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Policy Title:  Sponsorship and Advertising Policy Number:  001-2015 

Date of 
Council 
Approval: 

  Motion No.:  249-2015 Year of 
Review: 

 2016 

Department 
Sponsored 
by: 

 Strategy 

 

Purpose: The purpose of this policy is to establish a city wide protocol that: 

1.1 

1.2 

1.3 

Aligns with the City’s vision, values and strategic plan

Identifies administrative roles in managing sponsorship opportunities, advertising 

and contracts

Creates a systematic approach to soliciting, managing and reporting on 

sponsorships

 

Objective: 

 

The City of Lloydminster welcomes and encourages mutually beneficial sponsorship to assist in 

enriching the lives of our residents by enhancing programs, facilities, projects and services. 

This policy is intended to be a “living” document, meaning that over time this policy will be 

further strengthened to describe specific criteria and a review and oversight process for 

evaluating potential relationships with corporate partners.  

The Policy was drafted with the following considerations in mind: 

1. The City’s approach to sponsors should be considered as opportunities to build friends 

and supporters for municipal government for the long term. 

 

2. The understanding that partners and sponsors to the City’s need to be treated as clients 

and that multiple conflicting asks from multiple, departments is not in the long term best 

interest of The City or the sponsors. Hence an internal policy is necessary.  

 
3. The criteria for review should be reasonable and realistic. 

 
4. The review and oversight process should not be overly cumbersome.  

 
5. Over time, the review process will build a body of knowledge for accepting and soliciting 

sponsorships. 
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6. The Policy should be reassessed after one year and thereafter as necessary. 

Reassessments will take consideration the City’s experience of applying the policy. It is 

expected that methods for a more effective review and/or gaps in the criteria or the 

review process will be identified. As a result, modifications will be made to the Policy as 

appropriate.  

 
7. The Policy applies to all sponsorships received by the City, solicited or unsolicited. 

Government contribution agreements, grants and contracts, and grants from 

independent foundations are not classified as sponsorships 9unless they offer in return 

from the City assets owned by the City such as marketing or logo recognition, brand 

positioning and such. Whenever value or assets are provided in exchange for such 

noted contributions, they need to reviewed or considered by the sponsorship arm of the 

City) and need not be evaluated through this specific sponsorship lens. 

Definitions:  

Activation refers to the marketing activities a company conducts 

to leverage its sponsorship. The money spent on 

activation is over and above the rights fee paid to the 

sponsored property.  

 
Advertising Sale or lease ton an external company, organization, 

enterprise, association or individual of advertising or 

signage space on Coty printed materials, property, 

events or in conjunction with a City program. 

Advertising involves the purchase of advertising space 

at predetermined rates for a specified length of time. 

Rates are determined by the City. The purchaser is not 

entitled to additional benefits other than the advertising 

space.  

 
BATNA The “best alternative to a negotiated agreement.” 

BATNAs are critical to negotiation because you cannot 

make a wise decision about whether to accept a 

negotiated agreement unless you know what your 

alternatives are. Your BATNA “is the only standard 

which can protect you both from accepting terms that 

are too un favorable and from rejecting terms it would 

be in your interest to accept.” In the simplest terms, if 

the proposed agreement is better than your BATNA, 

then you should accept it. If the agreement is not better 

than your BATNA, then you should reopen 

negotiations. I you cannot improve the agreement, then 

you should at least consider withdrawing from the 

negotiations and pursuing your alternative (though the 
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costs of doing that must be considered as well).  

 
Benefits / Assets Those elements that are owned by a property and are 

of worth to a sponsor that the property can sell to them 

to achieve their goals and objectives – these are what 

make up the inventory. 

 
Building This is the combining of several assets or benefits 

together from the inventory to make a package or 

proposal for a sponsor. This is the most effective way 

to generate maximum dollars for a property and deliver 

best return on investment (ROI) for a sponsor as 

opposed to selling a la carte or individual benefits in a 

“one off” fashion.  

 
Business-to Business Sponsorship is a program intended to influence corporate 

purchase/awareness, as opposed to individual 

consumers. 

 
Category Exclusivity is the right of a sponsor to be the only company within 

its product or service category associated with the 

sponsored property.  

