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CHAIR AND MEMBERS
COMMUNITY AND PROTECTIVE SERVICES COMMITTEE
MARCH 30, 2016

TO:

WILLIAM C. COXHEAD
MANAGING DIRECTOR OF PARKS & RECREATION
&
LYNNE LIVINGSTONE
MANAGING DIRECTOR OF NEIGHBOURHOOD, CHILDREN, & FIRE
SERVICES

FROM:

SUBJECT: CORPORATE SPONSORSHIP AND ADVERTISING POLICY

RECOMMENDATION

That, on the recommendation of the Managing Director of Parks and Recreation and the
Managing Director, Neighbourhood, Children, and Fire Services, the attached proposed by-law
(Appendix “A”) BE INTRODUCED at the Municipal Council meeting to be held on April 5, 2016 to
repeal Council Policy 16(29) entitled “Corporate Sponsorship Program” and Council Policy 17(9)
entitled “Sale of Advertising and Sponsorship of Parks and Recreation Publications and Services”
and to replace those policies with a new policy entitled “Corporate Sponsorship and Advertising
Policy”, which addresses sponsorship and advertising on a corporate-wide basis within one
comprehensive policy.

PREVIOUS REPORTS PERTINENT TO THIS MATTER

None

BACKGROUND

The City is finalizing the next steps in the development of a Naming Rights, Sponsorship, and
Advertising program to maximize the revenue potential of existing recreation facilities and to
expand opportunities for sponsorship of programs and capital improvements of these and future
facilities.

This proposal builds on three of the Council’s strategic priorities:

1) Strengthening our Community - amazing arts and culture experiences can be enhanced
through investment in recreation facilities and by pursuing innovative programs and
service delivery;

2) Building a Sustainable City — play spaces and parks can be enhanced through private
investment in recreation facilities and amenities;

3) Leading in Public Service — expanding sponsorship and advertising opportunities can
create new revenue streams of non-tax supported revenue.

Purpose

This report brings forward a proposed by-law to repeal Council Policy 16(29) entitled “Corporate
Sponsorship Program” and Council Policy 17(9) entitled “Sale of Advertising and Sponsorship of
Parks and Recreation Publications and Services” and replace them with a new policy entitled
“Corporate Sponsorship and Advertising Policy”. This new policy addresses sponsorship and
advertising on a corporate-wide basis within one comprehensive policy which aligns with current
practice and enables the City of London to promptly and efficiently implement sponsorship and
advertising opportunities. No change is being proposed to the existing 2008 Naming/Re-Naming
of Municipal Property, Buildings, and Park Elements Policy.
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Background

The existing Council policy pertaining to the Corporate Sponsorship Program dated 1996 no
longer aligns with current practice, nor does it provide for sufficient delegation of authority in order
to enable the Corporation to promptly take advantage of revenue opportunities that are in the City
of London’s best interests.

The Sale of Advertising and Sponsorship of Parks and Recreation Publications and Services
Policy does not adequately address advertising opportunities outside the printed media which it
was originally intended to address in 1993.

The proposed Council policy (Schedule “A” to Appendix “A”) combines and simplifies the above-
noted policies; defines the policy language; provides consistent criteria, guiding principles and
restrictions; provides for delegation of authority in order to streamline processes; and enables the
Corporation to be more agile in responding to sponsorship and advertising opportunities.

Council Policy 16(29) entitled “Corporate Sponsorship Program” and Council Policy 17(9) entitled
“Sale of Advertising and Sponsorship of Parks and Recreation Publications and Services” are
attached as Appendices “B” and “C”, respectively, for reference.

Financial Impact

It is anticipated that the new policy will result in increased opportunities for revenue generation.
Conclusion
The proposed Corporate Sponsorship and Advertising Policy will streamline processes and

should also result in an increase in the number of revenue opportunities that support City of
London programs, services and facilities.

SUBMITTED & PREPARED BY:

L. SCOTT OLDHAM

MANAGER, BUSINESS SOLUTIONS AND
CUSTOMER SERVICE

PARKS AND RECREATION

RECOMMENDED BY: RECOMMENDED BY:
LYNNE LIVINGSTONE WILLIAM C. COXHEAD
MANAGING DIRECTOR MANAGING DIRECTOR
NEIGHBOURHOOD, CHILDREN & FIRE PARKS & RECREATION
SERVICES

cc: Jim Barber, Legal and Corporate Services

John Freeman, Finance and Corporate Services
Kate Graham, Community and Economic Innovation
Kyle Murray, Financial and Business Services
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APPENDIX “A”

Bill No.
2016

By-law No. A.-

A by-law to repeal Council Policy 16(29) entitled
“Corporate Sponsorship Program” and Council
Policy 17(9) entitled “Sale of Advertising and
Sponsorship of Parks and Recreation Publications
and Services” and to replace those policies with a
new policy entitled “Corporate Sponsorship and
Advertising Policy.

WHEREAS subsection 5(3) of the Municipal Act, 2001 provides that a municipal
power shall be exercised by by-law;

AND WHEREAS the Municipal Council wishes to ensure its policies pertaining to
corporate sponsorship and sale of advertising and sponsorship of parks and recreation
publications and services are consistent with the City of London’s Procurement of Goods and
Services Policy and maximize the City of London’s revenue opportunities;

NOW THEREFORE the Municipal Council of The Corporation of the City of London
enacts as follows:

1. Council Policy 16(29) entitled “Corporate Sponsorship Program” is hereby
repealed.
2 Council Policy 17(9) entitled “Sale of Advertising and Sponsorship of Parks and

Recreation Publications and Services” is hereby repealed.

3. A new Council Policy entitled “Corporate Sponsorship and Advertising Policy”
attached hereto as Schedule “A” is hereby enacted.

4, This by-law shall come into force and effect on the day it is passed.

PASSED in Open Council April 5, 2016.

Matt Brown
Mayor

Catharine Saunders
City Clerk

First Reading — April 5, 2016
Second Reading — April 5, 2016
Third Reading — April 5, 2016
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SCHEDULE “A”

CORPORATE SPONSORSHIP AND ADVERTISING POLICY
PURPOSE OF THIS POLICY

The purpose of this Policy is to set out Council’s direction and guidelines with respect to the
corporate sponsorship and advertising of City programs, services, and facilities.

Civic Administration shall make available for external use marketing documentation on the City’s
Corporate Sponsorship and Advertising Program.

DEFINITIONS:

Advertising — The selling or leasing of advertising space on corporate materials (printed and
electronic), and signage on City-owned assets and properties; whereby the advertiser is not
entitled to any additional benefits beyond access to the space purchased. Advertising is a
straightforward purchase of space based on pre-established base rates and a defined time
period.

Asset — This is a physical or non-physical City-owned element, material, equipment, facility,
building, or structure that has value to sponsors or advertisers in order to achieve their business
objectives. Examples of assets are: playgrounds, programs, events, arenas, parks, pools,
advertisement placements, services, and speaking engagements.

City — The term “City” refers to The Corporation of the City of London.

Donation(s) — A cash and/or in-kind contribution made to the City with no reciprocal commercial
benefit expected or required from the City. Donations do not involve a business relationship
and are distinct from sponsorship and/or advertising initiatives.

Sponsorship — A marketing-oriented, contracted arrangement that involves the payment of a fee
or payment in-kind by a company in return for the rights to a public association with an activity,
item, or property for commercial benefit. Sponsorships may be in the form of financial
assistance, non-cash goods, naming rights, or a contribution of skills or resources. Examples of
sponsorships are: the Lowes arena renovation at Oakridge Arena, Tim Horton skates and
swims, and the Siskinds playground in Piccadilly Park.

SCOPE OF THIS POLICY

This Policy shall apply to all business relationships between The Corporation of the City of
London and businesses which contribute either financially or in-kind to City programs, services,
or facilities in return for recognitions, public acknowledgement, or other promotional
considerations. This Policy is subject to the restrictions in the Municipal Act, 2001 on bonusing
and shall not apply to the following circumstances:

(a) Gifts, unsolicited donations or advice to the City where no business relationship is
required and where no reciprocal consideration is being sought;

(b) Funding obtained from other levels of government through formal grant programs;

(c) Business partnerships between the City and its local boards and commissions;

(d) Neighbourhood groups, service clubs, non-profit community organizations, or agencies
that provide continuous support and leadership to City programs, services, or facilities;

(e) Facilities that have been contracted to a third party for operation and/or management.

CRITERIA FOR SPONSORSHIPS AND ADVERTISING RELATIONSHIPS

The following criteria must be satisfied before a sponsorship and advertising relationship is
formalized between the City and a business:

(a) The relationships must be beneficial for both parties;

(b) The sponsorship or advertising must enhance the development, delivery, awareness, or
continuance of one or more City programs, services, or facilities;

(c) Any costs to the City associated with the relationship must be within an approved
budget;
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(d) The City program, service, or facility for which sponsorship or advertising is being sought
must
a. Not directly compete with charitable organizations or with existing private
businesses in close proximity to the City program, service or facility; and
b. Be consistent with City plans and priorities;

(e) All publicity, advertising, acknowledgement and recognition of the sponsorship or
advertising arrangement by either the City or the sponsor must comply with all federal
and provincial statutes and all municipal By-laws;

(f) The value of the proposed sponsorship or advertising is consistent with the proposed
recognition or acknowledgement of the sponsorship or advertising; and

(g) The relationship must not cause a City employee or agent to receive any product,
service, or assets for personal gain or use.

SPONSORSHIP AND ADVERTISING AGREEMENTS

All sponsorship and advertising relationships shall be confirmed in the form of a written
agreement between the sponsor and the City. All such agreements must clearly indicate and
address:

(a) What the sponsor is contributing and what the value of the contribution represents;

(b) The obligations of both the sponsor and the City;

(c) The disposition and ownership of any assets resulting from the sponsorship or
advertising;

(d) Responsibility for the maintenance, insurance, and taxes of all assets associated with or
resulting from the sponsorship or advertising;

(e) The duration of the sponsorship or advertising;

(f) The licensing and use of the City’s and the sponsor’s name, trade and service marks,
and other intellectual property, and any payment for such licensing and use; and

(g) A termination provision and the remedies available to both parties upon termination.

SOURCING AUTHORITY

Sponsorship and advertising shall be offered by the City or its agent on a first come, first served
basis which meets established valuation criteria.

The City reserves the right to reject any and all unsolicited sponsorship or advertising proposals
that have been offered to the City and to reject any and all proposals for sponsorship or
advertising that have been openly solicited by the City.

APPROVAL AUTHORITY

All potential sponsorship and advertising opportunities and all proposed sponsorship and
advertising opportunities shall be reviewed in accordance with this Policy.

The City may enter into a sponsorship and advertising sales contractual relationship with an
external contracted organization, provided all provisions of this Policy are met and provided the
value of the sponsorship, or advertising (either direct funding or in-kind service, or a
combination of both) is authorized by by-law or by an official, employee, or agent of the City who
has been delegated authority by by-law or contract to enter into such a relationship on behalf of
the City. In all cases, all necessary sponsorship and advertising agreements shall be executed
on behalf of the City by the Mayor and the City Clerk where authorized by by-law or by the
delegated official, employee, or agent of the City where authorized by by-law or contract.

EXCEPTIONS TO THIS POLICY

Elected Officials and Civic Administration are encouraged to advise Municipal Council of all
sponsorship and advertising proposals that would contribute towards the cost of a particular
program, service, or facility but do not comply with one or more provisions of this Policy.
Municipal Council reserves the right to consider and accept such proposals.
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GUIDING PRINCIPLES

The following principles will guide the decision-making and operational processes related to
sponsorship and/or advertising relationships with an external party:
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All sponsorship and advertising agreements must comply with federal and provincial
acts, statutes and regulations, and municipal by-laws and must not interfere with existing
contractual obligations of the City.

All sponsorship and advertising agreements must be consistent with the mandate,
policies, and objectives of the City.

Sponsorship agreements must benefit the City, and should also benefit the community,
and the sponsor or advertiser.

Sponsorships should enhance the development, delivery, awareness, or continuance of
one or more City facilities, programs, services, and/or events or provide for the delivery
of programs, services, or events by a third party.

The sponsorship and/or advertising opportunity should be appropriate to the identified
target audience.

Advertising devices must not impact the quality and integrity of the City’s assets and
provide no added risk to safety. This will be determined by the City.

Agreements shall not in any way invoke future considerations, influence, or be perceived
to influence the day-to-day business of the City.

The City will maintain control over the planning and delivery of all sponsorship and
advertising opportunities and activities in accordance with this Policy.

Sponsorships and advertising must be valued at fair market value and be in accordance
with the industry practices, using recognized valuation models and standard practices.

The term of all agreements shall not exceed ten years unless authorized by City Council.

City employees or anyone with permission to act on behalf of staff, shall not receive any
product, service, or asset for personal use or gain as a result of a sponsorship or
advertising agreement as per the Code of Conduct Policy.

Advertisement of a product or service does not act as the City’s endorsement of any
product or service.

RESTRICTIONS:

In keeping with the principle that all sponsorship and/or advertising initiatives must be
consistent with the City’s vision, mission, and values, the following restrictions apply:

The City reserves the right to restrict sponsorships and/or advertising to certain services
and to exclude any products and industries at its discretion.

Sponsorships and/or advertising will not be accepted from any party that portrays,
promotes, or condones the stereotyping of any group or discrimination as defined in the
Ontario Human Rights Code or which is contrary to the Canadian Charter of Rights and
Freedoms.

Sponsorship rights and/or advertisements will not be accepted if they unnecessarily
promote the commercialization of public space.
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SPONSORSHIP AND ADVERTISING AGREEMENTS:

All sponsorship and advertising agreements must be confirmed in writing and all details
must be finalized at the time of signing by authorized representatives of both the City
and the sponsor or advertiser.
Sponsorship and advertising agreement templates shall be reviewed by the City Solicitor
to ensure protection from risk and compliance with legislation.

All agreements must outline the following:

Any contribution by the sponsor or advertiser and the value of the contribution including
any donations or advertising provided without charge to the City;

The obligations of both the sponsor and the City;

The duration of the sponsorship;

The dispositions and ownership of any assets resulting from the sponsorship;

The licensing and use of the City’s and sponsor’s name, trade, service marks, and other
intellectual property, and any costs associated with such licensing or use;

A termination provision and the remedies available to both parties upon termination;
Details of the exchange of marketing benefits, including both what the City will receive
from the sponsor, and what benefits are to be provided to the sponsor; and

Insurance coverage/indemnification clauses

SPONSORSHIP AND ADVERTISING SOLICITATION

For City-identified sponsorship and advertising opportunities, the City will advertise if
there is: an estimated value of over $100,000; the agreement duration is expected to be
greater than 5 years; or there is a delivery of a service.

The City is open to receiving unsolicited sponsorship and advertising proposals.
Sponsorship and advertising opportunities and the process for submission shall be made
available on the City’s website.

Unsolicited sponsorship and advertising proposals received by the City will be evaluated
by the manager of the relevant business unit, as per the provisions of this Policy.

The City reserves the right to reject any unsolicited proposal that has been offered to the
City.

The City may, by agreement, reserve the right to terminate a sponsorship or advertising
agreement should conditions arise that make it no longer in the best interests of the City
based upon the provisions contained in the agreement.

RESPONSIBILITIES:
Managers overseeing sponsorship and advertising are responsible for:

General overview of all sponsorship an advertising business for their specific business
area,;

Asset evaluation and pricing of sponsorships in conjunction with business units;
Negotiating and administering sponsorship and/or advertising agreements with agents
who may provide these services on the City’s behalf.

Ensuring adherence to all relevant by-laws and policies, appropriate consultation and
approval processes, and where applicable, that insurance, indemnification, and
necessary permits have been obtained;

Ensuring advertising relationships abide by the restrictions noted in this Policy;

Managing Directors are responsible for:

Ensuring staff consult with the appropriate Manager responsible for sponsorship and
advertising prior to developing a sponsorship opportunity to determine sponsorship
valuation and ensure consistency in application of this Policy;

Concept approval of sponsorship and advertising projects before external parties are
approached or agreements are made and if the agreement involves more than one
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business area, approval will be obtained by the Managing Directors of each business
area involved;

Review of sponsorship and advertising agreements which impact any of their business
units;

Authorization of sponsorship and advertising agreements in accordance with delegated
authority; and

Ensuring that representatives of the City entering into sponsorships and advertising
agreements are aware of, and act in accordance with, this policy and administrative
procedures.

City Council is responsible for:

All agreements that do not comply with this policy or are for an amount in excess of
$1,000,000 require approval of Council by By-law and that the Mayor and the City Clerk
shall be authorized to sign such agreements approved by Council; and

Reviewing and/or approval of all sponsorship and advertising agreements that fall
outside the delegated authority of staff, as outlined in Section 6.

DELEGATION OF AUTHORITY:

Division Managers and Directors with consent in writing from their Managing Director
and without prior Council approval, are authorized to approve sponsorship and
advertising agreements up to $100,000 provided they satisfy all provisions of this Policy.

Managing Directors with consent in writing from the City Manager and without prior
Council approval are authorized to approve sponsorship and advertising agreements up
to $500,000 provided they satisfy all the provisions of this policy.

The City Manager is authorized to approve sponsorship and/or advertising agreements
up to $1,000,000. Notwithstanding the delegation of authority to Managers, Directors
and Managing Directors under this policy, the City Manager may determine that it is
appropriate to seek the authority of Council prior to a sponsorship or advertising
agreement being signed.



