorship 

teams, with reluctance to allow procurement a voice in matters relating to sponsorship selection, 
strategy or evaluation, reinforced by accusations of procurement not understanding the sponsorship 
landscape, market or dynamics.

Complacence with measurement suppliers
• Approximately 20% of respondents questioned the value of the measurement systems and suppliers 

in place, with many of these feeling that data was abundant but meaningless or, worse, taking focus 
away from effectiveness to execution techniques, and social media output in particular.

Rollover of terms year on year
• There was vocal frustration expressed by a small number (12) of respondents that sponsorship 

contracts and relationships effectively rolled over from year to year and, although some terms may be 
renegotiated, there was a clear sense of unstoppable momentum obstructing cold appraisal.

“Our input needs to be extremely 
soft - hopefully sponsorship will 

get a sense of our potential value 
over time”

“We meet quite consistent 
resistance from the sponsorship 
team to engage with the most 
critical phases of the process”

“We’re assessed against value-
add to the sponsorship team so 

clearly we don’t want to p*** 
them off!”

“Our process feels radically 
different from sponsorship’s - the 
language and the way we think. 

At the moment, it feels like we’re 
far away”

“Most of the evaluation data we 
receive only makes sense in the 

context of previous reporting, not 
in its own right - which makes me 

uncomfortable”

14
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Q14 What are the biggest opportunities for 
Procurement to improve sponsorship practice?

“Some of our markets have larger 
budgets than global. They need 
to follow global guidelines - but 

global guidelines also need to be 
more responsive to local 

conditions”

15

“Sometimes I feel we continue to 
make the same mistakes and it’s 
been going on for too long now -

we need to get smarter”

“We need to move from 
marketing and sponsorship 

speaking the same language to 
sharing a common view of the 

world”

“I’m not surprised sponsorship is 
nervous - but no-one’s trying to 

kill sponsorship, just to try to 
make it more effective”

Opportunities to improve sponsorship practice generally emerged logically from findings. 

A more collaborative relationship between procurement and sponsorship
• Many respondents were positive about longer term collaboration but appreciated a closer relationship 

requires time to build trust and for sponsorship teams to recognise the value that Procurement can offer. 

Closer connection with marketing plans
• A significant few (11) made the point that, although sponsorship and marketing planning were certainly 

connected, there was huge scope for improvement, and a need to clearly define the role and 
responsibilities of sponsorship in the broader context of marketing plans.

Better performance evaluation
• Around 20 respondents addressed the potential value of improved performance evaluation. A number of 

these were explicit that evaluation cycles should be shorter, more bespoke. Many of these were 
confident in asserting that online research was under-utilized and could provide a more responsive and 
relevant feedback loop 

Learning Culture
• 15 respondents called out an uncomfortable relationship with markets, describing the role of central 

sponsorship and Procurement teams as more about damage limitation than optimization. A few of these 
felt strongly that strong market teams should be better integrated in order to take fuller corporate 
advantage of their learnings.
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Discussion

In conclusion, the fairly healthy response of 113 respondents - from 104 different businesses, and the 
healthy engagement with the survey’s open questions - shows the subject is both live and relevant.

Overall, Procurement gave itself a 5 out of 10, we would say. In there, engaging, with a long-term 
perspective and the right ambitions - but subject to too many short pressures, having to build their own 
mandate, and a long way from delivering against their ambitions for value add/

Far from a full picture

It’s important to state up front that there are many weaknesses and gaps in this survey. With a self-
confessed lack of understanding of sponsorship by many Procurement teams and a lack of standard 
industry terms, it is impossible to define clearly for example the relationship of Procurement with a term 
such as sponsorship strategy, or even evaluation.

#1 Work in progress

Although some positive examples were evident of a high functioning relationship, collectively, the survey 
broadly paints a picture of a Procurement function which appears still to be in an exploration phase with 
sponsorship – trying to establish the sweet spot of where procurement can add value without usurping 
the role of the Sponsorship team – acknowledging their specialist knowledge and expertise. A target 
timescale to achieve a mutually acceptable level of collaboration would set a term on what can be a slow 
process of relationship-building.

16
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Discussion … 

#2 Procurement value-add?

