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tourism, powering the creative
industries and inspiring creativity
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Executive Summary

Fundraising
in a
recession
Arts & Business is an engine for ideas and alliances in cultural
sponsorship. We are the only organisation to comprehensively
collect data and analyse the trends in private sector investment
in the UK cultural sector and we’ve been doing so for the past
30 years.
As with all economies, the cultural economy is subject to its
own peaks, troughs and cycles. As an advocate for the cultural
sector’s place in commerce, we can say with certainty that
having access to this information enables the cultural sector
to make a stronger case for investment from the public and
private sector.
The economic boom years have led to record levels of private
investment in 2007/08. The total sum now stands at £686
million, a figure that reflects the confidence of the private
sector in the value of culture and the increasing capacity of the
cultural sector to achieve support. Culture is now more deeply
embedded in society and business.
As we are all aware, circumstances changed in the latter half
of 2008, as we witnessed unprecedented global economic
turmoil. The cultural sector is not immune from global market
forces and, as the boom years draw to a close, we all need to
prepare to face the challenges of a recession that will affect
public, private and self-generated income.
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It goes without saying that the coming years are cause for
concern for the cultural community. Our research suggests
that 2010 will pose the greatest challenge for the sector as
businesses are least confident about their power to invest
during this financial year.
However, we believe that recession increases rather than
diminishes the case for investment.
Arts & Business is providing the cultural sector with the
skills and evidence to make a stronger and more meaningful
case to business - whether based on brand awareness,
employee development, market differentiation or educational
improvement. Moreover, as the role of individuals in the
funding mix becomes increasingly important, Arts & Business
has developed new programmes and services to enable
cultural organisations to tap into this revenue source.
Arts and culture make the UK distinctive. They are a vital
aspect of our economy – encouraging tourism, powering the
creative industries and inspiring creativity and growth across
the board. As other sectors of the economy retract, the cultural
and creative sectors must find ways not only to weather the
economic storm but also to build their influence. We hope this
report will be a valuable contribution to this work.

Colin Tweedy
Chief Executive
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Executive Summary

The value
of culture
The creative economy is of vital importance to the prosperity
and competitiveness of the UK economy, especially in a
time of recession.
The UK creative economy is relatively well developed and
prosperous in comparison to other European countries,
but there is still more value to be generated from the sector.
Between 1997 and 2006, the creative industries have grown
by 4% per annum, compared to the economy as a whole which
has grown, on average, by 3%.1
Cultural organisations are a key part of this creative economy
and in 2006 added around £7.7 billion to the UK economy
(gross value added) in their own right, which is a massive 58%
increase since 1997.2 The financial contribution of culture and
the creative industries firmly positions the sector as one of the
most important in the UK.

1 Quoted by the Department for Culture, Media
& Sport in the Creative Industries Economic
Estimates – Statistical Bulletin, January 2009

2 The value of culture is derived from the
DCMS’ Creative Industries Economic Estimates
– Statistical Bulletin, January 2009; using just
the art & antiques, music, visual & performing
arts and video, film & photography sub-sectors
to estimate the total GVA in 1997 and 2006
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Private
investment
in the
cultural
sector
Private investment makes up approximately 13% of the total
income for cultural organisations in the UK. This is a large
source of funding for the arts sector, allowing for quality
programmes, creative freedom and flexibility, in addition to
organisational sustainability.
Private investment in culture has experienced dynamic
growth over the past few years, to reflect the general health of
the overall cultural sector. In 2007/08, private investment in
the sector increased by 12% reaching an all-time high of
£686.7 million.
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Private investment in the
UK by investment source
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Business investment
Business investment, which accounts for almost a quarter
(24%) of total private investment in the UK, experienced a 7%
decrease from 2006/07, culminating in a total of £163.4 million.
Most of this (78%) comes from business sponsorship (cash
and in-kind).
•

Though the challenging economic climate may have been a
contributory factor in the decline of business investment
(mainly cash sponsorship), we cannot afford to ignore the
biannual decline of business investment since 2002, which
suggests that there is a ‘natural cycle’ to business investment.

•

An interesting development in business investment is the
increasing popularity of in-kind sponsorship, which now
alone makes up close to 20% of total business investment
in 2007/08, as opposed to 13% in 2006/07.

•

The top three recipients of business investment combined,
namely museums, visual arts organisations and theatres,
account for close to 40% of the total business investment
in the sector.

Individual giving
Individual giving in 2007/08 reached record levels,
experiencing a 25% increase and amounting to £382.4 million,
thus making up more than half of the total private investment
received in the UK.
•

2008 saw what is thought to be the largest individual
contribution towards a single capital project. If we were to
exclude this donation, individual giving would have
experienced a year-on-year increase of 18%.

•

Heritage organisations alone account for more than half
(52%) of the total individual giving in the cultural sector.
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Trusts and foundations
Funds from trusts and foundations increased by 7% in
2007/08, reaching £141.1 million. Approximately 21% of all
private investment comes from trusts and foundations.
Most of the funding from trusts and foundations (19%) goes
into the museums sector.

Concentration of private
investment
Overall, private investment is highly concentrated within the
top 50 organisations, and particularly within inner London.
This growing trend seems to ignore the significance and
potential of smaller organisations and those located in the
regions and nations. These organisations can attract large and
diverse numbers of visitors but have simultaneously created a
niche audience of their own. As further Arts & Business (A&B)
research has shown, there is some correlation between the
most attended cultural forms and those which receive the most
investment. However, the investment figures are more skewed
than the attendance figures.
For example, London dominates with 58% of all business
investment in England and for some artforms such as libraries
and museums & galleries, almost all the business investment
goes to London venues and organisations, although museum
attendance is high across the UK. By cross-referencing
attendance and business investment, it is therefore evident
that there are a number of cultural sponsorship opportunities
available to enhance businesses.

