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In the course of developing these relationships, AbaF has 
also helped to build skills and capacity within the arts sector,
ensuring the long-term stability of Australia’s cultural
institutions and enabling them to continue producing vital
and original work.

The Macquarie Bank Foundation has been associated with
AbaF throughout this journey, both as an active partner with
more than 30 arts organisations and a leading supporter of
AbaF itself.

In all of our partnerships, we aim to promote the development
of Australian contemporary art, assist young artists in the
development of their careers, encourage education through
the arts and give Australians living in disadvantage access to
the arts. In doing this, we have worked together with some 
of Australia’s leading cultural institutions, such as National
Gallery of Australia, Opera Australia, the Australian Youth
Orchestra, CrocFest, the Australian Theatre for Young People
and Bell Shakespeare, as well as a range of smaller
organisations.

We are also committed to the professional administration of
the arts and work closely with our arts partners and with AbaF
to help develop professional skills in this area.

For that reason, we are proud to support this publication,
Securing Successful Partnerships. With advice on developing 
and evaluating business arts partnerships, and case studies of
those that have proved most effective, it is hoped this guide
will encourage other such fruitful associations. Above all, the
guide demonstrates the long-term benefits to both sectors in
embarking on these partnerships.

David Clarke AO
Executive Chairman, Macquarie Bank Limited
Chairman, Macquarie Bank Foundation

The Australia Business Arts Foundation (AbaF) has had a profound
impact on arts funding in this nation. In the six years since it 
was established, business support for the arts has increased
dramatically, with the arts now receiving 9.3 per cent of all
business giving, compared with 4.8 per cent at AbaF’s inception.

Foreword
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Securing Successful Partnerships is designed for arts managers
charged with securing partnerships. It is also intended for
business people, particularly those responsible for marketing,
community relations, public affairs and human resources.
Managers of small-to-medium enterprises (SMEs) will see how
they can grow their business and relate to their communities
through arts partnerships and sponsorships.

We are including partnership advice for both arts and business
in the one guide so that the similarities and differences of
approach adopted by each sector can be compared. Each
sector will also gain insights into the approaches of the other.

This guide is accompanied by a CD containing worksheets,
exercises and a business case template, to enable readers to
complete their own business cases.

Since we published our first guide to partnering in 1999,
many new business-arts partnerships have come into being.
AbaF’s annual Gold Book showcases the best partnerships
that have entered the AbaF Awards since 2001. They inform
this new guide. We have included many real-life quotations
and examples throughout the text, and a number of
detailed case studies in Appendix 1. These and other case
studies are also available at www.abaf.org.au.

All examples, quotations and case studies in this guide 
are based on partnerships that have recently been active.
While many continue to be active, some may have changed
in nature or may have ended, and some of the people
quoted have moved to new positions.

We are indebted to business and arts managers who 
have contributed their knowledge over many years.
Their knowledge is a rich source of ideas for innovation 
and improvement.

In particular, we would like to thank the Macquarie Bank
Foundation for their committed support of Australian arts
and culture over the years. The Macquarie Bank Foundation
has entered into an exciting new partnership with AbaF as
the supporter of this guide and the associated Securing
Successful Partnerships workshops, offered in every state.
Their support will make a significant difference to building
the capacity of the arts and cultural sector.

We are offering this guide in the hope of increasing the
number and quality of business-arts partnerships, thereby
strengthening Australian cultural life. Please join us in
working towards a stronger culture of business-arts
partnerships in Australia – it’s good for the arts, good for
business and good for the community.

Kathy Keele
CEO
Australia Business Arts Foundation 

Securing Successful Partnerships is the Australia Business Arts
Foundation’s guide to business-arts partnerships. It builds on
AbaF’s previous partnering guides, reflecting evolution and
innovations in relationships between business and the arts. 

Introduction
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Perspectives of business and the arts

This guide examines business-arts partnerships from the perspectives of both business
and the arts. We are illustrating these perspectives through two fictional characters,
‘Emma’ from the business sector and ‘Sam’ from the arts and cultural sector.

The business perspective  

EMMA, SPONSORSHIP MANAGER, TOWN & COUNTRY STYLES

Emma is the sponsorship manager with Town & Country
Styles, responsible for marketing, sponsorship and community
relations. She has accepted the challenge of identifying how
her company can invest its promotional funds to achieve a
range of business objectives. This clothing wholesale and
retail business is keen to find innovative alternatives to
sponsoring charities and sporting events.

The company has closed down much of its garment making,
moving manufacturing offshore and expanding its wholesale
and distribution facilities. It wants to build a large, new
distribution facility close to the regional centre which has
long been its home base. The change from manufacturing 
to distribution has meant staff redeployment and some job
losses.While manufacturing in China, the company is developing
new brands and extending its market nationally.

Town & Country Styles is keen to be regarded as an
Australian icon in the clothing sector. It wants to remake 
its image into a forward-looking organisation while maintaining
its high standing in the industry and remaining committed
to its Australian market. The company’s management
believes that supporting Australia’s arts and culture might
be the way to reflect a sophisticated image, promote the
wider range of brands, demonstrate commitment to the local
community and build the loyalty and morale of its staff.

The arts perspective 

SAM, DEVELOPMENT MANAGER, CD DANCE COMPANY

Sam is the development manager with CD Dance, a 
small-to-medium sized modern dance company that began 
in a major regional centre. It has participated in successful
regional tours and some interstate performances but it is
keen to gain support to raise its profile.

The company has a committed group of artists and
administrators with diverse backgrounds. As a small
company, CD Dance is often stretched for resources, but
the upside is that it can respond quickly to opportunities.

CD Dance has received small amounts of sponsorship
previously, but its board and management believe that the
organisation needs long-term financial and in-kind support
to ensure its financial viability so that it can achieve its
artistic objectives. CD Dance is not experienced in sponsorship
and wants to find a business partner that is the right fit.

Both Emma and Sam believe that business-arts partnerships
are likely to meet their objectives. Their aim is to demonstrate
to colleagues that they need to adopt a business case
approach to partnerships that is based on an exchange of
benefits.

Emma knows that many businesses do not understand the
commercial benefits that can come from supporting an arts
organisation. Often companies do not know how to go about
finding and forging partnerships that last and they do not
know which arts organisations would help them meet their
needs.

Sam says it is the same in the arts. Organisations are often
unaware of the potential impact and value of the assets they
can offer business, or the range of benefits they can provide in
return for corporate support.

And often both business and the arts lack staff with the skills
and time to identify potential partners or the systems to
manage partnerships.

The answer, they both believe, is to take a business case
approach. To convince their colleagues, Emma and Sam
research the views of Australia’s business and arts leaders.
The examples and quotes they provide help Emma and Sam
design a business case for a partnership.

Join Emma and Sam as they set out on their different but
parallel paths that will lead to a business-arts partnership.
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1.1 SPONSORSHIPS, PARTNERSHIPS AND DONATIONS

Sponsorships are an important part of the marketing mix
for many businesses and a necessary source of revenue for
many arts organisations. Traditionally, a sponsorship has
been regarded as financial support for an event, person or
organisation in return for branding (signage, merchandising
etc), networking, media coverage and hospitality options.
The tangible results for a sponsor are:

• increase in brand, product and corporate awareness

• significant media coverage

• the ability to influence opinion leaders

• increased sales

• awareness and goodwill within 
target audiences.

(Geldard and Sinclair, 1996)

In recent years the concept of what is included by the 
term sponsorship has changed and expanded. While
sponsorships continue to deliver the benefits listed above,
many businesses are demanding benefits in areas such as
staff development, community engagement, reputation and
much besides. Organisations involved in sponsorships of
this kind connect with each other at many levels. They
collaborate to develop and enhance the sponsorship; and in
many cases form innovative relationships that meet a wide
range of business needs. The arts is one of the sectors in
which sponsorships have evolved in this way.

While the term sponsorship is routinely used by many in 
the field, throughout this guide the term business-arts
partnership is used to refer to relationships that transcend
the traditional model of a sponsorship based on branding
and networking.

We define business-arts partnerships as relationships
between a business and an arts organisation that are based
on a deep knowledge of each other’s organisation; that are
strategic; that are long-lasting; that are characterised by
open communication; that are reciprocal; and that bring
benefits across a wide range of areas beyond branding 
and hospitality.

A more detailed description of the qualities of a 
business-arts partnership follows in section 2.

It is important to distinguish sponsorships and partnerships
from donations. Whereas sponsorships and partnerships are
business relationships, a donation is a gift given with no
expectation of a material benefit in return. Donations may
be made by individuals, companies, foundations or other
bodies for philanthropic reasons. The process of building
relationships with donors and securing donations is dealt
with in another AbaF guide: Building Relationships and
Securing Donations: a Guide for the Arts.

Business-arts partnerships are the type of relationship
which best enables businesses and arts organisations to
meet the challenges facing them. Successful business-arts
partnerships are based on a business case.

There are several ways that the private sector and the arts can connect with each other.
Three of the most effective are sponsorships, partnerships and donations.

1 Setting the context: business and the arts  

“To get the most out of a partnership, you need to 
learn about your partner’s interests. There needs to be
flexibility to say: this is what we love to do, but what are
your ideas, what are your interests? It is wonderful to
find new things to do that only come about through
collaboration, that neither of you had thought of
originally.” Peter Garnick, managing director,
Orchestra Victoria
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The business case for business-arts partnerships

Partnerships and sponsorships are underpinned by the
concept of exchanging benefits. Businesses and the arts
both have various needs and face diverse challenges.
A successful partnership can help them to meet their needs
and address these challenges. The business case approach 
is the means by which they can do so.

A business case is a structured and quantified justification 
for an investment. It makes the case for a particular project,
outlining what needs to be done and describing the solution
and its impacts. The business case approach is described in
detail in section 3 of this guide. Section 3 also contains
detailed examples of benefits that can be exchanged.

1.2 KEY CHALLENGES

An understanding of the elements of the business case
depends on knowledge of the common context in which
business and the arts are operating. While certain needs are
universal – arts organisations will always need financial
resources, and businesses will always need to market their
products or services – other challenges are particularly
important in the current context. They can be grouped
under four headings:

• Building brand values 

• Creating benefits for employees

• Creativity and innovation 

• Engagement with the community.

The following paragraphs contain definitions of each 
of these and explanations of why they are important.
Examples of how business arts partnerships can deliver
benefits addressing these challenges can be found in
section 3.

Building brand values 

A brand is much more than a logo. A brand can be defined
as “a product or service plus the relationship it has with
customers” (Martin McKinnon, CEO, BrandAdvantage).
A product can be copied, but a brand is unique. In today’s
competitive, cluttered market place, every business wants
consumers and clients to form a positive association with 
its particular brand. Sponsorships and partnerships are a
vital part of this process.

So how can business-arts partnerships reinforce brand values? 

Customers look for meaning behind a brand – they want to
know about the brand’s motives and beliefs. This cannot be
easily achieved by standard marketing activities, such as
advertising campaigns, which are seen as paid for by the
brand and therefore automatically suspect. In contrast,
business-arts partnerships allow brands to connect
meaningfully with customers. The diversity of the arts 
and their ability to create an emotional response separate 
them from other ways of promoting a corporate brand.

Arts partnerships can provide personal experiences for
senior, influential decision-making audiences. They offer
opportunities to present products and services directly to
potential buyers and the opportunities can be designed 
to match a brand and its audience.
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Promoting the brand at cultural events can allow customers
and clients to ‘see, hear, touch, and taste’ company brand
values and qualities in a setting that will provide memorable
personal experiences.

Connecting a brand with the arts can also create a feeling of
prestige. Linking a brand with community and cause-related
benefits creates a long-lasting sense of higher purpose.

Creating benefits for employees

The issue of attracting and retaining quality staff is one 
of the biggest challenges facing business today. Leading
consulting firm McKinsey coined the phrase “the war 
for talent” to describe the phenomenon of companies
proactively competing for skilled staff. The arts can play 
an important role in helping businesses to succeed in this.

Arts partnerships can help to make a company an employer
of choice by creating a positive working environment,
increasing job satisfaction and enhancing personal development
– all important factors in attracting and retaining quality
employees. Ways of achieving this may include bringing
together staff and their families to work on creative
activities; or bringing creative artists into the workplace 
to mingle and talk with staff.

An arts partnership can contribute to company morale by
(for example) enabling employees and their families to
attend performances, master classes, closed rehearsals and
exclusive talks by prominent artists and cultural figures.

Arts partnerships can enhance staff members’ creativity 
and their ability to innovate. They offer new settings in
which staff can apply and broaden their skills, expand 
their horizons, networks and contacts.

Creativity and innovation

Creativity and innovation are of central importance to
business. Gone are the days when a company could go 
on producing the same product unchanged for years.
Today, much business success is built on producing a new,
revolutionary product like an iPod; using a new approach, as
with Google or eBay; or creating a new business model, as
with the massive take-off in franchising over the past few
years. New business ideas emerge as a result of lateral and
innovative thinking – areas in which the arts can provide
stimulus.

Given that the arts are strong in attributes of creativity 
and innovation, there are opportunities for the arts to help
business to innovate. The arts can create the conditions 
for business success by stimulating creativity. According 
to Dr Brian Kennedy, the former director of the National
Gallery of Australia: “The currency of the future is
knowledge and ideas; the arts are about knowledge and
ideas, and business needs them.”

Richard Florida, author of The Rise of the Creative Class
believes: “Creativity is the source of economic value.”
In Florida’s opinion, new technologies and location of
companies are not enough to drive long-term economic
growth and social stability. Human creativity drives growth
– aesthetic, artistic and economic creativity. Florida urges
employers to tap into the creativity of their employees to
integrate them into the “creative economy”. This creates a
great opportunity for arts organisations to link up with
businesses.

1 Setting the context: business and the arts  

“A community where the arts are nurtured, fostered 
and supported will encourage creative thinking.”
Richard Pratt, chairman, Visy Industries 

“Profitability is about harnessing innovation.”
John Pizzey, chairman, Alcoa World Alumina
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Engagement with the community 

It has become increasingly important for businesses to
demonstrate a commitment to the community. According 
to a recent McKinsey survey, 84 per cent of large companies
say their corporate goals need to include “a contribution to
the broader public good” in addition to shareholder returns.

The economist Milton Friedman famously said that the only
social responsibility of business is to increase profits, leaving
shareholders to contribute to the community. In contrast,
Michael Porter and Mark Kramer disagreed with the view
that a business’s economic objectives are in competition
with its social objectives. Porter and Kramer argued that a
company seen to be supporting its local communities is
acting in its own interest because of the support it gains in
return and because companies prosper in healthy societies.
In other words, contributing to the community makes good
business sense.

More Australian businesses are establishing strategies to
support their communities. Michael Chaney, former managing
director and chief executive officer of Wesfarmers, said that
the company’s long-standing support over ten years for
medical research, education and the arts was intended to
“demonstrate a willingness to make a contribution to the
community beyond that which flows from the operations 
of the company and, hopefully, for us to benefit in terms of
positive public opinion.”

Many consumers and consumer groups now say that they
prefer to buy from companies that are responsible in the
way they act towards communities and the environment.

Community involvement is closely linked with corporate
reputation. Companies take a strong interest in building and
maintaining a positive reputation – hence the proliferation
of reputation surveys in recent years. There is a growing
expectation that a company will put back into the community
to earn a ‘licence to operate’ based on community acceptance
of its practices. Some studies suggest that companies which
have a commitment to corporate social responsibility (CSR)
perform better than companies which do not.

Most businesses are aware of the importance of supporting
their communities and demonstrating corporate social
responsibility. However, not all are aware that supporting
the arts is a very effective way of doing so.

The arts are an essential part of healthy, sustainable
communities. The Australia Council’s Planning for the Future
report shows that 83 per cent of adult Australians attend
some form of cultural activity. Creating, performing or
participating in the arts is a key part of our everyday lives.
By supporting the arts, companies can make a vital
contribution to community life. At the community level,
cultural activity includes dance classes at the community
centre, movies at the local cinema, bookshops, libraries,
exhibitions, reading groups, festivals, community choirs and
drama groups, bands at clubs and pubs, music education
and many more forms of artistic expression.

“There is no trade-off between profitability and
community engagement.” Dr David Morgan,
chief executive officer, Westpac

“After removing sector and other effects, the high CSR
companies outperformed the low CSR companies by
more than 3 per cent a year over a ten-year period.”
Michael Anderson, head of sustainable funds, AMP
Capital Investors 

“Corporate social responsibility is no longer something
business can safely put on the back burner. It is becoming
recognised as an important driver of innovation, a new
way to get into fresh markets, a means for companies to
differentiate themselves, and it can be significant in
attracting investment.” Heather Ridout, chief executive,
Australian Industry Group
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Besides the fact that cultural activities are widespread in
communities, supporting the arts can be a bridge to delivering
specific social benefits. There are a vast number of arts
projects that directly or indirectly benefit groups such as
Indigenous Australians, young people, people with
disabilities or the disadvantaged; and that support
educational, health or environmental outcomes.
For example:

• Croc Festival
Croc Festival is a performing arts festival that focuses on 
issues of health, education and wellness for people in 
regional and remote communities, many of them 
Indigenous. In 2004, an estimated 50,000 people 
nationwide came to seven venues in regional Australia 
to enjoy performances of music, dance and drama.

• Clown Doctors
Clown Doctors is the core project of The Humour 
Foundation. Clown Doctors are highly skilled performers,
trained in working in hospital settings. This helps children
feel happier during their stay in hospital, which,
according to research, helps them recover faster.

• ANZ and Wimmera Uniting Care Awakenings Festival
Awakenings is a festival that offers children and adults 
with disabilities an opportunity to celebrate ability in all 
its forms. With workshops, performance opportunities,
street theatre and  social and outdoor activities, the 
annual Awakenings Festival attracts thousands of visitors
each year to Horsham in regional Victoria.

By supporting arts activities such as these, a business can
make a significant contribution to the community, and gain
business benefits by doing so.

1 Setting the context: business and the arts  

“Any company that is looking to foster strong links with
the communities in which it is based will benefit from
supporting the arts. The arts in Australia are wonderfully
diverse, ranging from our major performing arts
organisations to the contribution from community arts
groups. That is why we at Australia Post regard our
support for the arts as an essential part of our
commitment to the community.”
Graeme John, managing director, Australia Post

Summary 

Sponsorships – business relationships, generally
involving cash in exchange for branding and/or
hospitality.

Partnerships – business relationships, involving a 
range of benefits exchanged between the partners.

Donations – gifts made for philanthropic reasons 
with no expectation of a material benefit to the giver.

Partnerships and sponsorships are underpinned by 
the concept of exchanging benefits. A business-arts
partnership is a deeper relationship than a simple
sponsorship.

Key challenges of today’s business environment:

• Building brand values

• Creating benefits for employees

• Creativity and innovation 

• Engagement with the community.

Partnering the arts can help a business to address 
these challenges.
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2.1 QUALITIES OF A SUCCESSFUL PARTNERSHIP

It is essential that business-arts partnerships have the
following qualities:

• a strategic approach – based on the business cases of 
both partners to ensure positive, measurable commercial 
outcomes

• reciprocity – an exchange of assets of agreed values

• trust – both partners respect each other’s integrity and 
values, and set store by each other’s word

• equality – a partnership is a relationship of equals, not of 
dependency

• collaboration – commitment to grow each other’s business.

Successful partnerships often feature other qualities as well:

• flexibility – the ability to meet changing needs and 
opportunities

• diversity – delivering benefits across business units or 
operational areas

• commitment – a long-term partnership allows time to 
build on shared experiences and to add value to each 
other’s needs

• creativity – opportunities for continuing innovation

• participation – involving both partners’ boards,
management and staff at several levels.

The process of developing a partnership is shown in the
flowchart on page 14.

2.2 LARGE OR SMALL BUSINESS?

Successful partnerships can be and are entered into by
organisations of all types – big business, small to medium
enterprises (SMEs) and not-for-profit organisations, whether
they are in the capital cities, regional centres or country
towns.

SMEs have many of the same concerns as large business.
They are looking to brand and market their products and
services. They need to maintain a good reputation in the
community. They want to attract and retain staff.

