
1: Dancing to a different tune

2: Engaging the muse

3: Singing in harmony

4: Activating the performance

5: Making the impact

6: Curtain call

This section introduces the toolkit designed to review, refresh and enhance arts sponsorship practice, as well 
as highlights the shift towards a strategic partnership approach to arts sponsorship.
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Section 1: Dancing to a different tune

An ArtS SponSorShip toolkit
Is arts sponsorship unique? Is it the same as sport 
sponsorship but less expensive? Although the debate 
continues, there is growing consensus that the nature 
of art and sport may be different, and whilst there may 
be different emphases in the approaches to art and 
sport, the core sponsorship management practices and 
decision-making processes are fairly similar1. 

Sport is most often about competition and an ‘uncertain 
outcome.’2 Sport sponsorships therefore may hold 
greater popular appeal and result in increased media 
exposure. Sport is increasingly international in nature 
and often appeals most to mass-market demographics. 
In sport sponsoring companies therefore, the 
marketing teams are most involved and use above-
the-line communication techniques to reach large 
numbers of fans or customers, in increasingly cluttered 
environments.

Art is most often about artistic creation, expression 
and collaboration that preserves cultural identity and 
may facilitate intercultural dialogue3. The arts support 

“the ability to deal with complexity and ambiguity in 
society”. (Organisation for Economic Co-operation and 
Development 1993.)

Arts sponsorships therefore may connect with deeper 
held personal and community beliefs, while sometimes 
generating more targeted and limited media exposure. 
The arts cover a wide range of genres, providing 
significant growth potential for arts sponsors. 

There may be some perception that the arts are 
more exclusive and inaccessible, although the limited 
investment required and community nature of the arts 
suggests otherwise. In arts sponsoring companies 
one may find more senior-level managers involved in 
the arts to develop stronger relationships externally, 
build a more appealing image, and raise the morale of 
employees.

The ways in which a sponsoring company goes about 
setting their goals for the sponsorship, deciding 
what to invest in, managing the relationship with the 
sponsored organisation, and activating and measuring 
their sponsorship are similar, irrespective of the type of 
activity being sponsored.  This toolkit is thus focused on 
the main decision-making processes and management 
practices involved in a sponsorship (see Figure 1). 

As an arts sponsorship toolkit, this guide is designed to 
assist Sponsorship and CSI managers within companies 
to review, refresh and enhance their arts sponsorship 
practice. For existing arts sponsors, the toolkit provides 
an opportunity to assess the depth and breadth of your 
practices to develop a more rigorous and sustainable 
arts partnership approach. For companies considering 
investing in the arts, the toolkit provides a step-by-step 
guide and set of exercises to craft a well-considered, 
longer-term arts partnership strategy. The toolkit will 
also provide valuable insight to arts organisations 
developing a strategy for business partnership.

Figure 1: Sponsorship decision-making & management practices framework

Sponsorship 
objectives

renewal or 
exit

target 
audiences

Measuring the 
impact

Selecting the 
property

leveraging the 
sponsorship

negotiating 
rights

Managing 
relationships



4 Arts sponsorship toolkit - Section 1 - Dancing to a different tune

towArDS An ArtS pArtnErShip
Support for the arts is a well-established practice.  Its 
roots are often traced back to the Greek and Roman era, 
while the word ‘sponsorship’ is said to be derived from 
the Greek word “horigia”, which is a combination of the 
words “horos” (the dance) and “iigoumai” (I direct or I 
lead) - suggesting that the person who led or paid for 
the festival or dance was the “horigos” or sponsor4. The 
practice of art sponsorship has significant shifts in the 
way arts organisations and sponsoring organisations 
have approached their relationship.

One way to think about these shifts, and the evolving 
connections between the worlds of arts and business, 
is in terms of the three broad approaches to art 
sponsorship: patronage, marketing and partnership5.

The patronage approach to art sponsorship typically 
involves individuals or organisations with significant 

discretionary funds donating a portion of these to 
artists or arts organisations who are in need of funds 
to survive. The dominant form of interaction in this 
approach is more one-way and dependent, with 
strongly subjective decision-making. This approach 
has contributed significantly to the highly valued 
collections of art created and to the support of artists 
across the ages. Historians remind us of Michelangelo’s 
relationship with his benefactor Lorenzo de Medici, the 
art patronage competitiveness of the the Muslim taifa 
kings in North Africa and the Iberian peninsula by the 
15th century, and the development of a respected and 
privileged class of goldsmiths in Ashanti in West Africa 
under King Kofi Kakari.

More recently, The Economist highlighted the increase 
in private funding of the arts in the UK from £600,000 
in 1976 to £686m by 20096.

Table 1: Three broad approaches to art sponsorship

ApproAch pATroNAGE MArKETING pArTNErShIp

Focus Giving A deal Strategic integration

Basis Donation Business transaction Mission & values

The marketing approach involves the identification of 
a business opportunity, typically by a private sector 
company. It has also emerged due to the gradual 
withdrawal of public funding for the arts, which has 
forced arts organisations to raise funds from business. 
The dominant form of interaction for this more 
rationalist approach is mostly one-way, with business 
profit concerns driving decision-making.

