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	Summary:
In considering potential means of supplementing Navigation Account income, the Navigation Finance and Tolls Review Group has asked that draft criteria be drawn up for developing a sponsorship strategy.  A copy of this is appended for consideration by the Authority.

Recommendation:
Members’ views are sought on the draft criteria, and potential means of attracting sponsorship across the Authority.



1
Introduction
1.2
Members will recall that, at its meeting on 21 November 2008, the Authority resolved to set up a small group comprising five members to work with officers to, inter alia, review the Navigation Account financial strategy, and in particular future income and expenditure.

1.3
The Group has now met on four occasions, and one of the issues it has been considering is the possibility of supplementing Navigation Account income with external funding, whether through grant aid, sponsorship or other external sources.

1.3
At its third meeting the Group received an ‘External Funding Analysis Report’ compiled by the External Funding Officer, Andy Cuthbertson, which considered the potential availability of funding from a number of sources, including:

· RDPE – ‘Leader Approach’ programme;

· EU funding programmes;

· local government sources;

· National Lottery distributing bodies; and

· Aggregates Levy Sustainability Fund (ALSF).

1.4
The paper also explored the activities/assets supported by the Navigation Account which could potentially attract external sponsorship/branding.  A copy of the paper is appended, for information.

1.5
On receipt of this paper the Group suggested that criteria be drawn up for developing a sponsorship strategy, since it was felt that there may be opportunities for sponsoring assets (such as launches) or activities.

1.6
A copy of this paper, also prepared by the External Funding Officer, was presented to the Group at its fourth meeting on 20 April, and is appended for the views and wider consideration of the Authority.  Members’ views are sought, both on the draft criteria and on potential means of attracting sponsorship across the Authority.
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APPENDIX 1
Navigation Finance and Tolls Review Group  - External Funding Analysis Report 
1.0 External funding available across the Authority
1.1 RDPE – Leader approach

RDPE is the new ‘LEADER approach’ programme in the East of England. There are 2 Local Action Groups (LAG) covering parts of the Broads Authority area. Each LAG has selected its own objectives for its area. Those most pertinent to the Waterways directorate are listed below.
1.1.1 Norfolk Coast and Broads
Objective 3: Support partnership interventions, collaboration and the sharing of best practice and research in economic, social and environmental spheres
1.1.2 The Waveney Valley
Objective 1: To make the Waveney Valley accessible to all people who wish to use it
Objective 2: To work in partnership with local businesses and communities to help them benefit from the distinctiveness and special character of the area
Objective 4: To increase the use of the landscape and environment for social benefits
Objective 5: To develop meaningful and effective collaboration across the business and community sectors to improve the prosperity of the area
1.1.3 
The Broads Authority as a legal entity is not eligible to apply however partner organisations can be used to maximise the benefit of this funding.


1.2 EU Funding Programmes to 2013
1.2.1  EU Inter-regional Funding (INTERREG).
There are three INTEREG funds available for this area, all of which promote cooperation between member states through working in partnership on various objectives:

a) 2 Seas IVa (ii) France/England/Flanders/Netherlands Programme
- Priority 1 – Creating an economically competitive, attractive and accessible area

- Priority 2 – Promoting and enhancing a safe and healthy environment.

- Priority 3 – Improving quality of life

b) Cross Border IVa (i) France (Manche) – England Programme

- Priority 4 – Common priority, this axis is above all about the sharing of good practice.
 (total combined budget for IVa (i) & (ii) is €167m)

c) Transnational Territorial Cooperation Programme (INTEREG IV B) for NW Europe.

The North sea programme focuses on encouraging and supporting transnational cooperation in the Region

- Priority 1 - Building on our Capacity for Innovation

- Priority 2 - Promoting the Sustainable Management of our Environment

- Priority 3 - Improving the Accessibility of Places in the NSR

- Priority 4 - Promoting Sustainable and Competitive Communities

1.2.2 LIFE +. €1.7 billion euro budget for the period 2007-2013. 
This programme is the European Unions means to provide money for environmental projects.
The programme has 3 Components:
1) LIFE+ Nature & Biodiversity (50% of the co-finance will go towards this strand)
2) LIFE+ Environment Policy & Governance

