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Using the Workbook

This workbook provides a general reference for The Equity Collaborative member 

organizations and potential sponsors and protégés to increase the amount and quality of 

sponsorship for women in our organizations. The workbook opens with an introduction to 

sponsorship and proceeds to guidance for organizations, followed by specific advice for 

sponsors and then those who would be sponsored. You will find exercises sprinkled 

throughout, and while they may appear to be directed at only one group of readers, they start 

from the assumption that sponsors also have been sponsored and that those who seek to be 

sponsored should be looking for opportunities to sponsor others. We encourage you to use 

them as a means of social perspective-taking to help you understand the experiences and 

viewpoint of the other roles in a sponsorship initiative.
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Introduction

At the inaugural meeting of The Equity Collaborative, member organizations decided on 

targets for the group’s work. One of the objectives was to reshape leadership development to 

have a greater impact on equity. Our research indicated two mechanisms demonstrated 

positive impact on the opportunities for women leaders: 1) the building of professional 

networks, and the 2) value of sponsorship. 

The purpose of the workbook is to provide a general introduction to sponsorship for women 

and guidance for those wanting to increase inclusive sponsorship of all women within their 

organizations. The research supporting the importance of sponsorship for leadership 

advancement is broad and easily available, so we have opted to focus the attention of readers 

on the practical aspects of developing sponsorship within their organizations and in their 

personal practice.

This workbook is especially well-suited to learning and development professionals; leaders 

responsible for equity, diversity, and inclusion; project managers responsible for sponsorship 

initiatives; and potential sponsors and those seeking sponsors.
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What is sponsorship?

What is the relationship between
mentoring and sponsoring?

While mentoring and sponsoring both involve more senior or experienced people taking junior 

people “under their wing,” the differences are also notable. One person may play both roles 

with a more junior person, but they can also be completely separate roles. 

Other helpful roles can make a difference. For example, models can be beneficial. From the 

viewpoint of the more junior person, a model is someone with whom we may not have much 

direct interaction, but whose behavior provides important lessons that we want to apply to our 

own work. We see other leaders, including peers, who act in ways that inspire us to act similarly 

(or with negative models, to act differently). We learn from our models, but we may not engage 

with them directly, and they may not ever know they inspired us one way or another.
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Sponsorship is the practice of seeking out talented junior people and advocating for 

opportunities to demonstrate their leadership. It is the way most people have advanced in 

leadership throughout history, but it has largely been limited to white men of higher socio-

economic levels. The consequence is the creation and perpetuation of patterns of racial, 

gender, and other marginalization. As the human tendency is to form relationships with those 

who are “like us” and in the same social and geographic circles, sponsorship tends to stay within

a group rather than break free from it. The fancy terms for these are homophily and propinquity, 

but we’re more familiar with the idea that “birds of a feather flock together” and “we get close 

to those who are near.”

For those committed to a more just and equitable society, sponsorship of the marginalized is an 

important activity. It is how talented people come to the attention of their organizations and are 

given opportunities to contribute to the extent of their capacities. The Equity Collaborative is 

conscious that unless specific, focused, and energetic practices, policies, and culture change 

make sponsorship for equity a priority, we will not see organizational leadership benefiting from 

the diverse intelligence, perspectives, and insights needed to compete in the modern world.



Mentor

A mentor is someone who provides 

support in the form of thought 

partnership, advice, coaching, and 

emotional encouragement. Research 

suggests that mentoring and sponsoring 

be seen on a continuum that describes the 

stages from a private relationship 

(mentoring) to a public one (advocate). 

These are not always easily discriminated 

categories and many activities overlap. 

A sponsor refers to someone who 

engages in a range of activities with 

practical benefits for the advancement of 

a junior woman. These might include 

sharing insider information with the 

person being sponsored, introducing 

them to people in the sponsor’s 

influential network, and speaking up on 

behalf of the sponsored person for visible 

and valuable projects, advocating for 

compensation or promotion 

opportunities, or providing helpful 

references and referrals for them.

