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CREATIVE INVESTMENTS

Standard Bank National Schools’ Festival, Grahamstown  9.7.2001

Nicola Danby, CEO Business and Arts South Africa

This is a new experience – I usually find myself talking to people who are older and grayer, very often with little interest beyond the proverbial ‘bottom line’.    So while your hair may turn grey and your wardrobe might be grey, never let your mind be grey.   

 
We’re talking about innovation and imagination in this market place of ideas, where the arts should be hot property.      Art – in whatever form – succeeds in exploring, challenging and stimulating us to open the doors and windows of our mind and to think, to find new ways of seeing.

Javier Perez de Cuellar, former Secretary General of the United Nations, once said: 

“If culture becomes the lodestar of development, if it becomes one of the top priorities on national and international agenda, we shall have preserved the only part of our human heritage that is as yet unspoiled – the virgin lands of the future.”

Which is why you are so important, because you are not only forging the future of the arts in South Africa; your generation, as with every generation before it, will take responsibility for developing the type of society you inhabit, the culture you develop.   The arts present opportunities for people to reconnect with people – as opposed to the mechanical or techno-driven; the arts are generous, sharing experiences, building communities.    

Some of you may become artists, others may move into the commercial sector.    But the world of the arts and the world of business are not necessarily mutually exclusive; each can benefit from the other.  Patrons of the arts are nothing new – take, for instance, the Medici’s, the great courts of Europe, many a merchant seeking that elusive something called status or prestige.   Whatever the motive, the money secured the well-being of (some) artists, and the future of the arts.    Today government does support the arts, but we still need patrons to take them beyond mere survival, and allow for the emergence of the cutting edge, avant-garde work that keeps us on our toes.      Which is where Business and Arts South Africa enters the picture.

Briefly we were established 4 years ago by government and some 49 enlightened businesses, with our primary aim being to develop and promote mutually beneficial and sustainable business-arts partnerships, that would in the long term benefit the community at large.    We identified sponsorship as the best vehicle to achieve this, where money is given for something received; where the relationship between funder and recipient moves from a handout to a handshake on the basis that the arts provide an effective and viable communications or marketing tool for a business.   Here, I hasten to add, we do not suggest that art should be moulded to suit a corporate objective, rather that once clearly defined objectives are in place the right  arts ‘property’ can be found.

Historically, arts funding has tended to fall within CSI [Corporate Social Investment – Ed.], with the arts viewed from a purely philanthropic or charitable perspective.   Unsurprisingly, arts and culture is the smallest development sector in terms of the percentage of corporate grants supporting it, and the share of CSI budget it receives.   Many of these funders anticipated a decline in CSI funding of the arts over the next 3 years – this has yet to be tracked -  possibly reflecting a shift from CSI to marketing and sponsorship, but probably reflecting corporations’ desire to be seen to be addressing the government’s priorities. 

This is, in truth, an opportunity waiting to be taken up …

There are numerous immutable arguments for support of the arts – yes, they are our identity, our ‘soul’ if you will, and offer a country its best ambassador abroad (look at Celebrate South Africa in London, Buskaid in the USA); yes, they can and do attract new money into areas with little else to offer – festivals alone can regenerate impoverished areas (some years ago, an economic report showed that this festival attracted R25million new money into the region); yes, they can create jobs not only within their own sector but with inevitable run-on into service and hospitality industries (cafes, restaurants, taxi etc.); yes, they are a catalyst for urban regeneration (look at Johannesburg, Durban and Cape Town); yes, they are key to educating, challenging and stimulating young and old,  to building civil society, a society comfortable with its own diversity; and yes, for the corporate sector, sponsorship of the arts presents numerous – and as yet largely unexplored – opportunities to meet both commercial and philanthropic objectives.   We’ll look at these in more detail later.
But in truth they need no justification – in the history of all societies,  the arts are as natural as breathing, whether in Africa or Europe, America or Asia.    They have survived through war and censorship, pestilence and famine.   Simply put, artists live only to make art, building up a treasure house that today we rightly call heritage – our cultural heritage.