NB. Private investment in the cultural sector is
analysed regionally and by artform in chapter 1.
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The
recession
According to A&B’s historical data, business investment in the
early 90’s suffered as a result of the recession, with business
investment growth slowing down substantially in 1991 and
1992, culminating in negative growth in 1993. This translates
to an actual decrease of business investment around 18 to 24
months after the initial drop of GDP in 1991. It is worth noting,
however, that business investment bounced right back the year
after (1994), to surpass pre-recession levels.3

3 Office for National Statistics:
www.statistics.gov.uk
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Business investment in
culture against GDP
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Looking
ahead
Whilst a comparison with the previous recession could be a
forewarning or a prediction of what is likely to come, we must
always consider what has changed in the economy and in both
the cultural and business sectors since the last recession.
More specifically, since the early 90’s, business investment has
increased more than twofold, indicating that working with the
arts is becoming an embedded practice within the corporate
sector, driving key business activities and businesses’ bottom
line forward.
However, as the recession catches up with businesses and
their partnerships with the arts, the climate is expected to
remain quite dire, depending on the duration and depth of
the recession. If the previous downturn is anything to go
by, business investment in the cultural sector should start
picking up once the economic climate starts showing clear
signs of improvement.
According to our business respondents, confidence of
businesses investing in the cultural sector, in view of this
economic downturn, is shaken.
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Impact of the recession
on arts sponsorship
according to businesses
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Private investment, particularly
coming from businesses, is likely
to go down in 2009 but
considerably more so in 2010
across all sectors and regions,
according to our business
respondents.
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From 2011 onwards, fewer respondents expect their
company’s investment in the arts to decrease, complemented
by the growing number of respondents who anticipate their
investment to increase or remain unaltered. The two trendlines
(positive and negative) therefore converge in 2011, indicating
that past that year, more people will expect investment in the
arts to increase or stay the same.
Confidence in business investment was lower in November
2008 than it was in August, though sponsorship budgets seem
stronger than other forms of business investment as they
offer direct returns, both in monetary terms and beyond. As
businesses are now restructuring to deal with the recession,
sponsorship packages therefore need to reflect these changes,
offer returns which are not just about money, but also about
marketing, branding, the community, social cohesion and staff
development/engagement. Cultural sponsorship should thus be
at the core of business practices and values and provide a way
in which this can be projected to the public.
The future of individual giving and funds from trusts and
foundations is less predictable. Though both are likely to go
down as a result of the recession, the positive perceptions
of culture should continue to encourage the support of arts
organisations, albeit at a possibly smaller scale, either directly
through cash or indirectly through in-kind donations (exchange
of time, skills and expertise).
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State of the
marketplace
In the wake of the credit crunch and the global recession,
assets and wealth are slowly deflating but social and cultural
capital are taking centre stage.4
As a recession is undoubtedly a challenging and difficult time,
people and businesses, respectively, are now starting to reevaluate their priorities and what is important for them, as well
as what they can practically achieve and how much they can
afford to invest. As such, there have been reports about
the art market crashing in response to the stock market and
the economy.5

4 The Economist, ‘The Incredible Shrinking
Saleroom’, 24th December 2008
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5 The Art Newspaper, ‘The new reality – the
state of the art market in 2009 is not easy to
predict’ 19th January 2009

Executive Summary
However, as is evident from A&B’s most recent research, the
cultural industries have been built on strong foundations,
which provide the ideal platform for further growth in the
sector in the long term. With the increasing focus on the value
of culture rather than its price,6 new opportunities can come
out of the arts and the way they can harness innovation,
creativity and inspiration even in a gloomy economic
environment.7 Individuals and businesses alike are attracted
to the social, personal and business returns they can receive
and induce from investing, supporting and sustaining
the cultural landscape with its intrinsic power to educate,
enlighten and entertain.
What is important for arts organisations is to maintain
relationships with their donors, whether they are individuals,
businesses or trusts and foundations. The arts must also now
tap into these resources to receive support beyond monetary
contributions (such as knowledge and skills), by being
more proactive, flexible and sophisticated with their offer.
Furthermore, cultural organisations should be able to provide
high and tangible returns on investment and objectives in
order to strengthen the case for ongoing support.
As the nature of relationships between private and public
and culture and commerce are changing, so will the nature
of sponsorship and giving. An expected dip in cash in the
following years could herald a new era of opportunities for both
communities to come out stronger and wiser, through new
business models and the creative exchange of skills, expertise
and more. It is these relationships which will therefore drive
innovation and growth in the sector.

6 The New York Times, ‘After a Capitalist
W.P.A. what next?’ 19th December 2008

7 Barbara Follett, Minister of Culture, Creative
Industries and Tourism, DCMS. Arts &
Business conference: Arts Fundraising
in a Recession, 27th January 2009
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Introduction

Arts & Business (A&B) has conducted an annual
survey on Private Investment in Culture (PICS)
within the UK, in one form or another, for more
than 30 years. This information is gathered
through a widespread and comprehensive survey
of cultural organisations, which is explained more
fully in the appendix.
The Survey has focused primarily on the trends
of private investment in culture, mapping and
analysing the growth of investment from:
• Businesses
• Individuals
• Trusts & foundations

In addition, the Survey now looks at where this
investment has come from, as well as where it is
going to and why. This information provides a robust,
comprehensive and authoritative picture of investment
in the cultural sector which can be used by arts
organisations to better understand and access private
investment as well as provide a case-for-support for
investment.
From exploring and analysing how much private
investment was received by the cultural sector during
2007/08, and how this varies according to artform,
region, source of investment and other criteria, we
move on to look at trends from past years, and consider
what this means for development and fundraising
departments throughout the sector.
This year, considering the economic climate in which
the Survey was conducted, we wanted to set the trends
of private investment in the cultural sector in context,
to provide a better understanding for the reasons of
growth, how these may change in the future and what
arts organisations can do to prepare for and respond to
these changes.
We look at the possible ways in which the global
recession is likely to affect the future of private
investment in the arts through an analysis of the
supplementary research we conducted around the
implications of the recession for the arts, from a
business perspective. Looking, therefore, at the
attitudes of both the business and arts sectors,
we are able to assess the key issues and concerns
of the future.
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The Private Investment in Culture report
is an essential read for fundraisers and
sponsorship managers.