According to the Generosity of Australian Business Survey
(2001) small businesses tend to donate more money to
community activities than they contribute through
sponsorships or partnerships, while large businesses 
tend to sponsor or partner rather than donate.

A successful business-arts partnership is much like any successful human relationship.
Those who have experienced them say that they require work; they depend on
communication, trust and honesty. 

2 The nature of partnerships  

“Honesty, integrity and open communication are what
will make these partnerships successful.” Donna Lewis,
manager corporate affairs, Goldman Sachs JBWere

“A partnership works best when it’s fluid and
evolutionary.” Chris Tyquin, managing director,
goa Billboards“The relationship with Art Exhibitions Australia is built

on respect and trust. We know their attention to detail,
we know they deliver what they have promised to the
letter. We have established very strong personal
relationships, and we can talk to them about any aspect
of the partnership.” Dale Woodhouse, manager
passenger marketing, Singapore Airlines

“To get the most out of a partnership, you need to learn
about your partner’s interests. There needs to be
flexibility to say: this is what we love to do, but what are
your ideas, what are your interests? It is wonderful to
find new things to do that only come about through
collaboration, that neither of you had thought of
originally.” Peter Garnick, managing director,
Orchestra Victoria

“We have a dynamic, evolving relationship with goa
Billboards. We have got to know their passions and
interests, and they understand ours. When you link 
two organisations and their passions you get really
interesting projects emerging. It requires commitment
to get to know and understand each other.”
Jonathan Parsons, director, Brisbane Riverfestival
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Because small businesses depend on local communities for
their livelihood, they are often very committed to supporting
local activities. On the other hand, because their margins
tend to be tighter, they are often unable to commit large
sums of money.

The partnership between BMW and The Australian Ballet
illustrates many of the features of a strong partnership.
The partnership has evolved over several years and the
partners have a high level of trust in each other.

More detailed examples of successful partnerships can 
be found in Appendix 1 of this guide.

2 The nature of partnerships 

Orchestra Victoria and John Wertheimer & Company 

Orchestra Victoria’s (OV) partnership with John Wertheimer
& Company Pty Ltd (JWC) began with a donation to
support the purchase of a cimbasso, a rare brass
instrument. Since then the relationship has evolved 
in many directions, from instruments to services. The
business provides practical engineering assistance 
with OV’s venue, introduces OV to potential corporate
supporters, and continues to provide financial support.
OV provides ticketing options to the company’s staff,
and performs at functions for employees and clients.

BMW and The Australian Ballet

Commissioned by The Australian Ballet artistic director,
David McAllister, Women on Men took three emerging
Australian choreographers, all women, and asked them to
devise a series of new works exclusively for the men of 
The Australian Ballet. The result was a sexy, dynamic
season, bodytorque, that used classical ballet technique 
to drive innovative, fresh choreography.

Already an Australian Ballet sponsor, BMW saw an
opportunity to build a marketing strategy for its new 
BMW 1 Series through sponsorship of bodytorque. The
season’s youthful appeal and new, contemporary style
matched the branding for the BMW 1 Series, which was
designed to appeal to a younger market. The fit was
striking, and bodytorque, powered by BMW was born.

BMW has a three-year commitment to bodytorque, during
which time BMW will be highly visible throughout every
season, in both marketing material and physically with a
BMW on display at the Sydney Theatre at Walsh Bay. For
The Australian Ballet, BMW’s support of bodytorque means
The Australian Ballet can make a longer commitment to
the series, helping it build its audiences for ballet in general
as well as specifically the next generation of supporters.

Dr Franz Sauter, managing director, BMW Group Australia
said:“We share a common passion for excellence, innovation
and superlative performance.With its ground breaking
bodytorque series,The Australian Ballet is pushing boundaries
for creative expression, giving a voice to the most talented
newcomers. Like BMW,The Australian Ballet is looking to
widen its appeal to a new audience. Just as we are opening
new channels of communication to a new generation 
of BMW customers, so too is The Australian Ballet. So in
addition to being in harmony in terms of innovation and
creativity, we’re both moving in the same direction in terms
of audience, factors that make the partnership stronger
than usual and highly effective for us both.”

SimsPartners

Adelaide chartered accountant SimsPartners regularly
brings local business and arts people together at
boardroom lunches. Clients and potential clients are
invited, together with an arts representative who makes
a presentation about their organisation. “Most people
have an affinity with the arts, but don’t get many
opportunities to interact with arts people,” says CEO
John Irving, who believes that the lunches have become
one of SimsPartners’ best marketing tools. The company
has also hired artworks by local artists and exhibits
them in the offices, lifting the working environment
and providing a talking point.

Polyglot and Paris Kyne 

Polyglot Puppet Theatre in Melbourne’s Stonnington
and fashionable milliner Paris Kyne formed a partnership
in 2002. Paris created bonnets for Polyglot’s roving
characters, and worked with the company on subsequent
seasons. The partnership created media interest which
generated publicity for both organisations.
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The business perspective  

Emma thinks that a partnership with an arts organisation
will help to project the brand values of Town and Country
Styles as stylish, contemporary and different. She is
interested in identifying an arts organisation that has 
a regional base close to where the company’s new
distribution centre is located, as this will offer a way of
making a visible contribution to the local community. She
can also see benefits in involving the staff in a partnership,
thereby increasing job satisfaction and creating
opportunities for teambuilding activities.

The arts perspective  

Sam is optimistic that CD Dance is in a good position to find
a business partner that will benefit from CD Dance’s regional
presence, reputation for high-quality, contemporary dance
and small but dedicated team. He has worked to gain
support within the organisation, including the board, for
putting the company’s resources into seeking a strategic
partnership on a larger scale than it has had before.

2 The nature of partnerships

Summary 

Successful partnerships are always:

• Strategic

• Reciprocal

• Trusting

• Equal

• Collaborative

And are often:

• Flexible

• Diverse

• Committed

• Creative

• Participatory.

They can involve organisations of any size.
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3 The business case

The business case is at the heart of a successful partnership between a business 
and an arts organisation.

3.1 WHY THE BUSINESS CASE?

In the business world, a business case is a structured and
quantified justification for a business investment. It is a
document that makes the case for a particular project,
outlining what needs to be done and describing the
solution and its possible impacts. In essence it answers 
the question: Why are we doing this?

Using a business case approach in business-arts partnerships
recognises that companies and cultural organisations are
both business enterprises. They have specific goals, objectives,
values, and cultures. They both face challenges and have a
limited set of resources and assets to reach their desired
outcomes.

A business case for a business-arts partnership identifies
these goals and objectives and proposes strategies to
achieve specific outcomes. When two organisations put
their business cases together, they have the basis to discuss
how they might combine their efforts to reach specific
outcomes of value to both. In a strategic, well-matched
partnership the combining of resources will support
reaching these outcomes together.

The arts business case

For Sam, the business case will answer these questions:

• What resources and assets does my arts organisation 
have? 

• What resources and assets do we need to reach our goals
and carry out our strategies? 

• Who would make a good partner for our organisation?

The arts business case should provide a picture of the
organisation including its products, values, skills, reputation
and role in the community. The business case will lay out
specific goals and objectives and state how it will use its
resources to reach its targets. It will describe specific
challenges and needs and identify potential resources and
assets for trading. Using this approach, the arts organisation
demonstrates how a partnership will benefit both the arts
and the business partner.

For an arts organisation, the assets it has to trade on may
include access to high-quality artistic events; venues and
hospitality options; a strong reputation in the community
and a committed audience matching the business’s target
market.

Regarding benefits, a cultural organisation needs to cover
current and future costs, and many think of business
sponsorships only in terms of cash. However, non-financial
support can be equally important. A business can help an
arts organisation meet its operational requirements and
help it to extend its corporate networks. The arts
organisation can benefit from advice in such areas as
human resources, business planning and information
technology.

The business case brings together the essential elements
into one document. It creates both a valuable internal score
sheet and a statement for external use that tells potential
business partners about the value of their investment.

A business case is not a funding application – it is a
marketing tool to attract the interest of a suitable partner.
The discipline of creating a business case ensures that the
organisation knows itself. Rigorous and structured self-
analysis makes it easier to identify and select prospective
corporate partners that will be a good fit. It also ensures
that organisations are realistic about the limits of what
they can offer.

A well-considered business case assists the arts
organisation to develop detailed, customised proposals
geared specifically to the particular business needs of the
company it is targeting.

In summary, for an arts organisation, the process of
developing a business case brings the following benefits:

• It defines the organisation, measuring its artistic 
reputation and status as well as the nature and value of 
the resources and assets it has to offer.

• It provides a reality check on the efforts and costs 
associated with securing and managing a partnership.
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• It questions the commitment and capacity of the 
organisation, asking whether board, management, staff 
and artists have the skills and commitment to utilise and 
capitalise on the partnership.

• It evaluates the marketplace and environment to identify 
opportunities for partnership.

The company’s business case

The company’s business case identifies essential business
needs, and justifies the investment of its resources in arts
partnerships. Businesses need to generate profits and
enhance shareholder value. They must demonstrate the
financial return from the arts investment, be it short-term
or long-term.

For Emma, the business case will answer these questions:

• What resources and assets does my company have? 

• What resources and assets do we need to reach our goals
and carry out our strategies? 

• Who would make a good partner for our organisation?

The company’s business case will describe the organisation
including products, values, skills, reputation and role in
society and the community. It will lay out specific goals and
objectives and how it will use its resources to reach its
targets. It will also describe specific challenges, needs,
potential resources and assets for trading. This will identify
opportunities and attributes needed to develop benefits of
value to the business for partnering with arts and cultural
organisations.

For a business, the assets it has to trade will generally
include cash. They may also include a range of in-kind
benefits, access to customers and expert advice. In return,
the business may seek benefits in a range of business areas:
marketing and branding; staff benefits; creativity and
innovation; engagement with the community and corporate
reputation.

The company’s business case may be used to gain internal
support and advocacy, satisfying stakeholders of the
wisdom of entering a partnership with the arts.

The decision to develop a cultural investment program
grows from the company’s vision, values, mission and
corporate strategy and business operations. The business
case provides the rationale and sets the parameters for the
required commercial returns, benefits and measures for
assessing the return on investment. A business case will
receive a tick of approval if each element can demonstrate
specific outcomes.

3.2 WHAT IS INCLUDED IN A BUSINESS CASE?

The key elements of a business case, to be completed by
both partners, are:

1. Organisation profile – who we are, what we do, and our 
aspirations

2. Value to the community – our commitment and how we 
will contribute

3. Opportunities for benefit exchange – what is needed and
what is offered.

3.2.1 ORGANISATION PROFILE

Businesses and arts organisations have marketing material
from which information for the business case can be drawn.
While the profiles will outline basic facts about the
organisation – what it does, achievements, location and size
– additional information will be needed.

The organisation profile aims to interest and excite the
reader but it also needs to contain information that meets
the objective of the business case.

For the arts organisation, the profile must be comprehensive
but succinct and punchy. The aim is to advise potential
business partners of the value of supporting the organisation.

Table one shows examples of organisation profiles for a
business and an arts organisation.

3 The business case
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3 The business case

3.2.2 VALUE TO THE COMMUNITY SUMMARY

The value to the community summary explains how a
cultural organisation and a business make a difference to
society. As we saw in section 1, arts organisations make
major community contributions in many ways, although
their contributions are not always fully recognised.
Companies are looking to see how their alignment with an
arts organisation will provide commercial benefits to their
business, and enhance their reputation as good corporate
citizens.

The summary shows how the organisation:

• improves the social and cultural quality of the local and 
regional community

• strengthens the regional economy

• tackles social issues

• creates opportunities for young people and 
disadvantaged groups

• encourages a sense of identity and belonging

• projects a positive image of Australia.

When preparing the value to the community summary, ask:
“How would the community be different if we were not
here?” Areas to cover include individual, community and
cultural development, economic development and
infrastructure, environmental awareness, and local, regional
and national positioning.

Table two shows examples of value to the community
summaries for a business and an arts organisation.
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3 The business case

3.3 BUSINESS CASE BENEFITS

The assets and needs that each organisation states in its
business case are grouped into the following categories:

• Reputation benefits

• Market positioning benefits

• Networking and hospitality benefits

• Staff and organisational development benefits

• Community engagement and sustainability benefits

• Financial and operational benefits.

3.3.1 REPUTATION BENEFITS

Reputation encompasses brands, products, services, staff,
activities, communications and culture of an organisation or
company. In a good fit partnership the distinctive attributes
or qualities attached to the brands and images of the
partners are mutually reinforcing.

A partnership with a respected arts organisation can help
raise the awareness among customers, clients, staff, public
decision-makers and the wider community that a company
is doing the right thing and is a good corporate citizen with
whom they’d like to do business. Similarly arts organisations
can benefit from the prestige, marketing power, size,
influence or goodwill of their business partners.

3.3.2 MARKET POSITIONING BENEFITS

Market positioning includes branding, growing the market
for products and services and retaining and winning new
customers. In a successful partnership, business and arts
organisations can provide benefits that support their
partner’s marketing objectives.

BHP Billiton Iron Ore

BHP Billiton Iron Ore (BHPBIO) has put considerable resources
into strengthening towns in the Pilbara of Western Australia
and building its Indigenous relationships.The company
aims to create sustainable communities that help it attract
and retain its workforce.“We are competing to attract
talented people to come and work for us in regional
Australia,which is not always easy. Many young professionals
are looking at a company’s social performance as well as its
economic performance.Through this program we show
what the company’s values are, and how we put them into
action.”Stedman Ellis, vice president external affairs,
BHP Billiton Iron Ore

The Macquarie Bank Foundation and 
Bell Shakespeare Company

In 2002, the Macquarie Bank Foundation entered a
partnership with Bell Shakespeare Company to fund its
national in-school education initiative, Actors At Work.
Four actors tour Australian schools performing scenes from
Shakespeare and discussing their contemporary relevance
with students. Actors At Work reaches 60,000 students
across Australia each year.The Macquarie Bank Foundation's
support helped Bell Shakespeare to expand from one team
of actors to two in 2002, enabling them to cover more
ground and to undertake longer tours.

Under the partnership, complimentary tickets to touring
Bell Shakespeare productions are made available to
Macquarie’s Private Banking group, as well as opportunities
to host exclusive post-performance events attended by 
a member of the cast.This offers significant client
entertainment opportunities in Sydney, Melbourne and
Canberra.These tickets can also be extended to  Macquarie’s
other not-for-profit partners, further building these
community relationships. In addition, three of the Actors At
Work performances each year are allocated to disadvantaged
schools or not-for-profit organisations specified by the
Macquarie Bank Foundation. Macquarie staff can also
receive a discount on tickets for Bell Shakespeare productions.

Julie White, Head of the Macquarie Bank Foundation,
said:“This is a highly visible national schools program that
highlights Macquarie’s reputation as a leading supporter 
of arts and education initiatives. Bell Shakespeare has also
been able to leverage its standing as one of Australia’s
foremost arts organisations to offer Macquarie attractive
client hospitality opportunities. In addition, it is receptive to
initiatives that could further enhance Macquarie’s strong
community relationships.This has helped build Macquarie’s
profile with a range of stakeholders.”
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Branding

Establishing a strong brand relationship with customers is
important because these customers will:

• stay longer with the brand and purchase more often

• tend to complain less and forgive more

• pay a premium for similar products or services

• go out of their way to seek out ‘their’ brand

• prefer not to substitute

• tune out the claims and offers from competing brands

• recommend the brand to others.

In short, customers will act to preserve the relationship they
have established. But first you have to win their loyalty –
and that can be difficult.

Customers invited to partnership events learn the meaning
behind the actions of a brand in quality surroundings that
are conducive to personally influencing clients. The events
can be tailored to reflect the specific attributes of the brand
and its audience.

The imaginative and innovative delivery of brand messages
is more effective than standard marketing activities. Brands
can be wrapped in good stories that have a sense of higher
purpose and the feeling can last long after the event. Being
aware that ‘their brand’ provides cause-related community
benefits adds prestige to the brand.

Arts partnerships and sponsorships create opportunities 
for showcasing the company’s brand through media,
public relations, advertising and events. Selecting the right
partners and sponsors can be an extremely powerful tool
for communicating the company’s brand attributes.
These opportunities to leverage brand values through 
arts partnerships generally cost less than other brand
promotional activities.

What brand values can be communicated by an arts
partnership? Given the diverse nature of the arts and
culture, the answer is: a vast range. An arts brand may
communicate values such as: excellence in performance,
edgy, community-based, youth, classical, innovative and
many more. For the partnership to succeed there needs to
be a good match between the partners’ brands.

Growing markets

A partnership creates opportunities for both the business
partner and the arts partner to reach new markets. When
preparing a business case, it is particularly valuable for the
arts partner to provide as much hard statistical detail as
possible about its audience. How many people are listed on
its database? How many attend productions and events?
How many receive a newsletter or other communications?
What do you know about their age, gender, interests, social
status, geographical location? All of this will be relevant to a
potential partner.

As the following example shows, finding new markets and
audiences calls for imagination.

“Making an emotional connection and creating a brand
which is distinctive is a real challenge. As consumers we
are bombarded by choice and finding a voice of authority
in the midst of that white noise can be difficult.”
Fergus Linehan, artistic director and chief executive
officer of the Sydney Festival

Tap Dogs and Blundstone

In 1995 Blundstone Footwear in Tasmania began a
partnership with the dance group Tap Dogs. Six men in
Blundstone boots stamping out a tap-dancing routine for
ten years in 32 countries have become one of Australia's
biggest theatrical exports. In the process they have worn
out more than 5026 pairs of Blundstone boots. The Tap
Dogs starred at the opening of the Sydney Olympics when
a special team of 1000 dancers performed to an estimated
audience of 3.4 billion worldwide. That’s quite a market
advantage and a full return on Blundstone’s boots-and-all
financial investment that has been invaluable for Tap Dogs.

“Australians are a sceptical bunch – we have the lowest
commitment to brands in the world, in just about every
product or service category surveyed.We don’t necessarily
believe product or service claims and statements. Consumers
are well informed and marketing-wise, resistant to advertising
attempts to change our attitudes.” Martin McKinnon, CEO,
BrandAdvantage
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Nothing delights the company’s business manager more
than a promise that the arts partnership will result in more
sales. The following examples demonstrate some ways this
can happen.

3.3.3 NETWORKING AND HOSPITALITY BENEFITS

Arts events can provide unique and exciting hospitality
experiences for a business partner’s customers and their
families. They are convivial settings for strengthening 
client-customer relations and forging new relationships
with business, government and community leaders.

Similar benefits are available to the arts organisation.
A partnership provides opportunities to share the limelight
with a well-respected company and to network with the
business partner’s clients and contacts.

3 The business case

Lexus and the Tasmanian Symphony Orchestra

Lexus was looking for a partnership that would offer
networking options for a small or large number of guests
and allow the company to keep in contact with Lexus
drivers. In 2004 Lexus became the major partner of the 
TSO Gala Ball, enabling Lexus to provide ball tickets and
other benefits.The ball attracted both Lexus drivers and
aspiring Lexus drivers, giving Lexus access to a large base 
of potential new customers. During the period of the
partnership with the TSO, the number of Lexus drivers in
Tasmania has risen by 75 per cent over three years. The
association with Lexus gave the ball a status that attracted
other financial partners. TSO was able to completely 
re-focus the ball, turning it into a significant fundraiser 
and one of the social highlights of the Hobart calendar.

Yacht Grot and West Australian Symphony Orchestra

Small Fremantle business Yacht Grot, a supplier of yachting
equipment, is a partner of WASO. An ensemble group of
orchestra players are available on occasions to perform 
at Yacht Grot functions. Each year WASO gives Yacht Grot
complimentary invitations to the Corporate Partners
Dinner along with orchestra board members and
musicians, corporate leaders, CEOs and MPs. Yacht Grot
receives special VIP passes to concerts at the Perth Concert
Hall and passes to WASO Corporate Lounge hospitality for
pre- and post- performance and interval functions.“It gets
us up there with the likes of Wesfarmers,” says Yacht Grot
owner Trevor Richards.

Fremantle Football Club and deckchair theatre

The AFL side Fremantle Dockers and deckchair theatre
teamed up with their Art and Soul of Football alliance
creating an unexpected bond between theatre and football.

deckchair provides special pre-match performances at
selected Dockers home games. Major presentations have
included performances to celebrate events such as Anzac
Day matches and the club’s 100th game.

