
Thank you for choosing to become an 
exhibitor in the upcoming Rotoplas’08! 
This is the second of a series of 
newsletters we will use to help 
keep you informed of upcoming 
events so that you will get the 
most out of this great show. We 
will use this as a forum to keep 
you informed about important 
show-related updates, regula-
tions, deadlines and event-related news. 
We will also include reminders of any 
upcoming deadlines so you can take ad-
vantage of all available pre-show rates 

applicable from the various contractors 
serving the show.  

Whether you’re a returning 
exhibitor to Rotoplas, or you 
are a first-time exhibitor, we 
sincerely appreciate your 
participation and look for-
ward to building a great rela-
tionship with you. We are 
here to assist in any way pos-

sible to ensure your successful participa-
tion. For future reference and any show 
questions, please don't hesitate to contact 
us! 

Welcome Exhibitors! 
Rotoplas’08 
Staff: 

Maria Prior 

Trade Show Director 

mariap@cmservices.com 

 

Lisa Williamson  

Sales & Operations 

lisaw@cmservices.com 

Go to 
www.Rotoplas.org 

to view the 
current exhibitor 

list and  link to 
housing 

information.* 

 

June 2008 

 

Housing Now Open 
Housing is now open for 
Rotoplas’08. We have 
contracted with 3 hotels 
near the Donald E. 
Stephens Convention Cen-
ter. Our host hotel is the 
Hyatt Regency O’Hare. 
This is connected to the 
convention center via a 
covered sky walk making 
daily transportation ex-

penses unnecessary. Please 
contact them at 847-696-
1234 or 1-800-233-1234 
for reservations.  There is 
also a housing form and 
online link available on 
Rotoplas.org for  Hyatt 
reservations. We also have 
housing available at the 
Holiday Inn Select O’Hare. 
This is approximately 1.5 

miles from the convention 
center and can be reached 
for reservations at 847-
954-8600. Our third hotel 
option is Best Western 
O’Hare which is approxi-
mately 2 miles for the con-
vention center. Please call 
847-296-4471 or 800-528-
1234.  

*Please note that if a security 
warning appears, click “Allow.”  

http://www.rotoplas.org/�


Did you know that spon-
sorship in Rotoplas’08 
can help generate a posi-
tive reaction 
with atten-
dees and 
shape buying 
attitudes with 
those walking 
the show 
floor? ARM, 
Int’l. wants to help you 
increase your exposure 
by offering sponsorship 
opportunities for all budg-
ets. By this time, you 

should have received a 
sponsorship brochure 
featuring all of our oppor-

tunities. 
Take a 
moment to 
read the 
article be-
low to find 
out why 
sponsor-

ship is so important and 
contact Lisa Williamson, 
lisaw@cmservices.com to 
secure your sponsorship 
today! 

 