The partnership approach to art sponsorship involves a 
more strategic integration between the partners. These 
relationships are typically longer-term and involve the 
fusion or synergy between the core values of the two 
organisations. The dominant form of interaction in this 
approach is more two-way and interdependent, with 
corporate citizenship and broader societal goals driving 
decision-making.

Exercise 1: Assessing your approach to arts sponsorship

Which approach best describes your current involvement in the arts?

currENT ApproAch EvIdENcE of ThE ApproAch 

How do you feel about your current approach?
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The shift or evolution from a patronage approach to a 
partnership approach has two important implications 
for sponsoring organisations. Firstly, the progression 
towards partnership involves a deeper and broader 
set of connections between the two organisations, 

therefore requiring a greater breadth of company 
sponsorship activities. Secondly, a partnership 
approach may result in greater image effects for the 
sponsoring company.

One way to analyse the breadth of connections 
between the sponsoring company and the arts 
organisation is to explore the company areas and 

functions in which the involvement in the arts can have 
an impact7.

Table 2: Company areas and functions impacted by arts sponsorship7

ExTErNAl To ThE buSINESS

Media coverage, reputation, 
networking & hospitality

Promotion, point of sales, 
advertising, branding, 
communication, customer 
relationships

Corporate citizenship, community 
programmes, social responsibility

Public relations Marketing CSI8

INTErNAl To ThE buSINESS v

Production Innovation, R&D Human Resources

Knowledge base, processes & 
culture

New product development, 
creativity & collaboration

Training and development, 
employee wellness, work 
environment & motivation

Figure 2: The progression to partnership
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Exercise 2: Assessing your company’s progression to partnership

Which areas of your business does your involvement in arts currently touch?

buSINESS ArEA how IS IT currENTly TouchEd by ThE ArTS?

Public relations

Marketing

CSI

Production

Innovation

Human Resources

Which areas could take greater advantage of your involvement in the arts?

Arts sponsorship strategies can be considered along 
two dimensions: the external or internal focus, and the 
shorter or longer-term investment9. These dimensions 
then create four quadrants, as represented in Figure 
3. The longer-term strategies are typical of an arts 
partnership approach.

Figure 3: Categorising arts sponsorships along two dimensions
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Exercise 3: Considering the focus and duration of your arts sponsorship

Reflect on Figure Three above.

Which quadrant does your involvement in the arts currently fit into?

Which quadrant would you like your company’s involvement in the arts to fit into?

An Arts Engagement index has been developed by 
BASA to track the extent of company involvement in 
the arts10. The index, a composite survey score scaled 
to 100, was developed from research conducted with 
BASA members during 2011. This Engagement index 
measured involvement in terms of the number of years 

involved in the arts, the hierarchy level involved in the 
decision to invest, the hierarchy level that makes the 
final decision, and the functions in the business involved 
in some way in the arts sponsorship. The total score 
for 2011 is 72%, suggesting strong engagement and 
progress towards arts partnership.

Longer-term investments in the arts, that integrate the 
two partnering organisations at multiple levels, have 
the potential to provide a competitive advantage to 
the sponsoring company11. Research suggests that 

this competitive advantage can happen at two levels: 
attainment of advantage in the competitive market for 
sponsorship, and competitive advantage in product 
markets.

Figure 4: BASA Arts Engagement Index

Figure 5: Sustainable competitive advantage through arts partnerships
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Exercise 4: Assessing your arts sponsorship resources

How strong and distinct are your arts sponsorship resources?

low MEdIuM hIGh

Tangible assets 
Such as:

Intangible assets  
Such as:

Capabilities 
Such as:

Which of the three types of distinct resources need further strengthening?

Arts sponsorship has progressed significantly and 
continues to develop as organisations work to achieve 
greater advantage. The shift from patronage to 
marketing to partnership means a change in the way 
organisations manage the processes around their 
involvement in the arts. The remainder of this toolkit 
details a set of frameworks and techniques that art 
sponsors can use to review, develop or refine their art 
sponsorship practices.

SponSor ltD:

To accompany you through the toolkit, 
we have created a fictional organisation, 
Sponsor Ltd. The management of 
Sponsor Ltd will demonstrate the tools 
available in each of the next 5 sections. 

Figure 6: Distinct arts sponsorship resources

In order to achieve competitive advantage, arts 
partnerships need to deploy distinct resources within 
three categories: tangible assets; intangible assets; 
and capabilities. Distinct and advantage-creating 
resources are those that are valuable to meet the needs 
of customers, rare, very difficult to duplicate, and not 
easily substituted. Tangible assets relevant to arts 
sponsorships include financial resources for rights and 
importantly leveraging of sponsorship rights. Other 

tangible assets could include exclusive access to venues 
or art collections. Intangible assets relate to the image, 
reputation and brand appeal of the arts property 
that triggers strong emotions and engagement. 
Important capabilities include the decision-making and 
management processes related to the sponsorship. 
These capabilities may take the form of sponsorship 
management, execution and evaluation routines that 
are codified into internal sponsorship disciplines.
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