 
Cause Marketing or Cause-Related 
Marketing 

refers to a type of marketing involving the cooperative 

efforts of a “for profit” business and a non-profit 

organization for mutual benefit. The term is sometimes 

used more broadly and generally to refer to any type of 

marketing effort for social and other charitable causes, 

including in-house marketing efforts by non-profit 

organizations. Generally includes an offer by the 

sponsor to make a donation to the cause with purchase 

of its product or service. Cause Marketing differs from 

corporate giving (philanthropy) as the latter generally 

involves a specific donation that is tax deductible, while 

cause marketing is a business expense and is 

expected to show a return on investment.  

 
Co-sponsors are Sponsors of the same property. 

 

Cost/Benefit Ratio is a ratio that attempts to summarize the overall value 

for money of a project or proposal a sponsor expects 

for each dollar invested in fees. 

 

Cross-Promotions Are joint marketing efforts conducted by two or more 
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co-sponsors leveraging the sponsored property.  

 

CSR (Corporate Social 
Responsibility) 

is a concept whereby companies manage the business 

processes to produce an overall positive impact on 

society, by taking responsibility for the impact of their 

activities on customers, employees, shareholders, 

communities and the environment in all aspects of their 

operations.  

 

Discovery or Exploratory Session This is an initial meeting or meetings with a prospect to 

determine their needs, goals, and objectives so the 

property can build a customized proposal to deliver on 

these needs and ultimately show a positive return on 

investment for the sponsor. This is initial stage in the 

sponsorship development process once a prospect has 

been determined. 

 

Event Marketing is a Promotional strategy linking a company to a special 

event (sponsorship of a sports competition, festival, 

etc.) to support corporate objectives. Often used as a 

synonym for “sponsorship.” The latter term is 

preferable, however, because not all sponsorships 

involve an event.  

 

Experiential Marketing is connecting face to face with your target. It is about 

offering an engaging, entertaining and interactive brand 

experience that is unmatched by traditional advertising.  

 

Fulfillment is delivery of benefits promised to the sponsor in the 

contract. 

Hospitality is the hosting of key customers, clients, government 

officials, employees and other VIPs at an event and 

can involve tickets, parking dining and other amenities, 

often in a specially designated area. 

 

In-kind:   A donation or sponsorship received in the form of 

goods and/or services rather than cash. 

 

In-Kind Sponsorship is payment (full or partial) of the sponsorship fee in 

goods or services rather than cash.  

Intangible Benefits refers to soft benefits that are hard to measure, but 

important to capture. 

 

Integrated Marketing suggests that the effects to one marketing method 
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Communications (IMC) cannot be considered in isolation from other marketing 

methods and that synergy is critical strategic 

component. 

Inventory The complete catalogue all physical and non-physical 

assets or benefits that may be available to sponsorship 

buyers. The inventory (if fully delivered) should indicate 

all benefits and assets, their real market value – their 

fulfillment cost to deliver and the overall value of the 

inventory.  

Licensed Merchandise refers to goods produced by a manufacturer (the 

license) who has obtained a license to produce and 

distribute the official Marks on products such as 

clothing and souvenirs. 

MARCOM (sometimes spelled 
“marcomm”) 

is an abbreviation for “marketing communications.” 

Marcom is targeted interaction with customers and 

prospects using one or more media, such as direct 

mail, newspapers and magazines, television, radio, 

billboards, telemarketing, and the Internet.  

Mark is any official visual representation of a property, 

including emblems and mascots. 

Media Sponsor is the media partner that provides either cash, or 

usually advertising time or space, to a property in 

exchange for official designation. 

Naming Rights A form of sponsorship, naming rights are opportunities 

for an external company, organization, association or 

individual to purchase an extensive right to name a 

municipal asset or venue for a fixed or indefinite period 

of time. This arrangement is a documented in a written 

agreement signed by the interested parties and has a 

specified end date to the contractual obligations.  

 

Option to Renew is the contractual right to renew a sponsorship on 

specified terms. 