It was difficult to see signs of real value-add. This was partly a limit of the online survey format, and partly –
as seen in follow-up correspondence – a lack of positive examples. With value-add being defined by the 
Sponsorship team, it is difficult for Procurement to add the value they would choose to contribute. Clearly, 
companies need to decide whether they are prioritizing collaboration or improvement – and the unit of 
measurement. A shared performance metric around effectiveness or innovation could be a start.

#3 Space for collaboration

Procurement cannot support Sponsorship – nor Sponsorship benefit from Procurement input – without a 
clear relationship between the two. Sponsorship teams clearly need to own the grand overview of 
sponsorship practice, and relationship management as well as the deliverables of strategy, activation and 
evaluation. Procurement’s role of driving effectiveness, beyond improving governance and process, should 
surely be to deliver a sharper focus on metrics across the stages of strategy and performance evaluation.

#4 Investment case

There is no standard industry definition of sponsorship strategy but there are standard commercial 
expectations of any investment case. The sponsorship investment case is the single repository for 
commercial rationale, strategy, success metrics and recommended investment, as well as the broader issues 
of governance which relate to major investment and, as such, should logically be co-authored by 
Sponsorship and Procurement under the direction of Marketing.

17
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Discussion …

#5 The role of sponsorship 

A robust investment case of course depends on a clear view of the role of sponsorship within the broader 
context of marketing, a point made directly or indirectly by a little under 20% of respondents. From our own 
observations, this is only possible in organisations with a strong marketing orientation and a collective 
understanding of the relationship between brand and sales. 

#6 Performance Evaluation

Given the clear dissatisfaction that exists with sponsorship performance measurement, any reading of these 
results leads to the inescapable conclusion that Procurement should be looking here – perhaps above all 
areas – to add value. Given Procurement’s existing relationship with internal Research and Insight and likely 
exposure to media and marketing evaluation, Procurement should in principle be able to ensure Evaluation 
is effective and integrated within a broader performance management framework.

#7 Beyond ad hoc

Questions 5 and 6 show clearly that Procurement is still all too often employed in a troubleshooting capacity 
by senior management. Yet the cycle of sponsorship offers a number of key moments which Procurement 
can leverage to drive performance improvement: strategy development, investment case, contracting with 
rights-holders and agencies and evaluation all offer opportunities for Procurement to tighten the framework 
of performance metrics.

With thanks to everyone who took part. 18
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Driving Sponsorship Effectiveness
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Sponsorship presents a number of 
intrinsic challenges as a result of a 
wide range of factors:

• difficulties of benchmarking
• inability to standardize metrics
• low quality of many evaluation 

vendors
• complex supply chains with poor 

transparency
• widely differing understandings of 

sponsorship with low levels of 
understanding in many 
organisations

But perhaps the greatest is the lack of 
strategic focus and corresponding lack 
of objectivity, within the sponsor 
organisation.

The challenges of sponsorship

KEY PHASES 
OF THE 

SPONSORSHIP
CYCLE

Sponsorship 
strategy

Asset 
selection

Activation

Evaluation

Problem-
solving

Contracting 

AGENCY 
COMPENSATION

AND SUPPLY CHAIN 
VISIBILITY

INVESTMENT 
CASE

CAPABILITY-
BUILDING AND 

MARKETING 
INTEGRATION

EVALUATION 
METRICS AND 

METHODOLOGIES

PORTFOLIO 
MANAGEMENT

RIGHTS 
VALUATION 
AND ASSET 

PROCUREMENT

20
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Redmandarin

Redmandarin applies specialised analytics, 
strategic and planning services to deliver 
Board-level solutions to the fundamental 
questions of sponsorship:

• is there a robust business case? 
• can sponsorship directly support our 

business objectives? 
• how do we evaluate our spend?
• how can spend be optimised?
• how do we ensure a positive ROI? 

Our role is to increase sponsorship 
effectiveness and commercial return.

Since 2003, we have overseen over £4bn of 
rights investments and over £2 bn of 
activation spend.