The later chapters of this report aim to contextualise
the Private Investment in Culture Survey findings.
How much is the cultural sector worth to the UK’s
economy? How does investment in the arts compare to
other sectors, such as sport? What is the relationship
between art consumer preferences, attendance and
sponsorship? What types of audiences are sponsors
able to reach by investing in different artforms? What
media coverage might sponsors expect in return for
their investment? These are just some of the questions
which will be explored throughout this report, making
it essential reading for fundraisers and for all current
or potential sponsors of the arts.
 he data provided in these later chapters come
T
from existing sources such as the Arts Councils
(England, Scotland, Wales and Northern Ireland), the
Department for Culture, Media and Sport (DCMS),
the Regional Development Agencies and many other
public and private sector organisations.
This is the first time all of this information has
been put together, cross-referenced and analysed –
providing as definitive a guide as possible to private
investment in culture, which can be used by both
businesses and arts organisations.
It is worth remembering that each secondary source
uses a slightly different definition of culture and
the arts. A more detailed explanation of the various
definitions used can be found in the appendix.

The Private Investment in Culture report has been
divided into the following chapters:
•

general overview and detailed analysis of private
investment in culture;

•

recession research focusing on business attitudes
regarding the possible impact of the economic
downturn on their future investment in culture;

•

value of culture and the creative industries to the
UK’s economy;

•

how sponsorship of the arts compares to other
sectors and the future of cultural sponsorship;

•

attendance profile of different artforms in the
nations and regions; useful for establishing
whether there is a relationship between investment
levels and attendance;

•

overview of the media coverage that art-business
partnerships might be able to generate.

Case studies have also been included to illustrate how
businesses have worked successfully with the arts
over the past year in order to share best practise.
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Introduction

There is a clear appetite for all kinds of
engagement in the arts – personal, public,
professional and commercial.
The arts in the last decade have flourished
as a sector, becoming increasingly present
in people’s lives.
Culture is no longer seen as something
exclusive to the elite. Culture has been
democratised,1 it has become an
all-encompassing practice that can reach
different people in different ways through
its many diverse forms.2

1 John Holden. Democratic Culture, 2008
2 Arts Council England. ‘Arts Audiences:
Insight’, 2008
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Private Investment in Culture Survey 2007/08

In view of the increasingly pervasive nature of
the arts, cultural organisations are receiving
funding and support from various sources, ranging
from public subsidies to private enterprises and
philanthropists, in addition to their earned income.
The motivations behind this vary depending on the
source of the funding.
These include charitable giving, where the arts are
seen as a worthy cause to support, both for arts’
sake and for the public benefits it can induce.
Supporting the cultural sector from a business
perspective is most often seen as an investment,
as there are several returns that can be derived
through the ‘transaction’, which is increasingly
being referred to as a partnership.
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Income generation for
the cultural sector

organisations, thereby contributing to the healthy
symbiosis of private and public funding in the sector.

The hybrid nature of revenue streams for cultural
organisations makes for more sustainable, financially
stable and flexible organisiations with creative
freedom. Accordingly, Arts & Business (A&B)
advocates that mixed-funding ecologies
and organisations with a diverse income base appear
to be better equipped to weather financial turmoil.
Arts & Business’ Private Investment in Culture
Survey (PICS) sets out to explore how much private
investment is received by the cultural sector on an
annual basis. Furthermore, we want to explore how
that compares to other sources of income for cultural

Private investment (PI) in 2007/08 accounted for
an average of 13% of organisations’ total income.
Public sector funding, including grants from the
Arts Councils, the Ministries of Culture, other
governmental departments, local authorities, other
public subsidies and lottery funding, made up 54%
of the total income of cultural organisations.
The remaining 33% was raised through earned
income, including ticket sales and trading.

Breakdown of income for cultural
organisations in the UK
Arts Councils

13

13
Ministries of Culture

Other governmental
departments

Local authority and
other public subsidy

19
Lottery funding

Earned income
(including ticket sales,
trading etc.)

33

7

2

PI (including
businesses, individuals,
trusts and foundations

13

All figures are in percentages
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Private Investment in Culture Survey 2007/08

The Survey was conducted between October and
December 2008, looking back at the financial year
which, for the majority of organisations, ended
in March 2008 (see appendix for methodology).
Considering that the year before private investment
in the cultural sector reached an all-time high, growth
was expected to continue through to 2007/08. And
so it did.

A&B has been mapping the trends in private
investment in culture for more than 30 years,
illustrating a clear upward trend of private investment
in the sector. Every year A&B strives to establish
more sophisticated measures of monitoring private
investment (PI) in the cultural sector. This explains the
introduction of a more robust method for measuring
PI in 2001, which included tracing the trajectories of
business investment, individual giving and funds from
trusts and foundations targeted towards the arts.

Private investment in culture in 2007/08 surpassed
the £600 million mark, closing in on £700 million with
£686.7 million, thus experiencing a 12% increase
(above inflation) from £599.45 million the year before.

NB. All year-on-year changes (%)
quoted in this report are calculated
above inflation.

NB. Please note that some figures quoted
here have been updated since they were
published in A&B’s previous Private
Investment in Culture Surveys.

Private investment in culture
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Distribution of private
investment

Use of private
investment

Top 50 organisations

The majority of the private investment received was
spent on organisations’ core programmes, followed by
education and community projects.

The aggregated total of private investment (PI)
received by the top 50 organisations alone (according
to the amount of PI received) accounted for 65% of
the total private investment received in the whole of
the UK. If we were to exclude the single organisation
which received the most private investment (mainly
from a very successful friends’ scheme), the
concentration of PI in the top 50 would go down
to 53%.
The ongoing concentration of PI into top
organisations is particularly noteworthy, especially
considering that it is increasing year-on-year. In
tandem, the gap between the amounts being received
among the most successful organisations and
the rest of the sector is also growing. In 2006/07,
the average amount of PI received by the top 50
organisations was £7.3 million, compared to the £8.9
million average of 2007/08. In contrast, the average
PI received by organisations not in the top 50 (35% of
the total organisations) was £83,000.
Regularly/core funded organisations (RFOs)
by the Arts Councils
Around 33% of our respondents received regular
funding from one of the Arts Councils. Those
organisations received 45% of the total private
investment received in the UK. Considering that the
relatively small 3:7 ratio of RFOs accumulated between
them such a large proportion of the total PI, a plausible
assumption to be made is that there is some kind of
correlation between the two.
This could be that receiving funding from one of the
Arts Councils is an encouraging factor for additional
private investment, or fundraisers within RFO-status
organisations are better equipped in seeking external
funding in general, whether public or private.
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% of total private investment received spent on*:
Capital projects

