
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 of the toolkit deals with the numerous internal and external arts sponsorship leverage opportunities 
available to companies.
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Section 4: Activating the performance

This section of the toolkit deals with the numerous 
internal and external arts sponsorship leverage 
opportunities available to companies.

Acquiring the rights to associate with an arts 
organisation, property or project merely provides 
the sponsor with the right to exploit the partnership 
to achieve its objectives. Without supporting the 
sponsorship through additional investment, often in 
the form of communication spend the achievement of 
the sponsor’s objectives may be unlikely. Increasingly, 
a portion of sponsorship leverage is being included in 
more “loaded” rights packages being made available 

by arts organisations. These loaded rights would be 
included in the initial sponsorship agreement and 
cover certain advertising, branding, PR or employee-
focused activities. The benefit of loaded rights to the 
arts organisation is to increase the appeal of their 
rights package, by reducing the expected leverage 
investment required by the sponsor. The logical flow 
from objectives to rights to activations to evaluation is 
outlined in Figure 14.

“Don’t buy the toy if you can’t 
afford the batteries!”

- Sponsorship director

In section 2, we mentioned the idea of ‘created fit’, in 
which non-obvious associations between the sponsor 
and arts organiation need to be emphasized in order for 
the target audience to perceive a sufficient degree of fit. 
Sponsorship leverage or activation, which supports the 
rights acquired, can be used to assist the target market 
to recognise the created fit by providing an explanatory 
link between the two partners21. 

In order to achieve the arts sponsorship objectives, 
the sponsor may wish to persuade a target audience 
of something. Previous research has pointed to the 
important role played by the strength of link between 
the arts sponsor and the arts property, the duration of 
the link, the gratitude felt by the target audience due 
to the sponsorship, and the level of perceptual change 
within the target audience experienced as a result of 
the sponsorship22.

Figure 14: The sponsorship process
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Figure 1: Sponsorship decision-making & management practices framework
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The strength of link relates to the considerations of 
fit previously discussed. The longer an association 
between a sponsoring company and an arts property, 
the greater the persuasive impact. Gratitude is an 
important consideration within arts sponsorships, 
especially the support of previously struggling or 
poorer community-based art projects. Sponsoring 
companies who are able to activate their sponsorship 
through communication highlighting the ways in which 
their investment has enabled artistic expression may be 
able to increase the sense of gratitude felt, especially 
if the project or community is one that the target 
audience has an emotional connection to. An important 
caveat in emphasising gratitude is to ensure a high level 
of authenticity and the avoidance of any perceptions 
of over-commercialisation. The line between support 
and exploitation may be thin and needs to be 

carefully considered by the sponsor in their activation 
communication. Excessive corporate hospitality and 
product or corporate branding that may seen as 
inappropriate at an art project involving community 
members, and may negate any positive feelings of 
gratitude23 . An effective communication campaign to 
support an arts sponsorship may be able to influence 
the way in which the target audience perceives the 
arts sponsor, especially if the fit between partners is 
emphasised for an association that the sponsor wishes 
to strengthen.

The recent BASA members’ survey demonstrated the 
range of different leverage activities being employed by 
companies to support their arts sponsorships:

Persuasive
impact

Strength
of link

Duration
of link

Gratitude felt
due to the link

Perceptual change 
due to the link+xx= ( )

Figure 15: Model of the persuasive impact of sponsorship

Figure 16: Leverage activities employed by BASA members
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The BASA research went further to identify three sets 
of leverage activities being employed by members to 
support their arts sponsorships:

Internal leverage: This type of leverage activity 
includes staff volunteering, employee mentorship, 
internal activities, branded merchandise and company 
branding. The function involved in this leverage type 
is executive management.  Scaled to 100, the score for 
this type of leverage is 37%.

High contact, below-the-line leverage:  This 
type of leverage activity includes making products or 
services available for use by artists, presence at an art 
event where customers can test products or services, 
social media activities, and PR activities that inform 
about the sponsorship. The function involved in this 
leverage type is CSI/Foundation.  Scaled to 100, the 
score for this type of leverage is 39%.

Promotional leverage above-the-line: This 
type of leverage activity includes online Internet or 
Mobile sites about the arts sponsorship, above-the-line 
advertising about arts sponsorship, sales promotions 
linked to arts sponsorship, art events activities that 
facilitate contact between customers and employees, 
and competitions linked to arts sponsorship. The 
function involved in this leverage type is Marketing/
Sales/Communications.  Scaled to 100, the score for this 
type of leverage is 49%.

Arts sponsorship leverage activities are therefore 
typically external marketing communication campaigns, 
although they can be balanced with internal employee-
focused initiatives, especially when the target audience 
for a sponsorship are employees. The choice and 
combination of leverage activities is thus strongly 
influenced by the objectives set and the target 
audience selected.

SPONSOR LTD:
Given Sponsor Ltd’s objectives to support social cohesion among internal and external stakeholders 
in South Africa, Kenya and Nigeria by publicly challenging 5 core race-based stereotypes by the end 
of 2012, and to deepen their brand associations of creativity and business returns within existing 
clients and employees by 20% by the end of the current financial year, the management team 
decided on the following leverage activities:

Internal leverage: Strong senior management attendance and participation in the art project; team-based 
volunteering with the arts organisation to contribute creative ideas as well as tap into different frames of reference 
and contexts.

External leverage: Inclusive hospitality environments for employees and clients to engage with the artistic 
performances and each other; opinion-piece PR contributions that used the performances to generate public debate 
about race-based stereotypes in society; a specially produced client-focused book celebrating the agency’s great 
advertising work that built strong brand equity.

Exercise 14: Deciding on leverage activities for your arts sponsorship

What is the overarching theme or purpose of your sponsorships?  What guiding statement would 
communicate the kind of sponsorships you would do versus those you would not do?

Which external leveraging activities would be most suitable to help you achieve your objectives?
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