SPONSORSHIP POLICY AND GUIDELINES 
12 February 2013
The following policy and guidelines have been developed to assist staff who are approached by an organisation offering sponsorship or who wish to seek sponsorship for an event/project/initiative. NHS Education for Scotland (NES) is also mindful of its responsibility to lead in good practice around education and commercial sponsorship and to protect those in training from inappropriate influence from commercial sponsorship. 

1. NES encourages the involvement of the public and voluntary sectors in the sponsorship of its activities wherever appropriate as detailed below. 

2. NES does not prohibit the use of sponsorship from private sector organisations but the presumption will be routinely against commercial sponsorship. 

However, if a member of staff does wish to make an approach to/accept an approach from a commercial organisation, then the following procedure must be followed. 

a) A business case must be prepared which includes: 

*
description of the proposed sponsor(s) including its range of activities

*
details on any past, current or potential future business connection to the  sponsor 
*
level and nature of sponsorship

*
event/project/initiative for which sponsorship is sought 
*
composition of Board
*
a copy of its Equality and Diversity policy
*
a copy of the NES Rapid Impact Assessment in relation accepting sponsorship from the organisations concerned 

b) If the level of sponsorship from any single sponsor is under £1,000, the business case should be approved by the relevant Directorate Head or Postgraduate Dean 

c) If the level of sponsorship from any single sponsor is over £1,000, the business case must also be approved by the Chief Executive (or Deputy Chief Executive in his absence) 

3. The following categories of private sector organisations are proscribed for sponsorship purposes and should not be approached for sponsorship nor offers of sponsorship accepted: 

*  Alcohol industry 

*  Tobacco Industry 

*  Defence Industry 

*  Organisations in contractual negotiations with NES 

*  Organisations whose Board and/or Senior Staff have views or interests  which are contrary to NES’s Equality and Diversity policies 

NB. There will be a presumption also against the involvement of pharmaceutical companies of NES initiatives. Any staff member wishing to make a case to vary this presumption should do so in writing to the relevant Directorate Lead, Dean or the Chief Executive in line with the guidance at points 2a – 2c above. 

1. Whether sponsorship be from the public, voluntary or private sectors, the following criteria should be applied: 

· the appropriateness of the sponsor in terms of Equality and Diversity issues must be assessed

· sponsorship must be of a specific event/project/initiative and not of people; 

· sponsorship should not imply endorsement by NES of any product or service and there should be no commercial advantage in terms of the direct sale of products or services as a result of their sponsorship; 

· sponsorship should not place NES or NES staff/Board Members under any undue obligation; 

· the core event/project/initiative should not be dependent on sponsorship support for its funding - sponsorship must be used to add to core funding to make it possible extend/enhance projects or initiatives 

2.  NES premises (Deanery, Regional and Central Offices) should not be used for commercially sponsored events. 

3.  NES data-bases should not be used to disseminate (or assist others in the dissemination of) commercial material. 

4. NES should discourage the commercial sponsorship of any event targeted at trainees. 

5. NES should discourage the commercial sponsorship of trainer training events. 

6.  NES should take a lead in influencing other bodies to minimise their use of commercial sponsorship where trainees are likely to be exposed. 

7. In any sponsorship arrangement there will be a requirement for a formal agreement so that the responsibilities of both parties are clearly defined. This must include their responsibility to work equitably. It will then be the responsibility of the event/project/initiative lead to ensure that the terms of the agreement are met. Agreements should include the facility for dispute resolution and a termination clause. 

8.   Forms of Agreements: Advice on contract models should always be sought from the Finance Department. It is important that a formal agreement setting out the rights and obligations is drawn up to protect both the sponsor and the sponsored party. This agreement may take the form of a letter or memorandum of understanding for low value or lower profile sponsorships. 

9.    All sponsorship arrangements should include, where relevant: 

a. The parties to the agreement; 

b. The terms of the agreement; 

c. The benefits on offer to each party; 

d. Any renewal rights; 

e. Exclusivity; 

f. The obligations of the parties to the agreement; 

g. Licensing and protection of the intellectual property rights owned by the parties; 

h. Financial arrangements (payment/benefits in kind/VAT refunds/any incentives); 

i. Dispute resolution/confidentiality; 

j. A termination/exit clause. 