Pass-Through Rights are benefits that the property allows a sponsor to 

transfer to another company, provided that company is 

not a competitor to another property sponsor. For 

example, Molson may wish to pass-through some rink 

board signage at a Leafs game to a local bar that it 

does business with and in return gain more pouring 

taps at the establishment.  

Person Any individual, a group of individuals, a corporation, 

firm, partnership, proprietorship, association, society or 

co-operative organization 
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Philanthropy is an idea, or action that is done to better humanity and 

usually involves some sacrifice as opposed to being 

done for a profit motive. Acts of philanthropy include 

donating money to a charity, volunteering to a local 

shelter, or raising money to donate to a cause. 

 

Philanthropic Gift a cash and/or in-kind contribution given to a registered 

charity or nonprofit  by individual, company, foundation 

or organization without any expectation of anything in 

return(as defined by Revenue Canada) or any 

recognition in return or without receipt of any benefits 

that have a market value greater than 10% of the gift to 

a maximum of $75.  

 

Pouring Rights A type of sponsorship in which a corporation, an 

organization or an individual purchases the exclusive 

right to supply beverages at a City facility in exchange 

for significant cash and/or other considerations over a 

long-term agreement.  

 

Presenting Sponsor is the sponsor that has its name presented just above 

or below that of the sponsored property. A “ presenting” 

sponsor differs from a “title” sponsor as the Event name 

and the Sponsor name are not fully integrated e.g. “The 

Skins Game Presented by TELUS” versus “TELUS 

Skins Game”. 

 

Primary Sponsor refers to the sponsor that pays the largest fee and in 

return receives the most property benefits if the 

property has no title or presenting sponsor. 

 

Property is defined as an entity, event or vehicle that a brand 

can utilize to help achieve its equity and business 

objectives, by providing an opportunity for the brand to 

deepen its relationship with its target consumers. This 

opportunity exists due to the range of perceptions, 

experiences, benefits, behaviors and aspirations that 

the consumer associates with the property. From the 

brand’s perspective, this “associative equity” represents 

potential that can be converted into value for the brad if 

“effectively utilized. 

Proposal The presentation that outlines the property, the 

objectives of the sponsor and delivers the list of 

benefits the sponsor will receive to achieve these goals 
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in exchange for a specified investment in cash or in-

kind.  

 

Prospect A company or organization who you have qualified to 

be sponsor based on research and if the marriage will 

work.  

 

Return on Investment (ROI) This is how the sponsor or buyer determines if their 

investment was good or not in a specific property. It 

traditionally measures against such metrics as brand 

loyalty, brand awareness, traffic, sales leads, actual 

sales, employee morale, community awareness or 

other elements. It is based against the original 

objectives of the sponsor’s reason for investing.  

 

Right of First Refusal is the contractual right granting a sponsor the right to 

match any offer the property receives during a specific 

period of time in the sponsor’s defined product 

category. 

Sales Rights is when a sponsor is granted preferred supplier right to 

sell its product or service to the property or its 

attendees or member. 

Signage refers to banners, billboards, electronic messages, etc., 

displayed on-site and containing Sponsor ID. 

Sponsee is a property available from sponsorship. 

Sponsor (Sponsorship Buyer) The payer of a fee to the owner of a property for the 

purpose of gaining commercial rights related to the 

property. To Sponsor something is to support an event, 

activity, person or organization by providing money or 

other resources in exchange for something, usually 

advertising or publicity, and always access to an 

audience. 

Sponsorship A cash/ or in-kind fee paid to a property (typically in 

sports, arts, education, health, entertainment or 

causes) in return for the exploitable commercial 

potential associated with that property. 

Sponsorship Fee is the payment (cash or in-kind) made by a sponsor to 

a property. 

Sponsorship Marketing is the activation or leveraging of this sponsorship, 

beyond the usual advertising, publicity and audience 

access. 

Strategic Philanthropy is the practice of using philanthropic funds to create 

social AND brand value. 
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Supplier 

 

is the official provider of goods or services in exchange 

for designated recognition, This level is below official 

sponsor, and the benefits provided are limited 

accordingly.  

Tangible Benefits refer to concrete benefits that are easier to measure.  

 

Title Sponsor refers to the sponsor that has its name incorporated 

into the name of the sponsored property, e.g., “TELUS 

Skins Game”. 

 

Value the real market worth of a sponsorship property asset 

or package. These values are calculated by industry-

accepted standards and represent the individual value 

of each benefit or bundled value of the proposal. It is 

not the same thing as price. The price or investment is 

usually 10-15% lower than the actual value of the 

proposal. 

 

Venue Marketing is a promotional strategy linking a sponsor to physical 

site (sponsorship of stadiums, arenas, auditoriums, 

amphitheatres, racetracks, fairground, etc.).  

Shall apply to all City departments and to those 

agencies, boards and commissions which are by law 

subject to the policies of City Council by requiring those 

agencies, boards and commissions to adopt policies 

consistent with this policy. 

Sponsorship arrangements that pre-date this policy are 

not subject to it but renewals or in circumstances where 

no agreements exist will be dealt with through this 

policy. 

Does not cover philanthropic contributions, gifts or 

donations in which property is voluntarily transferred by 

a third party to the City without expectations of return.   

Donations are governed by a separate policy. 

Does not apply to City of Lloydminster financial support 

of external projects where the City may provide funds 

to an outside organization. 

Grants obtained from other areas of government, 

foundations or trusts are exempt from this policy. 

Any sponsorship that varies from the requirements of 

this policy shall be subject to approval by City Council 
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Scope:  

 

Policy applies to: 

 Programs and special events sponsorship 

 Naming/renaming of City property and buildings 

 Pouring rights 

 Paid advertising on City property, at City events, and in City publications 

 Preferred supplier status 

 

 
Policy Instructions: 

The City: 

1. Will solicit and accept sponsorship support only for projects and activities that are 
consistent with the City’s objectives.  
 

2. Will be vigilant at all times to avoid any real or apparent conflict of interest in accepting 
sponsorships. 
 

3. Sponsorship of City property or asset will not entitle any sponsor to influence any policy 
position or business decision of the City. 
 

4. Will accept sponsorships as an additional source of revenue generation, providing that 
all sponsorship alliance are developed and maintained within the regulation embodied in 
this sponsorship policy.  
 

5. Will accept fund only when the City has control of the content of the activity and when 
the City has and maintains complete control of all funds (excluding associated activation 
funds used by the sponsor to leverage the sponsorship rights). 
 

6. Acknowledgments will be limited to company name, logos, slogans/taglines which are an 
established part of the supporter’s identity, trade names, addresses and telephone 
numbers.  

Any situation that may be an exception to the policy or these Principles will be reviewed by the 
Sponsorship Manager in consultation with the Director, Strategy. Together, they shall interpret 
this policy in good faith. 
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Allocations of Sponsorship Funding 

To provide an attractive sponsorship program and plan for future investment the 
following allocation percentages are being recommended: 

1. A portion of future sponsorship revenues (15-25%) should be allocated 
towards improving the sponsored program and/or audience experience. 

2. A portion of future sponsorship revenues (25-50%) should be allocated to a 
reserve account for future investments in the sponsored facility, event or 
program. 

3. A portion of future sponsorship funds (5 – 10%) should be earmarked to 
fund the direct servicing costs of partnership arrangements (e.g. the 
preparation of partner/facility signage, official announcements, publications, 
etc.) 

4. A portion of future corporate advertising revenues should be allocated to 
general revenues. 

The percentages may vary for service, facility and program.  

Key Considerations 

The risks associated with sponsorship can be higher than those associated with 
most typical City activities. The major risks include: 

 perceptions of improper conduct; 
 

 the potential to embarrass the City through associating a City project with an 
inappropriate sponsor; 
 

 undertaking an activity on the basis of the promise of corporate sponsorship 
which then does not materialize; 
 

 breaching the City’s accounting requirements; 
 

 undervaluing or overvaluing sponsorship projects to potential sponsors; 
 

 not being cost effective; 
 

 being incapable of surviving critical public scrutiny; and 
 

 going against existing City policies 
 

Responsibility: 

City Council will review and approve all policies. 

City Administration will administer the policy through the use of a supporting procedure. 

Sponsoring Department is responsible for creating and amending a supporting procedure. 