3) LIFE+ Information & Communication

1.3 Local government sources

1.3.1 LAA - Local Area Agreement (LAA) is a three-year agreement between a local area and central government. The priorities for the LAA are prepared by each LSP and combine local and national targets. LAA is not new funding, however it is aimed at making better use of the existing funding available.
1.3.2 Norfolk Action is the name of Norfolk’s Local Area Agreement (LAA), and there are many targets and actions associated with Improving health and well-being, Supporting independence, Safer and Stronger communities, Environmental sustainability, Improving housing, Improving skills and fulfilling aspirations; and Developing a thriving economy.
1.3.3 Transforming Suffolk has similar aims and objectives for the Suffolk LAA. 
1.3.4 The Broads Authority is signed up to indicators in both the Norfolk and Suffolk Local Area Agreements.
1.3.5 The targets set within LAAs are tightly monitored and the challenge would be how (if any) of our projects meet their specific targets in a truly measureable way, and that works towards their overall targets.

1.4 National Lottery distributing bodies
There are various organisations which distribute lottery funding for projects ranging from local to national importance. The most pertinent distributors for this directorate are:
1.4.1 The Big Lottery Fund - is the largest Lottery distributor.  Its mission is to bring real improvements to communities and the lives of people most in need and its remit covers health, education, environment and charitable purposes. Currently there is a review of this funding looking at the priorities for the next period of Lottery funding as from April 2009.
1.4.2 Sport England - Community Investment Fund supports projects which help people Start, Stay and Succeed in sport.
1.4.3 Heritage Lottery Fund (HLF) - HLF has three aims which relate to learning, conservation and participation across all aspects of heritage.
1.5 Landfill Communities Funding 
Location based funding, which enables Landfill operators to reduce their landfill tax liability by funding environmental or community projects. 
1.5.1 Suffolk Environmental Trust (SET)- receive around £300,000 of Grant Funding each year from Viridor Waste Management Ltd and this is allocated on a quarterly basis to qualifying projects which either. (a) enhance the community / social environment, (b) create, maintain, or restore natural habitat biodiversity – The maximum grant possible from this SET is £27,500.
1.5.2 Biffaward – similar priorities to above but has 3 main funding programmes (small grants, main grants, and Flagship Grants), split depending on the size of project applying. – The funds sizes are small grants – up to £5,000; main grants – up to £50,000; Flagship grants £150,000 to £500,000.
1.5.3 SITA Trust – Again this has similar priorities as above, focussing on community type facilities and nature/biodiversity. Both priorities have their funding split between small and large grants, however the amounts open to be applied for vary. Also the location of the project to the SITA managed facility differs depending on the type of project applying. For example a community project can only apply for a large grant of £50,000 and has to be located within 3 miles of a SITA facility, however a project applying under the nature programme can apply for a large grant of up to £175,000 and needs to be located within 10miles of an operating landfill site managed by any waste management company.
1.5.4 Waste Recycling Environmental Limited (WREN) – operates a similar scheme as those mentioned above. Small Grant Scheme funding applications of between £2,000 and £15,000; WREN Grant Scheme offers funding of between £2,000 and £50,000 Biodiversity Action Fund; The WREN Biodiversity Action Fund provides funding of between £75,000 and £250,000 to deliver biodiversity improvement projects under Object DA of the Landfill Communities Fund.
1.5.5 Norfolk Environmental Waste Services – An existing relationship exists with NEWS, who fund the work at Whitlingham Country Park, and the post of Whitlingham Broad Manager. NEWS continues to support local schemes where possible however following changes to Landfill Tax rules, the amount of funding available is now limited.

1.6 Aggregates Levy Sustainability Funding 
1.6.1 Natural England’s ALSF Grant Scheme aims to support projects that reduce the effects of aggregate extraction on local communities and the natural environment.  The fund supports projects which involve and deliver benefits for one or more of the following themes; Landscape and Nature Conservation, Access and Informal Recreation, Health and Well-being, Education and Understanding, and Evidence Gathering. 
1.6.2 Grants are normally awarded within the range of £5,000 to £350,000, and normally fund up to 75% of total project costs. Match funding can consist of cash or in-kind funding such as facilities, materials or volunteer input.
2.0 Sponsorship 
2.1 Activity/assets within the directorate which could attract external sponsorship/branding
· Boats
· Other vehicles