Mounting major presentations and the exposure they have
generated has led to deckchair being commissioned to
provide performances at other sporting events, creating a
new income stream.“What we get out of it is an increased
profile and up to $10,000 annually to invest in future
shows. If we tried to buy the equivalent in the newspaper 
it would cost tens of thousands of dollars,” says David
Gerrand, general manager, deckchair. (See Appendix 1)

Museum of Contemporary Art and Bimbadgen Estate

The partnership between Sydney’s Museum of Contemporary
Art (MCA) and Bimbadgen Estate, a medium-sized
winemaker from the Hunter Valley, is a crucial part of
Bimbadgen’s marketing and sales strategy. Bimbadgen is
the Museum’s wine partner, providing wine for all MCA-
hosted events up to an agreed amount each year.The MCA
provides Bimbadgen with product exclusivity, on-site sales
opportunities, brand promotion, trial opportunities,
corporate entertaining and hospitality benefits, marketing
exposure and corporate membership. Bimbadgen uses
artworks to produce a limited edition series of wine ‘art’
labels each year. Every case of wine sold earns the MCA a 
10 per cent donation.The Art Series wine sales are earning
double Bimbadgen’s sponsorship investment.
(See Appendix 1)
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3.3.4 STAFF AND ORGANISATIONAL 
DEVELOPMENT BENEFITS

Arts organisations have assets to share with companies that
are seeking to be an employer of choice. They are able to
offer skills in event and project management, presentation
and communication, team- and morale-building, and
creativity and lateral thinking. These assets can help a
company recruit and keep the right people, increase
productivity and loyalty and provide specific skills.

Attending cultural events and being part of the company’s
support for the arts can bond staff and create new interests.
This goes well beyond entertainment options, valuable
though they are. A special arts event that meets the particular
needs of the business partner and appeals to its people is a
great benefit to offer. Arts activities can be a great way for
staff to get out of their usual routines, explore their
creativity and bond with each other.

AWESOME Arts and Woodside Energy Ltd.

The partnership between AWESOME Arts and Woodside
Energy Ltd. builds morale and team spirit through the
shared cultural experience of bringing art into the
workplace.Woodside employees and their families from 
all over Western Australia take part with the assistance of
professional artists, and their creations are showcased at
the annual AWESOME Festival for Young People. The
artworks include some site-specific artworks for Woodside
offices. This brings staff together in a meaningful,
enjoyable activity; encourages creativity; and makes the
workplace environment a more pleasant place to be.

Luxottica (OPSM Group) and Croc Festival

Those who attend Croc Festival benefit from the presence
of optometrists and dispensers from Luxottica (OPSM
Group). Their objective of providing eye care to Aboriginal
and remote communities matches perfectly with Croc
Festival’s health focus. Chris Georgiou, group general
manager, human resources, says that the involvement in
Croc Festival is highly motivating for staff.“We knew our
staff wanted to help in this area, but we didn’t expect the
power that’s been unleashed. The more that stories came
through about the children, the people in these
communities putting on a pair of glasses and being able to
see again – the more it generates a strong desire of people
wanting to contribute.We have people begging to
participate in more than one festival, but we have to share
it around.”
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BHP Billiton Cannington and The Australian Festival 
of Chamber Music

Securing and retaining skilled staff in remote regional
Australia is a top priority for mining companies.
Cannington inspired their staff by enabling them to
experience chamber music in their work environment –
underground! Shutting down the mine to stage the
performances was a complex operation, involving the
whole Cannington staff from the mine to the Townsville
office. Staff members said:“It was worth it! People are still
talking about the day those musicians came out.”
“Something special had occurred underground that day.
I've been in mining for nearly twenty years and thought
I'd seen it all ... until today.”

Mercer Human Resource Consulting and Gertrude
Contemporary Art Spaces

Mercer Human Resource Consulting asked Gertrude
Contemporary Art Spaces to help put together a collection
of artworks in its new building in Melbourne that would
stimulate its employees’ creativity and encourage them to
develop relationships with art and artists.The idea was
that staff would gain insights into the creative process
which they can apply to their own lives and careers.
Sometimes the artists work in Mercer’s premises, and talk
to the staff about their ideas. Mercer’s director of human
resources says:“We want to create an environment that is
a great place to be. For us, staff involvement is critical,
because we are all going to work here – different to the old
model of the boss choosing art that they like”.

3 The business case

3.3.5 COMMUNITY ENGAGEMENT AND 
SUSTAINABILITY BENEFITS

Australian and overseas research shows that direct
involvement by communities in arts activity can contribute
significantly to individual and community wellbeing and
can enhance the efforts of government agencies in realising
their policies for community wellbeing and ecologically
sustainable communities.

Many arts organisations and projects tackle social issues,
particularly in the areas of health, remote and regional
disadvantage, the environment, Indigenous Australia,
young people, people with disabilities and road safety.

Companies are aware that by supporting such activities
they are demonstrating support for the community. They
are able to build links with the grass roots and reach large
numbers of people.

Businesses are aware too that many professionals consider
a company’s social performance as well as its financial
bottom line when considering employment or business
arrangements.

National Australia Bank and The Australian Ballet

“Our focus within the arts is on the role a property has 
in society and the potential it has for community
engagement and education. Our partnership with 
The Australian Ballet focuses on helping to make ballet
more accessible to the broader community. Our objective is
to reach the 300,000 people across Australia who regularly
participate in ballet classes, so we sponsor The Australian
Ballet’s national education program, which provides
workshops and seminars to people around the country.

“Such community opportunities are a fantastic way for nab
to provide a tangible demonstration of our brand message –
helping people achieve their aspirations and becoming
better at the things that matter to them – whilst making a
real contribution to the community.” Maria McCarthy,
former head of sponsorships, nab

“It has been proved beyond doubt that a healthy and
vibrant arts culture benefits the mental and physical
health of a community.” John Bell, artistic director,
Bell Shakespeare Company
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3.3.6 FINANCIAL AND OPERATIONAL BENEFITS 

Financial benefits will be top of mind for many arts and
cultural organisations approaching potential business
partners. Money is not the answer to every problem but it
can be an organisational life saver.

A business partner may be able to offer many other benefits
to an arts partner besides cash. Operational benefits may
include venues, equipment, office space and much more. For
many arts organisations, touring presents a huge logistical
and financial hurdle. A business partner with connections to
the transport industry can be a lifesaver.

Transport Accident Commission (TAC) 
and Wangaratta Jazz Festival

Looking for a way to highlight the problem of drink 
driving in regional areas,TAC found the ideal vehicle in 
the Wangaratta Jazz Festival in Victoria's north-east.This
annual four-day jazz and blues event attracts massive
involvement from the local community and draws
thousands of people to Wangaratta every year.The
relationship began in 1996 as a simple sponsorship, but
over the years it evolved to include a range of activities
with the aim of road safety promotion.The partners have
developed new ways of supporting the community and
artistic objectives of the festival, while acting as a beacon
for road safety awareness.“The festival plays a major role in
reinforcing our key road safety message,‘If you drink then
drive, you’re a bloody idiot’, to thousands of jazz and blues
enthusiasts,” says Stephen Grant, CEO of TAC.

Insurance Australia Group and Sydney Theatre Company

The cultural activities supported by Insurance Australia Group
(IAG) through its community investment strategy are clearly
linked to the company's primary business purpose – safety
–  and demonstrate its commitment to reducing risk at a
local level.

NRMA Insurance, the retail IAG brand in New South Wales,
is Sydney Theatre Company's Safety and Access Partner,
providing greater accessibility for the socially, economically
and physically disadvantaged members of the community.
These partnerships are used to facilitate new experiences
for young people who may be at risk, allowing them to
broaden their horizons beyond their immediate
environment. For some students, this means seeing the
harbour or visiting the theatre for the very first time.

NRMA Insurance has also partnered with Sydney Writers'
Festival to develop an environmental stream to promote
topics and issues relevant to the company and the community,
specifically around climate change,environmental issues and
sustainability.

“We believe it is our responsibility to work within our
communities and use our understanding of risk to help the
community minimise risk, be safer and more sustainable.”
Lynette Thorstensen, head of community and environment,
Insurance Australia Group

Circus Oz and P&O Nedlloyd

Circus Oz pitched its Big Top at international venues thanks
to a partnership with P&O Nedlloyd, announced in 2003.
The international logistics and transport company came on
board as Global Logistics Partner to “take Circus Oz to the
world”. The company provided logistics and storage
support, nationally and internationally.“Now we can
seriously look at taking our beautiful Italian-designed Big
Top all over the world,” said Circus Oz’s Paul McGill. The Big
Top requires nine 40-foot containers to transport – which
would be far too expensive without the support of a partner.

In 2000, BHP Steel Flat Products gave Wollongong’s Theatre
South $300,000 over three years to keep the company
from closing its doors. The local newspaper, Illawarra
Mercury quoted Nick Canosa, Chair of the Theatre Board 
as saying: “It is a wonderful gesture by one company to
another. One a giant that has contributed much to the
economic life of this community and the other,
comparatively small but which has contributed much to
the cultural life of the same community.”
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3.4 CHECKLIST OF BUSINESS CASE BENEFITS

Refer to this checklist of the following assets, listed
according to business case categories. Consider which of
these could be offered/sought by your organisation with a
potential partner.

Reputation

• Positive reputation and high level of community 
awareness and endorsement

• Positive support from specific communities

Market positioning

• Well recognised brand, strong image as a quality,
innovative organisation that is adding value to the 
community

• Stimulating, enjoyable, quality events

• Large segmented database and regular mailouts

• Venue that provides significant public exposure

• Increased sales for products

• Increased ticket sales

Networking and hospitality

• Venue and events that provide excellent settings for 
stimulating corporate hospitality and networking

• Influential and respected corporate leader as a guest
speaker

• Star artists available to speak/perform at corporate 
events

• Corporate networks including clients, suppliers,
other partners

Staff and organisational development

• Quality staff with knowledge and/or skills in:
- project management
- presentation and communication
- creativity and lateral thinking

• A strong ‘can-do’ team culture

• Events staff can attend to learn and enjoy

• Events at which staff can experience culture 
and expand their horizons

• Opportunities for staff to socialise with their 
colleagues and/or families.

Community engagement and sustainability

• Ability to provide exposure to target audiences as a 
supporter of a community cultural organisation

• Opportunities to host and meet government leaders and 
interest groups that influence ‘licence to operate’
decisions

• Opportunities to increase access to and experience of 
cultural performances

• Delivery on social disadvantage and community issues 
through the arts and culture

Financial and operational 

• Cash

• Venues

• Hardware and equipment

• Expertise.

3 The business case
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After discussions with relevant people, Sam of CD Dance
and Emma of Town and Country Styles have decided on the
business case benefits they have to offer, and those they are
seeking.

CD DANCE
BUSINESS CASE BENEFITS OFFERED

Reputation benefits 

• CD Dance has a strong reputation in our region as a 
significant cultural organisation with strong links to 
communities and schools. Supporting us will boost a 
partner’s reputation for supporting the region in which it
does business.

Market positioning benefits

• Aligning with CD Dance’s core brand attributes 
(contemporary, exciting, dynamic), can positively 
differentiate a corporate partner’s brand in the 
market place 

• Our high profile events and eye-catching promotional 
campaigns provide brand exposure and targeted 
promotional opportunities in regional markets 

• Emotional connection with CD Dance’s highly engaged 
supporter base through targeted communication and 
promotional activities 

• Our dancers are role models who excite and inspire, a 
great public face for any organisation. A partner could 
utilise our team for promotions and corporate events.

Networking and hospitality benefits

• In addition to standard corporate hospitality at
performances, CD Dance can provide unique and 
memorable experiences to clients, customers, employees 
and their families, and other stakeholders, such as back 
stage tours and private performances, with exclusive 
access to dancers and the creative team 

Staff and organisational development benefits

• CD Dance can offer workshops and training opportunities
to corporate partners’ employees in areas such as dance,
movement and fitness. Other workshops could explore 
communication, team building and creativity through 
dance and movement.

Community engagement and sustainability benefits

• Opportunity for close alignment with CD Dance’s 
community and educational initiatives, providing good 
public relations and community engagement
opportunities

BUSINESS CASE BENEFITS SOUGHT

Financial and operational

• Cash support is sought on a number of levels. In-kind 
support/expertise would be welcome in such areas as 
media, marketing, costumes, equipment, transport and 
freight.

Networking and hospitality

• CD Dance might also seek access to the corporate 
partner's employees, customers and business network 
for audience development, business development and 
private donations.
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3 The business case

TOWN & COUNTRY STYLES
BUSINESS CASE BENEFITS OFFERED

Financial and operational

• Cash support

• Assistance with costumes, freight, logistics

• Technical assistance with IT systems 

• Marketing and advertising support

BUSINESS CASE BENEFITS SOUGHT 

Reputation benefits

• Alignment with an organisation that has strong links to 
the community and is known for high-quality 
performances.

Market positioning benefits

• Aligning our brand with an arts company that has similar
brand values to ours: contemporary, Australian, stylish,
exciting, innovative.

• Opportunities to showcase our fashion lines, possibly 
through involvement in productions 

• Promotional opportunities in regional markets 

• Connection with a significant supporter base, including 
18-35 year olds and families 

Networking and hospitality benefits

• Enjoyable, unusual hospitality opportunities for clients,
customers, employees and their families 

Staff and organisational development benefits

• Developing staff creativity, communication and 
potentially other skills by working with the arts 
organisation.

Community engagement and sustainability benefits

• Alignment with an organisation that has a strong 
community profile and is involved in educational and 
community initiatives.

Summary 

A business case is a structured, quantified justification
for a business investment.

It includes:

• Organisation profile

• Value to the community summary

• Opportunities for benefits exchange.

Business case benefits are grouped into categories:

• Reputation benefits

• Market positioning benefits

• Networking and hospitality benefits

• Staff and organisational development benefits

• Community engagement and sustainability benefits

• Financial and operational benefits.
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A good partnership means that the business is more likely
to consider developing and increasing its level of support;
while for the arts organisation it demonstrates to other
potential supporters – business, government and the
community – that the organisation’s artistic skills are
underpinned by professional management.

A less than successful partnership can mean red ink on the
company’s balance sheet. For the arts organisation it may
result in greater difficulty in attracting further business
partners, inability to meet cultural objectives, potentially
reduced government or community support, and in the
worst case the possibility of closing the doors for the 
last time.

4.1 PARTNERSHIP READINESS

Both business and the arts have a responsibility to
demonstrate that each is ready for the proposed union.

Is the business partner ready?

Emma must be able to show the arts organisation that her
company has a committed budget, staff time and skills to
guide the partnership towards agreed outcomes. It needs 
to have operational systems in place that will ensure that
the partnership can be effectively managed.

The company also needs resources to leverage the
partnership to ensure that it gets the maximum value 
from its investment: a marketing spend to promote the
partnership, proclaim its success or be used for related
activities such as launch announcements; hospitality;
signage; and design and printing of materials. Some of
these costs may be shared by the arts organisation.

Leveraging costs also include senior executives’ time as they
contribute their prestige and expertise to the partnership by
taking part in public events or providing advice to the arts
organisation on what the company needs, how these needs
can be met and reviewing the outcomes. Both sides in the
partnership will benefit from contributions of senior
management time and expertise.

Emma will also want to be able to demonstrate that
corporate and marketing policies to underpin the proposed
partnership have been agreed to by the senior management
team/board and are understood and accepted throughout
the business.

Is the arts organisation ready?

Sam knows that companies are aware that many arts
organisations are not well resourced and he is keen to show
the potential business partner that his organisation is able
to fully service the partnership.

Bigger arts groups have organisational capacity that is
equal to those of many companies, and small-to-medium
groups proudly demonstrate that they run efficiently on 
the smell of an oily rag. But sceptical business managers
need to be convinced that sound operating principles 
and systems underpin the can-do attitude, passion and
commitment of the team that ensures the curtain goes 
up every night on time.

Inviting the potential business partner to behind-the-scenes
events and confidently demonstrating individuals’
combination of skills – on stage, front of house and
backstage – will open the eyes of the potential partner.

Encouraging the company to talk to the organisation’s
business manager and those board members who provide
professional accounting, legal or marketing advice will 
assist the company with its due diligence process. This
should reassure the potential business partner that the 
arts organisation has a sound financial base. Identifying 
the existing business partners to the potential new partner
is also likely to inspire confidence.

4 Securing a good fit partner 

When their business cases have been completed, and they have defined the needs that
their organisation has and the benefits they are able to offer, Emma and Sam are ready
to embark on the process of selecting the right partner and negotiating a relationship
that will benefit both the company and the arts organisation. It must be a ‘good fit’
partnership, for both partners have a great deal to gain or to lose, including their reputation.
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4.2 INITIAL RESEARCH

The business case has been completed and the company
and organisation are partnership ready – now to find a 
good fit partner. As with every other element of securing a
successful partnership described so far, business and the
arts will travel along parallel paths.

Each partner has clearly defined who they are, what they do,
how they do it and what they want to achieve from a
business arts partnership, and all are fully committed.

The business partner’s view

For some in business the surprise will be just what is on
offer. The menu is extensive with arts and culture covering
music, literature, performing arts, film, multimedia, visual
arts, crafts, Indigenous arts, community arts, libraries,
museums, festivals, design and architecture.

There are various resources that can assist business find a
suitable arts partner – starting with AbaF. AbaF gives advice
and facilitates opportunities for business to meet arts
organisations through its national office and state managers.
Useful information can also be gleaned from the Australia
Council, state and territory government arts agencies and
local governments which can provide a breakdown of arts
organisations.

Many organisations will make themselves known to
companies through unsolicited requests for support.
Company websites are a useful filter to encourage or
discourage interest by detailing partnership requirements
and the criteria needed to meet company objectives.
Written proposals should be requested covering the
following details from the cultural organisation:

Face-to-face interviews to assess senior managers’ values,
experience and commercial sense will indicate the capacity
of the organisations to initiate and implement ideas that
will add value to the partnership and to work closely with
the company to achieve commercial benefits. The due
diligence and reference checking will confirm financial 
and managerial claims.

4 Securing a good fit partner 

Values Mission, vision, objectives and 
community profile

Management Board, key executives and number
of staff

Audience Demographics, gender 
breakdown, characteristics,
geographic reach

Financials Current funding levels, sources,
funding requirements, existing or
past partnerships and what they 
achieved

Activities Programs for young people and 
other sectors of the community

Brand profile Perception of the organisation 
and its products

Primary benefits on offer Reputation and corporate social 
responsibility, networking,
marketing, staff development
and productivity

Point of difference Why this organisation aligns 
closely with the proposed 
business partner
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Companies might not feel that they can as easily assess 
the cultural output of their partner. Arts organisations can
provide statistical information on audience numbers, formal
satisfaction surveys, informal feedback, media reviews and
publicity, achievement recognition by peers and formal
acknowledgement of success and quality by the arts sector
and governments and their arts agencies.

Companies can do their own market testing by having
appropriate staff ‘taste’ the product by attending
performances and events. Managers who deal with
customers daily will have a very good feeling as to whether
the product will be acceptable. Managers responsible for
community relations will know what will go down well.
There may be staff, management or board members who
are enthusiasts and knowledgeable about the art form.

While a prudent management wants to ensure that
every aspect is securely locked down to achieve the right
outcomes, the arts do provide an opportunity to surprise
and stretch the imagination. If all the business case criteria
are being met and the due diligence has been completed,
there is the opportunity to be daring.

An arts partnership can extend a company’s reach and
stretch its perceived limitations, providing opportunities to
reposition the company or its products. AbaF’s Gold Book
of award-winning partnerships showcases many examples
where the unusual has achieved unexpected results for
both partners and the communities they serve.

The arts partner’s view

With business case in hand, arts organisations enter the
search for a business partner with the knowledge that they
can offer their potential commercial partner an exchange 
of assets. Development and marketing managers have the
opportunity to demonstrate to their counterparts in
business that they can provide a range of business case
benefits.

This challenge can best be met by carefully researching the
market – the tens of thousands of companies that are part
of the nearly two million registered businesses in Australia
and are collected by the Australian Bureau of Statistics in
industry sectors.

