
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

Sponsor’s considerations when renewing or exiting involvement in the arts, as well as the management of 
multiple sponsorships are discussed in this section.
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Section 6: Curtain call

This section of the toolkit deals with a sponsor’s 
considerations when renewing or exiting involvement 
in the arts, as well as the management of multiple 
sponsorships.

Research suggests that a sponsor’s intention to renew 
is driven by the combination of the extent to which 
they are focused on the needs of the arts organisation 
they have partnered with, the extent to which the art 
property is focused on the needs of the sponsor, and 
the levels of trust and commitment the sponsor has in 
the arts organisation28.

Sponsorship relationships can fade for a variety of 
reasons, including the lack of the drivers of relationship 
quality discussed in section 3 of the toolkit. A weaker 

relationship may be the forerunner of an unintentional 
exiting of a sponsorship contract. Research has 
identified the following triggers of relationship fading29:

 » Changes in the quality of relationship between the 
partners

 » Changes in the characteristics of the sponsoring 
company and/or arts organisation in the 
relationship

 » Changes in potential competitors

 » Changes in the broader contextual business 
environment

Figure 18: Drivers of intention to renew sponsorship
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Figure 1: Sponsorship decision-making & management practices framework
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A sponsorship portfolio is the collection of sponsorships 
comprising sequential and/or simultaneous involvement 
with events, activities and individuals utilised to 
communicate with various audiences30. This may mean 

that a company’s arts sponsorship portfolio includes 
properties that are distinctive in image and may even 
be incompatible.

The development of a sponsorship portfolio typically follows three steps:

Research suggests that the perceived fit between a 
company’s different arts sponsorships can impact the 
extent to which they contribute a positive brand image 
to the sponsor. Building a sponsorship portfolio that is 
concentrated within one sponsorship category (such 

as performing arts) can enhance a sponsor’s ability 
to transfer the positive image associations from the 
category to their company’s brand. 

New arts sponsorships entered into or 
inherited. No structure. Tactical.

Sponsorship property selection and exit 
criteria developed. 

Established model for sponsorship portfolio, 
informed by on-going sponsorship 
objectives and sponsorship philosophy

SPONSORSHIP ACCUMULATION

SPONSORSHIP REFORMATION

SPONSORSHIP MODEL

Exercise 16: Assessing relationship fading triggers

Are any of these triggers evident in your environment or relationship? If you don’t intend to exit the 
sponsorship, how can you address any weaknesses that have appeared in the relationship?
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