6.3

Core programme

36.4

Overheads/operational costs

14.9

Education/community projects

20.8

One-off projects

11.7

* Average, based on 550 respondents only
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Source of private investment
£/Millions
Trusts &
foundations
Individual
giving

700
600
500

Business
investment

Total private
investment
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£/Millions

400

382.1

350
300

298.4

250
200
171.5

163.4

150

129.4

141.1

100
50
0
06/07
07/08
Business investment

06/07
07/08
Individual giving

06/07
07/08
Trusts & foundations

20.6

55.6
23.8

Figures are in percentages
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Business investment
Business investment (BI) in 2007/08 decreased by
7% (or £8.1 million) since 2006/07 and now stands
at £163.4 million. Before jumping to conclusions
and heralding the premature decline of BI in the
arts, whether as a result of the economic crisis or
not, we ought to look at historical evidence to see if
there are any discernible trends that can explain this
‘unexpected’ drop.
According to the longitudinal mapping of business
investment on the graph below, BI has experienced
a drop every two years since 2002. The decrease of
business investment in 2007/08 could, therefore, be
attributed to what seems to be a natural cycle of BI
in the arts.

As the drop for 2007/08 appears to be greater than the
average of the previous years, it may be argued that
the worsening economic climate has contributed to the
extent of the decrease. This is substantiated by several
organisations which indicated that it was difficult to
secure sponsorship and that their accounts were not
representative of what they have usually received in
the past.
Types of business investment
% total BI

Cash sponsorship

58.7

14

In-kind sponsorship

19.5

5

Corporate membership

10.2

2

Corporate donations

11.5

3

(including corporate foundations)

Change in business investment
%
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Business sponsorship (cash and in-kind) accounts for
more than three-quarters or 78% of the total business
investment in the arts. This is equivalent to 14% of
total private investment received by the cultural sector
in the UK in 2007/08.

Investment by business sector

Though business investment on the whole has
decreased from last year, the increasing popularity
of in-kind sponsorship is noteworthy, as in 2006/07 it
made up only 13% of total business investment but now
accounts for close to 20%.

The cultural sector ranked the following business
sectors as most committed to working with them.
However, this does not necessarily equate to their
levels of monetary commitment and, therefore, only
reflects the frequency (how often) by which they
invest, rather than the amounts (how much). Therefore,
the sectors which were involved, most often, with
investing in cultural organisations across the board
and regardless of artform or region are the following:

Business investment for Prizes and Awards accounted
for 1% of total BI. This was added into the sponsorship
category but was not included in the regional and
artform breakdowns that follow.

Rank*

Business sector

1

Finance – banking, insurance and other services

2

Creative industries (including broadcast media, marketing and communications, printing & publishing)

3

Property and construction

4

Retail

5

Leisure and recreation

6

Legal

7

Manufacturing (including chemicals, pharmaceuticals and tobacco)

8

Business services (including recruitment and business consulting)

9

Education and health

10

Transportation (including travel and storage)

11

Utilities (services and production – including energy, phone and post)

12

Technology (including telecommunications and IT)

13

Other**

14

FMCG (Fast Moving Consumer Goods)

* This was calculated based on 450
respondents only.
** These included estate agents, police
services, art galleries and auctioneers.
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Individual giving

The record levels of growth in individual giving this
year was down to two factors:

Since A&B started mapping the trends of individual
giving to cultural organisations in 2001, it is clear that
this has been the greatest source of private investment
for the sector. In 2007/08, individual giving increased
by 25% (or £83.7 million) from the year before reaching
£382.1 million.

•

 rts organisations are realising the potential of
A
philanthropy within the arts and are improving
their friends’ schemes and membership deals, as
well as their fundraising activities.

•

 he unanticipated extent of increase can be
T
partially attributed to a single donation of £20
million, purportedly the largest single donation
ever made by an individual to a cultural
organisation in the UK. The donation to the
National Maritime Museum will go towards a
major capital project. If we were to exclude this
single donation, IG would have increased by
18%, still high by normal standards.

Individual giving has been experiencing a fast-paced
and steady year-on-year growth, particularly from
2005/06 onwards. In 2003, individual giving, including
donations, legacies, friends’ schemes, Gift of Shares
and Give as you Earn, made up half of the private
investment received by the cultural sector, a trend that
has been maintained through to 2008, and one which
is also likely to continue in the future.

Change in individual giving
%
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Forms of individual giving:
% of IG

% of total

Individual donations

30.21

16.8

Legacies

22.32

12.4

Friends’ schemes

47.32

26.3

Gift of Shares

0.11

0

Give as you Earn

0.03

0

The dominance of this particular source is mainly
due to the presence of one heritage organisation. If we
were to ignore the friends’ scheme of this particular
organisation, friends’ schemes in general would make
up only 18.4% of total individual giving and 8.6% of
total private investment, which would therefore make
donations the largest source of individual giving.
The contribution of Gift of Shares and Give as
you Earn is negligible, though there seem to be
more forms of individual giving that are being
‘lost’ in these categories (see ‘New forms of private
investment’ below).

Individual donations and legacies respectively make
up 30% and 22% of total individual giving.
Friends’ schemes are the largest source of income
from individuals, accounting for almost half of total
individual giving.

Trusts and foundations
Funds from trusts and foundations for the cultural
sector in 2007/08 reached £141.1 million, experiencing
a 7% increase from last year, accounting for 21% of the
total private investment in the cultural sector.

However, the future of funding from trusts and
foundations is unsure, especially considering that the
value of endowments is expected to drop substantially
in the next few years.

The trendline which almost ends in a plateau suggests
that funding from trusts and foundations has been
increasing at a constant rate for the past three years
or so.