The organisation’s business case is the tool that helps
narrow the choice. Examining the industry sectors and the
companies that fit within them indicates which sectors and
companies can use the cultural organisation’s business case
benefits and meet their needs.

Questions about the industry sectors and their businesses
are grouped under the business case categories.

Reputation

• Identify the sectors that need to improve their image 
with governments, their immediate or wider community.

• Identify businesses that:
- need to improve their relations with governments or 

their communities because of particular challenges,
or proposed new ventures for which community 
approval will be essential.

- have their head office or a very strong presence 
in the cultural organisation’s operating area and that
want to reinforce their role in the community.

- are seeking to create a more balanced sponsorship 
and partnership portfolio.

Market positioning

• Identify businesses that:
- want to differentiate themselves in a cluttered 

market place

- have or are seeking customers and clients that are 
similar to the organisation’s audiences 

- have a strong presence in the cultural organisation’s 
operating area and want to reinforce their market
position

- want to remake their image and refocus their 
communications with the market

- have a brand that matches closely the arts 
organisation’s branding to enable brand 
reinforcement

- have a similar niche role to that of the arts 
organisation

- are seeking to diversify their products or services or 
to take existing products into new markets 

- are trying to break into markets in the region in 
which the organisation is based

- are trying to break into overseas markets in the same
regions as the organisation tours.
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4 Securing a good fit partner 

Networking and hospitality

• Identify businesses that are likely to be attracted by 
business arts hospitality and networking opportunities.
Which companies might like to network with the arts 
organisation’s other partners/patrons and 
supporters/contacts?

• Identify companies that rely on building and sustaining 
client relationships and need to host existing and 
prospective clients.

Staff and organisational development

• Identify businesses:
- competing to attract and retain skilled staff

- with staff that might gain skills by working with an 
arts organisation

- that have a new chair or CEO seeking to make a mark

- that have a new marketing manager or corporate 
relations manager seeking to put in place new 
strategies

- that need to build a more cohesive corporate culture.

Community engagement and sustainability

• Identify businesses:
- that are already involved in the community

- that support social and community issues and 
organisations

- that have committed themselves to being regarded 
as good corporate/community citizens

- whose websites/annual reports or media articles
highlight brand values, corporate strategies and 
business practices, which contribute to their regard 
in the community and need to be addressed in any 
approach as a partner

- which by their position in the marketplace could 
benefit by a stronger association with the community.
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Gathering information

Most cultural organisations have limited or no dedicated
research capability and rely on informal media monitoring
for information. With the whole organisation benefiting
from partnerships, everybody can be encouraged to scan the
newspapers for business news. Development staff members
take the lead, focussing on the business pages of the daily
newspapers and financial media and keeping abreast of the
changes, trends, successes, opportunities and problems
occurring within the business community and industry
sectors. They can be supported by a partnerships team
comprising staff, board members and volunteers.

Other information sources include the local newspaper with
news of what business in the community is doing, email
newsletters and the websites of target businesses and other
arts organisations competing for the partnership dollar.
Scanning the web sites of major companies provides a
general view of their needs and company policies on
community involvement, cultural diversity, cultural heritage,
staff recruitment and development.

Reports and surveys are often only partly covered by the
media but the information on which the story is based 
can be freely available on the internet.

Annual reports and marketing material published by arts
organisations and businesses are useful. An excellent way of
keeping up to date on who is supporting who is to maintain
a collection of programs which list partners, sponsors and
donors.

Formal market research is expensive but arts organisations
can seek in-kind research support from an existing partner
or consider targeting a research company as a partner.
Informal market research means talking with contacts 
and friends – government arts agency officers, sponsorship
consultants and brokers, board members and staff of other
arts organisations and their business partners. Participating
in AbaF functions, attending service organisations such as
Rotary or Lions, Chamber of Commerce or other business-
related clubs and networks can provide useful leads and
contacts.

Information gathered is only useful if it is readily available
and it needs to be filed for use when proposals are being
developed and negotiations are being planned. This will also
help to ensure that when staff changes occur, information
on the history of the organisation’s relationships with
companies is maintained.

The research will quickly indicate that some industries and
companies are inclined towards partnerships with the arts
while it’s not on the table for others. And there’s a wild card:
the potential market is so big and the individual economic
environment for different companies is so different that
even the most diligent research will not reveal every
opportunity – they can just turn up. Be happy if you have
been dealt an ace but don’t hold your breath waiting for 
the unexpected.

4.3 APPROACHING POTENTIAL PARTNERS

From the industry sector research, a range of companies are
selected and a potential partner identified. Detailed research
is now needed to form the basis of a customised proposal
that will be presented to the company.

To prepare the proposal for the selected company, the arts
organisation needs the company’s profile, its attitude or
positioning in the community and a list of benefits needed
and benefits deliverable. This information from annual
reports, websites, marketing and other material is
augmented by phone interviews and meetings with
managers, particularly in the corporate relations,
marketing or human resources areas.

Understanding the company can be assisted through
existing personal contacts such as friends or colleagues 
on the staff or boards of both organisations.

Identifying decision makers

It’s important to know who in the company is involved in
making the decisions, the decision making process and
when the decisions are made. Timing might be driven by
budget preparations and whether the company observes 
a calendar or fiscal financial year. Also to be taken into
account are staffing or organisational opportunities such as
new people or direction in sponsorships, current issues such
as takeovers or mergers or business policies impacting on
the company.

A formal meeting with the company is the opportunity to
ascertain its business case needs as each company will put
a different weighting on the business case categories.
Knowing this enables the arts organisation to describe its
assets and how they will be traded as benefits to meet the
needs of the company.
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It’s important to know who is attending the meeting
beforehand so that the organisation can include the most
appropriate representatives who can negotiate as peers.
The meeting might be the first and best chance to get the
proposal off the ground.

The information gathered in the research process provides
the context for the meeting. It is professional to show
awareness of the business’s situation, performance, corporate
social responsibility commitments and sponsorship activities.
The meeting is also an opportunity to ask questions and to
test assumptions – be ready to learn as the research might
not have uncovered recent developments in company policy
or business activities.

Assuming that the research is sound and the preliminary
proposal holds up, discuss it as an indication of how the
business case can provide benefits. The proposal needs to 
be strongly based but it is wise to ensure that the company
understands the proposal is a work in progress. It’s useful to
have other suggestions that can be made in the light of the
conversation.

If the result of the meeting is not as positive as had been
hoped, don’t display irritation or even disappointment but
suggest there may be other opportunities in the future. It
is important to hold on to the relationship if the contact is
judged to be worthwhile as it may take some time for a
relationship to translate into a partnership. Over time,
managers sometimes have second thoughts as
circumstances change.

With a positive reaction and a clear understanding on 
both sides of what happens next, preparation of a formal
proposal can begin. It is good to be able to offer an
invitation for company representatives to attend the
organisation’s next event and to leave behind attractive
material about the organisation.

Writing a proposal

The proposal is a marketing document that will sell the
partnership. It needs to be succinct, no more than three
pages containing the precise information required by the
company, written in a form that is easily absorbed in a 
short time.

The content will focus on the matching profiles of both
organisations with a brief but vibrant summary of the
cultural organisation based on its company profile and 
value to the community statements.

The proposal details the nature of the proposed partnership
and the desired outcomes for both partners. It sets out the
business case benefits that the partnership will deliver
based on the priorities set in the initial discussions with the
company. The proposal lists the business benefits – cash 
and in-kind – that the organisation seeks in return.

Supplementary material can include the organisation’s
marketing plan, market research and target audience
statistics, proposed performance measures for the
partnership and timelines. Descriptions of the organisation
and its work need to be in the form of fact sheets.

Listing the organisation’s key contacts is essential for the
company to find the right people for further discussions.

Pricing the benefits 

Many organisations find that the most difficult task is to
put a price on the benefits they offer – either charging too
little and not remembering how much the benefit is costing
the organisation or unrealistically over-charging, believing
that the company they are approaching is wealthy and that
the benefits offered are unique.

There is no point in a partnership that costs the organisation
money. All products and services do have a dollar value and
the price charged should reflect what the benefits are worth.

The price of the benefits should not be driven by the amount
of money the organisation happens to need, but by the
actual value of the benefits on the open market. Consider
how much it would cost to buy these benefits commercially
and then work out how much it is costing the organisation
to provide them – that’s where the profit margin can be
found. Transparent, evidence-based costing will be regarded
well by those in charge of budgets. Most elements can have
a price put against them – tickets, hospitality, staff time,
administration, travel and legal costs. They provide a firm
basis for negotiation. Given the facts, the partner can decide
how much the company can afford to pay. To enable an
efficient payment structure to be put in place it is worth
seeking advice from the partner as to the upper limit of 
the relevant cost centre before head office or senior
management approval is required.

Costing of partnership activities needs to be constantly
reviewed and budgets accepted before the event – a ‘no
surprises’ policy is essential when it comes to dealing with
money and relationships.

4 Securing a good fit partner 
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4.4 MEETING AND NEGOTIATING

Face-to-face meetings with decision-makers are essential to
determine how the organisation can best respond to their
partner company’s business needs. This is the opportunity
to identify their corporate goals and to find out what they
know about the arts.

The decision making process for allocating funds for
sponsorships or partnerships varies among companies
which seek different commercial returns, depending on 
the objectives driving the business.

Personal contacts between the company and the organisation
can be more important than any other factor, which is why
it is important to tap into the networks of board members,
staff and supporters. A clear business rationale is essential
but personal contacts can open doors possibly leading to a
partnership.

The partnership aim is to involve the decision-makers from
each of the company’s business units that relate to the
areas in which the organisation offers corporate benefits,
including corporate relations, marketing and human resources.

Securing an appointment

The organisation’s board members or supporters who know
people in the target company can ring their contacts or
write on the organisation’s behalf, requesting a meeting.
This approach should be coordinated with the person in 
the organisation managing the partnership approach.

The board member, staff member or volunteer who helped
win the appointment can be invited to attend the meeting.
The approach includes the following steps:

• A one-page letter introducing the organisation, indicating
the benefits that could be offered and the potential 
synergies, and requesting an exploratory meeting.

• A follow-up phone call requesting an appointment and 
mentioning any personal contacts. The objective is a 
short meeting to exchange views on a possible 
partnership.

• An invitation for the senior corporate contact and 
partner to the organisation’s next performance,
exhibition or event.

• If there is no response to the letter/email/ phone call,
consider whether to call again.

Securing the desired outcomes 

The process:

• Make direct contact with a senior manager to exchange 
background before the meeting.

• Find out who will attend from the company and their 
areas of interest.

• Ensure that the organisation’s representatives are at the 
same level as the company’s.

• Agree before the meeting on key messages and desired 
outcomes and who will say what.

• Prepare a brief presentation on the partnership to be 
delivered at the meeting.

• Brief the organisation’s representatives on:

- the business climate in the particular industry sector

- the target company’s business situation

- the details of the proposed partner’s corporate social 
responsibility or sponsorship policies.

Take to the meeting:

• Questions to stimulate discussion on the corporate 
representatives’ interests in the arts, their ideas about
business arts partnerships, and what their company 
would need out of it. This is the opportunity to obtain 
further information for their business case.

• A copy of the preliminary partnership proposal,
describing the organisation, the concept for the 
partnership and the benefits being offered to the 
company.

“Maximise your business networks! It is enormously
helpful if someone in the corporate is a devotee of what
you do. If you don’t have business networks, or even if
you do, then use AbaF to develop them. You can even use
the Internet to find out what senior executives’ arts
interests are. That personal support is invaluable in
obtaining corporate sponsorship.” Maria McCarthy,
former head of sponsorships, nab
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Securing outcomes

The initial meeting is a mixture of fact-finding, sales and
first-stage negotiation and the cultural organisation’s
representatives need to be ready to talk to each as needed.
It might be the only opportunity to demonstrate that the
proposal is based on an analysis of the company’s likely
needs and interests.

Many business people, especially those with limited cultural
experience, can find the arts as daunting as some in the arts
find the business sector. The aim is to make everybody feel
comfortable at the start of the meeting and to find out
what the company’s representatives know about arts and
the organisation – their knowledge might be limited.
It is worth spending time developing relationships.

It’s an opportunity for the organisation’s representatives to
show their enthusiasm and passion for the arts and their
organisation. At the same time they can demonstrate
knowledge of the business and the current issues they face
while listening carefully to learn about the business agenda.

Take care not to leave the preliminary business case
presentation too late because the aim is to show that
thought has gone into the proposal to meet the company’s
business objectives and could add value to the business.
The proposal will highlight the business case benefits the
organisation can deliver to meet the company’s business
needs. Ensure however it is understood that that this is only
a preliminary proposal and that a second draft can take into
account the company’s objectives and issues.

If a business has invited an arts organisation for an interview,
it means they already know who the organisation is, so
don’t spend the whole time talking about yourself. Spend
time to find out what the business wants, and how your
brand is relevant to them. Specifically how it can assist
them achieve their objectives.

Company managers at the meeting should be encouraged
to say whether the organisation’s research results are
accurate and if it has understood the business correctly.
They need to be asked if the benefits offered are of value 
to the company, if not, what benefits would be, whether 
the proposal is of interest and if the proposed pricing for
benefits is acceptable.

Objections or concerns need to be addressed. The company
may be interested in the organisation but not in the specific
proposal, or the benefits and the price suggested may not
be satisfactory. Being flexible and having another concept
for discussion could keep the negotiations open. The cultural
organisation could suggest, for example, that the company
might like to consider sponsoring a small project as a way of
assessing the likely value of an ongoing relationship.

Occasionally there may be requests or suggestions that are
unacceptable to the organisation because they compromise
artistic standards or integrity – corporate colours or logos on
costumes, for example. It can be explained that this would
be seen as undermining the integrity of the art and would
therefore devalue the currency. Alternatives can be
suggested: for example T-shirts for front-of-house staff.

The next steps might be to come back with a firm proposal
or to make a presentation to the chief executive and/or
senior managers from the other business units that might
benefit from the partnership. Materials should be left so
that managers not present are aware of the value of
continuing to explore the relationship.

The cultural organisation needs to be prepared to walk
away if the discussion leads to an unacceptable outcome.

After the meeting, follow up with a thank-you phone call 
or e-mail and confirm outcomes reached. Confirming
outcomes should become standard practice after each
meeting.

Advice and information provided by the company staff can
be used to develop the final proposal for the prospective
partner. This will detail particular benefits the organisation
offers to deliver to the company, and the resources it seeks.
The proposal can continue to be further improved and
opportunities sought to present it to a broader group 
from across the company.

4 Securing a good fit partner 

“The key is to define what different organisations are
looking for, and what they expect. Often they don’t know
exactly what they really want, and that’s when you have
to come up with the right idea that will suit the
organisation, which may come from left field. Partners
are looking for something that will define them – an
original idea will do that, if you can deliver.”
Lyndon Terracini, director, Brisbane Festival
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Gaining a commitment

Often a commitment will be made in stages.
A number of initiatives can grow the relationship. One
example is to invite senior managers of the target company
to attend an event, at which the opportunity is taken to
introduce them to the organisation’s board members, artists
and staff and to provide a behind-the-scenes briefing by the
artistic director.

Other ways of establishing or extending the relationship 
are to:

• have the chairmen of the two partners meet

• suggest that the business sponsors a one-off event while 
considering a partnership

• invite the business to hold a corporate function at the 
organisation’s venue

• invite the business to have a representative on the 
organisation’s board 

• suggest the business provide in-kind support in the form 
of a staff member to help the organisation prepare a 
marketing plan, develop a web site or help with human 
resource issues.

An organisation will be judged by its behaviour early in the
relationship in such areas as efficient development of
agreements or early and extra delivery of benefits.

Negotiating an agreement

A small, senior team should be responsible for 
negotiating an agreement to ensure consistency,
prevent misunderstandings, and minimise the risk of
unrealistic expectations in the minds of either party.

Depending on the organisation’s structure and resources
the team might comprise the chief executive or general
manager, the marketing or business development manager,
and the artistic director.

Their checklist will be:

• Is the relationship based on a business case?

- Clear understanding of objectives and values?

- Business needs identified and agreed?

• Are both organisations ready to manage the partnership 
and have the resources to support it?

- Staff, promotional funds, systems in place?

- Commitment, leadership, contacts and networks?

• Have tradable assets been identified and agreed to be 
exchanged?

- Pricing, delivery on-time, on-budget? 

• Has the impact of the partnership on the local economic 
environment been considered?

- Strengths and weaknesses of principal competitors?

- Market of potential business partners large enough?

• Is there a process and timetable agreed for evaluating 
and monitoring the relationship?

- Measures for intended outcomes, ongoing real-time 
evaluation?

- Milestones in place, reviews scheduled, feedback 
mechanism designed?

Approaching a small business

The key differences in the approach to a small local 
business are:

• The decision making process is not as complex – the 
owner of the business will probably be the person 
making the decision – and communications will generally
be a lot less formal.

• It is much easier to get in the door of local businesses.
A formal written proposal may not be appropriate, but
there should be some form of written communication as 
a follow up.

• A small business is more likely to already have some level 
of knowledge about the role your organisation plays in 
the community.
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4 Securing a good fit partner 

Summary 

Before embarking on a partnership, establish
partnership readiness. Do you have the resources to
manage and leverage a partnership?

Research potential partners by identifying potential
partners under each business case category. Identify
organisations that have assets or may benefit from your
assets in each category.

Involve the whole team. Use research to identify:

• Industry sectors

• Specific organisations

• Decision makers.

Face-to-face meetings are essential.

• Price the benefits on offer

• Develop a preliminary proposal

• Secure an appointment

• Discuss business case needs and assets

• Address objections and concerns

• Prepare a revised, detailed proposal

• Negotiate an agreement

• Secure a commitment.
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A contract provides a legal basis for a partnership. However
small your partnership, it is important to document it in
some way. The purpose of a contract from a commercial 
and a legal perspective is to provide certainty and clarity.
Contracts for sponsorship arrangements between business
and arts organisations have tended to vary widely, ranging
from undocumented agreements and brief letters to
lengthy contracts. But if they do not specify and quantify
the deliverables, they fail to achieve the purpose of the
contract.

While the contract is very important in itself, the process of
developing the contract is just as important because it
makes both partners think about what they want to put
into the relationship and what they want to get out of it.
The contracting process is important at a human level – 
it helps the partners to understand each other and feel
compatible.

Typically, a contract has two parts: one part is the legal
terms, the other sets out the benefits. It is important to
state not just what benefits the partners commit to deliver
to each other, but how they will be delivered and how they
will be measured. For example, one of the benefits provided
by the arts partner to the business partner could be arts
hospitality experiences for the business partner’s staff,
clients and prospective clients. Measures for this benefit
could include the number of opportunities provided, the
amount of take up, and surveys of client and staff
enjoyment. (For a model contract, providing a comprehensive
guide of what can be included in a contract between a
business and an arts organisation, refer to AbaF’s
publication A Guide to Contracts for Business Arts
Partnerships.) 

The contract must achieve the following things as a
minimum:

• Ensure that the parties share a common understanding 
of each other’s expectations

• Identify the primary objectives of each partner

• Articulate how the relationship will be managed and 
who will be involved

• Specify what each party will do or supply, including the 
timing and quality of the service or supply

• Specify the cost of each benefit provided

• Identify who will be responsible and when, for particular 
types of evaluation

• Identify processes for overcoming disputes

• Build in a process of regular evaluation and identify how 
it will be done, including quantitative and qualitative 
measures to be used

• Lay out a review, timetable and process for discussing 
areas that may have evolved or show the potential to do 
so, and how the relationship could be developed or 
extended.

5 Contracting the relationship

Before the partnership commences, it is important to develop a contract. This chapter
gives a brief overview of why a contract is needed, and what it may include. The subject
of contracting is dealt with in greater length in A Guide to Contracts for Business Arts
Partnerships and in AbaF masterclasses. 

