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CLIENT SPONSORSHIP CASE STUDY

The Global Affair
Partnership Strategy

A benefit-concert proposition connecting cause, culture, premium hospitality, and brand
participation.

CLIENT

Godfather Entertainment
Group

ROLE

Sponsorship strategy +
event positioning

BENEFICIARY FRAMING

LAFRA + MusiCares

STATUS

Client proposal

EXECUTIVE BRIEF

The brief was to make a benefit concert legible to potential partners. I repositioned the event as a layered
brand platform: public purpose and honoree recognition at the center, with music, awards, media visibility, VIP
access, category integration, and activation inventory creating multiple reasons to invest.

2
BRANDED STAGES

11
ACTIVATION BOOTHS

VIP
POKER + HOSPITALITY

2
BENEFICIARY NARRATIVES

PARTNERSHIP PROPOSITION

CAUSE, CULTURE, AND HOSPITALITY IN ONE PLATFORM
Partners could align with support for firefighters and music professionals while receiving a credible role in the guest
experience—not simply logo placement.

VALUE PILLARS

COMMUNITY IMPACT
Center the event on organizations supporting first
responders, musicians, and their families.

CULTURAL RELEVANCE
Use music and recognition moments to connect purpose
with an emotionally resonant program.

PREMIUM ACCESS
Create differentiated hospitality through private booths,
balcony areas, service, and VIP programming.

PARTNER VISIBILITY
Combine stage presence, PR inclusion, branded
environments, category integration, and guest
touchpoints.

Commercial pricing, personal contact details, and attendee imagery have been removed from this public-facing reproduction.
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EXPERIENCE INVENTORY

Turn the venue into a portfolio of partner
moments
The architecture gives sponsors both high-visibility assets and more intimate ways to host, demonstrate, and
contribute.

MUSIC + AWARD STAGES
Two branded stages connect partner identity to live
performances, honoree recognition, and program
transitions.

VIP POKER ROOM
A contained premium environment supports private
hospitality, branded service, and high-touch
engagement.

LUXURY BOOTHS
Eleven booths create inventory for hosting, product
display, category integration, or curated activations.

STEP + REPEAT
Press and arrival visibility provides a controlled identity
moment for sponsors and event partners.

BEVERAGE INTEGRATION
A branded bar and product exclusivity can turn service
into a functional category partnership.

AUTOMOTIVE INTEGRATION
Vehicle display and shuttle support combine visual
presence with an operational contribution.

VENUE ZONING LOGIC

ZONE PROGRAM USE PARTNERSHIP VALUE

Upper level VIP area, poker room, bar, loft stage Hospitality, access, product integration, and premium hosting.

Ground level Dining, dance floor, main stage Program visibility, guest volume, and broad brand exposure.

Arrival Step + repeat and welcome Media capture, identity, guest orientation, and first impression.

Mobility Guest and talent transportation Functional automotive integration and service value.
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SPONSORSHIP ARCHITECTURE

A pathway built around value—not a list of
logos
Each level combines recognition, access, hospitality, media, and functional integration at a different depth.
Exact pricing remains private.

PATHWAY CORE VALUE ILLUSTRATIVE INVENTORY

Visionary Presenter-level identity and
category leadership

Award recognition, both stages, premium balcony, dedicated service,
prominent brand presence.

Impact High-visibility hospitality and
media inclusion

Private VIP booth, media plan, identity placement, poker-room access.

Community Accessible hospitality and cause
alignment

Reserved booth, media visibility, partner recognition, VIP access.

Category Functional exclusivity within the
experience

Beverage service, vehicle display, shuttles, or another event-essential
integration.

WHAT THE PROPOSAL WOULD MEASURE

VISIBILITY
Program mentions, stage exposure, press placements,
social content, and branded-environment impressions.

ENGAGEMENT
Activation participation, hosted guests, product
interaction, content capture, and VIP utilization.

IMPACT
Funds or resources directed to beneficiaries, cause
storytelling, and community-partner participation.

RELATIONSHIP VALUE
Qualified introductions, hosted decision-makers,
post-event follow-up, and renewal interest.

RECOMMENDED NEXT STEP
Convert the architecture into a benefit matrix with asset limits, audience assumptions, production costs, sponsor
obligations, measurement definitions, and fulfillment owners before outreach begins.

PORTFOLIO NOTE / One-off client sponsorship proposal. This case study communicates the strategy and commercial logic without
disclosing private pricing, contact information, or attendee imagery.