· Clothing

· Publications
· Time-limited projects

· “Adopt a mooring” type projects
· Trip/excursion boats
2.1.1 A commonly used method of gaining buy in from businesses to activities in the charitable sector is by offering a package of options large and small depending upon the company and their respective budgets/capacity –  The Yorkshire Dales Millennium Trust (separate Charity to NPA) use this approach when seeking commercial sponsors for work.
2.1.2 Another consideration is the angle taken to approach businesses for support. What is the cause which requires funding – environmental, tourism, recreation, landscape protection?
2.2 Additional points to consider
2.2.1 Is it the right time to be approaching companies under their Sponsorship/CSR in an economic downturn?  A number of charities are already experiencing difficulty in this field. Additionally we need to consider how reliable would company sponsorship be – is there a risk of defaulting by companies leaving a funding gap within the project budget?
2.2.2 We need to be clear about what we are offering in return of money. This is a business transaction and it forms a contract. – What do we get and what will the sponsor get from the relationship? And also whether the prospective business is right for the organisation. 
2.2.3 Broads Authority already have links with some large companies through our volunteer workforce, so relationships do exist
2.2.4 Development of partnerships such as sponsorship often require a longer term relationship building period prior to any large cash injections.
2.2.5 Also in the current economic downturn, 
2.2.6 Unlike a donation it counts as taxable and VATable income.
2.3 Sectors where sponsorship relationships could be developed within Waterways
2.3.1 Hire boat industry
2.3.2 Wider water based tourism and associated sectors 
2.3.3 Insurance/financial services sector
AVIVA already have strong links with sport (football, athletics, major sporting events) and Norwich Union staff provide volunteer workforces.
2.3.4
Renewable Energy production sector

2.3.5
Opportunistic Commercial Buy in/publicity – eg Banrock Wines

3.0 SWOT analysis of taking an External Funding approach to fund key services
3.1 Strengths – less burden upon the tolls revenue and other income; increase profile with external agencies; diversifies income streams.
3.2 Weaknesses – core funding to provide existing services is minimal if not unlikely; low number of external funders currently ‘live’; no guarantees that funding will be secured for these services; time limited nature of external funding could jeopardise services in the long term.
3.3 Opportunities - partnership working to maximise the amount of time spent, time in-kind utilising the existing staffing responsibilities; potential to ‘re-badge’ or alter existing activities to provide fundable packages/projects
3.4 Threats – high competition for funds from other agencies/organisations; Economic slow down will reduce the number and amount of funds available to organisations looking at funding for potential projects.
APPENDIX 2

Criteria to be used when developing a sponsorship strategy 
Sponsorship from private business to the public sector brings with it extra resources and can help to improve mutual understanding of the public and private sector. However it also comes with risks, particularly when the brands or products being marketed do not match up to the values and goals of the public sector body. There have been a number of cases of commercial sponsorship where both the sponsor and the public sector have suffered from a negative media reaction or where mixed messages are portrayed by both partners.

The most important aspect of a sponsorship agreement is that it must be benefiting to both the sponsor/business and the Broads Authority. Sponsorship is not simply a donation, nor is it simply corporate social responsibility. It is a business arrangement where the business will benefit through taking advantage of marketing opportunities offered up by the public sector organisation.

Financial sponsorship of public sector organisations and assets is commonly used as a direct marketing tool. For example councils have in the past used private companies to sponsor ‘street furniture’ such as hanging baskets, benches or litterbins. Sponsorship can also be in the form of in-kind support and promotions; however in terms of the support required at this time we are solely focusing on financial sponsorship.

Suggested Criteria

As a guide to attempt to manage the risks of venturing into commercial sponsorship the following checklist/ criteria could be used to manage the process and ensure the sponsorship is the ‘Best fit’ for the Broads Authority. 

· The sponsor can not be an organisation which works against or has an negative impact upon the statutory purposes, vision, aims and objectives of the Broads Authority, in any aspects of the businesses operation. Some types of companies or groups will be deemed unsuitable on the grounds of conflict of interests or inappropriateness, e.g. political parties, tobacco companies.

· The sponsor should not have any direct involvement with, or being to be given privileged access to, the Authority in any respect in return for financial benefits or in kind benefits. Sponsorship must not compromise the professional integrity of the Authority, its member or officers. 
· The businesses ethos can not be giving conflicting or confusing messages about the Broads Authority to ‘users’ of the Broads area. - all possible avenues should be explored regarding the reputation of the potential sponsor including, for example, their ethical, financial and legal behaviour.