“Sponsorship relationships between a business and an
arts organisation often begin with great expectations
and a high level of goodwill from both parties about the
new relationship. However, problematic situations can
easily arise due to a mismatch between the expectations
of the parties and a lack of clarity about the precise
rights and obligations of the parties.”
Tony Scotford, senior partner, Ebsworth & Ebsworth

“As you negotiate, you find the strengths and weaknesses
of the potential relationship – it may be that at that
stage you decide it is better to take the relationship no
further. Sometimes people think that once you have
started the process it must go on at all costs, but in fact
it might be better to decide at an early stage not to
proceed rather than to have problems later on, if there 
is a fundamental incompatibility.”
Ian Enright, partner, Ebsworth & Ebsworth
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It is very important to be clear and realistic about what
can be delivered. One of the most common reasons for a
partnership to run into problems is that the parties do not
get out of the relationship everything they had hoped for.
Maybe the business had expectations of a big splash of
publicity or networking, or the arts organisation was
expecting more infrastructure support than they actually
received. Maybe the business had anticipated a dramatic
increase in direct sales, which has not eventuated. Problems
of this nature often mean that the partners had not spent
enough time getting the benefits clear in the first place.

The contract should say very clearly when the partners 
are entitled to terminate the relationship. Many arts
organisations operate on an annual cycle, so it would be
reasonable for the contract to be annual too, rather than
terminating during a season. For termination without cause,
the contract should set a reasonable period of notice. What
is reasonable will vary depending on the circumstances and
each party’s timetabling. The contract should allow you to
terminate a contract in the case of a serious breach, such as
the complete collapse of a season. Causes for termination
would include the substantial non-delivery of benefits over
a period. But the contract should also state that if the
parties can remedy the breach, in other words sit down and
sort it out, then it is not a breach. It is hard to envisage
circumstances where legal action could produce a good
outcome, so by far the best course to take in the event of a
dispute is to resolve the problem through discussion and
negotiation.

In the preparation of a contract, there are certain difficult
areas to watch out for. Perhaps the most difficult are
reputational issues. All contracts contain a provision for
termination where a partner’s reputation is damaged. It has
happened, for example, that a controversial advertising
campaign has been regarded as damaging to a sponsor’s
reputation. So it is quite common for a partner to have
approval for material related to an event which it is
sponsoring, and this may be specified in the contract.

There should be regular reviews built into a contract after 
it has been signed and agreed. A regular mechanism of
review and reporting should be specified at the start of 
the process. Regular review and reporting is a good way to
continue to build and sustain a productive relationship.
It will enable the partners to address any problems early,
should they arise. It also creates opportunities to improve
the partnership. While this does involve additional work,
the results will be well worth it.

Note: readers are advised that this information is provided as
general guidance only and is not legal advice. Professional
advice should be sought before applying the information to
your particular circumstances.

5 Contracting the relationship

Summary 

A contract provides a legal basis for a partnership. It
provides certainty and clarity. The process of developing
a contract is also valuable in itself as it ensures
common understanding. However small your
partnership, it should be confirmed in writing.
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6 Management and evaluation

Once the contract is signed and the partnership is in place, the work has only just
begun! Successful partnerships are all about relationships, and your partnership will
require ongoing work to ensure its success. Both organisations need to be very clear
about the amount of work that will be involved in the partnership for it to be successful.

6.1 SERVICING THE PARTNERSHIP

Servicing a business-arts partnership involves more than
keeping it going. It is a process to ensure that the
partnership keeps on delivering outcomes and most
importantly is able to grow and change to meet new
requirements.

The initial agreement will often be with one part of a
business but over time the arts organisation will see ways
to connect with other parts of the company. The partnership
might begin with a marketing or public relations focus but
extend into the company’s human resources, production or
planning areas.

Similarly with the business partner, the partnership might
grow from the marketing area to embrace other company
activities such as staff team-building workshops, creative
workshops for management and staff, performance or
commissioned work for annual meetings, trade show
support and corporate networking at openings.

Both the company and the arts organisation benefit if the
partnership is spread throughout the company with both
partners enjoying a relationship across different areas.
A practical benefit is that the partnership remains secure if
any one manager who has been responsible for it moves on
because there are others on both sides that have ownership,
see its benefits and want to continue the partnership.
The process can be described in three words: relationships,
knowledge, trust.

A partnership management plan clearly sets out what the
contract means in practice. A partnership management
team oversees the partnership. Depending on the size of the
partners and the extent of the partnership there could be
two teams, one from each side directly interacting with
each other. The partnership can be managed by a single
combined management team if it is on a smaller scale.

For both organisations it is important that the management
team contains individuals from different areas, which may
directly reflect the business case elements. A few larger
businesses have a dedicated group to manage their cultural
investment activities.

Partnership management will include a proactive conflict
resolution process to quickly resolve issues; communications
procedures for formal reporting between the partners,
reporting to staff, and external reporting, particularly to
media; and a coordination function for joint activities.
Internal company communications are vital to keep staff
supporting the partnership and external communications
are essential to gain valuable public relations exposure.

Regular formal progress reviews, monthly or quarterly
depending on the scale of the partnership, measure and
highlight achievements, celebrate successes, identify actual
or potential barriers to progress, find solutions to issues and
very importantly identify additional opportunities. Regular
reporting covers expenditure and timing, progress against
the operating plan and outstanding issues.
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6.2 MANAGEMENT

Develop a partnership management plan

One of the first tasks is to develop a partnership management
plan. This is an overarching document that states what the
partnership aims to achieve, who is responsible for its
delivery, when key events will happen and how success will
be measured. The plan helps to ensure that the obligations
entered in the contract are met.

Partnership management plans usually include:

• defined goals and objectives with specific targets

• measurable performance indicators/KPIs linked to 
each partner’s objectives

• a benefits delivery schedule, with milestones

• joint calendar to track and co-ordinate events and 
initiatives

• meeting schedule

• roles and responsibilities for each partner

• budget factors.

The management of the partnership needs to be linked in
to the organisation’s business and operational planning.
It is the responsibility of the cultural organisation to
produce regular management and expenditure reports;
it is the responsibility of the corporate partner  to ensure
timeliness of payments in accordance with the agreed
terms of the partnership.

Test before you commit

As with all relationships, it is best to test the waters before
becoming too deeply committed.

Many businesses like to get a taste of what a relationship
with an organisation would be like by sampling the benefits
on offer, for example by purchasing corporate packages and
taking clients and staff along.

If this is successful for one or two seasons, the company
may be ready to enter into a partnership. If for whatever
reason it does not work out, the partners can withdraw
without difficulty, or perhaps try another option.

Once a partnership has been agreed and is under way, there
will be a natural progression as the partners grow in their
knowledge and trust of each other.

In a successful partnership, both partners will contribute new
ideas, based on their knowledge of each other’s needs. Again,
communication and listening are the keys. Instead of filling a
proposal with benefits that will never be used, work together
with the partner to find out what will really meet their needs.
Avoid assumptions. For example, an arts organisation may
consider offering after-show opportunities to meet artists
and director. But if the show is finishing late in the evening,
the business partner’s staff and clients may want to leave
straight away. If so, it would be better to provide other
opportunities at a different time.

Build excellent relationships 

It has been reiterated many times throughout this guide
that relationships are at the heart of successful
partnerships. Indeed, they are the most important factor.
Three important guidelines to successful relationships are:

- be attentive and flexible

- respond to emerging needs

- communicate and meet regularly.

6 Management and evaluation

“Don’t expect to get everything completed in the first
year. I’d expect that in the first year the relationship stays
simple and the partners concentrate on getting to know
each other and getting the big things right. In the second
year, revisit the partnership – go back and look at all the
extras and lock them in. Then in the third year you can
look for more creative ways to add value to the
partnership.” Donna Lewis, manager corporate affairs,
Goldman Sachs JBWere
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Opportunities may arise which have not been anticipated or
were not part of the original plan. This is a chance to add
value to the partnership. If the partners are meeting
regularly to discuss the success of the partnership, both
partners will be more easily able to keep track of how things
are going. It may be that the benefits need to be adjusted,
or the emphasis placed differently.

Review meetings might involve:

• measuring and highlighting achievements

• identifying problems and developing solutions

• identifying additional business needs

• identifying additional leveraging or marketing 
opportunities

• brainstorming ways of enhancing the partnership.

Through internal management meetings each organisation
might review:

• expenditure and timing

• progress against the organisation’s own operational plan

• outstanding issues

• senior management assistance or staff involvement.

Involve the whole company

- Leadership from the top

Support from senior levels of the organisations will always
help. In some partnerships involving large companies, a
senior executive is delegated by the CEO to be a champion
or ambassador for the partnership within the business.
This champion has roles including speaking at partnership
events, placing messages in relevant corporate publications
etc.

- Appoint partnership teams

It is essential to set up partnership teams – people within
both organisations who are responsible for managing the
partnership and making it work. (These teams may be
referred to as joint management teams or steering
committees.) But while these people take on specific
responsibilities, it needs to be understood that everyone
within the organisation has a role.(It is helpful for both
partners to ensure that as many people as possible in the
organisation know about the partnership and the areas
where they can assist with delivering the business benefits
and nurturing the relationship.

Leighton Holdings and Sydney Symphony 

Leighton Holdings considers the management approach 
of Sydney Symphony to be “the driving force in the
partnership’s success”.They describe the orchestra’s
approach as “professional, attentive and flexible”, and 
from a sponsor’s point of view, with many other major
partnerships to administer, this approach is essential and
most welcome. Over time the partnership was modified 
to remove the standard hospitality package for senior
executives and replaced with activities for Leighton staff,
their families and clients. The successful delivery of all
partnership activities and the continuing strong support
by Leighton Holdings staff and their families was the major
reason for renewing the partnership.

Comalco Aluminium Ltd and The Queensland Art Gallery

The key to this partnership’s success was the clear lines of
communication and consultation throughout the whole
process with staff and community. As project milestones
were approved, the gallery and Comalco staff met to
review outcomes, which helped uncover many new
opportunities. Community consultation was an integral
part of the entire project’s development with both parties
committed to securing the backing of the local
communities and employees.

Novell and National Museum of Australia

Key senior personnel from both organisations were
brought in to mentor and lead the relationship. Initial
planning workshops, held to define and develop the
partnership, involved staff from all levels and units of 
both organizations.
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- Take a whole-of-company approach

In many successful partnerships, both partners take a
whole-of-company approach. This means encouraging
personnel from all levels and all business units and regional
offices to participate in and promote partnership activities.
One great benefit of this approach is that the more people
are engaged with the partnership, the more it is strengthened
against the potential danger of key personnel departing.

6.3 EVALUATION

Evaluation is an essential part of the ongoing management
of a partnership. It enables both partners to know how
successfully the agreed benefits are being exchanged,
to identify problem areas and if necessary modify the
relationship.

Another positive of evaluation is that it provides hard
evidence of the benefits that are being derived from the
partnership. For a sponsorship or marketing manager who
needs to persuade people inside the company that the
partnership is valuable and worth continuing, it is useful to
have quantitative and qualitative evidence to put before
decision makers. For an arts organisation, evidence of the
benefits of a partnership will provide further ammunition
when they are seeking to renew the relationship or attract
other business partners.

The following steps are recommended for the evaluation
process:

• agree on clear, realistic objectives. These include:

- objectives for each partner in the business case 
benefit areas

- objectives for the partnership itself

- objectives for the community.

• establish outcomes for each of the objectives

• agree on how to measure the outcomes

• draw up a report based on these measures

• meet regularly to review progress and discuss future 
directions and improvements.

The following guidelines are important regarding
evaluation:

• Link the measures to intended outcomes. For each 
benefit which has been agreed, there need to be specific 
measures linked to that benefit.

• Include both qualitative and quantitative measures.
Quantitative measures could include the number of 
mentions in the media, the number of people attending 
an event or the number of staff taking up volunteering 
opportunities. Qualitative measures could include surveys
of feedback from staff on their enjoyment of a cultural 
experience.

• Ongoing evaluation. Both informal and formal evaluation
should be factored in. When the partnership begins,
identify at what stages the partners will evaluate the 
progress of the relationship.

• Set milestones.

• Review the evaluation process regularly. Set aside time 
to discuss evaluation at various stages during the 
relationship – post-event, quarterly, annually and/or 
triennially. Are the methods and processes of evaluation 
the right ones? Are your measures the right ones? Are 
there any benefits which are not being measured? 

• Make changes based on feedback.

6 Management and evaluation

Siemens Ltd and RMIT School of Art & Culture 

A joint staff committee sets measurable objectives for the
partnership and looks for opportunities to leverage the
relationship,The committee created the concept of
encouraging emerging artists through an art competition
and travelling scholarships.

BHP Billiton and Musica Viva Australia

The partnership encompasses multi-level involvement
across both organisations and across regional networks -
from national office level joint planning and review, to
regional level ‘buy-in’ opportunities. It spans many staffing
levels and stakeholders including BHPB staff, the touring
musicians and the local communities.
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The following paragraphs indicate some suggested
objectives and evaluation methods that apply to each of the
benefit areas. They have been drawn from many current and
recent examples of actual partnerships. They are intended
to be indicative only: they are not comprehensive. In reality,
each partnership is different and the evaluation needs to fit
the specific context of the partnership. Businesses will
generally have their own priorities of what they are looking
for from a partnership, and the methods of evaluation will
be tailored to that.

Reputation benefits

Suggested objectives in this area may include:

• to be seen as a good corporate citizen

• to consolidate stakeholder goodwill

• to project the company’s values 

• to extend the company’s reach into the community 
and stakeholder groups.

Reputation is not an easy thing to measure, although there
has been a proliferation of reputation indexes in recent
times. It is difficult to demonstrate to what extent a specific
partnership has affected an organisation’s reputation.

Suggested evaluation methods:

• amount of media coverage – number of articles,
quantity in column centimetres and total value 

• surveys (of visitors/audience/relevant segments of 
the public) measuring opinions of business partner’s 
contribution to the community 

• company’s position in indexes of reputation such as 
Dow Jones Sustainability Index, Reputex

• quality of media coverage

• quality of feedback received in the form of emails 
and letters from audience members

• a change in attitudes expressed in the media and 
marketplace

• increased comments about the business and its 
‘licence to operate’.

National Australia Bank

The National Australia Bank (nab) evaluates the success of
its partnerships under four key areas of benefits:

• Brand

• Commercial return on investment (ROI)

• Staff engagement

• Community connection.

“Our partnerships are evaluated under four key areas:
brand; commercial return on investment (ROI); staff
engagement; and community connection. It depends on
the type of property which criteria we use, but ideally we
are looking for a sponsorship to deliver benefits in all four
areas.

Under brand, the types of benefits we look for are the
amount of recognition we will receive within the target
audience, the level of media and PR benefits and the 
amount of editorial.

For commercial ROI we evaluate client hospitality options,
competitions, campaigns and products, and what financial
services business we gain from the sponsored organisation.
We also look for properties that have strong brand and
organisational synergy with us.

Staff engagement benefits are evaluated according to the
amount of volunteering and employee participation
opportunities.We also consider the feedback received
through email and surveys and typically our sponsored
properties are of particular interest to our staff. For example,
during the Commonwealth Games we received 6,500
positive emails from our staff about our sponsorship.

For the community engagement aspect we evaluate how
we can assist the organisation we are partnering with and
how we can heighten the community’s experience with
that property. For example, with The Australian Ballet we
looked at whether we have enriched people’s experience 
of the Ballet and if so, how did we achieve this and what
was the potential for enhancing this in the future?”

Maria McCarthy, former head of sponsorships, nab
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Market advantage benefits

Suggested objectives in this area may include:

• brand visibility to target markets

• increase brand awareness with the public

• gain media coverage

• market reach.

Suggested evaluation methods:

• numbers of people from target markets attending 
events

• number of ticket sales and subscriptions

• revenue from sales of products and services

• value of increased business as a direct result of the 
partnership

• website traffic

• amount of editorial/advertising in partner’s 
publication

• new enquiries directly arising from partnership

• greater recognition in the marketplace.

Networking and hospitality benefits

Suggested objectives in this area may include:

• develop and enhance relationships with 
clients/business leaders/community 
leaders/government

• generate new business through networking 
relationships.

Suggested evaluation methods:

• numbers of special events (sponsor functions,
exclusive viewings, behind the scenes tours etc)

• number of events taking advantage of partner’s 
venues/facilities

• numbers of priority guests/clients/contacts 
attending functions 

• numbers of community and government contacts

• value of new business generated through 
networking.

• anecdotal feedback from guests

• endorsements

• letters of acknowledgement and appreciation. \

Staff and organisational development benefits

Suggested objectives in this area may include:

• to recognise and reward staff and their families

• to create opportunities for team building

• to make the workplace environment stimulating 
and interesting

• to attract and retain staff.

Suggested evaluation methods:

• staff take up rate of ticket offers

• surveys of staff satisfaction after participating in arts 
and cultural activities

• measurement of staff satisfaction, absenteeism and 
staff performance

• identifying formal and informal feedback from staff

6 Management and evaluation

The Commonwealth Bank and Country Arts SA

Measures used by the bank to assess the levels of
reputation benefits included figures gathered through a
client satisfaction survey, which found that:

• 100 per cent of clients enjoyed the performance and 
would see it again

• The opinion of attendees about the bank rose from  
72 per cent positive before the performance, to 
95 per cent positive after the performance.

Optus and The Bell Shakespeare Company 

A market reach measure used by Optus is the increasing
numbers of students attending Bell’s education program
and using new Optus technologies. In 2004,Bell Shakespeare’s
education audience increased by 31 per cent to 82,400
students. Another measure is the high level of recognition
Optus receives in Bell media releases, advertisements on
Bell’s education website (30,000 hits annually) and at
event promotions.
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Community engagement and sustainability benefits

Suggested objectives in this area may include:

• to be seen as a business with a strong sense of 
community

• to be identified with activities which are beyond the 
primary purpose of the business

• to be identified as a business using arts/culture to 
address community/social issues

• to be recognised generally as committed to 
developing the community in which it does business

• to be recognised as a business which is working for 
the long-term sustainability of the community.

Suggested evaluation methods:

• numbers of students attending an education 
program

• amount of media coverage

• increased access to arts offering by target group.

Financial and operational benefits

Suggested objectives in this area may include:

• to increase revenue

• to sell more products/services

• to gain services and/or facilities which would otherwise 
cost the organisation money.

Luxottica (OPSM) and Croc Festival

The following totals show the number of young people
receiving eye tests and free pairs of glasses through the
partnership:

Summary totals for combined Croc Festivals 
2003, 2004 and 2005

Total students pre-screened by the schools 48,711

Total screening and tests by OPSM Group 7,456

Total full eye examinations 2,168

Total numbers of glasses dispensed 849

Sandalford Wines and The West Australian Symphony
Orchestra (WASO)

The partners evaluate the partnership on the basis of the
event’s success and the financial returns.

• A WASO measure is increased ticket sales – which more 
than doubled in four years

• A Sandalford measure is increased wine sales – which 
increased fivefold in four years.

Freehills and Company B Belvoir Theatre

Freehills law firm utilises all the entertainment benefits
provided by Company B for its staff, and its HR department
identifies staff that would benefit from off-site team-
building activities. Company B theatre tickets are eagerly
anticipated and always utilised. Freehills measures:

- staff take-up of tickets 

- staff and board feedback

- the extent to which the arrangement has helped build
morale and an appreciation of the firm’s organisational
culture and commitment to the community.
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6 Management and evaluation

6.4 WHAT CAN GO WRONG?

Although a partnership begins with the best intentions
from both parties, there are some danger areas where it can
fall down.

Nearly all problems, and their solutions, come down to a
simple matter – communication. Communication is the key
to a successful partnership, and problems arise where it is
lacking.

The following are some potential dangers to watch out for.

Arts partner

• Don’t overstate the benefits that you can deliver. For 
example, do not exaggerate the number of subscribers 
or audience that you have. It is better to be honest than 
to have the business partner disappointed when they 
realise they are not getting what was promised.

• Don’t “nickel and dime” the business partner. If they are 
providing you with significant financial support, then you
may need to be prepared to bear small losses on 
particular events.

• Be up-front about your dealings with other sponsors.
Beware of negotiating deals with new sponsors that
encroach on the turf of your existing partner.

• Do not offer benefits to a company that is a direct
competitor of your business partner – i.e. if your partner 
is a retail bank, do not approach other retail banks 
(though merchant banks which are not direct
competitors may be OK); if your partner is a high street
retailer, do not approach other similar stores. If in doubt,
ask your business partner: “Would you have a problem 
with us approaching company x?”