Sponsor
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Individual Mentor Sponsor Activities on your Behalf

Think about people who support and guide you in your career. Write their names in the 
left-hand column. Are they a mentor, sponsor, or both? Note some specific actions or 
activities they have taken on your behalf.

Reflect



What relationships are 
associated with sponsoring?

We have seen sponsors initiate a variety of activities that fit our definition. For instance, 

sometimes a mentoring relationship takes on the attributes of sponsorship when a mentor 

makes it a point to introduce a mentee to others with influence or acts on behalf of the 

mentee. In mentoring programs, we do not assume that mentors are advocates (or vice 

versa), but when a mentor sees special promise or opportunities and speaks up on behalf of 

the mentee, they are also serving as a sponsor. Similarly, white males ensuring that their 

women colleagues can contribute to a meeting without interruption or condescension is also 

participating in sponsorship.

Likewise, a manager may look beyond their own personal interest and recommend junior 

women employees for projects or initiatives that would expose her to a wider set of senior 

leadership roles and opportunities. Peers can be sponsors, as well, especially when they have 

significant social capital to share because they are part of the traditional power elites (white 

male peers, for instance). This may take the form of public acknowledgement or affirmation 

of contributions by women peers as a form of allyship.

Hidden sponsors are also valuable, including senior leaders or leaders in other divisions who 

become aware of and interested in a woman’s work, and thus advocate for her without any 

clear relationship. Such leaders may follow her progress through a variety of roles, ensuring 

that a positive word is spoken when leaders at her level are being evaluated as part of talent 

management discussions. 
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Reflect

These are just a few examples of the kinds of situations 

that should be understood as sponsorship. The point is 

simply that there are opportunities for any leader to take 

sponsoring actions on behalf of women, especially women 

of color or others with intersecting qualities that have led 

to marginalization. The Equity Collaborative wants to 

amplify habits of sponsorship for women in all the 

different forms they may take. They may be quite simple, 

but as leaders practice sponsorship skills, they will find 

more and more opportunities to advance equity through 

sponsorship of women.

What are some actions 
you’ve taken to advance 
opportunities for 
individual women?



While sponsorship is an effective element of advancement, evidence shows that it is 

historically less available to women and minorities. This has predictably reinforced privilege 

for those already in power. Our aim is to change the story, because we know that sponsorship 

is a useful means for advancing diverse, inclusive leaders when undertaken by people who 

recognize the organizational value and social benefits resulting from sponsoring those who 

have been marginalized. 

That said, simply mounting a campaign or creating an initiative to encourage sponsorship 

without thoughtful consideration can lead to unhealthy or counterproductive consequences. 

Problems include:

What kinds of problems can 
emerge?
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GAMING

If senior leaders simply announce that 

sponsorship is desirable, and they hope 

to see compliance, it can lead some to 

try to collect “points” by sponsoring. 

Anything that takes the focus off the 

benefit to the organization and the 

women being sponsored is likely to 

distort the process. Women who are 

sponsored in such a situation may not 

be chosen for merit, and/or those who 

are chosen may be suspected of lacking 

the necessary talent or performance.

GHETTOIZATION

It is easy to blame women, especially 

women of color, for the lack of 

sponsorship for women. The evidence is 

clear that women leaders who sponsor 

other women have paid a high price in the 

form of criticism that they show favoritism 

to other women and thus suffer in the 

evaluation of their performance. 

Sponsorship programs that create a new 

judgmental climate for women will not 

benefit anyone who is interested in a more 

just and flexible organization.



QUID PRO QUO

Sponsors who are not genuinely interested in advancing a more equitable and agile 

organization may wonder what’s in it for them. If they are particularly short-sighted, they may 

look for some immediate return from those they sponsor. The implied message is, “I did you a 

favor, and now you owe me.” This is another form of aggression that burdens the sponsored 

woman rather than freeing her to take on greater challenges and contribute to the 

organization and its mission. The value proposition for us all is that just and equitable 

processes that ensure diverse leadership benefit all members of the organization.