Change in trusts and foundations
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New forms of private
investment
Approximately 2% of the total private investment in
the sector, £15.9 million, was originally unaccounted
for. Namely organisations were not able to provide
us with a breakdown of some or all of the sources
of their private investment. Several factors justify
this, including wording and classifications. This
discrepancy is mainly attributed to the difference
between organisations’ accounts and A&B’s
questionnaires, which do not always use the same
categories/breakdowns for private investment.
Membership schemes is one of the fields of individual
giving that often caused confusion for some
respondents, as some view it as a separate category to
Friends’ schemes. This is not the same as membership
fees for libraries which offer services to paid-for
members only.
Another explanation for the ‘unaccounted for
investment’ is the nature of investment itself, which is
increasingly becoming more blurred and less discrete.
Corporate sponsors and philanthropists giving to
cultural organisations are becoming increasingly
creative and innovative with the way they engage
with organisations. Individual giving, for example,
also includes room-naming opportunities, which is
something that we have not in the past been tracking
separately (though many respondents may have in the
past included such investment within the individual
donations section).
We have been able to redistribute the originally
unaccounted for PI into its respective fields, namely
business investment, individual giving and trusts
and foundations, once individual organisations
clarified the nature of the investment that they could
not originally classify.
It is worth adding that cultural organisations are
also increasingly becoming more business savvy by
moving beyond box office income, to use their existing
resources in order to bring in more commercial
income. Though this counts as earned income rather
than private investment, the fact that it is increasing
shows that organisations are becoming more aware
of the possibilities and opportunities that they can
expolit, by introducing a business edge into some of
their work. Examples of this would include trading,
investment and hiring out their venue or their technical
service staff for corporate events.

No private investment
Approximately 27% of our respondents received no
private investment this year (up from 21% last year).
Of these, 67% (78% in 2006/07) did not seek any, and
15% (14% in 2006/07) sought private investment but
were not successful in securing any.
This suggests that more organisations are seeking
for private investment, which in respect means that
more are unsuccessful in securing this, though not
proportionately. Most of them equated this to lack of
resources for fundraising and increasing competition.
According to our respondents, there has been
a 12% decrease in the proportion of full-time
equivalent fundraisers working in the sector
since 2006/07. This may also have played a role in
the decline of business investment this year, though
individual giving went up despite the decrease of
fundraisers. The decrease in fundraisers in the sector
may be credited to early cost-cutting activities or to a
growing focus on the skill of the individual members of
the development department rather than the amount.
It is particularly important to maintain the high
quality of fundraising departments, making sure that
organisations are fit-for-purpose and well equipped to
raise the funds necessary for their continuous health
and development, especially in view of the recession.
Percentage of fundraisers over total
full-time equivalents
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Investment by artform
Heritage organisations in 2007/08 received the
majority (30.3%) of private investment in the cultural
sector, reaching £207.3 million. This is followed by
museums and visual arts accounting for 18.2% and
8.5% of total private investment, respectively, though
the latter experienced a 10% decrease of private
investment from the year before.
The gap between the artform receiving most private
investment and that which received the least amounts
to £206.7 million.

Artform

PI (£/m)

% change

% of PI

Heritage
Museum
Visual arts
Theatre
Music
Other combined arts
Opera
Arts services
Dance
Festival
Community arts
Arts centre
Film/video
Other single artform
Library/archives
Literature/poetry
Crafts

207.3
124.3
58.4
53.6
35.9
30.8
29.9
29.0
23.7
23.6
15.7
14.5
13.0
12.3
8.2
4.4
0.551

+12.4
+41.9
-9.9
-1.3
+1.4
-16.5
+35.1
+32.3
+58.0
-6.4
-4.4
-13.3
+20.9
+1.5
+142.7
+3.7
-20.3

30.3
18.2
8.5
7.8
5.2
4.5
4.4
4.2
3.5
3.4
2.3
2.1
1.9
1.8
1.2
0.6
0.1

Investment by artform
8.2

4.4

Heritage

0.6

13.012.3
14.5
15.7

Museum

Visual arts

23.6
207.3

26.7

Theatre

Community
arts

Arts centre

Film/video

Other single
artforms

Music

28.9

Other
combined
artforms

29.9

Library/
archives

Literature/
Poetry

Opera

30.8

Crafts
Art services

35.9
Dance

124.3

53.6

Festival

58.4

All figures are in £/Millions
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Private investment levels in libraries have experienced
a considerable increase by 143% in 2007/08, mainly
due to the fact that we introduced a major London
library to our survey population, which had not been
included in the past.
Much of the drop in visual art is coupled with the
increase in arts services, as several organisations
classified themselves in different artforms this year.
The same explanation is partly valid for the drop in
‘other combined arts’ and ‘arts centre’, which were recategorised this year to be included in arts services.
The increase of private investment in museums
was expected, though the high level is explained by
the large donation towards the National Maritime
Museum, for the capital project mentioned earlier.

The sizeable increase of private investment for dance
and opera was mainly due to a single organisation
receiving a large amount of private investment in
both artforms.
The table below shows where the private investment
came from for each artform. Each artform has one
figure highlighted, which exemplifies its largest
source of PI.
It is evident that most of individual giving (52%)
goes towards heritage sites; individual giving alone
accounts for more than 96% of the total PI that heritage
organisations received in 2007/08. Museums, visual
arts organisations and theatres combined claim close
to 40% of the total business investment in the cultural
sector. Museums alone also accounted for the majority
(19%) of funding distributed by trusts and foundations.

Artform breakdown by investment type
£/Millions

Arts

Community

		

Arts centre

services

arts 				

Crafts

Dance

Festival

Film/

video		

Heritage

Library/
archives

BI

4.56

14.22

6.19

0.24

4.68

16.29

6.15

5.36

0.84

IG

5.60

8.77

2.53

0.13

8.99

2.79

4.19

198.39

4.25

TF

4.29

5.98

6.99

0.19

9.97

4.55

2.62

3.50

3.14

PI

14.46

28.97

15.71

0.55

23.65

23.63

12.95

207.25

8.23

£/Millions

Literature

Museum

Music

Opera

Theatre

Visual arts

Combined

Other single

& poetry		

		

artforms

artforms			

total

BI

2.08

26.26

12.37

5.02

17.03

2.62

18.40

19.38

161.69

IG

0.85

70.99

10.86

15.81

3.99

0.37

19.65

23.98

382.15

TF

1.45

27.09

12.63

9.11

9.82

9.27

15.54

15.03

141.15

PI

4.38

124.33

35.86

29.93

30.84

12.26

53.59

58.39

684.98

Since much of individual giving is centralised in
one particular heritage organisation and also a large
portion goes to the museum sector, combining them in
the graph below renders a more representative picture
of individual giving amongst the remaining artforms.
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% Breakdown

