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As Director of Corporate Development, Katherine King is responsible for the Conservancy’s 

corporate partnerships and sponsorships, which support programs, events and general operations, 

totaling nearly $2 million annually from 90 corporations. She also oversees the Corporate Partners 

program, which raises unrestricted support for the Conservancy, while providing employee engagement 

and in-Park volunteer opportunities. Katherine joined the Conservancy in the fall of 2013 as the 

Associate Director of Major Gifts. Prior to her role at CPC, Katherine worked for Lincoln Center for the 

Performing Arts on the Individual Giving, Corporate Fund, and Sponsorship teams. Katherine has a B.A. 

from Gettysburg College and holds a certificate in Philanthropy and Fundraising from NYU.

Seminar Presenter



Corporate giving climate

• Companies are focused on impact, visibility & 

engagement

• Donations via Marketing and Philanthropic 

Budgets

• Less interest in funding unrestricted operating 

funds than specific projects and providing 

employee experiences 

• Demand for high-quality corporate 

volunteerism and service opportunities 



Corporate Philanthropy vs. Corporate Sponsorship

It is important to understand the difference 

between corporate philanthropy and 

corporate sponsorship; one is a charitable 

gift, the other is more aligned with a 

marketing relationship.



Corporate Donor

• A company that makes a 

charitable contribution to a 

charity with no expectation 

of promotional or marketing 

return to the company; this 

gift would come from a 

“true” corporate foundation 

(one that operates as a 

separate— but related—

entity from the corporation 

itself). 

Corporate Sponsor

• A relationship in which a 

company makes a cash 

and/or in-kind contribution in 

return for the ability to use 

the assets of the non-profit 

to augment and support its 

marketing and promotional 

platforms; this gift would 

most likely come from the 

sponsorship, marketing, or 

advertising budgets.



Getting ready!

• Understand the mission of your organization; what are you selling?

• Outline your organization’s assets, including the properties for which 
you are selling sponsorships and the intangible assets such as 
institutional prestige or social importance of the cause

• Describe the benefits you can offer in descending order of visibility 
and importance 

• Outline the levels of sponsorship available for each property 

• Assign benefits in descending order for each level, remembering to 
differentiate between each level of sponsorship

• Value the sponsorship



Research Prospects

• Review the assets and mission of your organization and determine what target audiences you are 

reaching

• Compile a list of companies that you imagine are trying to reach those same target audiences 

and/or manufacture the products your key audiences are interested in purchasing

• Compile a list of the organizations that fund similar institutions to yours; notice if certain industries 

tend to fund your organization type

• RESEARCH online and other sources about the companies on your prospect list

• Do you have entry into the organization through an executive at your organization or through your 

board?

• Try to assess the giving structure: marketing, philanthropy, or strategic philanthropy

• Do your homework



Contact

• If possible, it is always best to meet with a prospect 
company to assess their needs, marketing trends, 
promotional objectives

• Write a letter of inquiry and ask if you and your 
colleagues can meet with the decision maker and their 
team to explore partnership possibilities

• Understand you are selling your organization and be 
enthusiastic about the attributes your organization 
brings to any organization

• Follow up with a call or email



Proposal

• Choose the ‘property’ that best fits the marketing goals and products of the prospect 

• Design the proposal in an attractive, engaging bullet point form

• Remember that the people reviewing these proposals see many of these daily and 
want to answer these three questions up front: 

– Who are you? 

– What are you offering the company and what benefit is it to them (what is in it for the company)? 

– How much will it cost? 

• Include information about the company in the proposal 

• Include demographic information about your audiences, marketing plans, benefits 
and hospitality information 

• DO NOT PROMISE WHAT YOU CANNOT DELIVER 



The Deal

• Remain flexible as you work out the details of the actual deal

• Understand why the company is purchasing the sponsorship 

• Understand the point at which the price of the deal (staff time, benefits 
expected, cash amount) is higher than the actual money earned by your 
organization 

• Remember your organization has value! 

• Treat the sponsorship as a relationship that will become a true, mutually-
beneficial partnership over time 

• Partnership is the key to success and renewals 



Client Service

• Fulfill all benefits

• Cultivate the relationship and look for ways to integrate 
the company, its brands and the employees into your 
organization; employees do encourage sponsors to 
remain involved with organizations in which they feel 
invested 

• Create a true partnership 





























Unrestricted Corporate Giving

















“Day in the Dirt”
Corporate Volunteer Opportunities



• “The [situation] is exacerbated 
by the corporate world’s 
growing emphasis on 
“employee engagement” and 
“corporate social responsibility,” 
which are typically code for 
volunteerism. That is 
considered crucial to recruit 
and retain millennials.”

- The Boston Globe; “Corporate 
volunteers can be a burden for 
nonprofits;” March 25, 2015



Day in the Dirt

• Benefit of membership in Corporate Partners 

Program

• Monday, Tuesday, Thursday & Friday

• 10 am – 1 pm 

• 20-25 volunteers

• 2-4 CPC Volunteer Operations Staff members

• 1 CPC Corporate Development Staff member





Scheduling & Setup 

Long term and ongoing

• Pro-active outreach in 
February/March for VIP Companies

• Making exceptions to the rules 

• Fielding special requests

• Collaborating with Operations staff in 
project selection and retention

• Rain dates

Two weeks out

• Send waiver and emergency contact 
collection link

• Send project location & details 

One week out

• Check in on head count and waivers 



Day of Event

Prep Work (90 minutes)

• Arrive early to prep and clean the site 

• Poison Ivy

• Hazardous waste

• Meet group on Park’s perimeter 

• Check that each participant has a completed 
waiver and provide paper copies as needed

Speaking Program (20 minutes)

• CPC Development: Welcome & Thank you! 

• CPC Operations: Park history & location specific 
information

• CPC Horticulture: CPC Zone Management 
Program & Project Overview 

• Group photo with sign 

• Lock valuables in the van 

• Distribute gloves, hats, and tools 

• Get to work! 



Visibility

On site 

• Signage

• Tee shirts 

Social Media

• Day of 
@CentralParkNYC
tweet with photo and 
company hashtags

Newsletters



Post Event Follow Up

• Send Group Photo 

• Survey
• Knowledge and understanding of CPC

• Knowledge about company’s CSR initiatives

• Program specific feedback 



Value of the Day in the Dirt Experience

• Creating employees as advocates 

“I had not known that the Conservancy raised so much of the funds needed for 

the park upkeep so as soon as I got home I was telling everyone I could about 

making donations & even made one myself which my company will match.”

• Involving executives as participants 

• Ensuring that decision makers understand the value of the program

• Team-building 

• Community Service 

• Employee engagement and enrichment 

• Leveraging a volunteer experience as an upgrade or acquisition technique





And above all, keep it valuable for 

YOUR Park!