OWNERSHIP

While it is expected that sponsors will feel pride in the accomplishments of those they 

sponsor and gain satisfaction from the doors they help to open, the achievements of those 

they sponsor are not theirs. This is particularly unpleasant when multiple sponsors have 

created avenues for one woman to shine, and one sponsor makes claims that imply that she 

is “my protégé.” Claiming credit for opening doors that should never have been closed to 

diverse women perpetuates the marginalization of those women. Give credit to the women 

who courageously walk through the cracks in the monolith of biased culture and systems to 

make their contributions. 

PATERNALISM, MATERNALISM AND IMPERIALISM

Opening doors and advocating for opportunities are satisfying contributions to the success of 

those sponsored and to the organization that benefits from diverse and creative leaders. 

Sponsors who invest lots of energy and attention in the success of their protégés must avoid 

thinking they have better ideas about careers or life choices than their protégés do. It is the 

nature of those who advance in leadership to enjoy control and influence, so ensuring 

autonomy and space for personal choice is essential for successful sponsorship. Sponsorship 

does not entitle the sponsor to make decisions for the protégé.
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It Takes a 
Village

There’s no question that multiple sponsors 

are best in a culture of joint sponsorship, 

which is precisely why we aim to create a 

healthy sponsorship culture that recognizes 

effective sponsorship is a group activity. The 

best sponsors (and mentors) open their 

networks to women and make connections 

that are mutually beneficial. They feel 

successful in their sponsorship when 

colleagues are impressed with the women 

they recommend and create diverse 

conversations and relationships that are 

advance creative thinking and innovative 

solutions problem solving.
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Reflect

Protégé Colleague Coordination

Think of a woman whom you and a colleague 
have both sponsored. Did you coordinate?



Getting Started

Group Connection to Mission Influencer

Reflect

This section offers advice for organizations that want to advance equity for women through 

sponsorship. We are beginning several research efforts in this arena, but the existing resources 

are based on anecdotal evidence and lessons in change leadership more generally. We are 

developing a research agenda and anticipate that Collaborative members who embark on this 

journey will be part of developing best practices.

Best Practices
START SMALL

Identify a group of leaders who should be sponsors and use resources like the current workbook 

to educate members on sponsorship. This group might be the senior leadership team of the 

system or of one of its divisions or it could be a business resource group. This initiative must 

clearly tie to a strategic aim of the group and be seen as a valuable part of its mission. 

Sponsorship, like any significant relationship building initiative, can be complex and requires 

thoughtful attention and development. Building a base of knowledge, good practices, and 

successful work depends on the right preparation of education, engagement, and community 

development. The willingness of this group to take on the learning, be accountable for results, 

and transparent about the challenges is fundamental to a healthy process.

Guidance for Groups
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LEARN ABOUT SPONSORSHIP

Use this workbook and resources available through The Equity Collaborative to educate those 

who will be leading this work. You will find a list of useful articles at the end of this guide. It is 

important to read and discuss the topic and work together to create your initiative. Our mixed 

experience with mandated sponsorship initiatives (driven by committed top leadership) and 

”lone ranger” approaches suggests that group ownership, clear expectations and limits, and 

shared practices are essential to healthy programs. 

UNDERSTAND THE CURRENT STATUS OF SPONSORING

The Equity Collaborative has provided a key resource for you in the form of an appreciative 

inquiry tool and suggestions for how it can give you a baseline and build on whatever healthy 

sponsoring is already taking place in your organization. A sure way to antagonize people who 

would be natural allies is to assume that sponsorship of women and other marginalized groups is 

not taking place in your organization. They may be exceptions to the sponsorship of the “usual 

suspects,” but they are important, and provide a starting place to develop momentum toward 

your goals. 
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The Appreciative Inquiry Tool is a brief 

(10-minute) online survey that invites 

respondents to describe how they have 

been sponsored and what they are 

doing to sponsor others. The Equity 

Collaborative will provide the links to 

the tool (the questions in the survey are 

provided in an appendix to this 

workbook), and you can receive a 

comprehensive report of the results for 

a small fee. It is suggested that you take 

the results and use them to follow up 

with interviews of leaders in your 

organization. The combination of group 

data and the results of interviews will 

help you build the right program for 

your organization. The Equity 

Collaborative can provide consultation 

and connect you with other member 

organizations who are also in the 

process.