BI

IG

TF

Arts centre
Arts services
Community arts
Crafts
Dance
Festival
Film/video
Heritage
Library/archives
Literature/poetry
Museum
Music
Opera
Other combined
Other single artform
Theatre
Visual arts

31.6
49.1
39.4
43.3
19.8
68.9
47.5
2.6
10.3
47.5
21.1
34.5
16.8
55.2
21.4
34.3
33.2

38.8
30.3
16.1
22.8
38.0
11.8
32.3
95.7
51.6
19.5
57.1
30.3
52.8
12.9
3.0
36.7
41.1

29.7
20.6
44.5
33.9
42.2
19.2
20.2
1.7
38.1
33.0
21.8
35.2
30.4
31.8
75.6
29.0
25.7

According to the graph below, if we ignore investment
towards the museums and heritage sectors, we find
that individual giving, in particular, experiences a
9% growth instead of 25%. Furthermore, business
investment is greater than individual giving by £17
million in 2007/08. This trend is distorted once the
latter returns to the equation within heritage and
museum sectors, which is very highly concentrated
around a few organisations in the respective sectors.
Also, what emerges more clearly from the graph
below is that museums and heritage organisations
are increasingly accounting for more of the private
investment in the cultural sector. In 2007/08, therefore,
private investment in museums and heritage was
almost the same as the aggregated private investment
of the remaining 15 artforms.

Private investment in combined artforms
Arts

Heritage & museums

£/Millions
700
332

265

600

500

400
269
341

353

199

300

200
30
146

32
130
101

100

113

35
95

31
111

0
06/07
07/08
Business investment

06/07
07/08
Individual giving

06/07
07/08
Trusts & foundations

06/07
07/08
Total private investment
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Regional investment

Scotland
£39.4m

Yorkshire
£14.5m

North West
£24.8m

NI
£8.5m

North East
£19m

Midlands
£24.7m

East
£12.7m

Wales
£19.3m
London
£477.5m

South East
£31.9m
South West
£12.6m
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Of the top 50 organisations in the UK, 30 were
based in London accounting for 55% of the total
private investment received.

With £477.5 million, London was again the largest
recipient of private investment, accounting for close
to 70% of the total amount of investment received
by the cultural sector throughout the UK in 2007/08.
Of the top 50 organisations in the UK (according to
private investment received), 30 were based in London,
accounting for 55% of the total private investment
received in the cultural sector. The concentration of
private investment in London has been a consistent
trend over the years.
Cultural organisations within Scotland and the
South East of England are receiving the most private
investment in the UK after London.

Region

PI (£/m)

% change

% of PI

London

477.5

+22

70

Scotland

39.4

-9.4

6

South East

31.9

+15.6

5

North West

24.8

-12.0

4

Midlands

24.7

-8.0

4

Wales

19.3

+14.6

3

North East

19.0

-25.1

3

Yorkshire

14.5

+18.0

2

East

12.7

-14.8

2

South West

12.6

-23.4

2

Northern Ireland

8.5

+3.1

1

The English regions likely to be hit worse by the
recession are thought to be the South West, the
North West and the Midlands,3 which tallies with
the decrease of the private investment these regions
experienced in 2007/08. This suggests that many of
the businesses and/or individuals in the regions were
already feeling the pinch earlier in 2008 and were
choosing to opt out of investing in the arts.
However, looking closely at our responses, the drop in
the East of England can be mostly attributed to a major
one-off capital project which was completed in 2008.
Similarly, the North West had received unprecedented
amounts of private investment for projects in the run
up to Liverpool Capital of Culture 2008, which were
also completed by the time of this survey.
The decrease in the South West is to a large extent
due to two festivals that did not take place this year
and one organisation which received substantially less
private investment than the year before.
The drop in private investment in Scotland is mainly
due to the decrease of business investment.
The overall 25% drop of private investment in the
North East was particularly anticipated, especially
considering that Northern Rock, one of the greatest
sources of investment for the region, if not the greatest
source, was taken into temporary public ownership.

3 From the Sunday Telegraph, ‘Gordon
Brown to create 100,000 jobs under ‘antirecession’ plans’, 4th January 2009
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Regional breakdown by artform
Total PI (£/Millions)

East

London

Midlands

North East North West South East South West Yorkshire

Scotland

Wales

N Ireland

Total

Arts centre

0.14

8.09

0.37

0.56

0.94

0.80

0.13

0.21

0.89

1.88

0.43

14.46

Arts services

0.30

17.53

1.22

1.77

1.65

0.62

0.69

1.86

0.52

2.47

0.34

28.97

Community Arts

2.38

5.36

0.27

2.51

0.24

2.33

0.58

0.34

0.60

0.85

0.24

15.71

Crafts

*

0.10

0.04

0.01

*

0.01

0.04

0.01

*

0.32

0.02

0.55

Dance

0.52

20.11

0.78

0.63

0.06

0.27

0.05

0.46

0.62

0.14

*

23.65

Festival

0.80

3.11

0.89

0.51

4.16

2.18

1.92

1.01

4.99

3.63

0.41

23.63

Film/Video

0.06

9.01

0.03

0.56

0.22

1.34

0.56

0.51

0.27

0.31

0.06

12.95

Heritage

0.16

187.72

0.30

0.95

0.06

0.80

0.10

0.35

16.33

0.21

0.29

207.25

Library/Archives

0.05

7.03

0.01

0.52

0.54

*

0.03

*

*

*

0.04

8.23

Literature/Poetry

0.27

1.14

0.03

0.44

1.06

0.01

0.20

0.10

0.96

0.13

0.02

4.38

Museum

2.88

96.35

1.22

1.71

3.68

7.51

2.62

4.81

2.26

0.79

0.51

124.33

Music

2.17

18.14

2.40

1.63

2.36

1.41

1.22

0.61

3.76

1.10

1.07

35.86

Opera

*

19.14

*

0.39

*

5.00

0.05

1.28

0.94

3.06

0.07

29.93

Other combined arts

0.75

10.28

1.69

3.37

5.54

2.26

1.16

0.37

3.45

1.35

0.61

30.84

Other single artform

*

10.95

0.01

0.24

0.04

0.02

0.21

0.24

*

0.54

*

12.26

Theatre

1.07

21.00

11.34

1.75

2.18

5.56

2.29

1.29

1.28

1.56

4.28

53.59

Visual arts

1.18

42.38

4.14

1.45

2.12

1.80

0.77

1.03

2.47

0.92

0.12

58.39

Total

12.74

477.46

24.74

19.02

24.84

31.91

12.62

14.48

39.36

19.27

8.53

684.98

The table above shows how much private investment
was received by each artform for each region. Each
region has one figure highlighted, which exemplifies
the artform which received the largest amount of
private investment.
According to the table above, museums seem to be the
most popular artform to receive PI across the regions
in the UK, though heritage receives more due to the
high concentration (particularly of individual giving)
in the London region.