· Has the best possible deal for the service and/or members of the public been negotiated?

· The level of marketing activity should be proportionate to the investment being made. Additionally the physical marketing (e.g. advertisements or logos) should be in keeping with managing a National Park area.

· Any marketing will not suggest that the Authority endorses the company or product providing the sponsorship, or that the company or product is the ‘best’ or only supplier. 

· Where offers of sponsorship are received from companies in a competing market, the Authority must be able to demonstrate an open, transparent and consistent approach in deciding whether to accept or reject a particular offer. 

· The best deal should be seen from the ‘customers of the Broads area’ and not just the gains of the authority or the sponsor. Important – consideration should be made on basis of how this benefits the Broads, not the Broads Authority

· The sponsorship should be for additional services or improvements. It should not add to, or replace, core funding.
· Over reliance on sponsorship for assets can mask the need for future public sector investment and therefore this should be considered when looking at the length and terms of the sponsor agreement and the items to be “sponsored”. 

· Break clauses in the agreement should be negotiated to ensure the Broads Authority has the flexibility to end the agreement prematurely if required, but that also enables both parties suitable time to prepare for any premature ending of the sponsorship deal.

· The financial security of the partnering business should be considered and allowed for in the financial programming as a potential risk.  To this end, a project should not be entirely dependent on sponsorship funding.

· It is particularly important that the level of the investment outweighs any additional costs which the Broads Authority may have to incur such as:

· The impact on staff time to administer the relationship. 

· the ongoing costs of maintaining equipment. Costs of repairing and maintaining equipment might outweigh the benefits and should be explored from the outset, particularly if the sponsorship would tie the organisation to a service provider.

· Additional hidden staff costs dealing with issues like VAT liability and insurance liability. 

· A clear exit strategy for life beyond the sponsorship agreement must be in place before a sponsorship deal is agreed. 

· Sponsorship over a certain value, or that may be of particular public interest, should go to committee for approval

Lower level donations rather than full sponsorship of activity or facility.

Levels to reflect the local economy

There is the potential to develop a wide range of levels of buy in from private sector so that smaller businesses and the BA can benefit from working together. This could be seen as a donation and act as a “friend” of the Broads Authority. This could involve developing different levels of support such as Gold, Silver and Bronze which varies in terms of level of investment with the level of publicity and recognition. 

Below is an example of a similar gifting scheme provided by the Yorkshire Dales Millennium Trust. This is aimed more at individual donations; however the same principle could be applied.


For the Broads Authority it could work to have levels such as Bronze (e.g. £250), Silver (e.g. £1,000), Gold (e.g. £2,500) and Platinum (e.g. £5,000) to reflect small to medium sized investments. This could also then offer more rewards to the business depending on the award level such as the opportunity to use our boat trips for customers or staff, or spend a day with a Ranger for staff members etc.

Linked to this you could also market with a number of messages about the BA’s work and how businesses could pay to get involved. E.g. It takes £1,000 per day for a Ranger to manage an ancient woodland, how can you play your part?
It may require a certain amount of flexibility and the ability to customise levels for some sponsors to meet their marketing needs and larger levels of investment however it could generate a larger return from the number of smaller businesses in the Broads area.

One consideration when using this approach is the amount of staff time to administer the scheme. This could be a lengthy process and it would involve at least marketing to find relevant investors, continued publicity to donors, and close management of the sponsored assets to ensure investors are getting the best return on their investment.

The final consideration is how we engage with Business on a wider level, for example through advertisements in magazines such as Broadcaster – is this a form of sponsorship and therefore comes under the same scrutiny? The same could also be applied to the issue of company volunteering days; do we need to scrutinise companies wishing to volunteer with Broads Authority projects?

How you can help – make a gift


We urgently need your help to continue our work of conserving the Yorkshire Dales.


£50 can pay for 0.75 metres of pavement to be recobbled in a Dales village to improve the local environment and amenities


£30 will pay for a 1 metre stretch of Drystone wall to be renewed conserving the physical features of our outstanding cultural heritage from neglect and decay


£20 will pay for 4 metres of riverbank planting and fencing restoring habitats lost or damaged by river engineering works, agricultural management or other inappropriate activities.


£10 will pay for a tree to be planted in a new native woodland. We will also send you a certificate, and enter your dedication on our dedication register. Once the wood is planted we will send you details of the location and how to visit.
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