Define your Beneficiaries and 
Practices

DEFINE YOUR BENEFICIARIES AND YOUR PRACTICES

Where in your organization do you want to focus for greatest impact? Your appreciative 

inquiry process may help you determine where there is the greatest need.  You may decide 

that one sub-group of women needs special attention because of larger gaps or deficits in 

available resources. Decide on the details to ensure healthy processes and respectful 

relationships. Define your approach (no one-size-fits-all, no mandated sponsoring, a process 

for resolving concerns, someone ready to respond to problems, etc.), and generate 

documentation that will help communicate what you are up to and how it will benefit the 

organization.

EQUIP SPONSORSHIP COACHES

Individual situations raise questions that cannot be covered in a general introduction or 

through published resources. So, it is important that someone or a group of people commit to 

developing advisory expertise in sponsorship. They can help address the concerns of women 

who are finding it difficult to engage sponsors as well as the questions of well-meaning 

leaders who want to be sponsors but feel ill-equipped. They can be available when 

sponsorship relationships become confused or get off-track, which does happen, and help 

people recognize that the problems can be solved. 

INVOLVE THE EQUITY COLLABORATIVE

Through research and experience, The Equity Collaborative is advancing our understanding 

of sponsorship as an instrument of fully inclusive equity for women. As a member 

organization, we depend on you for understanding what can add value to your participation 

and feedback on the resources we provide share. Leadership of the Collaborative is happy to 

talk with you and to help with implementing your efforts to increase fully inclusive gender 

equity. 
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Guidance for 
Sponsors

Helping others advance and increase opportunities to contribute is a rich source of career 

satisfaction. Sponsoring those who will make a difference long after you finish your active work 

creates a legacy with potentially exponential impact. It must be done, however, with respect for 

both the people and the process. With any luck, you have been the beneficiary of sponsors, 

those who noticed your gifts, shaped your potential, and amplified your opportunities. What 

made those relationships so valuable?

2. Your sponsors spoke on 

your behalf or offered 

opportunities without 

asking for something in 

return. They saw that you 

had something meaningful 

to give and gave it space to 

flourish. 
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Reflect What have you learned from your own sponsors? 

1. Your sponsors found you. 

You did not have to mount 

a campaign to convince 

someone of your worth. 

As a sponsor, this means 

you will have to constantly 

scan your own 

environment for people 

who show promise. 

3. Your sponsors let you 

make your own choices –

good or bad. They made 

space for you, advocated 

for you, cleared obstacles, 

and did not demand that 

you follow their path. 

They respected your 

autonomy and valued your 

independent thinking.



Identifying Potentials; 
Persistent Scanning

Sponsoring good people gets you a reputation as a leader with an eye for talent. It also means 

you are playing the long game, and your influence is felt throughout your organization –

wherever those you sponsor go. Identifying talent requires effort and attention. 

All leaders do this to a certain extent, but it is often limited to searching for people who can 

help you with current challenges. The difference with high impact leaders is that they are 

looking for talent at every level – from junior employees to those in divisions or groups over 

which they have no direct responsibility. Keeping your eyes out for talent everywhere and 

following their progress over time means you can staff projects with the best people,

and fill pipelines when needed. In other words, sponsoring begins long before the opportunity 

is identified.

January 2021

Who am I sponsoring? What have they shown? What will I do for them?