* See appendix/methodology for
more information
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Regional breakdown by investment type
Total PI (£/Millions)

East

London

Midlands

North East North West South East South West Yorkshire

Scotland

Wales

N Ireland

Total

BI

3.68

80.25

8.47

9.48

14.50

9.93

5.56

6.10

9.91

9.83

3.99

161.69

IG

4.08

312.31

7.50

2.97

4.19

12.77

3.72

3.77

23.03

5.61

2.21

382.15

TF

4.99

84.91

8.78

6.57

6.14

9.21

3.34

4.61

6.42

3.84

2.33

141.15

PI

12.74

477.46

24.74

19.02

24.84

31.91

12.62

14.48

39.36

19.27

8.53

684.98

The table above shows where the private investment
came from for each region. Each region has one figure
highlighted, which exemplifies its largest source of
private investment.
According to the table above, most of the individual
giving (82%) is centralised around London, whereas
business investment seems to be the largest source of
PI in the majority of the regions and nations in the UK.

Regional breakdown by investment type
% Breakdown

BI

IG

TF

East

28.8

32.0

39.2

London

16.8

65.4

17.8

Midlands

34.2

30.3

35.5

North East

49.8

15.6

34.6

North West

58.4

16.9

24.7

South East

31.1

40.0

28.9

South West

44.0

29.5

26.5

Yorkshire

42.1

26.0

31.8

Scotland

25.2

58.5

16.3

Wales

51.0

29.1

19.9

Northern Ireland

46.8

25.9

27.3
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Conclusion

In 2007/08 private investment in culture
increased year-on-year by 12%, reaching an
all time high of £686.7 million.
As private investment is nearing the £700
million mark, there are early warning signs that
this will be the peak of the boom, at least for the
foreseeable future.
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25% increase in
individual giving
to £382.4m
•

•

 usiness investment (BI) experienced a 7%
B
decrease from 2006/07, culminating in a total of
£163.4 million. BI accounts for almost a quarter
(24%) of the total private investment in the UK,
most of which comes from business sponsorship.
•

However, the decrease in business investment
could be misleading, if we immediately attribute
it wholly to the challenging economic climate.

•

Though this may have been a contributing
factor in the decline in business investment
(mainly cash sponsorship), we cannot afford to
ignore the biannual decline of business
investment since 2002, which suggests that
there is a ‘natural cycle’.

Individual giving in 2007/08 reached record levels,
experiencing a 25% increase and amounting to
£382.4 million, which makes up more than half of
the total private investment received in the UK.
2008 saw the reception of what is thought to be the
largest individual contribution, towards a single
capital project.

•

Funds from trusts and foundations increased by 7%
in 2007/08, reaching £141.1 million. 21% of all private
investment comes from trusts and foundations.

•

The high concentration of investment within the top
50 organisations, and particularly within inner
London, is still a notable trend which seems to
ignore the potential and value of smaller and
regional organisations and indicates that the gap
between the most successful organisations and the
rest of the sector is continuing to grow.

The changing nature of sponsorship and philanthropy
is leading to a growing awareness of the value of
engaging with the arts. This is demonstrated through
the increase of in-kind investment, which we expect will
develop further, especially considering the imminent
shortage of monetary capital.
In the recession, what is important for arts
organisations is to maintain relationships with their
donors, whether individuals, businesses or trusts and
foundations, offering them more sophisticated and
creative ways in which to engage in the arts.
As monetary capital is going to become
increasingly scarce and depreciated, social and
cultural capital is subsequently going to become
more seminal. Arts organisations must now therefore
tap into the resources provided to them by businesses
and individuals to receive support beyond fiscal
contributions. It is these relationships which can drive
innovation and growth in the sector.
As the nature of relationships between private and
public and culture and commerce are changing in
order to keep up with the times, so will the nature of
sponsorship and giving in general. An expected dip
in cash in the following years, substantiated by the
research on the recession which follows, could herald
a new era with opportunities for both communities to
come out stronger and wiser, through new business
models and the creative exchange of skills, expertise
and more.
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Introduction

The figures presented through Arts & Business’
(A&B) Private Investment in Culture Survey
(PICS) are:
a) Historical, looking at the financial year
of 2007/08, and
b) Positive, as they report a healthy
year-on-year growth on private investment
in the cultural sector.

However, at the time of conducting, analysing and
writing up the research itself, the UK had entered an
economic crisis, signalling messages which are a far
cry from the results of the Survey. We therefore do not
want to present them in isolation, because although
they are important in monitoring the year-on-year
change, and in this case growth, of private investment
in the sector, they do not reflect the current situation
of the market.
As we enter a global recession we are being
inundated with alarming reports of the catastrophic
consequences it will have on all spheres of the public
and private sector worldwide.
Inevitably, there are huge questions around how
this will both directly and indirectly impact on
the sponsorship market, charitable giving and
philanthropy for the arts as well as for sports,
broadcasting and other charities.
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“ The best value partnerships and those most
in line with our client base will remain...
sponsorship which is very much client driven
will continue to get support.”

As big players are withdrawing from multi-million
pound sponsorship deals, mainly in the sports and
broadcasting sectors, the death of the ‘blockbuster
sponsorship’ is being (prematurely?) proclaimed.4 Now
everyone is looking to the arts for the next casualty in
the sponsorship market.
Though Honda recently pulled out of their Formula
1 sponsorship and Domino’s cancelled their
long-standing sponsorship of The Simpsons,
some of the biggest names leading the cultural
sponsorship landscape continue to recognise the
value in committing to big projects with cultural
organisations. Examples include Unilever, HSBC
and Travelex, with some of their respective cultural
partners, namely Tate Modern, the British Museum
and the National Theatre (see case study chapter 4),
who continue to work together even in the current
challenging economic climate.