The tragedy – if that’s not too strong a word – is that we as a nation, as a people, don’t appear to value our artists, let alone their work.     The arts are constantly playing Cinderella to a raft of more ‘worthy’ causes, and find themselves at one level competing with overriding national priorities and concerns and, at another, with the ‘dumbing down’ of our society.   And this in a time when, as part of a new global economy, we must acknowledge the power of intellectual capital and the need to develop social capital  – the invisible glue that holds society together.

Some R6 billion is spent annually on sponsorship in South Africa: of this, 4%-6% goes on the arts.   This invites the obvious comparison with sport -  while the discrepancies are glaring, looked at from another perspective, the arts and cultural activities represent are an area of huge potential for the corporate sector.   Similarly, there are real opportunities for the artists to move away from a begging bowl mentality and look for sponsorship – as I said, there are mutual benefits when the right match is made.


This doesn’t mean it’s all plain sailing.   Artists and arts organizations worldwide face similar problems to ours -  I quote from ‘Classical Music and Social Result’ by Ruth Levitt and Ruth Rennie in the UK:  

“All the arts are facing increasing pressure to prove their relevance and worth in the modern cultural marketplace, to be more accessible to the population as a whole, and to contribute to broader social and economic agenda”.   

Although many artists – correctly – would argue that serving social goals is not their primary aim, government priorities are job creation and economic empowerment; education and upliftment -  all issues that the arts can address.  

It is useful to look at how creative objectives may be incorporated into policy or business agenda that benefit not only the arts organisation but also their particular audiences, communities and other stakeholders.   And it is worth noting that research elsewhere shows that the philanthropic sponsorship, a sponsorship of a cause, is more likely to have a positive impact on the corporate image than a purely commercial sponsorship.

Partnerships

We must acknowledge the obvious – that business is in business to make a profit.     As much as business needs to sell product it is equally interested in promoting a positive image within its target markets – customers, shareholders, staff and – very often – government. 

Business may or may not be interested in sponsoring the arts -   it is still new territory for many corporate sponsors and they are not seen as first call on corporate budgets  –  but when they are presented with a spin on them, attitudes change.   The move towards good corporate citizenship is growing, but the arts sector has to demonstrate that it too can contribute to new social agenda where possible.    The arts are particularly well-placed to combine commercial and philanthropic objectives. 

From a purely commercial perspective, arts sponsorship can form an integral part of marketing or promotional strategy, together with sport, for example.  As a communication tool for business, the arts can meet one or several of the following objectives:

Awareness

· Increasing awareness of the company

· Increasing awareness of the brand

Positioning

· Corporate image establishment, enhancement and change

· Brand image or brand personality establishment, enhancement and change

Distribution channel effects

· Guest hospitality

· Building customer/trade/supplier goodwill

Employee relations

· Motivation and reward of individuals

· Improving intra-company communications

Public relations

· Give perception of media involvement

· Increase media coverage of company

· Counter adverse perceptions of company

Sales

· Increasing sales

Trial

· Stimulating product trial

Strategic

· Defensive or to block competitors’ opportunities.

Two important factors:

1.   What does the company want: 

· too often, applicants place their needs first, with little or no acknowledgement of the  potential sponsor’s needs

· essential to state demographics – who the target audience is and what the market is (this is very often all the information a company wants)   Good example is NEA who have secured airtime deal with Primedia (raft of stations) and can affirm their ability to reach 2,3million children within a specified age range.

· the arts are, very often, a long term sponsorship proposition with benefits accruing over years.   In this case, if possible get to the top as local or regional managers and directors are often concerned with immediate results to meet targets set by HO 

2.  What is the arts organization offering a sponsor

· approach companies on the basis of synergy between their aims and intentions and your play/exhibition/event.   Do not simply solicit funds on the basis that “this company likes the arts”.

· be clear as to what benefits are available to a sponsor

Leverage 

Notable absence of leverage around arts/cultural events, as compared to sport.   Need to encourage sponsor to pull in their marketing/promotional arms to leverage arts sponsorship more effectively.   