10.
It is important that a termination/exit clause is included. Difficulties can arise without warning and it is important that NES or the sponsor is able to withdraw from the arrangement. It might also be necessary to withdraw/suspend activities in the event of a change of administration or during an election or national emergency. 

11.    Agreements should also contain a clause to the effect that no benefits extend   to the sponsor other than those specified in the agreement. 

12.    Agreements should also contain a clause to the effect that, unless the sponsor can demonstrate that publicising the terms of the agreement will cause substantial commercial harm, details of the agreement may be made public as a result of NES’s responsibilities under the Freedom of Information (Scotland) Act 2002. 

13. Accounting procedures: Advice on accounting procedures should be sought from the Finance Department in instances where cash sponsorship is offered or sought. It should be noted that sponsorship benefits are subject to VAT and agreements made without reference to VAT will be considered to be VAT inclusive. 

14. The Communications Department will hold a list of all sponsorship obtained for a NES event/project/initiative. When the Business Case for sponsorship has been approved by the Directorate Head/Postgraduate Dean (and by the Chief Executive/Deputy Chief Executive where appropriate – see Point 2c), a copy should be sent to the Head of Communications. 

15.   It is reasonable for sponsors to expect some return for their support. Such returns should be: 

• confined to the event or activity itself, i.e. there must be no suggestion that sponsors will be sympathetically regarded for other purposes , for example, NES contracts; 

• tangible, and specified in a written agreement between NES and the sponsor. 

16. Benefits to a sponsor usually fall into one of four categories. 

Branding 
This is the association of a company name and/or logo on promotional material. The objectives of each activity must be taken into account before a decision is taken on the prominence of sponsor logos, with some allowing a more significant association with the private sector than others. The prominence and extent of a sponsor’s logo will clearly need to have relevance to the value of sponsorship funding, especially when working in partnership with a sponsor. The following points provide the general basis against which to evaluate use of a sponsor’s logo and should ensure that sponsor demands are not excessive or the logo over-used on materials: 

I. A sponsor’s logo should not take up more than 2% of the total area of the cover of a publication or other printed material (e.g. poster leaflet) or be larger than the NES logo. Guidance on the style of logos is available in the NES Brand Guidelines (http://10.30.8.5/communications/Corporate_Identity/default.asp) and from the Communications Department. 

II. A sponsor’s logo may be placed on the front cover of a publication (highly valued position) or on the back cover, as long as it is clearly identified as a supporter of the publication and not as an equal partner. 

III. If a sponsor requires full colour printing when this had not been planned then the sponsorship fee must be sufficient to warrant this extra cost. 

IV. A sponsor’s corporate logo should be used in preference to a brand/product logo. 

V. Sponsors should not normally be allowed to use sales messages, advertising statements or overt straplines as part of their logo. 

VI. As a general rule, sponsors should not be permitted to use the NES logo on their own publicity material. 

VII. Sponsors may be permitted to use the logo of the activity being sponsored (e.g. a conference logo) subject to clearly defined parameters (e.g. on used). In cases where this does not already exist, generic logos can be created for sponsors to use in their own advertising and publicity for the period of the partnership with the costs being met by the sponsorship fee. Approval must be given for the usage of the logo on each item of publicity material. 

Sponsors must detail the extent and frequency of any referral to the sponsorship arrangement and involvement with NES (rather than use of the logo) to NES and gain prior approval to do so. 
Accreditation 
This is the direct association of the sponsor’s name with an activity. Sponsors should not be offered accreditation within the title of the activity as this might imply ownership. Acceptable forms of accreditation might be “sponsored by”, “in association with”, “supported by”, “NES gratefully acknowledges the generous support of” or “made possible with the assistance of”.

Showcasing 
This is the association of a company’s products or services through exhibition or use. For example, allowing a company to set up a display stand at an event, or using a company’s products to support an event (e.g. motor vehicles for transport). 

Representation 
This is the allocation of places to sponsors for attendance at NES events. 

17.NES must at all times reserve the right of veto over any connection with its name and/or logo. 
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