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Understand Why They Say Yes (and Why They Ignore You) 2 ]
Sponsors aren’t looking for space. They’'re looking for signal.

You don't need a better rate card. You need a better narrative. This
decoder breaks down how top brands evaluate sponsorships — and
what you must change to win their budget, their logo, and their loyalty.



PART 1: HOW SPONSORS THINK
(AND WHERE YOU LOSE THEM)

What They Look For First:

ALIGNMENT WITH BRAND
AUDIENCE AND TONE

EXCLUSIVITY — FEWER BRANDS
= HIGHER PERCEIVED IMPACT

Where Most Organizers Fail:

PAST ROI EXAMPLES (NOT
FOOTFALL, BUT ACTUAL
OUTCOMES)
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GENERIC SPONSORSHIP DECKS WITH
GOLD/SILVER/BRONZE PACKAGES
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VISUAL QUALITY OF THE EVENT
(DESIGN, CONTENT,
COMMUNICATION)
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NO UNDERSTANDING OF THE BRAND'S
CAMPAIGN CYCLE OR CURRENT
PRIORITIES

03

NO DATA, NO STORY, JUST SQUARE
METERAGE
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BAD VISUAL BRANDING =
SUBCONSCIOUS DEVALUATION OF
EVENT




PART 2: \WHAT YOUR
DECKMUST ANSWER

Here are the unspoken questions a brand team asks:

O ( "WHAT STORY DOES THIS EVENT HELP US TELL
THIS YEAR?"

02 | "WILL WE LOOK GOOD IN THE PHOTOS?"

03 "CAN WE GET QUALITATIVE DATA, NOT JUST
FOOTFALL SHEETS?"

04 "ARE WE SEEN WITH THE RIGHT PEERS OR
WRONG CROWD?"

05 "IS THIS A LAST-MINUTE SELL OR A BRAND-
WORTHY PLAN?"

If your deck doesn’t answer these, it’s a brochure, not a pitch.




PART 3: FIVE
IRRESISTIBLE SPONSOR
ELEMENTS
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EXCLUSIVE CONTENT ZONES:
Give sponsors a curated stage, not just a
stall. Think workshops, panels, lounges.

BRANDED DATA ACCESS:

Offer post-show analytics with unique
insights on attendees (interests, geo’s,
queries)

INTEGRATED STORYTELLING:

Use Instagram reels, influencer tours,
behind-the-scenes series branded by the
Sponsor

PRE-SHOW BRAND CAMPAIGNS::
Tease their presence with branded
countdowns, guest profiles, co-branded ads

EXPERIENCE LAYERING:

Add emotional memory. Not just exposure.
Think gamification, surprise installations,
VIP zones




RULES OF
ENGAGEMENT

Move beyond exhibitors and footfall. Design for:

NEXT STEP:

NEVER PITCH A SPONSOR
THE SAME WAY YOU
PITCHABOOTH

THEIR METRIC IS BRAND
SALIENCE, NOT SPACE
USAGE

MORE ISN'T BETTER.
BETTER IS BETTER.

IF YOUR FIRST SENTENCE
IS "WE HAVE 25,000+
FOOTFALL," YOU
ALREADY LOST

ALWAYS CO-CREATE THE
FINAL PITCH DECKWITH
THEIR MARKETING HEAD




REVOLUTION DEPARTMENT HEAD:

got a message
or query?

E: CONNECT@DEVINGULATI.COM
T:+91 9810116910

CONTACT OUR DEPARTMENT HEAD FOR
CONCERNS REGARDING:

e WAR ROOM SESSION

e DECODE SESSION

e BLACKFILE SPRINT

e SHOW REBOOT PROGRAM

reach out to
our point of
contact:




