
Guidance for Officers on Sponsorship, Advertising and Promotion 
 
1.1 The key role sponsors can play in the public sector is to assist in ‘extending’ the 
message. CCS should always retain ownership of its projects and obtaining the 
support of sponsors must be secondary to achieving the Authority's aims. Sponsors 
should operate within clearly defined parameters and act with propriety at all times. 
 
1.2 The parameters for sponsor involvement in public sector are: 
- Companies’ support should be seen as adding significant benefit to an existing 
CCS activity, message or campaign; 
- There should be no overt commercial advantage to the sponsor in terms of the 
direct sale of products or services as a  result of their association with the Authority. 
However, opportunities would be available at selected events for sponsors to sell 
products or services at an additional cost. 
- The core project should not be dependent on sponsorship support for its funding. 
Corporate sponsorship should be used to enhance and extend activities; 
 
1.3 The following key principles must be adhered to at all times: 
- sponsorship should be sought in an open and even handed manner with 
opportunities being offered as widely as possible over time: 
- sponsorship arrangements must not compromise the dignity or public standing of 
the Authority: 
- any sponsorship should add to, not detract from, the value of the event, campaign 
or activity: 
- sponsorship must not be sought or accepted from inappropriate sources (e.g. 
companies with dubious or doubtful background or companies that have been 
convicted of serious offences); 
- Project Managers should examine rigorously whether particular activities should be 
excluded from sponsorship and particular types of company should be considered 
unsuitable as a sponsor on the grounds of potential conflicts of interest or 
inappropriateness; 
- Sponsorship opportunities must not be sought or accepted where there is the 
potential for conflict of interests, (for example, where the company is involved with in 
significant commercial negotiations with the Authority or may be affected by the 
Authority’s regulatory or licensing work); 
- Sponsorship arrangements and the returns to the sponsor must be clearly identified 
in a written agreement between the Authority and the sponsor; 
- It must be made clear to potential sponsors from the outset that they will not 
receive any benefits beyond those specified in the written agreement.  
 
2.0 Sponsorship and Promotions will maintain a central database of sponsorship 
arrangements, allowing the Authority to respond quickly to questions, to share 
experiences and enterprise across the Authority. 
 



2.1 To ensure that sponsorship is managed effectively for the CCS as a whole, it is 
essential to consider how low value opportunities fit into the overall programme of 
sponsorship. Low value requests can be directed to sponsors, but every effort must 
be made to ensure that these events will not jeopardise higher value sponsorship 
overall.  
 
2.2 Approaches to one sponsor organisation – avoid approaching organisations for 
low value contributions where a larger, more prominent sponsorship opportunity 
could be offered on the same project.  
 
2.3 Approaches to organisations within a business sector avoid requests for low 
value sponsorship to a sponsor where other CCS opportunities may be better placed 
to attract funds. 
 
2.4 It is advised that sponsors prefer to be offered an overview of the main 
opportunities at one time (presentation recommended at the time of their budgetary 
planning) to enable them to commit funds compatible with their sponsorship aims. 
Sponsorship and Promotions will establish this overview of the requests to sponsors 
so that low value requests do not detract from the ‘bigger picture’ and may benefit 
from links with the overall sponsorship programme for the Authority. 
 
This policy extends only to inward sponsorship that has clearly definable 
procurement implications.  If the sponsorship arrangement results in the provision of 
goods or services ‘In Kind’ (rather than general investment) then procurement rules 
apply. 
 
Unsolicited offers of sponsorship  
 
1. It is CCS protocol that, unless there is a genuine requirement for sponsorship, 

unsolicited offers should be politely declined. 
 
2. Details of declined offers should be sent to Procurement Services.  

Unsolicited offers over £5,000 in value should not be accepted without the 
prior involvement and agreement of Procurement Services. 

 
3. Unsolicited offers below £5,000 may be accepted without referral to 

Procurement Services provided that the Procurement General Principles are 
satisfied. 

 
Sponsorship Approval Procedure 
 
Any officer planning to approach a business with a sponsorship proposal should first 
consult with Sponsorship and Promotions to avoid several approaches and maintain 



consistent levels of investments being made at the same time to the same sponsor 
by different parts of the Authority.   
 
The officer seeking sponsorship should identify at the outset the sum which they are 
seeking to raise. They should also agree with Sponsorship and Promotions the 
criteria that will be applied in determining an appropriate sponsor for the project in 
question. 
 
Delegated Officers are responsible for approving the suitability of any potential 
sponsorship agreement within their department, in consultation with the Sponsorship 
and Promotions Manager and other funding partners. 
 
A legal contract between CCS and the sponsor will support all sponsorship and 
promotions agreements. It must be signed by the relevant delegated officer on behalf 
of the Authority. 
 
Identifying Suitable Sponsors 
 
3.0 Best results are usually achieved through direct approaches to potential 
sponsors. Sponsorship and Promotions can assist in identifying potential sponsors. 
A wide range of organisations seek sponsorship, to be successful in this competitive 
market the Authority must present well – developed proposals that clearly identify the 
benefits offered in return for sponsorship. 
 
3.1 Sponsors are prepared to commit substantial resources, which can enhance and 
extend the work of the Authority. In return, sponsors expect to receive benefits for 
their participation in these activities, which enable them to achieve identified 
commercial objectives. These objectives include; 
- To reach specific markets; 
- To raise or enhance awareness of the company; 
- To improve community relations and instil goodwill; 
- To improve investor and/or employee relations; 
- To influence opinion formers; 
- To generate PR and media coverage; 
- To differentiate the company from its competitors. 
 
Sponsorship Project Details 
 
It is essential that all parties are clear from the outset about what the sponsorship will 
involve. At the presentation stage potential sponsors should discuss: 
- benefits provide to the Authority and the public; 
- benefits for potential sponsor; 
- summary of activity; 
- objectives, budgets, funding and timescales; 



- target markets of potential sponsors; 
- marketing strategy for sponsorship acquisition. 
 
Sponsor Selection 
 
Issues of propriety should be taken into account when introducing private sector 
support for activity. These include; 
- unethical associations (companies that may have had their image tarnished and 
therefore have low credibility in the eyes of the public and the media); 
- How various target audiences may react to commercial involvement. The 
partnership must be seen to add value rather than detract from the activity. If 
particular target markets feel compromised or uncomfortable with the association, 
the sponsorship may be inappropriate. 
 
Sponsorship by companies in some product industry areas could impact negatively. 
The list below is meant solely to highlight potential areas of difficulty in choosing 
private sector partners: 
- Alcohol industry 
- Tobacco Industry 
- Defence Industry 
-Companies with political connections, and those giving substantial political 
donations 
- Companies undergoing Authority or financial investigation 
- Companies in contractual negotiations or arrangements to provide particular 
Authority goods or services. 
 
While developing the sponsorship proposal, potential sponsors should be identified 
along with the criteria for their inclusion, such as commercial activity, location and 
size. Generally UK multinationals and Swansea based companies are acceptable for 
sponsorship. All sponsors should be selected in an even handed manner, at the 
same time and with a consistent strategy of approach, thus avoiding accusations of 
partiality. 
 
Companies who take the initiative and volunteer to sponsor an activity should 
provide a genuine and plausible reason for wishing to support. Care should be taken 
to ensure that all benefits to the company have been identified before a decision on 
their offer is taken. The company should also be asked to demonstrate that they can 
bring added value to the activity.  
 
Presenting the proposal to potential sponsors 
 
The initial request for sponsorship should be directed to the decision maker 
responsible for sponsorship issues at the selected company preferably by a member 
of Sponsorship and Promotions or the nominated delegated officer. 



A response will be given by Sponsorship and Promotions after an initial review of 
any concept or sponsorship proposal as in order to achieve the best return on 
investment of limited staff resources some proposals may either be declined at that 
stage or referred back to officers to revisit as the probability of success is important 
in determining the attractiveness of any project to likely sponsors. 
 
 The approach should make clear that the follow up may not necessarily be made by 
the initial contact. 
 
The best way to understand a company’s objective is to have a face to face meeting. 
It is advisable to follow up any conversations with sponsors by recording the main 
points for them in a letter fax or email.  
 
It is important to allow enough time for a company to  decide if a sponsorship is right 
for them and, then, if they do allocate the budget required making sure that any 
questions they have are answered. 
 
Contract models should always be sought from Sponsorship and Promotions. It is 
very important that a formal agreement setting out the rights and obligations is drawn 
up to protect both the Authority and the sponsor but you also need to allow sufficient 
time for the CCS internal legal team to possibly comment on any agreement. This 
will vary depending on the complexity, financial value and size of any agreement. 
 
All Sponsorship agreements should be set out in a written agreement between the 
parties, this should include, where relevant: 
 
The parties to the agreement; 
The term of the agreement 
The benefits on offer to each party 
Any renewal rights and timelines 
Exclusivity 
The obligations of the parties to the agreement 
Financial arrangements including timelines of any payments due 
An exit clause 
Agreements on confidentiality 
 
It is important that a disclaimer/ exit clause is also written into the agreement. 
Difficulties can arise without warning and it is important that the Authority or the 
sponsor is able to withdraw from the arrangement if it turns out to have a negative 
effect. 
 
Agreements should also contain a clause to the effect that no benefits extend to the 
sponsor other than those specified in the agreement 
 
 



 
 
Implementing the Project 
 
Once sponsorship agreements have been concluded it is important that the project 
manager continues to liaise with the sponsor to ensure that both the Authority and its 
sponsor obtain the benefits in the written agreement. 
 
To ensure there are no misunderstandings, clear lines of communication should be 
established between the project team and the sponsors. A senior member of the 
team should act as the contact point for sponsors and should undertake the 
following; 
 
Establish the contact points 
Instigate and maintain regular contact so that the sponsor is kept fully informed with 
the planning of the project and are satisfied with the arrangements for delivery of the 
benefits 
Ideally someone should accompany the sponsor during their attendance at events 
associated to the activity. 
 
Evaluating the Project 
 
Once the project is over, its success should be evaluated and feedback should be 
sought from the Authority and the sponsor. The Post Campaign Analysis document 
should include information and statistics from the project, successful objectives, 
achieved benefits plus any supporting materials from print, press, radio and internet 
to highlight the execution and delivery of the project. 
 
Sponsorship & Promotions Procedure 
 
Step 1 
Project Manager: Identify a need, opportunity or want in detail. What, why, where, 
when, costs, deadlines, availability? Arrange meeting with S&P. Complete S&P brief 
document. Provide draft Marketing plan.  
 
Step 2 
S&P:  Assess idea and if it has validity then look to develop, prepare and present a 
creative idea/draft proposal/plan in conjunction with Project Manager. 
     
Step 3 
Project Manager: Review and approve and sign proposal and agree deadlines etc. 
revenue.  
 



 
Step 4   
S&P/Project manager: Agree who is presenting the proposal e.g. S&P or project 
manager then prepare an appropriate hit list and sell the creative idea. 
                                     
Step 5   
S&P/Project manager: Work on 2 call sell technique. 1st call establishes client’s 
objectives, 2nd call present and close.  
  
Step 6 
S&P/Project manager: S&P and Project manager agree suitability of sponsor 
and finalise content of agreement.  
      
 Step 7 
Project Manager: Complete codes and agree Internal Journal etc. 
 
Step 8 
S&P: Prepare order, close sell in conjunction with Project Manager and raise 
invoice. 
 
Step 9 
S&P/Project Manager: (As appropriate) To oversee execution of all aspects of 
Sponsorship and/or Promotional activity  necessary to deliver/service to client.  
     
Step 10 
S&P/Project Manager: (As appropriate) Prepare, collate all activity for post analysis. 
Include photographs, attendance, samples, highs and lows etc.  
 
Step 11 
S&P/Project Manager: (As appropriate) Present post analysis to client.  
 
Step 12 
S&P/Project Manager: (As appropriate) Contact client regularly for after sales 
service and update on appropriate new and forthcoming activity/events and 
opportunities. 
 
Basic Sample of Intro  

Sponsorship is the ideal way to raise the profile of your business or organisation 
whilst supporting the 239,000 strong local communities within Swansea.  

The City & County of Swansea are currently seeking to develop relationships with 
our national, regional and local business community and increase investment 
through sponsorship or 'in kind support' to assist in the continual development of 
events and activities to improve the already successful activities it promotes.  



We can offer bespoke packages, tailored to specific sponsor requests, in effect 
offering the sponsor brand what is needed to meet your company’s marketing 
objectives.   

The City & County of Swansea can achieve this through an in depth understanding 
of sponsorship value and return on investment and by building strong relationships 
and trust.  We are always open to ideas. 

Benefits of being a sponsor with the City & County of Swansea 

• The kudos of attaching your company alongside The City & County of 
Swansea programme of events and projects  

• Raise and maintains awareness of your company  
• Opportunity to create differentiation between your company and your 

competitors  
• Your company experiencing a high profile presence in front of your customers  
• Strengthens your company brand  
• Increase revenue by driving footfall back to your company  
• Builds image and reinforces reputations and credibility of your company within 

the community  
• Develops a long term partnership with The City & County of Swansea  
• Increases the relationship between your company and the community  
• Your company having association with other quality providers  
• Your company in front of thousands of potential new customers   
• Each opportunity can be tailored to suit your company needs and marketing 

objectives  
• Accreditation on appropriate associated flyers/posters/website  
• Prime display space at the event   
• Distribution/sampling opportunities  
• Exposure to a selected audience  
• Cost effective branding/advertising/education of YOUR product and service  
• Opportunity for the below the line promotional activity - FREE prize draw (no 

purchase necessary)  
• Opportunity for a positive and exclusive association  
• Promote discounts and special offers to incentives sales  
• Minimises wastage, targeting effectively  
• Editorial on activity website and a reciprocal link to your website 

If you are interested in getting on board and becoming a sponsor with The City and 
County of Swansea, please respond to sales@swansea.gov.uk 
 