Sponsorship Opportunities 

Sponsorship: A Key to Powerful Marketing 

Rotoplas’08 
Sponsorship 
Opportunities: 
• Ad in the Final 

Program 
• Aisle Banners 
• CompuLead Badge 
• Grand Foyer 

Banners 
• Educational & 

Direc t ional 
Signage 

• Tote Bag 
• In terne t Café 
• Cof fee Break/AV 
• Pre-Reg Mailing 

Inser ts 
• Tote Bag Inser ts 

What is sponsorship? 
What exactly is sponsorship and how can a company use it to 
their advantage? Sponsorship is the financial or in-kind support 
of an activity, used primarily to reach specified business goals. 
According to IEG’s Complete Guide to Sponsorship, "the re-
cipient of sponsorship may be nonprofit, although sponsorship 
should not be mistaken for philanthropy. Philanthropy is sup-
port of a cause without any commercial incentive whereas, 
sponsorship is undertaken for the primary purpose of achiev-
ing commercial objectives. Sponsorship should also not be 
confused with advertising. Advertising is considered a quantita-
tive medium, whereas sponsorship is considered a qualitative 
medium. It promotes a company in association with the spon-
see." 
A large number of events these days need sponsorship sup-
port to offer more exciting programs and to help defray rais-
ing costs. Many companies are often thrilled to contribute 
sponsorship support - monetary, in-kind, or both - when they 
can see that their participation will bring them a return on 
their investment. Sponsorship allows companies to reach spe-
cifically targeted niche markets without any waste. In addition, 
it is a powerful complement to other marketing programs, in 
addition to having a dramatic influence on customer relations. 
Why companies sponsor? 
Sponsorship offers the possibility of achieving several goals at 
once. According to Schmader and Jackson in their book, 
"Special Events: Inside and Out," there are many ways in which 
a company can benefit from sponsorship, the six most popular 
reasons are: 
1. Enhancing image/shaping consumer attitudes 
2. Driving sales  
3. Creating positive publicity/heightening visibility 
4. Differentiating themselves from competitors 

5. Helping with good "Corporate Citizen" role 
6. Enhancing business, consumer and VIP relations 
Defining sponsorship objectives 
The starting point for any sponsorship opportunity is to first 
set some objectives. Decide exactly what you want to get out 
of your participation and how you will measure your success 
after the event. Clear objectives will help in your sponsorship 
selection; facilitate the development of original concepts; pro-
vide easier ties with advertising and public relations activities; 
and give you easier measurement of results. 
1. Enhancing Image/Shaping Consumer Attitudes 
Often companies are looking for ways to improve how they 
are perceived by their target audience. Sponsoring events that 
appeal to their market are likely to shape buying attitudes and 
help generate a positive reaction. Coca Cola, for example is 
always looking to generate a positive influence of their prod-
ucts in the minds of their consumers and as such regularly 
support events they feel can influence consumer opinions. 
2. Driving Sales 
Sponsorship geared to driving sales can be an extremely po-
tent promotional tool. This objective allows sponsors to 
showcase their product attributes. Food and beverage compa-
nies often use sponsorship to encourage samplings and sales. 
Event attendees are usually eager to sample something new 
and may well buy on the spur of the moment from a purely 
emotional standpoint. Frequently sponsors are expected to 
pay a percentage of sales as well as the sponsorship fee. 
Samplings and sales can also be supplemented with redeem-
able coupons. Another approach to driving sales is the use of 
proof of purchase, such as boxtops or labels, for discounted 
admissions. 
IEG’s Complete Guide to Sponsorship cites Visa’s fund-raising 
effort around its sponsorship of the Olympic Games and the 
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U.S. Olympic Team. They promoted their association by of-
fering to make a donation to the team each time consumers 
charge a purchase to their card. American Express used a 
similar strategy by donating to needy causes with their 
"Charge Against Hunger" campaign. As a result, both compa-
nies experienced a significant rise in sales volume. 
3. Creating positive publicity/heightening visibility  
Every sponsor is seeking wide exposure in both electronic 
and print media. Positive publicity helps create heightened 
visibility of their products/services. Various media covering 
the event may automatically include sponsors names and/or 
photos. In addition, the kind of media coverage a sponsor 
may get is often unaffordable if the company were to think of 
purchasing it, and if it were available. To maximize this objec-
tive, it is important for the sponsoring company to have a 
comprehensive media campaign to augment the regular me-
dia coverage promoted by the organizers. Sponsorship can 
often generate media coverage that might otherwise not have 
been available.  
4. Differentiating from competitors 
The mere act of sponsoring an event, especially an exclusive 
sponsorship, is a significant way to create competitor differ-
entiation. Your company name has the opportunity to stand 
out head and shoulders above the competition. This is par-
ticularly helpful if your company wants to combat a competi-
tor with a larger ad budget. Sponsorship allows smaller com-
panies to compete with their industry giants. 
Target audiences often perceive sponsorship in a positive 
way. They see you as making a greater effort to support the 
event, often allowing more or better activities to take place 
as a result of your sponsorship. 
5. Helping with good "Corporate Citizen" role 
Another powerful sponsorship objective allows companies to 
be viewed as a "good neighbor". To be seen supporting the 
community and contributing to its economic development is 
extremely powerful and creates enormous goodwill. 
6. Enhancing business, consumer and VIP relations 
Sponsorship that offers hospitality opportunities is always 
very attractive to companies. 
Perks may include special exclusive networking settings such 
as VIP receptions or golf tournaments - opportunities to 
meet key customers and solidify business relationships. 
How to decide what to sponsor 
When a show organizer approaches you with an opportunity, 
it is important to take time to review it. Consider some of 
the typical sponsorship criteria to see whether this is a 
worthwhile possibility.  
1. Decide whether there is an image compatability with your 
company. Does the show have the image you want to estab-
lish or have in the marketplace? Find out more about cospon-
sors and decide if these are companies you want to be 
aligned with.  
2. Know the make up of the audience and decide if these are 
potential customers. 
3. Understand what media coverage the organizer is planning 
and what additional opportunities could exist.  
4. Understand the terms and conditions of an exclusive spon-
sorship offer.  
5. Investigate how best you will be able to showcase your 
Information you need 