Standard Bank’s sponsorship of the Chagall exhibition is a good example .   Organised and implemented in collaboration with the French Institute of South Africa, Standard’s objective was to position the banking group more favourably with its major stakeholders such as the business community, government, and potential foreign clients.   It further served to highlight the Standard Bank Gallery as a leading exhibition space in downtown  JHB.   In normal circumstances, invitations go out and posters go up. In this instance, Standard Bank developed a full-blown marketing and communications campaign around the exhibition, which ran in both Johannesburg and Cape Town, attracting 25 000 and 24 000 visitors respectively.    The bank used the exhibition extensively to entertain existing and potential clients in the gallery. In JHB, the educational programme drew in 4 500 learners from city, township and rural schools across Gauteng – and interestingly they came under their own steam – no subsidies here.   The exhibition became a ‘must-see’ – the attendance numbers were unprecedented – undoubtedly due in some part to the leverage or marketing of the event.

Some models (case studies)

The following case studies demonstrate how successful business-arts partnerships can address multiple issues where the sponsor, the recipient arts organization and the wider community benefit.    The company achieves commercial objectives, and at the same time addresses priorities outlined by national government (and government is an important stakeholder to consider).

BRANDING AND DIRECT ECONOMIC BENEFITS

Standard Bank National Festival of the Arts

This schools’ festival and more particularly the national arts festival, currently sponsored by Standard Bank, is a good example of an effective partnership – one that has perhaps worked too well.   The festival has brought undisputed wealth to this region – one that is impoverished: an economic survey conducted in 1997 showed that some R25m in new money came into the region during the festival.   Jobs, albeit temporary, are created; skills transferred; entrepreneurial activity encouraged – all around the arts.

As you know Standard Bank is stepping down as title sponsor of the festival this year after 18 years [the festival itself has been running for 27 years] – the National Arts Festival will become the brand.   But the bank is not, as has been suggested ‘pulling out’.   They will reduce the level of their financial involvement with the festival, remaining a substantial sponsor, and are actively working with other professional interests to source 3 or 4 other corporate sponsors at the same level.   Their decision is entirely strategic: the political, social and economic landscape has changed markedly since they first sponsored the fest.  Equally, the festival has changed: in its heyday, the festival celebrated free association and free speech in a climate of repression.  Today costs have risen to maintain standards, and there are now numerous successful festivals  with multiple sponsors.   But, importantly, the bank’s client base has shifted - research has shown that 85% of their client base is black, across all income levels, which more properly reflects the demographics of our country.   The bank has re-evaluated all its sponsorship activities, and moved away from a soft or corporate social investment approach to one of marketing/promotional activity with CSI elements.    As a result it has spread its arts activities beyond Grahamstown to reach its client base, and monies freed up by this strategy will be applied to other arts projects.   Standard Bank’s arts sponsorship is growing not diminishing –  they spend in excess of R10m annually, excluding administration and operational costs.   This represents a major commitment to the arts.

Comment: festivals are now commissioning and producing new work, they are becoming the ‘patrons’, whereas in the past they would pick the plums from existing repertoires.    Theatres are taking less risk, the situation is reversed.

BRAND ENHANCEMENT AND URBAN REGENERATION

ABSA
The newly formed ABSA Group - an amalgamation of various different smaller banks – aimed to position itself as a cohesive, modern, progressive and accessible bank.    ABSA, already an established sponsor of the arts, integrated contemporary art into its new  corporate headquarters in the Johannesburg CBD; work was commissioned to complement the design of the building, and some areas were designed around the artwork.  In effect, some 1% of the construction costs  went towards art, resulting in a spectacular contemporary African blend, internally and externally (world’s largest kinetic mobile weighing 2,5tons depicting the Johannesburg city skyline; 6 storey high woven banners by Norman Catherine; Walter Oltman’s 11 meter high wire sculpture; Karel Nel’s 6 meter panel; bollards – carved in wood and cast in concrete, on the surrounding pavements).   Extensive media coverage around the project, directed at all stakeholders, has reinforced the perception that ABSA is innovative and progressive,  committed to the regeneration of the  Johannesburg CBD, and to the  development of SA artists and conservation of our own cultural heritage.  

More recently, Investec committed R850 000,00 for artworks to beautify the interior and exterior of its new Cape Town regional office, with a further R550 000 earmarked for landscaping (this was driven by Cape Metro’s policy to regenerate the entire CBD).

IMAGE ENHANCEMENT AND SKILLS DEVELOPMENT

Ocean Blue Adventures in Plettenberg Bay

This is a relatively small marine ecotourism company, who have linked conservation and community through cultural and eco-tourism, involving the adjacent Qolweni township as stakeholders in the growing tourism business.

Ocean Blue recognized that it needed to put something back into the community from which it draws its workforce, and that there were mutual benefits to be had.   Successful community-owned enterprises have been generated, such as a cultural tour business, a guide training scheme, micro businesses around fruit and vegetable production, a school bursary scheme and a crèche, and the Umthombo Theatre and Dance Group.  Interestingly, Qolweni residents put development of the cultural group before sport – rightly so, as it now attracts foreign and local tourists, generating substantial income which is ploughed back into maintaining the self-built amphitheatre, and paying the adult performers.   Children who are performing of school-going age are not paid, but the excess goes towards their school fees (annual fees for 25 children have been paid in this way).  This is an incentive for parents to encourage their children to get involved in theatre, and performances are used to build on traditional values.   At the same time, the theatre is used to educate the youth particularly about positive aspects of conservation and its long term benefits for their own community.   

The benefits to the community are obvious; Ocean Blue has built enormous goodwill, and the training and transfer of skills contributes to a more stable environment in which it may continue to operate.

REPOSITIONING AND ECONOMIC EMPOWERMENT

Anglo Platinum and Impala Platinum

Anglo Platinum and Impala Platinum (Implats) have sponsored the

Kaleidoscope Children’s Arts Festival in Rustenburg for the past 4 years.   The festival offered a unique opportunity to shift negative perceptions of the mining industry in the region and, at the same time to bring children from different backgrounds together to build a united future.  Both companies have successfully used the festival as a vehicle to educate and entertain their mine workers’ children, highlighting their commitment to education and upliftment of the youth; thus better relationships between workers and management have been built and a positive corporate image has been developed.   In a broader perspective, and of enormous value to both companies, the festival has created employment opportunities in an impoverished area, particularly for rural crafters - mainly women.     Economic empowerment is crucial to building a more stable environment .

Interestingly, the festival - with its clearly defined target market of  children aged 3 - 13 (and, naturally, their parents) - has attracted sponsorship from numerous smaller businesses,  ranging from the local school book and general stationery dealer, to a small independent dairy competing with the larger ‘supermarket’ brands.   Both these reported increased sales, directly attributable to their sponsorship programmes at 

the festival.
REPOSITIONING/BUILDING BRAND

TEBA BANK 

The Teba Bank Art Competition was used to rebrand the bank as a retail outlet – gave direct reach into the farthest rural communities.   For the past 26 years,  Teba Savings Fund served the needs of mining employees in facilitating transmission of earnings from the mines back to rural families and offering affordable financial services.   Teba recently acquired a banking license and Teba Bank was born, with a single objective to better meet the needs of the communities in which, historically, it had operated.    It’s a competitive market, and Teba needed to get this information across to its enormous customer base.   As part of a major communications campaign targeting existing and potential customers, it ran an extensive art competition offering cash prizes.    The response – and level of work – was totally unexpected.   The competition built awareness among its customers of the organization’s conversion into a bank, and reflected its new direction without impacting negatively on its long-standing focus on the community.    The competition was further leveraged by a selling exhibition, offering further benefit to those who entered.

IMAGE BUILDING/INCREASING ACCESS TO THE ARTS

METRORAIL PRETORIA and the Metrorail Art Gallery

This is a gallery with a difference.    As one of Metrorail’s key values as a business is demonstrable community involvement and empowerment.  Their strategy centres around investing in the same communities that have supported them over the years and portraying a caring image through implementation of a project that restores dignity and created work for local artists.   Importantly, it had the potential to enhance the commuting experience for the millions passing through the stations daily.   In  collaboration with the northern Gauteng Department of Sports, Recreation, Arts and Culture and Pretoria-based Arts for All and Fopspeen Live Art, 7 Metrorail stations in and around Pretoria were transformed from depressing gray platforms to vibrantly colourful public spaces, with large-scale works created by 28 prominent and up-and-coming artists.  This permanent exhibition of artwork, based on the San concept of ‘rock art’, includes sculptures and murals, all site-specific (for example Loftus Station features sports themes).   Thus, the Metrorail Art Gallery brings art to the people. 

Enormous positive publicity for Metrorail, and increased awareness among commuters (its consumers) of Metrorail as a company committed to serving their needs.  Numerous commuters commented positively on their improved environment.

BUILDING PRODUCT AWARENESS AND YOUTH DEVELOPMENT

MTN

MTN launched its Art Institute and Education programme 3 years ago, centring around a collection of work by SA printmakers which was installed at the company’s head office.   As internal interest grew within the company, the collection expanded to include commissioned contemporary works by leading SA artists.   Tours and walkabouts were run  regularly,  and an artist in residence  programme was introduced.     Senior schools brought tours through the collection;  MTN increased its reach by launching the MTN Artbus and taking the work, or facsimiles, out to poorer schools in the townships and outlying areas.    Branding and product promotion geared to a youth market link directly to building skills and knowledge within the schools, providing them with a resource that would otherwise be unavailable.   

BUILDING IMAGE AND ADDRESSING SOCIAL ISSUES

Originally Umgeni Water – now, Standard Bank as title sponsor of the Awesome Africa Festival

The festival was built on three legs – culture, community and the environment.  It is held in the Shongweni Nature Reserve, and the festival is used as a hook to attract a new audience to the area, people who would not be aware of environmental issues; at the same time, it has increased income for the reserve as number of visitors increase, and importantly created employment opportunities for the local community during the festival such as cleaning,  security, craft  stalls, a shebeen and food stalls, some of which have inspired the development of micro businesses by local entrepreneurs (cleaning, backpackers hostels, B & Bs etc.).    The festival also incorporates a capacity building programme, and includes local school choirs and dance groups in the line-up, integrating them fully into the planning and process. This “Sustainable Lifestyles Programme” linked into the festival, illustrating that development and quality of life, and the environment, are interdependent.

Branding throughout increased public awareness of Umgeni Water and its role in conserving SA’s natural resources.  The company’s profile was enhanced and was used to position itself positively with all tiers of government.   In the Shongweni area the project built positive profile within the community by giving back - through opportunities and  capacity building -  to the region which supplies Umgeni Water with its work force.    

This will be the first year of Standard Bank’s sponsorship, and the first time they have taken naming rights of a property in KwaZulu Natal. 

Given the success of the first two  festivals, smaller sponsors have come on board, targeting specific niched markets…

.

NICHE MARKETING

The arts lend themselves to niche markets – careful research by a company into particular audiences can ensure that the right matches are made.   Arts sponsorship is relatively inexpensive, and the ROI can be worthwhile.

Standard Bank - again 

Their sponsorship of the ‘Joy of Jazz’ performances and Jazz Festival series was linked to a product designed specifically for the black market – here Standard Bank have developed the synergies inherent in their product and the programme.   As a result, they introduced a new product directly to the target market and increased market share.    

As with much of their sponsorship, what started as product marketing is now geared to promote and market the Standard Bank brand.    In this particular instance, research has shown that the jazz concerts attract and reach a broader band of consumers than originally envisaged.

DaimlerChrysler Contemporary Art Award

This is an interesting sponsorship since it involves both DC SA and DC in  Germany. The association with excellence in the arts links with the image the company wishes to project: innovation and style, and is aimed directly at their target market both here and abroad.

Proposal to use SA award winners as ambassadors in countries to which they export SA manufactured product, and to introduce similar arts sponsorship programmes in those countries.

Film Resource Unit

The Film Resource Unit is an example of an ongoing project, sponsored largely by foreign foundations with some local support.    The project – through mobile film screenings -  reaches directly into remote rural areas and townships; the medium is  attractive and flexible and provides a real opportunity to market and promote,  while educating, informing and helping communities.

BRAND LOYALTY/RELATIONSHIP MARKETING AND ARTS IN EDUCATION

JOKO Tea

Joko tea has sponsored the Joko storytelling project for 5 years, reaffirming the synergy between the tradition of tea drinking and Joko, the synergy of its core values and the tradition of storytelling.   Joko  is building brand equity and loyalty through this relationship marketing, by giving something back to its consumers.  The project has extended into provision of a library bus in Alexandra township,  and links through to Joko’s advertising and marketing campaigns. 

CAUSE RELATED MARKETING

Multiple sponsors

The AIDS 2000 Ribbon unfurled at the Durban Art Gallery earlier this month.   Weighing some 700kg and  500 meters long, the ribbon was painted by about 1000 local people, bearing messages and carrying  logos of sponsoring companies.   This was an unforgettable image – a huge red ribbon carried through the streets of Durban and tied around the Durban City Hall at 2nd storey level.    Sponsors link to a good cause - HIV/AIDS awareness - through a high profile and original arts event.

Nedbank

Nedbank’s sponsorship of the Nedbank Last Night of the Proms offers extensive branding and promotional opportunities, and links the bank with a good cause.   All proceeds go to LifeLine.

POSITIONING  AND BUSINESS DEVELOPMENT
First National Bank Vita Awards programme (free and open platforms for original work - be it visual arts, dance, performing arts, crafts, and associated awards for excellence) has been deliberately designed as a ‘below the line’ marketing tool.  It has successfully positioned the bank across a widely segmented market nationally, building brand awareness and goodwill.   Each event addresses differing target markets, in keeping with FNB’s marketing philosophy of smaller banks, reaching the people.  Their Vita Craft Now exhibitions have been extended to reach new markets, and are tied to small business development programmes.

MARKETING PRODUCT AND SERVICE

Nedcor Investment Bank

Syfrets, UAL and NIB merged some 3 to 4 years ago to form a single brand – NIB.   Their strategy has been to create awareness of and promote the new brand in the marketplace, integrating all elements of the marketing mix – media communications, investor relations, advertising – and sponsorship.   They needed a programme that would reflect the interests of their clients – high net worth individuals and corporate clients.   What better than the arts, and a programme that offered potential high quality performance plus a developmental and training angle.    The partnership with the Black Tie Ensemble started last year, and NIB are committed through 2001.

Black Tie is a group of extremely talented young singers selected for their operatic vocal potential and who are undergoing operatic and voice training

ABSA 

Through the ABSA National Youth Music Competition at UPE, ABSA targets young achievers countrywide.    This introduction to ABSA through a prestigious competitive event is built upon when prize monies are paid to winners by way of an ABSA savings account.    A pilot developmental project has been added to the programme to reach less privileged young people.

Nedbank sponsorship of the Two Oceans Concert

A small chamber orchestra performed at the Two Oceans Aquarium at The Waterfront in Cape Town, every  weekend over one month.   There was extensive branding and product promotion, plus opportunities to entertain clients..    The sponsorship was tracked in terms of product sales and brand awareness, and gave an  extraordinarily  high ROI.   Low cost, high return.

Pernod-Ricard sponsor a series of art exhibitions at a new art gallery in Cape Town.  Promote their SA brands – Jameson, Longridge wines

Smirnoff sponsorship of the Smirnoff Mule Comedy Festival

This linked a new product to a comedy platform, over peak holiday season at a high profile theatre.   Targeting the 22-30, ‘yuppie’ market, its clients and distributors, Smirnoff tied the festival in with its marketing and promotional activities.   Research demonstrated increased sales of product as a direct result of the sponsorship.

Stuttaford Van Lines

Stuttaford Van Lines, a freight company, consistently sponsor art exhibitions touring the country, by way of free freight for the art works.   They directly reach the targeted AB income group, and position themselves as the transport company of choice for valuable and fragile items.

SAA

SAA’s former sponsorship of the Spier Festival was designed to enable SAA to develop a series of special packages around the festival, providing a platform for SAA to generate national and international brand recognition, and offering valuable hospitality opportunities.    SAA is committed to raising the profile of the South African performing arts. 

HOSPITALITY

JP Morgan

JP Morgan sponsored the Alvin Ailey American Dance Theatre to launch its presence in South Africa and create the appropriate profile, using the prestige performances to entertain potential clients, to network directly with business leaders and opinion makers, and to position it with  government.    This was, in essence, the ideal opportunity to lobby and entertain.     At the same time, the extensive workshop and outreach series accompanying the dance season positioned the bank as a caring corporate citizen.
Let’s not forget smaller companies – it’s as easy for them as for the large national or multi-nationals, with immediate reach into their target markets.