Reflect
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Challenging Assumptions about 
Potential Bias

Due to implicit and explicit bias, leaders tend to sponsor people who are like them. The most 

obvious sources of similarity are gender, race, and socioeconomic background, which results 

in more homogenous organizations that cannot adapt to changing markets and social 

patterns. The Equity Collaborative is committed to fully inclusive gender equity for reasons of 

both social justice and organizational success. Unless we make the sponsorship of women 

and other traditionally marginalized groups a priority, we can expect women to continue to 

be excluded from positions where their influence makes a difference.

So how do you learn to advocate for people whose talent you may not automatically 

understand? 

1. Make it a point to get to know those who are different from the majority. Have numerous, 

brief conversations with women, especially those of color or immigrants, ethnic 

minorities, and those who may not typically speak up. What are they proud of? What 

makes work meaningful for them? What are their career goals?

2. Be open about your ignorance and be a willing learner. Our diverse world demands that 

we all adopt the role of “student of culture” if we are to create alignment around shared 

purpose and values; particularly take topics of racism and sexism seriously. 

3. Be explicit about your commitment to diverse leadership and open opportunities. When 

you are publicly committed to inclusive practices and policies, you will find those who are 

different from the majority are more receptive to your inquiries. 
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Reflect
Who are the women of color, LGBTQ+ 
women, or marginalized immigrant women 
of whom you are aware in your organization? 
What do you know of their values, 
aspirations, and talents?

4. Question homogenous panels 

of candidates. Refuse to 

accept candidate 

recommendations that do not 

come from diverse pools and 

where pairwise comparisons 

are absent. Sponsors must 

advance equity in systems as 

well as with individuals.



Advocating from
a Distance

While it is wonderful to advocate for someone with whom 

you are close, much sponsorship takes place at a distance. 

You become aware of the lieutenant of a peer in another 

group and speak up for her to lead a high-visibility cross-

function project. You advocate for the promotion of a 

woman into a leadership role in a function where she has not 

worked, because you think she could do well and the 

exposure to a different line role would be beneficial for her. 

Much sponsorship is the result of a mindset that 

conceptualizes the whole enterprise as your bailiwick. You 

engage in sponsoring people you know well and for those 

with whom you are only acquainted with their work.
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The Mentor-Sponsor

While we have made the distinction between the roles of 

mentor and sponsor, they are not incompatible. Our concern 

is that women are “over-mentored and under-sponsored.” 

The mentor’s contributions of information and support are 

valuable for the impact they have on mentees, but their 

effect on organizational equity is limited. When mentors are 

able to advocate for their mentees, or sponsors evolve into 

trusted mentors, the value is amplified. This is an area that 

requires thoughtful engagement as its worth is shaped by 

respect for a mentee or protégé’s self-determination.



Reflect

Allies

You do not have to be at the highest rungs of an organization to be an 

effective sponsor. Men and women with social capital can run interference 

for women who are talked over, ignored in meetings, and not credited for 

their work. While usually framed as a form of allyship, these acts of 

acknowledgement and affirmation change the environment for everyone

and normalize healthy group processes. Some men, for example, have 

adopted the practice of inquiring about diverse representation in groups 

and candidate pools as a way to hold leadership accountable. As long as 

this is not seen as a form of ”rescuing women,” these practices can be 

useful improvements in group processes to ensure they are experienced as 

fair by everyone involved.
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While advocacy for the opportunities available can make a big difference in the position of a woman you are 

sponsoring now, connecting her with influential people in your network ensures a lasting impact. Those 

relationships provide guidance and opportunity beyond what you can personally provide. Especially for women 

of color, your introductions may be the only way into these networks that are foundational for continued 

impact. Your credibility in your networks has been earned through your history and can be shared with those 

who are creating new history.