Business partner

• Be aware that arts organisations operate to tight
schedules and have productions and events locked in – do
not assume they can change their plans at short notice.

• Be aware that many arts organisations have limited 
resources and may have difficulty in adding in extras that
are not planned or budgeted for.

• The arts organisation’s artistic integrity must be 
maintained – do not expect to make changes to the 
artistic product.

• Excessive signage is not appreciated by arts audiences 
and can be counter productive.

“We had agreed with our arts partner to produce a
number of flags to be flown in the streets advertising
their event. As the corporate partner, we were paying for
the flags which also carried our branding. We were then
told by our arts partner that they had offered branding
space on the flags to another new sponsor, without
consulting us. We were disappointed at their lack of
openness, and at their offering something that was not
theirs to give. As a result the flags did not go ahead.”
– Senior corporate sponsorship manager

“At one event I heard a representative of our corporate
partner saying that he had expected more signage. They
didn’t realise that our art form is not like the footy – you
can’t plaster signage everywhere, it is offputting to the
patrons. And you can’t put a logo on our performers’
costumes!” – Senior arts development manager

“Our business partner contacted us to ask us to perform
at a corporate function at short notice. The date didn’t
suit us because we were already committed to a public
concert that night. When we told them this they said
“We want you to cancel the concert and perform for us
instead.” We had to explain that even though we
appreciated their support, we couldn’t just drop
everything else!” – Arts general manager
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Prepare the profile of your organisation
and your value to the community
statement

Prepare your business case in line 
with the business case categories, by
identifying the benefits needed and
the benefits deliverable

Categorise the benefits
under the following headings:

1. Reputation

2. Market positioning

3. Networking and hospitality

4. Staff and organisational 
development

5. Community involvement and 
sustainability

6. Financial and operational.

Recognise that implementation and
management is an additional cost.
Is it factored in?

Is the intended partnership understood
and owned across the organisation?

Have you identified how you will
leverage the relationship?

Do you have practices and processes 
in place to effectively manage and
leverage the relationship?

Determine who will manage the
relationship.

Research industry sectors/businesses
which are likely to be a good brand
match

Identify the business/es most likely to
meet your needs and whose business
needs you can address

Explore opportunities for a relationship.

Figure two Recapping the partnership process 

This flowchart shows the steps towards a successful partnership.

Build a business case Research and select
a partner

Determine partnership
readiness
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Develop a preliminary proposal 

Identify decision makers

Seek an initial meeting and add to your
knowledge

Canvass business case needs and
exchangeable assets

Price the benefits

Formalise a more in-depth proposal 
and meet again.

Negotiate a clear understanding of the
terms of the relationship, the benefits
and tradable assets

Gain a commitment

Translate the relationship terms into 
a contract where the tradable assets,
expectations, the process of
implementation management and
evaluation are documented.

Develop a partnership management plan

Communicate regularly both formally
and informally

Identify at what stages and which
party will do what to evaluate the
relationship

Determine methods and processes 
of evaluation

Be flexible in responding to problems
and opportunities 

Involve the whole company

As the initial term of the relationship 
is drawing to a close, arrange to meet
well in advance to plan and explore the
next phase

Be ready to be innovative in planning
the next stage of the relationship.

Prepare a proposal Negotiate and document 
the relationship

Manage and evaluate 
the relationship
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What of our fictional partners, Town & Country Styles and
CD Dance? The following quotes suggest some fairly typical
responses of arts and business managers involved in a new
partnership.

A new partnership: the arts perspective

Sam: “Our partnership with Town & Country Styles has been
in place for six months, and we are very happy with
progress. Our partner has made a cash contribution, which
will assist us to tour to major towns in our region. Also,
through their substantial distribution network, they are
providing in-kind assistance with the transport and freight.
In return we are providing them with branding opportunities
and hospitality options. They are acknowledged as a major
partner in all our publicity and collateral, and we expect
the tour to generate significant publicity. Perhaps the most
satisfying aspect has been the interest shown by Town &
Country staff in our performances. There has been a great
atmosphere at the performances and the hospitality
functions where we have been getting to know each other.
We are planning some dance and movement workshops
with them, and we are expecting a good response. There 
is a lot of goodwill on both sides and we are very hopeful 
that it will evolve into a long-term relationship.”

A new partnership: the business perspective

Emma: “This was our first foray into arts partnership, and
there was some doubt around the company about whether
it was the right way to go. I wasn’t sure how strong the
initial response by staff would be, but we marketed the
partnership with CD Dance pretty hard through internal
communications, and there has been an enthusiastic take-
up of tickets – we have easily met and exceeded our targets.
Modern dance is something that a lot of our clients and our
staff wouldn’t have seen before. It’s great for team building,
and back at work the next day everyone is talking about the
performances. We’ve also appreciated the recognition that
we have had from local media, community and political
leaders for our engagement with the arts. Again, the
amount of media coverage and networking has exceeded
our targets. Down the track I’m anticipating that we can
expand the partnership into other areas, such as involving
the dancers in our advertising and modelling our fashions.
We meet and talk regularly, on a formal and informal basis.
I’ve been impressed with their professionalism. There’s 
no doubt that this has been a great investment for us.”

Summary 

Servicing a partnership is an ongoing process to ensure
the partnership continues to deliver outcomes.

A partnership management plan sets out what the
contract means in practice. It includes goals, objectives
and schedules.

Regular formal and informal reviews establish how the
partnership is tracking, identify problems and
opportunities, and find solutions.

Test before you commit – allow the partnership to grow
naturally.

Relationships are at the core of a successful partnership.

• Gain leadership from the top

• Appoint partnership teams

• Take a whole-of-organisation approach.

Evaluation is essential. Use both quantitative and
qualitative measures. Measure benefits in all the
business case categories.
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CASE STUDY 1: TOORAK TRADERS 
AND THE CITY OF STONNINGTON 
This partnership involves more than 80 small businesses,
working through the Toorak Village Traders Association,
staging an annual sculpture festival in partnership with the
City of Stonnington in Melbourne and individual sculptors.

The Association initiated the partnership in 2001 when it
suggested a sculpture festival to the City of Stonnington.
In the inaugural 2002 festival 60 entries were exhibited in
retail outlets. Strategies for the festival’s growth were
developed, 71 pieces were entered in 2003 and there were
90 entries in 2004. Much thought goes into selecting the
right sculpture to be displayed in the right setting. The
curator assists each retailer to design the display for each
piece.

The Association encourages its members to take part,
manages the festival, produces the catalogue and
advertising and liaises with the media. The City of
Stonnington contributes cash, runs a public relations
campaign, distributes catalogues and conducts market
research. The council provides the City of Stonnington
Sculpture Award and local businesses also provide awards.

BUSINESS CASE BENEFITS

1. REPUTATION BENEFITS 

Toorak Traders

Conveying values and image 

The festival has improved the reputation of the shopping
centre as an interesting place to visit. It is now recognised as
an important part of Melbourne’s cultural calendar.

City of Stonnington 

Consolidating its reputation as local government
cultural leader 

The City of Stonnington has strengthened its cultural
position by creating an environment in which the arts can
flourish alongside local business. The council has attracted
praise from other councils, government bodies, local
members of parliament and residents.

2. MARKET POSITIONING BENEFITS 

Toorak Traders 

Strengthening the brand 

The festival strengthens the association of Toorak Village 
with quality and stylish shopping.

Securing extensive media coverage 

The partnership generates extensive media coverage
including The Age, Stonnington Leader, Australian Jewish
News, Melbourne Weekly and council publications.

Increasing sales

The festival attracts many new customers to shop in 
Toorak Village.

Providing new audiences for contemporary 
Australian sculptors 

The partnership has enabled the festival to be staged each
year, allowing Australian sculptors to present their work to
thousands of people who would not otherwise have seen it.
The festival opens new selling opportunities for the artists.

3. NETWORKING AND HOSPITALITY BENEFITS

Strengthening relationships between businesses and
community

The partnership has forged strong relationships between
the Association, council, retailers and artists. The opening
ceremony attracts many business, community and
government leaders.

4. STAFF AND ORGANISATIONAL DEVELOPMENT BENEFITS 

Toorak Traders

Enhancing the work environment

Traders and their employees have enjoyed the positive
environment and customer interaction the artworks provide
and have benefited from meeting and working with artists.

APPENDIX 1: Case studies of 
business-arts partnerships
The following partnerships are presented here as examples of good practice. In the
case of AbaF Awards nominations, these case studies are based on the nominations
submitted at the time, and the partnerships may have changed or come to an end in the
intervening period.
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Strengthening the organisational base

The festival provides a vehicle for the Association to add
value to the service it provides to its members – since the
festival began membership has increased significantly.

5. COMMUNITY ENGAGEMENT AND SUSTAINABILITY
BENEFITS

The community 

Increasing public access to quality cultural experiences

The partnership offers a non-confrontational, accessible and
different way for people to view sculpture.

City of Stonnington

Strengthening the local economy

The festival helps the council to achieve its goal of making
Stonnington a cultural hub and a great place to shop.

Toorak Traders

Through the festival, traders create a marketing point of
difference, promoting Toorak Village and attracting
shoppers.

6. FINANCIAL AND OPERATIONAL BENEFITS

Toorak Traders

The number of visitors to Toorak Village increased by 
10-15 per cent (2003) converting into increased sales.
The Association receives a small commission through 
art sales.

Festival of Sculpture

The festival receives cash and in-kind support enabling it to
stage the exhibition. Cash for prizes is provided by the City
of Stonnington ($5000) Worrells Motors ($3000) and
Greythorn ($2500).

PLANNING AND EVALUATION 

Documented objectives, embedded in the partners’
corporate plans 

The partnership is designed to achieve the documented
goals of each of the two lead partners, plus the goals they
set together for the festival.

The Association and the City of Stonnington are each
committed to the festival’s development and growth.

The Arts and Cultural Development Policy of Stonnington
Council lists as a key objective: To encourage constructive
and beneficial partnerships with council, business and arts
sectors.

The Association has incorporated into its business plan the
objective to enlarge and improve the Festival of Sculpture.

Annual review 

The partnership is reviewed annually and partners agree
that it is achieving the outcomes in line with the above
objectives.

CASE STUDY 2: AUSTRALIA POST  
AND OPERA AUSTRALIA 
Australia Post and Opera Australia are committed to the
shared mission to “Enrich the cultural life of the Australian
community and provide world class art to Australians 
living in regional, rural and remote areas”.

The partners are flagship Australian companies aiming to
provide quality, affordable and accessible services to the
people of Australia. Their partnership began in 2004 for an
initial three-year period. The focus is OzOpera’s Schools
Company tour, which takes a fully staged opera production
including the orchestra to 18 rural and remote centres in 
the Northern Territory and Western Australia.

BUSINESS CASE BENEFITS

1. REPUTATION BENEFITS 

Australia Post

Enhancing reputation, goodwill with business, community
and government

Australia Post has more than 50 per cent of its outlets in
rural and remote regions around Australia. The partnership
provides the opportunity to build goodwill by contributing
to the quality of life in regional areas.

Australia Post says: “By making great art more accessible for
Australians, we are building our reputation among all our
stakeholders, including the government and corporate
sectors, regional and metropolitan customers and local
communities”.
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Opera Australia

Enhancing reputation with government, private supporters
and the community

OzOpera needs to take its performances to regional
Australia to meet the Australian Government’s mandate
and to keep increasing the number of new supporters.

2. MARKET POSITIONING BENEFITS 

Australia Post

Securing extensive positive media coverage

Australia Post matches every dollar it gives to OzOpera with
its own promotional spending on the partnership. One
result is 125 print media articles about the tour, 38 per cent
mentioning Australia Post as lead sponsor.

Direct exposure of new products and services

Australia Post used the tour to increase regional customers’
awareness of its new banking service, giroPost. Customers
using giroPost were offered the chance to win a trip to
Sydney and Opera House performance tickets. Some 1500
customers used giroPost for the first time.

Opera Australia

Securing exposure through the business partner’s 
distribution networks 

Australia Post used its vast retail and mail network to
promote OzOpera’s regional performances.

Australia Post distributed OzOpera flyers to 116,000 delivery
points in Western Australia and the Northern Territory
through a mail drop at no cost to OzOpera. The OzOpera
audience increased by 45 per cent in 2004 compared with
2002.

3. NETWORKING AND HOSPITALITY BENEFITS

Australia Post

Securing memorable hospitality experiences

OzOpera performances, functions and events provided
opportunities for Australia Post to hold events across rural
and regional Australia attended by many dignitaries,
including the Governor General, ministers, local councillors
and business and community leaders. In the words of
Australia Post: “The partnership allows us to connect with
our customers and provides opportunities to raise the
profile of local postal managers”.

Opera Australia

Building relationships with new partners and donors 

OzOpera established relationships with many senior
executives who attended post-performance functions
around Australia hosted by Australia Post.

4. STAFF AND ORGANISATIONAL DEVELOPMENT BENEFITS 

Australia Post

Fostering staff pride and satisfaction

Everyone from the chairman of Australia Post to local postal
staff had the opportunity to see an opera performance in
2004. In addition 1300 Australia Post staff and their families
took part in Family Days put on by Australia Post and
OzOpera at the mail sorting facilities in Melbourne and
Sydney. The OzOpera performance of the children’s opera 
Sid the Serpent Who Wanted to Sing for 450 staff at the
Parcels Facility in outer Melbourne was a tremendous hit,
and for most of the audience it was the first opera they 
had attended.

Opera Australia 

Professional development

The partnership has led to new ways of providing exciting
professional and social experiences for employees.

5. COMMUNITY ENGAGEMENT AND SUSTAINABILITY
BENEFITS

Enriching Australia’s cultural life

The partnership enabled 8000 adults and 62,000 children in
isolated areas to see OzOpera performances in 2004.
Australia Post believes that making opera available, building
audiences and inspiring future performers helps to ensure
the continued vitality of Australian culture. Australia Post’s
commitment is to help Australians in regional areas engage
with and aspire to great art and improve the education and
cultural appreciation of Australian youth.

Stimulating local economies to build business sustainability 

Australia Post believes that regular professional
performances help stimulate local economies, sustain
employment and benefit small business. It supports
regional arts touring because the prosperity of regional
communities is crucial to the long-term commercial 
success of both Australia Post and OzOpera.

APPENDIX 1: Case studies of business-arts partnerships
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6. FINANCIAL AND OPERATIONAL BENEFITS

Opera Australia

Australia Post provided significant financial support to
Opera Australia over the three-year period. The financial
contributions enabled Opera Australia to reduce the cost
of opera tickets to 8,000 people by 25 per cent.

PLANNING AND EVALUATION 

Evaluating outcomes against agreed goals and objectives

The partnership is evaluated against agreed goals and
objectives. One important objective and evaluation criterion
was to increase audience attendance at opera performances.
The OzOpera audience increased by 45 per cent in 2004
compared with 2002.

Surveys

Success is also measured through surveys. For example 
73 per cent of the 8000 adults who attended the regional
performances said it was the first time they had been to 
the opera and 86 per cent said they would go again.

CASE STUDY 3: BIMBADGEN ESTATE AND
MUSEUM OF CONTEMPORARY ART  
The Museum of Contemporary Art (MCA)–Bimbadgen Art
Series labels, a limited edition series of labels used on wine
bottles produced by Bimbadgen Estate, is the focus for this
partnership. Starting in July 2001 for an initial three years, it
was renewed in 2004 for three more years. Bimbadgen has
increased contra product annually. The Art Series is now the
principal vehicle for leveraging the partnership and driving
Bimbadgen product sales. The Art Series showcases two
contemporary wine blends with two different artists each
year. Five series have been developed, each taking themes or
works from the MCA collection or exhibitions.

BUSINESS CASE BENEFITS

1. REPUTATION BENEFITS 

Bimbadgen 

Enhancing Bimbadgen’s positioning as a good 
corporate citizen 

The partnership enhanced Bimbadgen’s positioning in the
Sydney market as a good corporate citizen and a supporter
of the arts community, enabling it to form many new
relationships in the business and cultural sectors.

Museum of Contemporary Art

Enhancing the MCA’s reputation as a capable arts
organisation

The partnership has enhanced the MCA’s credibility with
government, the media and the corporate sector.

2. MARKET POSITIONING BENEFITS   

Bimbadgen 

Developing new product

The MCA helped Bimbadgen create a new premium wine
range – the limited edition Art Series, which is a collectable
product linked with premium locations and occasions. It is
only sold to up-market restaurants, hotels and theatres and
cannot be purchased at liquor stores.

Strengthening the brand

MCA gives Bimbadgen product exclusivity, acknowledges 
it as a Major Sponsor and promotes the brand in all its
marketing material – letterheads, banners, signage, t-shirts
and the tablecloths used at MCA events and in the MCA
restaurant. This has helped Bimbadgen increase brand
awareness in Sydney, nationally and internationally.

Securing extensive positive exposure and media coverage 

The partnership receives extensive positive media coverage.

Securing exposure in MCA marketing material

Bimbadgen and MCA public relations teams promote the
Art Series through each partner’s networks, launch events,
websites, retail outlets and newsletters. The MCA promotes
Bimbadgen wines to its members through the MCA
newsletter which goes to 3000 subscribers. The partnership
has established new networks and received complimentary
advertising airtime on SBS TV through involvement with the
Biennale of Sydney.

“A tight, focussed, well-managed sponsorship with plenty
of value derived from a relatively low dollar sponsorship
level – excellent ‘bang for the buck’ ”.
– AFR Magazine
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Securing direct exposure of products – using MCA’s venues
and functions

MCA promotes Bimbadgen wines through on-site sales and
trial tastings to 47,500 guests who each year attend MCA
activities and events hosted by other organisations at the
MCA, plus 40,900 patrons who annually eat and drink at the
MCA café. This has led to significant increases in sales.

The Art Series 1 sold 500 dozen cases of each wine and Art
Series 4 more than doubled that number – 1100 dozen cases.

Museum of Contemporary Art

Developing new audiences 

Bimbadgen gives MCA access to new audiences. The
partners jointly promote the MCA brand, its art collection
and activities at the cellar door, in restaurants, hotels and
theatres where the wine is available and through national
distributor networks and exporters. Bimbadgen marketing
materials supporting MCA include signage, brochures, an
Art Series t-shirt and a corporate video. Bimbadgen holds
wine tasting events and advertises the wine through its
newsletter to 2100 customers and on the Bimbadgen website.

Direct exposure of products

The Art Series promotes items drawn from the MCA
collection.

3. NETWORKING AND HOSPITALITY BENEFITS

Bimbadgen

Securing memorable hospitality experiences and venues

MCA is Bimbadgen’s Sydney entertainment base providing
Club Bimbadgen members with exclusive gallery viewings
and discounted offers for special events. Bimbadgen’s guests
are invited to MCA exhibition openings, corporate supporter
and fundraising events and ambassador viewing nights.

4. STAFF AND ORGANISATIONAL DEVELOPMENT BENEFITS 

Bimbadgen

Fostering staff satisfaction and commitment

Bimbadgen staff members from the chairman and chief
winemaker to cellar door staff and sales representatives are
involved in the partnership. They participate in many MCA
experiences including exhibition openings, corporate
receptions and complimentary guided tours and arts
workshops.

Museum of Contemporary Art

Fostering staff satisfaction and commitment

All MCA staff members can purchase wine at a discount
and receive complimentary offers. The partnership provides
opportunities for private tours of the winery, tasting and
dinners at the restaurant and accommodation at the estate.

5. COMMUNITY INVOLVEMENT AND SUSTAINABILITY
BENEFITS

Increased support for other arts organisations

Bimbadgen regards the partnership as so successful that
it has partnered other arts organisations to reinforce its
commitment to the arts, including Sydney Symphony,
Biennale of Sydney (initiated by the MCA), Sydney Film Festival,
Lyric Theatre Star City, Powerhouse Museum and the
Australian Film Television and Radio School.

Strengthening regional industries

The partnership has helped promote the Hunter Valley
regional wine industry in Sydney.