Our typical client is the CMO, Marketing or 
Procurement Director.

sponsorship 
effectiveness

INSIGHT

Ensuring 
sponsorship 

delivers 
emotional 
impact and 
connection

INTEGRATED 
PLANNING

Integrated, 
multi-channel, 
online / offine

planning, 

IN
D

U
C

TI
O

N

LOREM IPSUM
LOREM 

IPSUM

BRAND STRATEGY

Ensuring sponsorship 
aligns with key brand 

drivers

STRATEGIC 
COMMS

Delivering a 
compelling 
sponsorship 
proposition 

and 
messaging 
heirarchy.

ANALYTICS

Understanding 
the relationship 

between 
sponsorship 

and 
commercial 

return.

ORGANISATIONAL 
DEVELOPMENT

Maximising internal  
benefits and 
ensuring best 

practice governance.

SPONSORSHIP 
EFFECTIVENESS

MANAGEMENT 
CONSULTANCY

Robust 
processes to 

ensure      
internal   

approval and 
operational    

ease

21
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• Create transparent 
asset procurement 
process

• Create an agency  
compensation 
structure that  
delivers best value

• Improve asset 
procurement 
governance, 
including for 
contract renewal ©
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The sponsorship lifecycle offers clear and specific opportunities to leverage performance 
improvement and drive effectiveness.

• Integration with 
marketing plan

• Stricter and more 
focused business 
case criteria

• Model expected 
value

• Define business 
case criteria

• Benchmark 
contract terms

• Negotiation  
outcomes

• Clearly define 
asset 
requirements

• Formalise feedback 
loop and corporate 
learning

• Improve evaluation 
methodologies to 
connect to business 
metrics

• Formalise review 
processes

Opportunities for value-add

STRATEGY

Ensure strategy 
directly supports 
commercial 
objectives

1

PROCUREMENT

Improve 
transparency 
and governance

2
EVALUATION

An accurate and 
comprehensive 
measure of ROI

43
NEGOTIATION

Identify  best 
assets and create 
better campaigns

More
effective  
sponsorship

RENEWAL

Identify  best 
assets and 
create better 
campaigns

5

• Realign metrics 
against strategy and 
investment case

• Tools and
• assistance for  

markets
• Enhance in-house 

capabilities
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Audit

• Review contracts 
ahead of
negotiation

• Agency audit to 
identify  potential 
risks and assess
• Total agency 

compensation analysis
• Portfolio audit 

including Total 
Unduplicated Reach 
and Frequency analysis 
to optimise spend 
across a portfolio

Support for Sponsorship Procurement

ROI and Business Case

• Design and
implement ROMI and  
ROI measurement

• Bespoke analysis to 
determine 
sponsorship impact 
on sales and
brand

• Develop business  
cases and model 
expected ROI  from 
proposed
sponsorship 
investments

23

Procurement

• Pro-active sourcing 
for assets against 
clear business 
criteria

• Transparent 
sponsorship 
procurement to 
ensure clients 
secure the optimum 
contractual position 
at lowest cost, 
including 
transparent 
tendering

Capability Building

• Host or facilitate
workshops to  
identify risks and
challenges and 
identify ways that 
procurement  can 
provide assistance

• Provide support for 
local markets
(governance, 
programmes, tools 
and techniques, 
Centre of Excellence)

• Review evaluation 
methodologies to 
integrate 
sponsorship and 
marketing metrics

• Lifecycle analysis of 
mid to long term 
sponsorships

• Identify under-used 
assets  and potential for 
improvement/ cost 
savings

Bespoke analysis
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Our impact on your priorities

Process 
improvements

Supplier alignment 
for brand 
consistency

Improved 
marketing ROI

Improvement to 
agency and 
supplier 
performanceInnovation

Mitigation of risk

Creating a 
customer journey

Cost 
reduction

Total cost of 
ownership 
reduction

Satisfaction of 
internal 

stakeholders

Value add and 
delivery of 
competitive 
advantage

WHICH KPIs DO YOU USE TO MEASURE THE 
SUCCESS OF YOUR MARKETING 
PROCUREMENT TEAM?

75%

71%

66%

58%

56%55%

55%

42%

REDMANDARIN MAIN        
IMPACT ON RED 

SEGMENTS

24
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Recent clients
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Redmandarin
Somerset House
The Strand
London
WC1R 2LA

T +44 207 566 9410
E info@redmandarin.com

For more information:


