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1. Purpose 

All Council services, events, facilities such as community centres, sports centres, 
parks, gardens and sports pitches are mainly paid for by the community through the 
rates system. If you then add in to the mix refuse collection, roads (construction and 
maintenance) and the extensive range of community services, the amount of revenue 
required to maintain and grow our services, maintain our facilities, roll out a capital 
works program and deliver many other programs is a costly and massive undertaking 
for the Council. The community quite rightly expects the Council to provide excellent 
services and deliver community facilities and infrastructure to meet the needs of our 
growing population. Developer contributions for the newer suburbs also contribute to 
the provision of new community centres and sports ovals and we can provide facilities 
and deliver many programs to a high standard. 

However, there are nearly always additional things that can be done which would 
benefit the local community even more. Whether that is being able to reduce the cost of 
using a facility, being able to deliver additional programs or being able to add additional 
features to community and sporting ovals. 

Councils throughout Australia have always sought sponsorship as a means of adding 
value to what a Council can deliver to its community. The City of Casey is no exception 
and has received money from” sponsors” for many years through some of its economic 
development programs such as the Business Awards Program and the annual 
Women’s Business Lunch. Until now there has not been a sponsorship policy which 
clearly sets out the parameters which need to be applied in relation to the receipt of 
such financial or “in kind” contributions. It has just been the “custom and practice” to 
accept such contributions. 

  



The Sponsorship and Partnership Policy seeks to address this policy vacuum in 
ensuring that the Council, in seeking additional funds or “in kind” support, is acting in 
the best interests of the community, is acting ethically and is being transparent in its 
dealing with potential commercial partners and sponsors. The purpose of any 
partnership agreement or sponsorship is to add value to something the Council already 
does and is not intended to replace the existing funding. 

The purpose of this sponsorship and partnership policy is to provide a structured 
framework to guide the context and establishment of decisions regarding incoming 
sponsorship and partnership agreements.  

It is expected that interest in providing sponsorship will be mainly around the provision 
of arts focussed programs at Bunjil Place, events such as the Kids Carnival and the GP 
Run, sporting programs and business events and programs. 

The Council has just adopted a Smart Cities Strategy and is focussed on adopting 
innovative programs and work practices which deliver improved outcomes for the 
community. Sponsorship and partnering to deliver many of the initiatives in the Smart 
Cities Strategy will also be a major focus.  

2. Definitions 

Council Means Casey City Council, being a body corporate 
constituted as a municipal Council under the Local 
Government Act 1989. 

Councillors ‘Councillors’ refers to individuals that hold the Office of 
a Member of Casey City Council. 

In-kind Sponsorship The provision of products or services in lieu of cash 
and provided by an external organisation to Council 
through a partnership agreement. 

Sponsor/Partner Refers to an organisation that contributes cash and in-
kind to a particular event or project for a specified 
period of time, in return for negotiated rights and 
benefits. 

Sponsorship/Partnership Refers to a contractual agreement in which an 
organisation contributes cash or in-kind to support a 
particular event or project for a specified period of time, 
in return for negotiated rights and benefits. 

Sponsorship/Partnership 
Agreement 

Refers to a signed agreement between Council and 
external organisations that details the commitments, 
benefits and costs associated with the 
sponsorship/partnership. 

 

3. Scope 

This policy applies to all financial and in-kind support received by Council provided by 
external organisations.   

This policy does not cover capital grants or philanthropic contributions received by 
Council.  



It is also not the intention of this Policy to cover instances where Council is a sponsor. 

The Difference between a Sponsorship and a Partnership Approach 

A sponsorship can often be transactional, sometimes short term in nature, and as per 
the historical understanding and definition of a sponsorship be about “the provision of a 
range of benefits by the recipient in exchange for a cash and/or contra contribution to a 
certain dollar value by the sponsoring organisation” – the value proposition is by 
definition based on the recipient organisation providing and exceeding on the provision 
of a series of benefits. 

A partnership approach is based on a shared vision-based and values-based 
approach. It is also about mutual respect and trust, integrity and a relationship-based 
approach. Partner agreements are usually for a longer rather than a shorter time 
period, i.e. usually of 3 -5 years duration and sometimes longer. 

Partners with common values and communities of interest to the client organisation 
(Council) are carefully identified according to their potential values fit, market fit and 
possible project fit and relevance. The discussion with a potential partner is about 
explaining what Council is trying to achieve and equally then listening to what the 
partner is trying to achieve. It is about exploring and developing together what is the 
common area of interest and how might the partner be involved to best achieve 
Council’s objectives and the partner’s objectives, which may be a mix of cash 
contribution, IP/expertise, other services and audience access. 

This type of approach embraces the principles of ‘co-design, co-invest and sometimes 
co-deliver’ – together looking at the best way to address certain community needs 
which may be much more than money, and also because there are common goals the 
emphasis can often be less about the benefits provided and more about has the joint 
community outcome been achieved. 

4. Context 

Sponsorship support and the development of partnerships enables Council to deliver a 
diverse range of events and projects by enhancing the quality deliverable to meet the 
needs of Casey’s growing community. 

Sponsorship and partner support may also include State or Federal Government 
funding and/or components.     

Council recognises that a sponsorship/partnership policy is essential to: 

• Ensure a uniform approach to sponsorship across Council. 
• Provide a level of accountability and responsibility. 
• Establish Council’s requirements for entering into sponsorship partnerships. 
• Co-ordinate and maximise sponsorship and partnering opportunities. 
• Ensure a consistent, fair, impartial and transparent approach to sponsorship and 

the forming of partnerships. 
• Ensure that the reputation, brand and public image of Council is protected. 
• Ensure that risks are managed.  
• Provide clear guidelines on the nature of sponsors/partners that do not conflict 

with Council’s vision and key objectives.   
  



5. Policy 

In receiving sponsorship/support Council aims to: 

• Increase awareness of and involvement in the endorsed or sponsored project or 
activity.  

• Fund innovative and “Smart City” related initiatives that demonstrate community 
benefits and assist Council in achieving its vision and priorities.  

• Establish and develop strategic relationships with other organisations that 
support, complement and align with Council’s vision, values, objectives, priorities 
and specific policies.   

• Increase opportunities for income generation whilst protecting and preserving 
Council’s values, image, assets and interests.  

 
6. Principles 

The following principles will be applied in determining sponsorship and new partners in 
accordance with this policy. 
 
• Alignment 

Sponsorship/partnership proposals will be assessed against and must align with 
Council’s vision, objectives and priorities for an event or activity. There should be 
no conflict between the vision and objectives of the parties to the sponsorship. 
The City of Casey places a high importance in maintaining the “Casey brand” As 
a result any alignment of sponsorship/partnership needs to cognisant of the 
brand and its importance. The use of the City of Casey logo will be highly 
restricted in its use by any partners/sponsors 
 

• Probity  
A sponsorship agreement is an open, transparent and equitable approach to 
sponsorship between all parties. The assessment will be undertaken in a fair and 
equitable process. No Councillors, employees or representatives of Council are 
to receive personal benefit from sponsorships. (see appendix attached with 
detailed consoderations) 

• Risk Assessment  
Any sponsorship agreement Council undertakes must not compromise Councils’ 
reputation, public image, probity or its ability to fulfil its functions and in particular, 
partnerships must comply with the guidelines of this Policy. 
This will include an assessment of potential or actual conflicts of interest and the 
capacity of Council to provide the resources required to service the sponsorship 
and meet the sponsorship terms. 
To further add weight to the governance of this policy it is considered that the 
policy should adhere to the principles outlined in a guide for public sector 
agencies developed by ICAC in NSW. The ten key principles are appended to 
this policy and will be used to consider the appropriateness of a sponsorship 
agreement with a third party.  

  



Additional Safeguards for Council to Ensure Probity and Transparency 
 
Because a Partner Programme is about a strategic and dynamic relationship, it 
may have a much higher degree of complexity than a transactional sponsorship 
and therefore must be anchored, led and have on-going and regular oversight at a 
senior management level.  
 
The need for this senior management leadership and oversight also fully 
acknowledges and recognises that potentially some of these partner relationships 
could have transformational impact on the community over time.  
 

• Benefits Equate to Value 
The sponsorship/partnership benefits equate to the sponsorship value. A 
business approach will be applied to ensure value for money.  Sponsorship and 
partnerships will be assessed against a predetermined set of criteria that have 
been published in advance or which are circulated to organisations as part of a 
procurement process.  
Council sponsorship and partnerships will not involve explicit endorsement of a 
sponsor or a partner’s brand or products or services. Such endorsement will be 
restricted to its relevance to a service, program or event and will need to be well 
aligned. 
It is highly unlikely that most agreements will involve the “naming rights” for a 
Council facility, event or program. Where there is interest from a potential partner 
for such rights any decision would need to be made by the full Council. Any offer 
of support would have to be significant in value and demonstrate significant 
community benefit for the Council to consider it appropriate. 
 

7. Management  
A Council has a wide range of opportunities and consequently has considerable flexibility 
to segment separate businesses with different areas of activity. In tailoring offers there 
will be understandable sensitivity to competitors being involved with a similar activity, e.g. 
it is probably not desirable to have say three accounting firms associated with activities 
at Bunjil Place, as it is likely to dilute all companies’ involvement. Also, the development 
of any opportunity is not an isolated process, e.g. it can often be the result of previous 
positive and direct involvement by a business with a Council and that business 
proactively exploring potential opportunities for involvement.  
 
The Council will consider any partnership in conjunction with a published internal 
operating procedure which will focus on. 

 
• Sponsorship/Partner Program is universally promoted and all businesses and 

organisations made aware that there is the opportunity to discuss with Council the 
opportunity to support specific programs and activities. 

• The assignment of business support with a particular operational area, facility or 
program relevant to each sponsor. 

• A Sponsorship/Partner Program Steering Group for resolution 
  



• Agreement on exclusivity (only type of business associated with an event, facility 
or program)  

• Utilise either an Expression of Interest Process and/or a tender process for a key 
facility, event or program offering if considered necessary. 

 
7.1  Partner Levels 

The proposed Partner levels are: 
• Foundation Partner- based on a contribution of $50,000 or higher per annum 
• Principal Partner - based on a contribution of $25,000 or higher per annum  
• Major Partner - based on a contribution of $10,000 or higher per annum. 

 
Contributions may be as cash, contra materials and/or services at fair value, and/or 
a mix of cash and contra.  

 
7.2  Sponsorship and Partnership Exclusions 

Council will not enter into any sponsorship or partnership arrangement with any 
external party who are seen to be in potential conflict with Councils’ 
responsibilities to the community, or whose reputation or image could prove 
detrimental to the public image of Council involving but not exclusive to: 

 
• Manufacture, distribution or wholesaling of tobacco and associated 

products  
• Gaming and gambling providers, products and services 
• Sex industry 
• Political parties 

 
In situations where there may be doubt regarding an external party’s 
exclusion, acceptance of sponsorship or as a partner will be determined on a 
case by case basis.   Any exceptions will be referred to: 

• Manager City Economy  
• Group Manager Active Communities 
• Manager Communications  
• Manager Governance 

 
Any prior sponsorship or partnership arrangement with Council will be taken into 
account along with the relevance of the event. 

Council retains overall naming rights of events, assets and program activities.    
Where there is an opportunity for naming rights of Council events or assets, it will 
be referred to Executive Management Team (EMT) for formal consideration. 

7.3  Term of Partner Agreements 
 

Normally encouraged to be for a five year period, with a term of no less than 3 years 
the preferred term. 
 
Sometimes shorter term partnerships are accepted due to a partner’s business or 
financial constraints; and/or because some businesses are initially only comfortable 
committing to a shorter timeframe to ensure early expectations are met before they 
are prepared to consider a longer term relationship.  



Also sometimes longer term agreements will apply – say for up to 10 years, but this 
will normally only be considered for substantive investments usually involving a 
named association of a facility of similar; or the project is of a material nature that 
requires a longer term level of investment for success. 
 

8 Administrative Updates  

It is recognised that, from time to time, circumstances may change leading to the need 
for minor administrative changes to this document.  Where an update does not 
materially alter this document, such a change may be made administratively.   

Examples include a change to the name of a Council department, a change to the 
name of a Federal or State Government department, and a minor update to legislation 
which does not have a material impact.  However, any change or update which 
materially alters this document must be by resolution of the EMT. 

9 Review 

 The next review of this document is scheduled for completion by 30 October 2021. 
 
10 External References  

 Sponsorship in the Public Sector: A guide to developing policies and procedures 
for both receiving and granting sponsorship. Independent Commission Against 
Corruption May 2006.  

 
11 Types of Benefits 
 
That the types of benefits that may be considered will be developed over time but could include 
some or all of the following listed in the table below. 
 

Benefit Commentary 

Naming rights association Naming rights for a facility, program or event 
would require further consideration by Council 
based on value and there being a significant 
community benefit 

Exclusivity At a Foundation Partner level, generally, only for 
a Facility/Program/Event. Again, if sensitivity to 
be discussed at an early stage by the Partner 
Program Steering Group and/or elevated for 
guidance/resolution as required 

City Partner Partner able to use byline “XXX Partner of the 
City of Casey” 

Signage Digital (by video clip, visual, logo; frequency 
subject to level) and/or static (number and 
placement; storyboard). Also could be extended 
to vehicles, street banners, etc. 

Hospitality Partner functions, complimentary tickets, 
preferential ticket access/seating, VIP parking, 



customised hospitality, celebrity meet ‘n greets, 
defined personnel use for partner purposes 

Discounted venue or service offering Venue hire, trade stall, product 
display/sampling, possibly fitness centre 
membership or similar 

Partner employees Participation by employees (eg team entry). 
Access to discounts, merchandising, celebrity 
meet ‘n greets. Employee volunteer programme 

Media/non-media reach Logo/name insert in print, radio, television 
media, screen, collateral eg flyers, brochures, 
etc. PR acknowledgement where possible, eg 
press releases. Also in some circumstances 
logo/name insert could be extended to staff 
apparel, participants apparel (eg t-shirts, 
number tags), merchandising 

Digital Website and e-newsletter acknowledgment, 
database marketing (insert, offer prizes for 
competition), social media 
acknowledgment/content on approved basis 

 
12 Related Policies  

This policy is consistent and supported by:  

• Council Plan  
• Municipal Health and Wellbeing Plan  
• Events Policy  
• Code of Conduct for Employees 
• Code of Conduct for Volunteers 
• Councillor Code of Conduct 
• Diversity, Access and Inclusion Policy 
• Procurement Policy 
• Any associated and incorporated documents, strategies or plans. 

  



APPENDIX A 

Ten sponsorship principles 

1. A sponsorship agreement should not impose or imply conditions that would 
limit, or appear to limit, a public-sector agency’s ability to carry out its functions 
fully and impartially. 

Sponsorship should not hinder or influence the way an agency operates. An agency 
should continue to carry out its functions fully and impartially, regardless of the 
sponsorship agreement or the interests or business of the sponsor or sponsorship 
recipient. Agencies should ensure this principle is fully understood by all other parties 
in the sponsorship arrangement.  

2. There should be no actual conflict between the objectives and/or mission of the 
sponsored agency and those of the sponsor. 

Before entering into a sponsorship arrangement, an agency should ensure that the 
values and objectives of the potential sponsor or sponsorship recipient or its parent 
company do not conflict with those of the agency. There should be provision in the 
sponsorship agreement for an agency to terminate the agreement during the term of 
the agreement if these values or objectives change in a way that could pose a conflict 
of interest for the agency. 

3. In general, a public-sector agency with regulatory or inspection responsibilities 
should not seek, or accept sponsorship from people or organisations which are, 
or may be, subject to regulation or inspection by the agency during the life of the 
sponsorship. Where adhering to this principle would unduly limit the agency’s 
sponsorship prospects, the agency should develop alternative strategies to 
ensure it can carry out its regulatory or inspection responsibilities in relation to 
sponsors in an open, fair, accountable and impartial manner.  

The Commission believes that, in general, agencies should not accept sponsorship 
from or grant sponsorship to parties’ subject to or likely to be subject to their regulation 
or inspection. However, it is recognised that agencies may have difficulty attracting 
sponsorship if they adhere to this principle in all cases. For example, an agency may 
find that sponsorship for a particular event or activity is only forthcoming from parties it 
regulates or inspects or is likely to regulate or inspect. When considering whether to 
enter into a sponsorship arrangement with such a party, the agency should consider 
the best interests of the public, public accountability, public perceptions and the 
potential risks as well as the potential benefits. Agencies that enter into such 
arrangements should take appropriate action to manage the risks, for example: 

 The agency should record the circumstances resulting in this decision and its 
decision-making process. 

 The agency should have a policy and procedures in place to ensure it carries out 
its functions in regard to such parties in a fair, accountable, open and impartial 
manner. At a minimum, the agency should ensure that the people or division 
involved in the sponsorship arrangement have no involvement in the regulation or 
inspection of the party or in general. The agency could also consider using an 
independent person or body outside the agency that can carry out the regulatory 
functions impartially and provide a report to the agency. To promote 
transparency, agencies should consider placing this policy on their website.  



 Agencies involved in sponsorship activities should also have procedures in place 
in the event that a sponsor or sponsorship recipient becomes subject to the 
agency’s regulation or inspection while the sponsorship arrangement is in effect. 
The procedures should ensure the agency carries out its functions in regard to 
this party in a fair, accountable, open and impartial manner. The sponsorship 
agreement should give the agency the option of terminating or suspending the 
sponsorship arrangement in such cases if it is appropriate. 

 All parties should understand clearly that the sponsorship arrangement has no 
bearing on the agency’s exercise of its regulatory or inspectorial functions. This 
should be clearly stated and acknowledged in all documentation including the 
sponsorship agreement and the agency website. 
 

4. Sponsorship of a public-sector agency or activity should not involve explicit 
endorsement of the sponsor or the sponsor’s products. 

The act of entering into a sponsorship arrangement with a sponsor or sponsorship 
recipient in itself sends an implicit message of endorsement of the sponsor and its 
products by the agency. This credibility is one reason that the private sector seeks to 
sponsor government agencies. Agencies cannot control this perception and for this 
reason must be careful in their choice of sponsors or sponsorship recipients. However, 
agencies can take steps to ensure they do not explicitly endorse a sponsor or 
sponsorship recipient or their products and the sponsorship agreement should clearly 
state this.  

An example of explicit endorsement would be a school that receives sponsorship from 
a stationer stating to students that particular stationery products are superior to others. 

5. Where sponsorship involves the sponsor providing a product to the agency, the 
agency should evaluate that product for its fitness for purpose against objective 
criteria that are relevant to the agency’s needs. 

Agencies should be careful not to accept a sponsor’s products simply because they are 
offered free of charge: this could result in implicit endorsement of a sub-standard 
product. The agency should ensure the product is of the type and quality that it requires 
before it agrees to accept sponsorship.  

6. It is inappropriate for any employee of a public-sector agency to receive a 
personal benefit from a sponsorship. 

This principle should be included in the agency’s code of conduct. Sponsorship should 
not benefit individual staff but must be used in the public interest. Where a benefit 
provided by a sponsor is used by an individual staff member, for example, attendance 
at a conference, the agency should minimise the possibility of perceptions that a 
personal benefit was given to an individual public official. For example: 

 The sponsorship should be offered to and negotiated with the agency, not the 
individual public official.  

 The agency, not the sponsor, should select the individual to receive the benefit 
(such as attendance at a conference). 

 If there is a regulatory relationship with the sponsor, the individual selected 
should not be involved in that regulatory function. 

  



7. In most circumstances, the public interest is best served by making sponsorship 
opportunities widely known. To this end sponsorships should be sought and 
granted by using broadly based, open processes that are not limited solely to 
invited sponsors.  

The ICAC maintains that open tendering is the most appropriate method in most cases, 
particularly if there is keen interest in sponsorship, or the event or activity that is 
attracting the sponsorship interest is particularly significant. However, the Commission 
accepts that open tendering can sometimes be problematic for a number of reasons. 
For example, a one-off opportunity of considerable benefit that requires quick action 
may be lost to the agency during the time taken by a tender process.  

While open tendering may not always be appropriate, agencies should still strive to 
maintain an open approach to sponsorship that provides equality of opportunity to 
would-be sponsors and maximises the potential public benefit. They should select the 
most open strategy that is appropriate for the particular circumstances. See the section 
“Seeking sponsorship or receiving unsolicited proposals” on pages 29 and 30 for 
examples of such strategies. 

In some cases, for example if sponsor interest is poor or restricted to potential 
sponsors with highly specialised characteristics, agencies may determine that dealing 
directly with potential sponsors is most appropriate.2 In such cases, they should record 
the nature of the circumstances, their decision-making process and their strategies for 
addressing the potential corruption risks. 

Unsolicited proposals from potential sponsors pose additional risks for agencies; for 
example, it is often difficult to assess the value of the proposed sponsorship if you 
cannot compare it with the market. Agencies should assess all such unsolicited 
proposals carefully and ensure that both the potential sponsor and the proposal meet 
all the agency’s requirements. If possible they should commission an independent 
market scan to obtain an indication of market value. If an agency decides to accept the 
proposal, it should record the circumstances in the same way as it would when dealing 
directly with potential sponsors. 

Open processes should also be used for the granting of sponsorship for the same 
general reasons as apply to seeking sponsorship. 

8. Public sector agencies should assess sponsorship proposals against 
predetermined criteria which have been published in advance or which are 
circulated to organisations that submit an expression of interest. 

Agencies that are interested in attracting sponsorship should develop general criteria 
against which they will assess potential sponsors. They should make this information 
widely available, for example on the agency website. They should include these 
general criteria plus any additional criteria specific to a particular sponsorship 
opportunity with the tender or expression of interest information packages. 

Agencies should also fully document their assessment process and the reasons for 
their decisions. 

  



9. A sponsorship arrangement is a contract and should be described in a written 
agreement. 

Sponsorship agreements are legally binding contracts and should be prepared and 
administered by staff who are appropriately trained. This training should include basic 
contract administration and commercial dealings with the private sector. We have 
provided guidance in this publication on the sorts of matters that could be covered by 
sponsorship agreements (see pages 27 and 42). 

10. All sponsorship arrangements should be approved by the CEO or another 
designated senior officer of the agency and described in the agency’s annual 
report in a form commensurate with the significance of the sponsorship. 

In larger or decentralised agencies, sponsorship may be undertaken at regional or 
even local levels as well as centrally. Such agencies should therefore clarify the 
circumstances in which regional or local managers may approve or grant sponsorship 
and ensure that these managers have the appropriate delegations to enter into 
sponsorship agreements.  

These agencies should also maintain a database of sponsorships. Where a centralised 
database is not practical, regional and local managers with the delegation to approve 
sponsorships should be required to maintain their own sponsorship databases and the 
agencies should have reporting systems that allow this data to be collected for internal 
audit programs and annual reports. 

 

 