6. FINANCIAL AND OPERATIONAL BENEFITS

Bimbadgen

MCA has assisted Bimbadgen to increase wine sales to
individuals and to MCA’s other partners, corporate
supporters, contractors, suppliers and staff. Bimbadgen has
secured many sales outlets:

• A beverage package with MCA’s caterer Culinary Edge - 
which also has an extensive client base and caters for 
over 5,600 potential clients annually

• The MCA Café – provides on-site sales 
opportunities for Bimbadgen wines

• MCA’s hotel sponsor, Saville 2 Bond Street – now 
sells Bimbadgen wines

• The MCA Store stockist, OsDesign – stocks a 
Bimbadgen wine carrier bag.

MCA also encourages its other corporate supporters to 
hold Bimbadgen wine tastings.

As a result, over the first four years of the partnership
Bimbadgen earnings from the Art Series alone in the wider
Sydney market were more than double the amount it
contributed to MCA. During the four years to April 2005,
more than 3000 Art Series cases of wine were sold.

APPENDIX 1: Case studies of business arts partnerships
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PLANNING AND EVALUATION 

Planning

Agreed objectives

MCA recognised that Bimbadgen had similar brand 
values and suggested that they identify potential mutual
partnership benefits. They agreed on clear, shared, realistic
objectives. Each organisation understands the business and
the strategic objectives of the other and is committed to
leveraging the partnership and exploiting co-operative
opportunities.

Regular meetings

The partnership involves staff at all levels from both
organisations. It is managed by each partner’s marketing
department with dedicated account management and
frequent communication through work-in-progress
meetings, telephone and emails. The monthly contact
clause in the contract prompts parties to regularly track 
the partnership.

Evaluation

Evaluation against agreed objectives

The partnership is evaluated by both partners against
agreed objectives with meetings each year to review
progress and discuss future directions. Evaluation criteria
include product/brand initiatives, financial return,
audience/networks growth, staff/supporter involvement
and corporate hospitality. The effectiveness of leveraging
activities is measured and further actions recommended
based on outcomes achieved.

The assessment of both partners is: “Significant benefits
have been achieved that were not achievable outside the
partnership.”

CASE STUDY 4: COMALCO AND 
QUEENSLAND ART GALLERY 
Comalco has supported the Queensland Art Gallery since
1980 and the company has been working with the Western
Cape communities surrounding the Weipa mine since the
discovery of bauxite in the 1950s. Comalco entered a three-
year contract with the Gallery in 2002 to become principal
corporate supporter for Story Place: Indigenous Art of Cape
York and the Rainforest. It is a multiple partnership with
Indigenous communities, government and corporate
partners.

Story Place was Australia’s first major survey exhibition of
historical and contemporary art work from Cape York
Peninsula. It was attended by 143,000 visitors in Brisbane
and thousands more in seven Queensland regional centres.
The 2004-05 regional tour included more than 350 art
works, a video record of oral histories and art-making, a
website and catalogue and educational program. The
exhibition enabled non-Indigenous Australians to broaden
their cultural understanding and learn about the region and
its art and stories. It also assisted Cape York Indigenous
people to regenerate their communities economically and
culturally.

BUSINESS CASE BENEFITS

1. REPUTATION BENEFITS 

Comalco 

“I thank you for… your demonstrated commitment to
supporting and encouraging the ongoing development
of the Indigenous communities of the Western Cape.
Partnerships with business and government offer
Indigenous Queenslanders one of the most effective
means of overcoming disadvantage and taking their
rightful place as leaders and citizens of the smart state.”
Queensland Premier Peter Beattie writing to Comalco,
November 2003
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License to operate 

Comalco’s relationship with the Queensland Government is
pivotal to its future. Comalco has learnt during its 50 years
in the Cape the value of relationships based on mutual
recognition and support for both the community and
mining. It signed the Western Cape Community Cooperation
Agreement (WCCCA) in 2001, committing the company to
land rights, social and economic development and jobs for
Queenslanders. The Story Place partnership with the gallery
allowed Comalco to meet its commitments.

Reputation

Aurukun dancers (from one of 11 signatory communities to
WCCCA) performed on the eve of the exhibition, attended
by government and Indigenous leaders. The exhibition
catalogue containing Comalco’s commitments to the
WCCCA was sent to government, Indigenous, industry and
community leaders. Comalco management is now asked to
provide industry comment on reconciliation and sustainable
development issues in the mining industry. Comalco was a
category winner in the Queensland Premier’s Reconciliation
Awards. Comalco spoke at the Queensland Premier’s
Reconciliation Forum and on Indigenous programs on 
ABC Radio.

Queensland Art Gallery

Reputation 

The Gallery enhanced its reputation with business,
government and the cultural sector for its ability to manage
major partnerships and strengthened its international
profile as a quality presenter of important Indigenous art
projects. The Gallery was a category award winner in the
Queensland Premier’s Reconciliation Awards.

2. MARKET POSITIONING  

Comalco

Positive media coverage 

The WCCCA message was used in exhibition signage,
promotional materials, speeches and at stakeholder events
hosted by Comalco. General and Indigenous media reported
the message in articles, which was also carried in the
catalogue distributed in Australia and overseas.

Queensland Art Gallery

Positive media coverage 

Support from Comalco enabled the Gallery to secure
significant editorial coverage for Story Place in major
national newspapers and Australian and international art
journals. Comalco promoted Story Place on its website and
through its network of 3500 employees.

Securing new audiences

The Gallery has reached new audiences, particularly
Indigenous communities within Brisbane, who have
developed into repeat patrons.

3. NETWORKING AND HOSPITALITY BENEFITS

Comalco

Building relationships with government and regional
community leaders

Comalco’s management team has developed and
strengthened relations with government leaders and built
relationships with Indigenous leaders. Comalco hosted a
visit by the Prime Minister to Comalco’s Weipa operations
together with Indigenous and non-indigenous community
leaders.

Queensland Art Gallery

Building relationships with prospective private supporters
and government

Comalco invited gallery representatives to corporate
hospitality events, providing access to Brisbane’s business
decision-makers and therefore sponsorship opportunities.

4. STAFF AND ORGANISATIONAL DEVELOPMENT BENEFITS 

Comalco

Attracting and keeping quality staff

A challenge for Comalco is to attract and retain skilled 
staff in remote areas. The regional Story Place tour allowed
regional staff to enjoy the project. Comalco employees were
kept updated through internal newsletters and emails and
invited to events including the exhibition opening.

Staff in Weipa and Gladstone and visiting Rio Tinto
employees attended private viewings guided by gallery
staff. Comalco held a private viewing to thank staff for their
work on the project. Staff strengthened relations with Cape
York Indigenous communities.

APPENDIX 1: Case studies of business-arts partnerships
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Improving health, education and training in the region

The company is now working to improve health, education
and training in the Western Cape, which will directly benefit
the community and help retain and attract staff.

Queensland Art Gallery

Professional development

Gallery staff developed skills and knowledge on issues
concerning traineeships, cultural protocols and community
consultation. They learnt more about Queensland’s
Indigenous communities.

5. COMMUNITY ENGAGEMENT AND 
SUSTAINABILITY BENEFITS

Increasing public awareness of Indigenous culture and
fostering reconciliation

The project increased Cape York communities’ profile and
highlighted social, cultural and economic issues facing the
region. It fostered the reconciliation process in Queensland
when 10,000 Indigenous and non-Indigenous people
attended opening celebrations.

Enriching Australia’s art collections

The Gallery presented the first exhibition of the art and
culture of Cape York communities to national and
international audiences. Thirty new art works were
commissioned.

Fostering, protecting and preserving Indigenous cultural
heritage

The project helped protect and preserve Indigenous cultural
heritage, and reinvigorated art-making within the Cape York
Indigenous communities.

Enhancing the dignity of regional Indigenous people 

Cape York artists and elders participated in the opening
celebrations at the Gallery and returned to their
communities with a strong sense of pride and achievement.
A positive image of Indigenous and non-Indigenous co-
operation was presented.

Enhancing the economic independence of Indigenous artists 

Indigenous artists met curators, dealers, gallery owners and
art academics, raising their profile and increasing sales and
exhibition opportunities.

Improving skills and career opportunities for young
Indigenous people 

Comalco helped fund and manage ten arts industry
traineeships for young Indigenous people aimed at
improving skills and career opportunities.

Providing a model for other government agencies 

The partnership provided government agencies with a
model for working with Indigenous communities and the
private sector.

Fostering regional economic development

A major national and international campaign promoted
regional economic development and connected existing
artists with the public and private arts sector.

6. FINANCIAL AND OPERATIONAL BENEFITS

Queensland Art Gallery

Securing direct additional income

Comalco’s financial contribution to the Queensland Art
Gallery enabled the Gallery to meet its longstanding
commitment to research and present the cultures and
practices of Indigenous Australians.

Generating additional income through catalogue sales 
to the business partner

The Gallery generated further revenue through bulk sales of
the exhibition catalogues to Comalco, which were used for
corporate gifts.

PLANNING AND EVALUATION 

Planning

The Gallery identified Comalco as a potential perfect fit
partner as it was aware Comalco had recently signed the
WCCCA.

Agreed objectives

The partners set clear partnership objectives. Comalco’s
were to increase recognition of the WCCCA; enable Comalco
to strengthen relationships with government and
Indigenous leaders; deliver economic, social and cultural
WCCCA commitments; protect Aboriginal heritage and
culture; and support employment initiatives.
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The Gallery’s objectives were to secure funds to stage
Australia’s first major exhibition of Indigenous Cape York Art
through partnerships with government and business;
contribute to the revival of art-making in Cape York
communities by offering traineeships for Indigenous people
and through acquisition/commissioning; and raise the
national and international profile of Cape York arts.

Staff and community communication and consultation

The partnership was successful because clear lines of
communication were maintained and milestone meetings
held. This ongoing dialogue uncovered new opportunities.
Both partners secured the backing of local communities 
and employees. Comalco staff were fully involved.

Evaluation

Performance against objectives and outcomes was
monitored through staff meetings, visitor feedback and
opinion leader research. Actual figures were used to validate
outcomes.

CASE STUDY 5: ERNST & YOUNG AND 
WEST AUSTRALIAN SYMPHONY ORCHESTRA 
Ernst & Young (E&Y) is a global leader in the provision 
of professional services, helping business capitalise on
opportunities for growth, improve financial performance
and manage risk. The firm’s vision is to contribute to the
success of their people and clients by creating value and
confidence. It believes it can best achieve this by providing
outstanding solutions and services to clients and by
creating value and confidence for its own people. It is
committed to a people first culture, giving priority to
personal career growth and satisfaction.

The West Australian Symphony Orchestra (WASO), founded
in 1928, includes 83 full time musicians. Its vision is to be a
vibrant, thriving and unified orchestra of the highest quality,
recognised as a leader in the arts community throughout
Western Australia. More than 162,000 patrons attend over
170 concerts each year. WASO supports Western Australia’s
opera and ballet companies. Its 15-member ensemble,
The Education Chamber Orchestra, supported by WA
business, delivers a students’ education program.

The relationship between E&Y and WASO began in 1995
and in 2000 evolved into a three-year partnership, with a
renewal to 2006. The aim is to target young professionals,
aged between 26 and 40 years as audiences, clients or staff.
The firm says the synergy between the WASO and the firm’s
brand, markets and values encompasses the attributes of
quality, youth, leading edge and non-traditional.

BUSINESS CASE BENEFITS

1. REPUTATION BENEFITS 

Ernst & Young 

Consolidating community and government goodwill

The partnership gives E&Y principal naming rights for
concert series, providing the opportunity to align with a
leading state arts organisation with similar values and a
high reputation and public profile. This enhances the firm’s
reputation as a good corporate citizen and substantial arts
supporter, in the minds of WA opinion leaders, decision
makers and the public.

2. MARKET POSITIONING BENEFITS  

Ernst & Young

Differentiating the brand 

The partnership differentiates E&Y from its competition by
branding the firm as youthful and leading edge through 
its support of non-traditional orchestral performances.
WASO provides quality, innovative and effective corporate
marketing opportunities for its partner, including branding
on promotional and advertising material, print and broadcast
media exposure and word of mouth publicity.

Positioning the company in the market

E&Y gains positive market positioning from WASO’s strong
brand image in the WA community.

Securing extensive positive exposure and media coverage 

WASO provides E&Y with naming rights, signage, public
relations, media support and verbal acknowledgement at
its concerts and events attended by diverse and growing
audiences.

E&Y gains substantial recognition in WASO’s advertising
material, flyers, acknowledgment in concert programs,
website, subscriber newsletter and annual subscription
magazine. There is also exposure for E&Y through the
orchestra’s media partners – Channel 9, West Australian
and MIX 94.5.

APPENDIX 1: Case studies of business-arts partnerships
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WASO

Strengthening the brand 

Alignment and association with one of Perth’s most
prestigious and leading professional services firms enhances
the WASO brand. E&Y funding has enabled WASO to develop
and implement a strategy of blending classical and
contemporary music that appeals to young professionals.

Increasing audiences

Attracting new, younger audiences and increasing audience
participation has resulted in larger audiences.

3. NETWORKING AND HOSPITALITY BENEFITS

Ernst & Young

Building client relationships 

E&Y personnel and key clients are invited to attend
exclusive WASO corporate hospitality events, creating
opportunities to network with other WASO corporate
partners and their guests, as well as with the musicians,
guest artists and conductors. The orchestra tailors the
functions to appeal to both the firm’s target markets and 
to its staff.

WASO also makes available to E&Y its facilities and
personnel, including musicians, guest artists and conductors
for corporate hospitality and networking functions. WASO
puts on innovative performances by individual artists at
these events.

WASO

Building relationships with potential private sector
supporters

The partnership gives WASO many opportunities for building
new corporate relationships by tapping into E&Y’s business
connections and attending the firm’s corporate functions.

4. STAFF AND ORGANISATIONAL DEVELOPMENT BENEFITS 

Ernst & Young

Recognising, valuing and rewarding staff

E&Y uses WASO performances for staff incentives. WASO
provides tickets for E&Y staff members to attend concerts
and corporate events where they can meet WASO members,
international artists and celebrity guests. E&Y staff
members are invited to attend rehearsals with the chief
conductor and receive discounted tickets to the Ernst &
Young/WASO Lounge for those less than 36 years of age.

Fostering staff pride, commitment, motivation and
satisfaction

E&Y encourages its staff to experience and appreciate
WASO concerts, to be proud of the firm’s support for the
arts and to participate in WASO’s strategic development.
Supporting this aim, E&Y writes about WASO and individual
concerts in the internal staff newsletter. In this way, staff
members take ownership of the partnership, strengthening
E&Y employee relations and morale and generating staff
pride and enthusiasm.

WASO

Strengthening skills and understanding

The partnership with E&Y is assisting WASO to improve its
understanding of the competitive realities of the commercial
work. The marketing and public relations teams have
strengthened their skills and all WASO personnel have
increased their commitment to audience development.

5. COMMUNITY ENGAGEMENT AND 
SUSTAINABILITY BENEFITS

Increasing community participation in music 

With E&Y’s financial contribution, WASO is able to hold
concerts at prices that are attractive to a broad cross-section
of the community, leading to increased participation.
Through the partnership there is greater recognition by 
WA business opinion leaders and decision-makers of the
importance of business-arts partnerships.

6. FINANCIAL AND OPERATIONAL BENEFITS

WASO

Direct financial assistance

The significant financial support of E&Y enables WASO to
hold concerts of classical and contemporary music that are
innovative, accessible and affordable.
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PLANNING AND EVALUATION 

Planning

The partnership endeavours to ensure that the benefits
flow up, down and across both organisations. Staff members
from each organisation meet regularly to ensure that the
objectives of the partnership are being achieved. Senior E&Y
personnel are involved at the orchestra’s grass roots planning.

Evaluation

Both organisations use qualitative and quantitative research
to measure the achievement of sponsorship objectives.

CASE STUDY 6: FREMANTLE FOOTBALL CLUB 
AND DECKCHAIR THEATRE 
The Fremantle Football Club and Deckchair Theatre
partnership was the first time a professional theatre
company combined with an AFL football club. The Art & Soul
of Football is a series of spectacular, innovative match-day
presentations at the club’s Subiaco Oval. The partnership is
designed to emphasise the importance and attractiveness
of the club as an entity that deserves support, beyond its
success on-field.

The first pre-match theatrical performance was devised for
the Len Hall Anzac Day match in 1996 and is now an annual
tribute honouring Australian men and women veterans.
Each year the club commissions Deckchair to create six
other major pre-match entertainments that are self-
contained performances, involving professional artists
working with community representatives under 
Deckchair’s artistic director.

The success of the pre-match performances has received a
lot of media attention, not just because the partnership is
between theatre and football, but because of the quality
and creativity of the productions. Through the partnership 
a new and adaptable product has been developed – large
scale, theatrical performances at sports events based on
regional stories of national significance.

BUSINESS CASE BENEFITS

1. REPUTATION BENEFITS 

Fremantle Football Club

Enhancing goodwill

The partnership is well received by the public and in the
media. Fremantle now enjoys a reputation as “one of the
AFL’s classiest and most thoughtful pre-game entertainment
producers” and for aligning itself with Western Australia’s
premier cultural activity.

Deckchair Theatre

Consolidating community goodwill 

Deckchair Theatre enjoys a strong reputation in the
community for creating the events.

2. MARKET POSITIONING BENEFITS  

Fremantle Football Club

Securing extensive positive media coverage 

The partnership created extensive positive media coverage,
with market research identifying the Len Hall game as one
of Western Australia’s four major annual sporting events.

Creating emotional connections

E&Y gains positive market positioning from WASO’s strong
brand image in the WA community.

Securing extensive positive exposure and media coverage 

Describing the pre-match performance he saw, Brisbane
football coach Leigh Matthews said it was “the most
memorable moment of the season … nothing to do with the
footy, it was a highlight just to be there, to be part of the
occasion, just the emotion of it. Funnily enough, it is one of
those things from the whole year that really sticks in my
mind … It was a whole half hour ceremony – it was fantastic.”

APPENDIX 1: Case studies of business-arts partnerships

“Ernst & Young has raised its profile as a good corporate
citizen, developed a meaningful long-term partnership
with an arts organisation which has synergy with the
firm’s brand, markets and values, and provided
opportunities for clients and staff to be involved in the
partnership through networking opportunities, corporate
hospitality and reward incentives – thereby providing
these groups with a sense of ownership of the
partnership and new experiences to enrich their lives.”
Ernst & Young 2004
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Market differentiation and improving market share 

The media coverage for the pre-match entertainment
created a clear distinction between the two local AFL teams
and defined the club’s image as an organisation that was
prepared to go further to entertain its audience. This was
important for building community support during the 
club’s early years. The performance continues to build
relationships with audiences before the game and has
helped maintain and increase attendances.

Development of products for sponsors  

The relationship with Deckchair helped the club to develop
new commercial products for members and sponsors.
Deckchair became part of the club’s marketing division
think tank exploring new ways to develop the club’s
partnership with Alinta.

Deckchair Theatre

Audience development

The partnership gives Deckchair a wider audience and
bigger stage on which to display its artistic and production
skills. It provides the opportunity to market directly to the
broad cross-section of people who follow football – many of
whom are not traditional theatre-goers.

Securing extensive positive media coverage 

Deckchair uses the pre-match events and the club’s
newsletters to publicise other productions.

Access to sponsorship markets 

The partnership provided Deckchair with a platform to
demonstrate to the business community the benefits of
entering a partnership.

3. NETWORKING AND HOSPITALITY BENEFITS

Building relationships with the community

Both partners forged relationships with business supporters
and the wider community. Themes for the pre-match events
relate to the stories of different community sectors calling
for considerable community involvement.

4. STAFF AND ORGANISATIONAL DEVELOPMENT BENEFITS 

Fremantle Football Club

Improving organisational culture and morale 

Engagement with national and local performing artists
enables Fremantle to improve the club’s culture and morale.
Fremantle personnel enjoy working with Deckchair to devise
pre-match entertainment and to ensure that performances
reflect the club’s ethos and stories.

Deckchair Theatre

Enhancing staff skills and management capacities 

The partnership has given Deckchair staff experience and
expertise in large-scale arena productions. The growing
number of commissions for other corporate productions
and sporting events has created new paid employment
opportunities for Deckchair artists and the production crew.