The Power of Networks

Protégé Connected to? Aim



Boundaries and Respect

It’s easy to get enthused about the success of your protégés; that’s some of the joy of 

sponsoring. It is also easy to forget that their success is their success, and your role is to be a 

door opener. They must take the initiative to go through the doors you and your colleagues 

open, and they must know they have no obligation to follow a path you’ve charted. The 

sponsor relationship can be powerful and mutually beneficial, providing opportunities for 

protégés and building the leadership capacity of your organization. However, respect for the 

relationship means that each of you needs to test your assumptions about the intentions and 

limits of the other. Just because you create or sponsor an opportunity for her does not mean 

that you are either friends or that you are entitled to provide unsolicited advice. On the other 

hand, your advocacy on her behalf does not mean that you will overlook gaps in her readiness 

or performance that are needed. Respect for the individual needs and expectations is 

fundamental to a healthy sponsorship relationship.

|  18

January 2021



You deserve opportunities 

commensurate with your talents 

and your efforts. Sponsors can level 

the playing field because they 

provide openings to opportunities 

where you can demonstrate your 

capability. This contributes to more 

equitable organizations, because we 

know that it is challenging to 

advance when there are few women 

in senior positions. You deserve 

access to the same opportunities 

and resources as anyone else, and 

the organization and your potential 

sponsor deserve your best. Great 

sponsors are not uncritical 

cheerleaders. They are typically 

motivated by values of fairness and 

equality of opportunity. 
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Guidance
for those being 
Sponsored



Winning Sponsors

It is perfectly normal to ask someone directly to mentor you. It has the emotional resonance 

of asking for advice or guidance, and positions the person asked as someone with 

information or expertise of importance. That is a compliment to the mentor. On the other 

hand, a sponsor needs to discover you. You may know what you are capable of, but they do 

not yet. So how will they find you? 

You will have to come to their notice. 

You have to think about the visibility of your work. Visibility is a product of documentation 

and communication with your expanding network. By documentation, we mean the reporting 

of the results of your work. It means building evaluation and feedback into your projects and 

documenting their impact. Send notes about your accomplishments to critical leaders.

Paradoxically, one of the most effective ways of coming to the attention of senior leaders is 

promoting the work of your colleagues and direct reports. When you draw attention to the 

great work that you see happening around you, you strengthen the positive reciprocal 

relationships you have with other women (and men). While this is valuable in itself, it also 

creates a positive feedback loop that can encourage others to recognize your

accomplishments. If you are intentional about promoting those who may be marginalized, 

you contribute to the increase in equitable and just environments for everyone. This 

reciprocity (being as good of a sponsor as you wish your leaders will be for you) earns 

deserved notice. It makes you easier to sponsor.
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Potential Sponsor Sponsor Needs What will I do for them?

Reflect



Will you help 
me?

Many effective sponsorship relationships 

have been initiated by a junior leader 

asking for advice or guidance on a 

challenging situation. An interesting 

problem that is sufficiently difficult can 

enlist the intellect and curiosity of a 

potential sponsor. Clearly this cannot be 

something that is an expected part of your 

responsibilities, but rather something that 

requires transformational thinking and 

illustrates your commitment to creative 

strategic thinking and action.

Once you have a sponsor, a direct request 

for their intervention is going to be 

received more positively. When a sponsor 

has been willing to put you forward for 

interesting projects or asked you to tackle 

difficult problems, it is reasonable to ask 

for their direct intervention for a 

promotion or change in role or 

compensation. Always thank your 

sponsors for what they do on your behalf, 

whether it results in what was hoped or 

not. Building a positive relationship that 

contributes to the expansion of both your 

networks is the driver behind growing 

desires to sponsor you.

One avenue to potential visibility is 

asking to be included in a project team or 

tackling an initiative of someone you 

would like to sponsor you. The request is 

not for sponsorship, of course, but for an 

opportunity to help or contribute to 

solving a problem that you know is 

important to the potential sponsor. If you 

can make the case for involvement, it 

places you in view of the executive who 

can then see what you are capable of. 

Naturally, you have to be able to deliver 

outstanding results or contributions for 

this to turn out well. You are developing a 

social identity and a pattern of excellence 

that defines you as someone who should 

be acknowledged.