products/services. 
6. Ask about cross-promotional opportunities. 
7. Explore possibilities for long-term sponsorship opportunities. 
Sponsorship has a build effect - the longer you sponsor the bet-
ter known you become for being a part of the event. 
8. Consider how easy the sponsorship is to administer. Check 
out how the show organizer is set up for sponsorship, whether 
they have dedicated staff to manage your specific needs. Also 
investigate the organizer’s track record - are they credible? 
9. Find out exactly what you can expect for your sponsorships 
dollars. 
10. Explore in-kind sponsorship opportunities and what support 
you could expect. 
It is important to evaluate each opportunity and look for ways it 
could tie into your marketing objectives. If, however, you really 
are not interested in the offer, say so up front, rather than mis-
lead the sponsorship seeker. 
Measuring sponsorship results 
A major attraction of sponsorship as a marketing vehicle is that 
it can be measured. There are primarily three methods of 
evaluation, awareness levels or attitude changes; sales results; 
and comparison of value generated by media coverage versus 
the cost of comparable advertising space or time. 
With each of these forms of measurement there needs to be a 
pre-sponsorship benchmark. Also it is important that each ob-
jective be measured separately. 
Why sponsorships fail 
Not all sponsorships are the roaring successes companies would 
like them to be. There are several reasons why they might fail. A 
very common one is known as "the CEO Syndrome". This is 
when the CEO likes a sport such as rowing and has the company 
sponsor a rowing event without due consideration of marketing 
objectives.  
Another reason for failure occurs when a company commits to a 
sponsorship and neglects to do any promotion prior to the 
event. They just turn up and hope that the on-site visibility will 
give them what they want. 
Sponsorships fail when there is no long term commitment to an 
event. Creating a link between the sponsor and the event takes 
time, usually several years. Often companies withdraw their sup-
port if they do not see a return on investment after the first 
attempt. Failure also occurs when companies try to spread their 
sponsorship dollars too thin by having too many small sponsor-
ships. It is often more effective to concentrate efforts into one 
or two events. 
A major reason a sponsorship might fail is when there is little or 
no support from your own staff. Everyone needs to be suppor-
tive and promote the sponsorship to your target audience. 
Finally, sponsorship is the fastest growing form of marketing in 
the U.S. It is still very much in its infancy, especially in the trade-
show arena. With this in mind there are unlimited opportunities 
for companies to broaden their competitive advantage by in-
creasing their credibility, image and prestige in sponsoring events 
attracting their target market. 
Written by Susan A. Friedmann, CSP, The Tradeshow Coach, Lake 
Placid, NY, internationally recognized expert working with companies 
to increase their profitability at tradeshows. 
Author: “Riches in Niches: How to Make it BIG in a ssmall Market” 
and “Meeting & Event Planning for Dummies.” 
www.thetradeshowcoach.com & www.richesinniches.com  Page 3 
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