5. COMMUNITY ENGAGEMENT AND SUSTAINABILITY
BENEFITS

Positive impact for community 

The partnership provided a model for the AFL, leading to
greater involvement between the AFL and the performing
arts. The development of presentations at other major AFL
events including the Essendon and Collingwood Anzac Day
games and the launch of the AFL at Stadium Australia 
was inspired by the results of the Fremantle-Deckchair
partnership. The State President of the RSL in Western
Australia said that the Len Hall game memorial performances
had a profound impact on the state’s veteran community.

Deckchair gains direct financial support from the club in
return for pre-match events and has also increased its
income from ticket sales as a result of pre match
performances.

PLANNING AND EVALUATION 

Each year the partners hold joint planning sessions to
determine the themes for the six major pre-match events
and the plans to implement them.

Both partners noted that their respective audience and
membership numbers had increased.
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CASE STUDY 7: LEIGHTON HOLDINGS 
AND SYDNEY SYMPHONY 
The Sydney Sinfonia is the focus of the partnership between
Leighton Holdings and the Sydney Symphony. There is a high
degree of interaction between the two organisations
involving performances, educational activities and
professional mentoring.

Sydney Sinfonia aims to encourage the development of
music in Australia; support the next generation of young
musicians through mentoring and professional development
so that they can move into a professional orchestra; and
raise awareness of classical music.

Leightons enabled the Sinfonia to meet these objectives in
2004 when 208 young musicians from around Australia
auditioned for the Sinfonia. More than 40 educational
concerts in Sydney, Nowra and Wollongong were attended
by almost 23,000 school children from kindergarten to high
school and adults in the adult education Discovery program.
Sinfonia delivered professional development classes for
music teachers and tutorials for high school children.

BUSINESS CASE BENEFITS

1. REPUTATION BENEFITS 

Leighton Holdings 

Consolidating goodwill with government, business and 
the general community 

Leighton’s corporate community involvement program 
has been designed to enhance its reputation as a good
corporate citizen. Through its role as Presenting Partner of
Sydney Sinfonia, Leighton is now widely recognised as an
arts supporter.

2. MARKET POSITIONING BENEFITS  

Sydney Symphony

Securing positive exposure in the business partner’s
marketing material

Leighton Holdings promotes the Sydney Symphony and the
Sinfonia through its annual report, the Leighton Holdings
brochure (distribution 3000), Christmas cards (distribution
2000), media releases and on its websites.

3. NETWORKING AND HOSPITALITY BENEFITS

Leighton Holdings

Building relationships with government, private sector clients
and media

Leighton’s stakeholders include state and federal politicians,
senior public officials, media and private sector clients. They
invite their clients to attend Sydney Sinfonia performances
and the annual private concert which provides for informal
networking.

Sydney Symphony

Building relationships with potential private sector
supporters

The partnership provides opportunities for the Sydney
Symphony to build relations with Leighton’s many private
sector clients and stakeholders.

4. STAFF AND ORGANISATIONAL DEVELOPMENT BENEFITS

Leighton Holdings

Providing cultural and educational experiences for staff 
and families

The partnership agreement was specifically designed to
provide benefits for Leighton staff. During 2004 more than
600 staff members and their families attended events,
including the annual private concert performance for 350;
a concert by the Sydney Sinfonia Fellows for approximately
100 followed by an opportunity for staff and Sinfonia
musicians to meet. Staff receive discounted tickets.

An innovative partnership activity is the annual scholarship
for the child of a Leighton Group employee to spend an
intensive week attending rehearsals with the Sydney
Sinfonia, learning from the musicians and performing with
the Sinfonia. This is an opportunity for a musically gifted
child to enhance his or her skills and gain a better
understanding of professional orchestra life.

APPENDIX 1: Case studies of business-arts partnerships
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Sydney Symphony

Attracting and retaining quality staff

Leighton’s support for the Sinfonia enables the Symphony
to recruit the most promising young Australian musicians;
65 came through the Sinfonia from 1997 to 2003 and joined
the Sydney Symphony as professional musicians.

Fostering staff commitment and satisfaction

The partnership also gives existing Sydney Symphony
musicians mentoring experience.

5. COMMUNITY ENGAGEMENT AND SUSTAINABILITY
BENEFITS

Leighton Holdings

The Chairman of Leighton Holdings Limited,
Geoff Ashton AM says that one of the reasons for entering
the partnership was Leighton’s desire to give back to the
communities in which the company works. “As part of our
ongoing commitment to these communities we are proud
to support current and future generations of talented
orchestral musicians as they entertain, educate and 
inspire us.”

Sydney Symphony

The partnership provides professional development
opportunities for hundreds of young Australian musicians,
with 45 per cent of Sinfonia members continuing their
career as musicians in Australian orchestras after leaving
the Sydney Sinfonia. The partnership also provides high-
quality classical music experiences for thousands of primary
and secondary students and a greater understanding of
classical music within the community.

6. FINANCIAL AND OPERATIONAL BENEFITS

Over the partnership’s four years Sydney Symphony received
significant financial support for the Sydney Sinfonia’s
education and development activities.

In-kind support

Leighton Holdings has also provided in-kind support for a
number of specialist performances and events.

PLANNING AND EVALUATION

Evaluation against objectives

Formal annual evaluation of the partnership involves a
report to Leighton’s chief executive officer against the
objectives stated in the partnership agreement.

Responding to emerging opportunities

The partnership was renewed in 2004 and modified to focus
on activities for Leighton staff, their families and clients.
All aspects of the agreement have been met by Sydney
Symphony each year and in many cases exceeded. Leighton
considers that the management approach of the Symphony
is the driving force in the partnership’s success, describing it
as professional, attentive and flexible. Leighton Holdings
considers that their partnership with Sydney Symphony is
one of the best value-for-money partnerships within its
broader suite of corporate community partnerships.

CASE STUDY 8: MACQUARIE BANK AND
NATIONAL GALLERY OF VICTORIA 
Macquarie Bank and the National Gallery of Victoria (NGV)
are committed to supporting contemporary Australian art.
To that end, Macquarie Bank has worked in unison with the
NGV to develop a partnership to support and promote
emerging Australian artists.

Commencing in late 2002 – to coincide with the opening of
The Ian Potter Centre: NGV Australia at Federation Square in
Melbourne – Macquarie Bank activated a naming rights
partnership of the Contemporary Projects Gallery, a new
contemporary art space.

The Macquarie Bank Contemporary Projects Gallery has
exhibited works by many of Australia’s most exciting artists
including Patricia Piccinini, Susan Cohn, Aleks Danko and
Callum Morton.

2005 marked the beginning of the next phase of the
Macquarie Bank partnership. Inspired by the highly
successful Unilever Series at Tate Modern, the NGV has
planned a series of exhibitions that celebrate the work of
Australia’s most important sculptors. From 2005 to 2009,
the Macquarie Bank Series will exhibit sculpture and
ceramics by artists including Gwyn Hanssen Pigott, Deborah
Halpern, Geoffrey Bartlett and Rosalie Gascoigne, at both
NGV Australia and NGV International.

The Macquarie Bank Series is a key element of the National
Gallery of Victoria’s commitment to bring Australian art to
the community.
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BUSINESS CASE BENEFITS

1. REPUTATION BENEFITS 

National Gallery of Victoria

Through successful strategic partnerships, the NGV has the
ability to attract leading blue-chip organisations both locally
and globally. Positioned as one of the world’s leading art
museums, the NGV’s strength lies in its ability to offer
corporate partners professional opportunity and brand
exposure.

Macquarie Bank

This partnership with one of Australia’s most important arts
institutions cements Macquarie’s reputation as a leading
supporter of the arts – and contemporary Australian art
in particular. The Macquarie Bank Series also builds on
Macquarie’s reputation as an innovative supporter of
Australian sculpture.

2. MARKET POSITIONING BENEFITS  

National Gallery of Victoria

Reinforces NGV brand positioning

The unique positioning of the NGV centres on “new ways to
connect people with art, making our galleries great places
to be”.

The Macquarie Bank partnership brings a new series 
of exhibitions to the Gallery reflecting new ways of
connecting people and art. The support of several
contemporary exhibitions over the four-year partnership
reinforces NGV’s commitment to provide something new 
to see and do for NGV audiences.

Macquarie Bank has used its staff networks to offer
discounts and promotions in addition to regular Gallery
updates, reinforcing the NGV’s contemporary leadership
amongst corporate audiences.

Macquarie Bank

Builds profile with diverse audience

Both the Contemporary Projects Gallery and the Macquarie
Bank Series have offered high-profile brand recognition for
Macquarie with the NGV’s diverse audiences, particularly
through the accompanying naming rights. In addition,
Macquarie is given the opportunity to speak at exhibition
openings and is featured in NGV brochures, publications 
and website material.

3. NETWORKING AND HOSPITALITY BENEFITS

National Gallery of Victoria

The exclusive and established reputation of the NGV
enables the creation of special art experiences to engage
and connect with four key stakeholder groups: business,
government, staff and community.

Macquarie Bank

Through the partnership, Macquarie is given a variety 
of opportunities to entertain clients and other key
stakeholders at exclusive NGV functions. These include
invitations to exhibition openings, exclusive exhibition
viewings, unlimited access to NGV auditoriums and free 
hire of NGV galleries for client functions.

4. STAFF AND ORGANISATIONAL DEVELOPMENT BENEFITS 

National Gallery of Victoria

Promotes staff collaboration

The breadth and scope of the Macquarie Bank Series of
exhibitions brings together the expertise and passion of
many NGV teams to successfully present each exhibition.
This cross section includes: curatorial, sponsorship,
marketing, communications, exhibition management,
graphic design and events, conservations, registration 
and multimedia.

Macquarie Bank

Develops staff awareness of community role

Macquarie staff are encouraged to participate in the
partnership in a number of ways. Presentations on
exhibitions are open to Macquarie’s senior management,
while Macquarie staff are given access to free tickets and
discounted NGV memberships. There is also scope to
develop staff competitions around the exhibitions. This
helps develop Macquarie’s community profile among staff.

APPENDIX 1: Case studies of business-arts partnerships
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5. COMMUNITY ENGAGEMENT AND SUSTAINABILITY
BENEFITS

National Gallery of Victoria

Increases public awareness and enjoyment of 
Australian sculpture

The Macquarie Bank Series is unique as it highlights the
work of individual Australian sculptors and is therefore able
to deepen the public understanding of the artists’ work
throughout their career. The partnership aims to
significantly increase the profile of contemporary Australian
sculpture to more than 1.6 million NGV visitors per year.

The Gwyn Hanssen Pigott contemporary pottery exhibition
was the first in the Macquarie Bank Series to engage the
community. 25 per cent of total visitors to NGV International
saw the exhibition, with over 70 per cent rating the
collection as “very good to good”.

Macquarie Bank

Builds on initiatives to develop audiences for contemporary
Australian art

The NGV structured its partnership proposal around
Macquarie’s support for contemporary Australian art, as
evidenced through the Macquarie Bank Art Collection and
the Macquarie Bank Foundation’s long-term funding of arts
organisations. Likewise, the Macquarie Bank Series built on
Macquarie’s support for the National Sculpture Prize. Both
NGV initiatives fit with Macquarie’s objective to encourage
Australian artists and develop their profile with the
Australian public.

6. FINANCIAL AND OPERATIONAL BENEFITS

National Gallery of Victoria

The Macquarie Bank Series delivers significant financial
support to the NGV to enable the Gallery to present five
major exhibitions of leading Australian sculptors during 
the four-year partnership.

Macquarie Bank

The financial and operational benefits lie in being given
access to a unique and exciting venue for client hospitality
on a regular basis. The NGV waives its hiring fee for such
functions, providing a significant cost saving, while its event
management and catering team work hard to arrange client
events that are both distinctive and cost-effective.

PLANNING AND EVALUATION

Annual partnership planning

The partnership is developed in order to achieve both
strategic and tactical objectives of both partners individually
and cooperatively. Reviewed annually between senior
representatives of Macquarie Bank and the NGV, performance
is reassessed and clear sponsorship objectives set for the
year ahead.

Clear objectives and communication channels are
encouraged to refresh the partnership every year.

Interim communications

The NGV and Macquarie Bank teams meet on a regular
basis at exhibition openings and separately to develop
activity plans to achieve agreed objectives. Key activities 
are tracked through work-in-progress charts and reviewed
on completion.

Detailed partnership evaluation

In order to effectively review the success of each exhibition,
the NGV prepares a detailed annual report, documenting all
sponsorship activity, key events, advertising and marketing
promotions, attendance figures and market research.

 



69

7 Geldard and Sinclair: Traditional definition of a 
sponsorship. Geldard, E. & Sinclair, L. (1996). The 
sponsorship manual: Sponsorship made easy.
Melbourne, Victoria: The Sponsorship Unit.

9 Pratt: “A community …”
Address to the Sydney Institute, 1998 

9 Pizzey: “Profitability is about …”
Business seminar hosted by RMIT University,
Melbourne, August 2003

9 Kennedy: “The currency of the future …”
AbaF seminar in Melbourne, 22 May 2002

9 Florida: “Creativity is the source …” Seminar in 
Melbourne, March 2005

10 McKinsey: 84 per cent of large companies … 
‘Business ethics no longer a contradiction in terms’,
The Age, 1 June 2006

10 Friedman: the only social responsibility of business … 
Friedman M, ‘The Social Responsibility of Business is to 
Increase its Profits’, New York Times Magazine,
13 September 1970, reprinted in Donaldson T and 
Werhane P (1983), Ethical Issues in Business:
A Philosophical Approach

10 Porter and Kramer: a company seen to be supporting … 
‘The Competitive Advantage of Corporate Philanthropy’,
Harvard Business Review, December 2002

10 Morgan: “There is no trade-off …”
Address to the Committee for the Economic 
Development of Australia, 11 June 2003

10 Chaney: “demonstrate a willingness …”
The Gold Book of Business Arts Partnerships 2001, page 8  

10 Ridout: “Corporate social responsibility…”
Address to the 2005 CSR Summit in Sydney

10 Anderson: “After removing sector …”
‘Business ethics no longer a contradiction in terms’,
The Age, 1 June 2006

10 The Australia Council for the Arts: Planning for the 
Future (2001)

11 John: “Any company that is looking …”
The Gold Book 2005, page 5

12 Lewis: “Honesty, integrity …”
Communication with AbaF, May 2006

12 Woodhouse: “The relationship with Art Exhibitions 
Australia …” The Gold Book 2005, page 37

12 Garnick: “To get the most out of a partnership …”
The Gold Book 2005, page 57

12 Parsons: “We have a dynamic …”
The Gold Book 2005, page 63

12 Tyquin: “A partnership works best …”
The Gold Book 2005, page 63

12 Generosity of Australian Business: small businesses tend 
to donate … 8157.0 - Generosity of Australian Businesses,
2000-01 Australian Bureau of Statistics (2002)

13 Orchestra Victoria and John Wertheimer and Company,
The Gold Book 2005, page 56-57

13 SimsPartners, Connect: the magazine of the Australia 
Business Arts Foundation, number 1, November 2005,
page 8

13 Polyglot and Paris Kyne, Stonnington News, April 2003.
http://www.stonnington.vic.gov.au/news/0403/story11.htm

13 BMW and The Australian Ballet, The Gold Book 2005,
page 68-69

21 BHP Billiton Iron Ore, The Gold Book 2005, page 24-25

21 The Macquarie Bank Foundation and Bell Shakespeare 
Company, information provided to AbaF by Macquarie 
Bank Foundation

22 McKinnon: “Australians are a sceptical bunch …”
Communication with AbaF, May 2006

22 Linehan: “Making an emotional connection …”
Connect: the magazine of the Australia Business Arts 
Foundation, number 1, November 2005, page 6

22 Tap Dogs and Blundstone, Australian Financial Review,
22 October 2004 

23 Fremantle Football Club and deckchair theatre,
The Gold Book 2002, page 20

APPENDIX 2: Sources 

The following list indicates the sources of quotes and references in this guide.

Page

 



70

23 Bimbadgen Estate Wines and Museum of Contemporary 
Art, The Gold Book 2005, page 58

23 Lexus and the Tasmanian Symphony Orchestra,
The Gold Book 2005, page 50-51

23 Yacht Grot and West Australian Symphony Orchestra,
The Gold Book 2004, page 54-55

24 AWESOME Arts and Woodside Energy Ltd,
The Gold Book 2003, page 52

24 Luxottica (OPSM Group) and Croc Festival,
The Gold Book 2004, page 48-49

25 Mercer Human Resource Consulting and Gertrude 
Contemporary Art Spaces, The Gold Book 2004,
page 30-31

25 BHP Billiton Cannington and The Australian Festival of 
Chamber Music, The Gold Book 2003, page 42

25 Bell: “It has been proved beyond doubt …”
The Gold Book 2003, page 13

25 National Australia Bank and The Australian Ballet,
‘Know your brand’, Connect: the magazine of the 
Australia Business Arts Foundation, number 2, May 2006,
page 5

26 Transport Accident Commission and Wangaratta Jazz 
Festival, The Gold Book 2003, page 40-41

26 Insurance Australia Group and Sydney Theatre Company,
information provided to AbaF by Insurance Australia 
Group

26 BHP Steel Flat Products and Wollongong Theatre South,
Illawarra Mercury, 1 April 2000

26 Circus Oz and P&O Nedlloyd, AbaF E-News, July 2003

36 McCarthy: “Maximise your business networks!” ‘Know 
your brand’, Connect: the magazine of the Australia 
Business Arts Foundation, number 2, May 2006, page 5

37 Terracini: “The key is to define …”
The Gold Book 2005, page 13

40 Scotford: “Sponsorship relations …”
A Guide to Contracts for Business Arts Partnerships,
page 1

40 Enright: “As you negotiate …”‘Do we need a contract?’
Connect: the magazine of the Australia Business Arts 
Foundation, number 1, November 2005, page 14-15

43 Lewis: “Don’t expect to get everything completed …”
Communication with AbaF, May 2006

46 National Australia Bank, ‘Know your brand’, Connect: the 
magazine of the Australia Business Arts Foundation,
number 2, May 2006, page 5

47 The Commonwealth Bank and Country Arts SA,
The Gold Book 2004, page 50

47 Optus and Bell Shakespeare Company, supplied to AbaF 
as part of an AbaF Awards nomination

47 Freehills and Company B Belvoir, supplied to AbaF as part
of an AbaF Awards nomination

48 Luxottica (OPSM group) and Croc Festival,
communication with AbaF, July 2006

48 Sandalford and West Australian Symphony Orchestra,
The Gold Book 2005, page 59

49 Corporate sponsorship manager: “We had agreed …”
Communication with AbaF, May 2006

49 Arts development manager: “At one event I heard …”
Communication with AbaF, May 2006

49 Arts general manager: “Our business partner contacted 
us …” Communication with AbaF, May 2006



71

Other AbaF publications

Order these publications from www.abaf.org.au
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Websites 

www.dcita.gov.au 

The Department of Communications, Information
Technology and the Arts provides strategic advice and
professional support to the Australian Government on arts
and culture.

www.dcita.gov.au/arts/arts/register_of_cultural_organisations 

DCITA has guidelines on eligibility for the Register of
Cultural Organisations (ROCO) which determines eligibility
for DGR status for many cultural organisations.
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www.fuel4arts.com

Free audience and market development tools and ideas for
professional arts marketers and artists. fuel4arts is a not-for
profit initiative of the Australia Council.

www.artshub.com.au 

Arts Hub covers news and job opportunities from the arts 
in Australia and around the world.

www.partnership.zip.com.au

The Prime Minister’s Community Business Partnership is a
group of prominent Australians from the community and
business sectors, appointed by the Prime Minister to advise
and assist the Government on issues concerning
community business collaboration.

www.ourcommunity.com.au

Our Community is a one-stop-gateway for practical
resources, support and linkages between community
networks and the general public, business and government

www.macquarie.com.au/au/about_macquarie/
macquarie_in_the_community.htm

The Macquarie Bank Foundation focuses its resources in six
core areas: education, the arts, health research and health
care, welfare and the environment.

For more links to business, arts and philanthropy sites, visit
http://www.abaf.org.au/site_tools/links.html

 