Do not forget that you are developing 

resources that will be of value to any 

sponsor. You are growing your network, 

and those in your network have 

perspectives that will be valuable to any 

sponsor. Connect your sponsors to 

people in your network who can prove 

valuable to them through expertise or 

perspective.

How can I help 
you?
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Who else do I need to know?

If you are explicit about your desire to grow and advance, then you will find the questions, 

“Who else should I ask?” or “Who else is an expert in this?” flow naturally from conversations 

with your manager or other senior leaders. Every conversation that shows your interest in 

expanding your knowledge base and increasing your network of advisors identifies you as a 

person who should be given opportunities. 

Ask for the names of and introductions to people who are influential in areas of concern to 

you, and connect with them for brief calls. Most conversations with network-expanding 

individuals should be framed as 15 or 20 minutes at most. Leaders are most likely to agree to 

a call if they are assured they can escape from anything not valuable after a few minutes. 
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Ask for feedback, 
and take it seriously

The research says that women do not get useful 

feedback. If you are to advance, you need 

timely, accurate, comprehensive feedback 

about your performance. That will only happen 

if you take charge of defining and insisting on 

the kind of feedback you want. Especially insist 

on constructive feedback about business 

outcomes. Make it clear that you do not take 

accurate, objective feedback personally 

(although we all do), and that you welcome a 

more fact-based information flow. The most 

effective leaders build up a feedback net of 

sponsors, mentors, managers, peers, and team 

members who can keep them grounded 

through all the changes leadership presents. 

Nurture it. Respond to it without defensiveness. 

Never over-value it but recognize all feedback 

as more data points that you have the right to 

incorporate as you determine their value.

You and your sponsors must be 

motivated by a commitment to 

advancing the mission of the 

organization first. Leaders have a 

moral obligation because so many 

people depend on their leadership. 

Good decisions, clear guidance, and 

an environment that inspires positive 

relationships affect not only those 

you lead but the health of their 

families. At the same time, you are 

important to the success of your 

organization, and your organization 

will do the best if you are given the 

opportunities to shine, to make a 

difference, and to be valued. You 

deserve sponsors who can ensure 

those opportunities are offered 

equitably.

Motivation



The Rewards of Sponsorship

A culture of sponsorship can transform talent development into a driver of organizational 

success. The most effective leadership development takes place in the workplace through the 

growth of powerful networks of relationships to share information, provide assistance, solve 

problems, and conserve what learning from one generation to the next. Sponsorship gives 

sponsors the chance to build a legacy that will persist and keeps them growing and learning 

through interactions with more junior talent. It also helps senior leaders keep in touch with 

small changes in the marketplace that will become watershed moments. And sponsorship 

prevents sponsors from gliding into irrelevance as the future invades our mindsets and 

practices.

Sponsorship can bring to light pockets of talent that would be otherwise overlooked. It 

conveys to junior talent that they are important, and cultivates an environment that 

encourages those who might be excluded to feel they are essential parts of the organization 

and that it will fight for them. It is one valuable tool in our movement to ensure just, 

equitable, and inclusive environments for all women.
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Learn about Sponsorship
JHAYMEE TYNAN’S 100X2030
Jhaymee Tynan is a healthcare executive who made a personal commitment to sponsor 100 women of color by 2030. 
Here initiative caught the imagination of others.  Learn more: https://jhaymeetynan.com/100x2030/

CCL’S INTERNATIONAL WOMEN’S DAY SPONSORSHIP TOOLKIT
The Center for Creative Leadership is a global organization committed to the study and communication of leadership. 
Learn more: https://www.ccl.org/leadership-research-resources/mentoring-women/

CATALYST 
Catalyst provides a variety of resources on their website including, “Fostering Sponsorship Success Among High 
Performers and Leaders” (membership may be required for access to some resources). Learn more: 
https://www.catalyst.org/
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