 Byrne Pipe Organ Builders cc

This Durban based company – involved in what is by any measure a fairly esoteric industry – was contracted to rebuild and restore the Durban City Hall organ.   They developed an entire marketing campaign around this, linking it to their sponsorship of training of the first accredited black organ builder in SA and commissioning a new SA work to be performed by a young black organist – to be premiered when the organ is fully restored.  The campaign and resultant publicity – through both traditional and electronic media – has resulted in commissions for organ design and restoration from Italy, Australia and the UK, and for locally manufactured items.

In closing

Clearly, arts sponsorship can be an effective – and cost-effective  business communications tool -  with the capacity to offer a mix of commercially driven and philanthropic  objectives.     Arts events, by their nature, attract particular audiences: while relatively small, there are many opportunities to leverage sponsorship beyond the event itself.

A great deal of arts sponsorship appears to be directed at brand building – but more frequently brand value is is being built in to the balance sheet of companies.   The worth of a brand is no longer intangible, it represents real value to a company.    Through the arts a company can engage directly with the consumer and build relationships or change attitudes: intangible perhaps, but with long-term value.

The arts can be  controversial – but so can too can other sectors.    The recent cricket  scandal clearly illustrates that sport can have a positive or negative impact on a brand.

One factor that continues to militate against acceptance of arts sponsorship is that the arts sector needs to understand and articulate what value they can offer the sponsor, before simply presenting a list of needs.   This is changing.   Equally, individuals within corporations, who are responsible for decisions  around issues of sponsorship,  seldom have any knowledge of or interest in the arts – it is, quite naturally, far simpler to stay with what one knows.   

In the past, countries sent in their warships followed by the traders and merchants: today, culture is our best envoy, and  trade links follow.

As South African companies become  globalised, their target markets are changing;  we need to project our own unique South African ethos to differentiate ourselves in a world market.   The arts provide a unique opportunity to do this.    

While one can continue, through cases studies, to present arguments for sponsorship of the arts – because it can and does contribute to bottom line, there is an issue of equal importance.    We are all engaged in trying to build a stable environment, essential for the growth of business; economic growth feeds into the development of civil society.   From a very general perspective, the arts build leadership skills, notions of self-worth, self-confidence and conceptual skills.   

This was beautifully showcased at an art exhibition with a difference,  held by the US equivalent of BASA with The Forbes Magazine Gallery (of Forbes Fortune 500 fame)  “After Hours – Executive Creativity”.    Top business leaders were invited to submit literary or visual artwork, to illustrate levels of creativity within the business sector and to reinforce links between business and the arts.   Each was asked to comment on this relationship:

· David Finn, CEO of New York based Ruder-Finn, Inc. “When men and women who hold positions of responsibility in a society recognize the importance of cultural experiences they become leaders rather than just managers.  In my own case, I have had as strong an interest in creativity in the arts as I have had in creativity in business.  I think each stimulates the other.”

· Dan Tellep, retired Chairman Lockheed Martin Corporation: “In my experience, the worlds of art and business are not entirely polarized but necessarily share common processes of intuition and creativity.  Throughout the many phases of a long business career, my affinity for the arts and for images was quite consciously reflected in my thought, planning and creativity.  Did my interest in art shape my career? No. Did it help? Unquestionably.”

· John Hunt, TBWA Hunt Lascaris: “There’s so much talk about convergence.  Convergence in media, convergence in technology.  I think there’s also convergence in business and creativity.  Besides keeping you solvent while the other keeps you sane, I think this cross-pollination makes you better because it widens your band of interest.”

· Virginia Arana Greene, Senior V-P Wells Fargo: “The process of making art has its own time, its own reality, and its own cosmic humour.  It teaches us again and again that as individuals we are not really in control of the outcome of anything, and this gives us the freedom to see and trust in the extraordinary talents of those around us.”

Whether you choose to enter the world of business or the world of the arts, it is worth remembering what Javier Perez de Cuellar, former Secretary General of the United Nations, once said: “A bridge must be built between the visionary and the decision maker, between seeing and foreseeing, between creators and economists”.    Maybe you will build this bridge – I certainly hope you will cross it.   Through the arts, it is possible to leave a lasting mark on individuals, on societies, on nations.

ENDS     