We will also be looking at individual giving by
drawing on authoritative reports and articles which
have recently been conducted and published in the
UK and beyond.
Investment trends from both of these sources are
viewed in light of the potential/expected impact of the
recession on charitable giving.
It is worth mentioning that some sections of the
report are a comparison of business attitudes, collated
through A&B’s research on the recession and arts
attitudes, assembled through A&B’s PICS 2007/08.
Ultimately we use the two to provide an informed,
yet estimated, projection of what is likely to take
place in the next couple of years between culture and
commerce and offer advice.

What does this therefore suggest? One thing is sure:
the arts are well placed to offer high leverage for
sophisticated and targeted sponsorship, which will
guarantee a high return on investment (ROI) and
objectives (ROO) through innovation and authenticity.
Our focus in this section of the report is on business
investment, and on sponsorship in particular, based
mainly on our attitudinal survey around the future
of this with respondents from most business sectors
investing in the arts.

4 From The Guardian, ‘Recession to Shrink
Art Exhibitions’, 31st December 2008
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Private investment in the economic climate

Business investment in culture against GDP
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The graph above charts the annual percentage
change of business investment (BI) in culture since
1991, mapped against year-on-year change of GDP (at
market prices)5 in the first quarter of each respective
financial year-end.

5 Office for National Statistics:
www.statistics.gov.uk
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NB. Please note that some figures quoted
here have been updated since they were
published in A&B’s annual Private
Investment in Culture Survey (PICS).

04
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BI (%/change)
GDP (%/change)

While GDP experienced slight yearon-year increases (albeit partly within
negative growth), business investment
growth slowed-down substantially for
two consecutive years, culminating in an
actual decrease of investment in 1993.
This could be attributed to the recession
of the previous years.

This drop has been attributed to a surge
in pre-millennium sponsorships that were
completed by 2000/2001, most of which
went towards one-off projects
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“ We only engage in bespoke projects which will
help solve a specific business need, and the
current economic outlook is unlikely to impact
this strategy... slashing marketing budgets in a
downturn may not make long-term sense.”

According to A&B’s historical data, business
investment in the early 90’s suffered as a result of the
recession, with business investment growth slowing
down substantially in 1991 and 1992, culminating in
negative growth in 1993. This translates to an actual
decrease of business investment around 18 to 24
months after the initial drop of GDP in 1991.
It is worth noting, however, that business investment
bounced right back the year after (1994), to surpass
pre-recession levels.
As GDP is on an upward trend, business investment
will in tandem increase, but in most cases a year later,
reflecting investors’ need to see an ongoing growth
in GDP, marking a stabilised economy, which will
encourage their consequent confidence in investing.

We should also take into consideration long-term
binding sponsorship contracts that businesses are tied
to when trying to justify this gap between business
investment and GDP change, regardless of the
external context of the economic climate.
The significant increase of business investment in the
late 90’s is attributed to a surge of millennium projects,
which in turn justifies the sharp drop of BI in 2001,
marking the completion of these projects.
The fluctuations of business investment in the years
following are most likely due to ad hoc projects, with
no real connection to GDP, and the general economic
climate, which appears to be on the whole quite
healthy. The sharp increase of BI in 2005 could also be
coupled with the excitement of London’s 2012 Olympic
Games bid.
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Historical outlook

Whilst a comparison with the previous recession could
be a forewarning or a prediction of what is likely to
come, we must always consider what has changed in
the economy and in both the cultural and business
sectors since the last recession and, with that in mind,
try to deduce what is likely to happen in the future.
More specifically, since the early 90’s business
investment has increased more than twofold,
indicating that working with the arts is becoming
an embedded practice within the corporate sector,
driving key business activities and businesses’
bottom line forward.
The Private Investment in Culture Survey 2007/08
has shown that private investment as a whole has
experienced a 12% growth compared to 2006/07. The
drop in business investment, however, should not
be taken as an early warning of businesses cutting
their arts budgets. The drop is substantiated by what
appears to be a natural cycle for business investment
for the past eight years, whereby it experiences a
decrease every two years (as can be seen from the
graph earlier). As these figures are historical, referring
to the financial year of 2007/08, we cannot yet totally
attribute this decrease to the financial instability that
characterises the current situation in the UK as the
report is being written.
However, as the recession catches up with
businesses and their consequent partnerships with
the arts, the climate is expected to remain quite
dire, depending always on the duration and depth of
the recession. If the previous downturn is anything
to go by, business investment in the cultural
sector should start picking up once the economic
climate starts showing clear signs of improvement.
According to our business respondents, confidence
of businesses investing in the cultural sector in view
of an economic downturn is shaken.
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A drop in investment
is imminently
expected, taking into
consideration the 18
to 24-month lag for
it to respond to the
economic context in
measurable terms.
This estimation is substantiated by the following
research conducted by Arts & Business (Aug 2008,
Nov 2008) on the impact that the credit crunch and the
recession will have on private investment in culture in
the following years.
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Business attitudes

Considering the current economic climate, A&B
conducted a resonant piece of research in August
2008 regarding future confidence of business
investment in the arts in view of the credit crunch
and the recession.
To make the research even more relevant and
timely, we decided to revisit some of the key
issues and themes that came through from the
first piece of research, given the changes that
occurred since August 2008, such as the collapse
of the Lehman Brothers, Iceland’s Banks and
other indicators of the financial crisis unravelling
in the UK and internationally.
The second round of the research (November
2008), based on fewer respondents than the first,
specifically focuses on key issues and looks at
the longer-term impact of the recession in more
detail, via key representatives from most business
sectors and regions within the UK.

It is worth mentioning that most of the respondents
of round 2, had also responded to the first round of
research. This continuity was important in order to
ensure tracking of responses and attitudes and for
this to be comparable throughout the research. This
research was therefore conducted to complement the
original research which took place in August, not
replace it.
It is important to note that the following figures
represent only the opinions and attitudes of our
business respondents on the possible future impact
of the recession on their company’s investment in the
arts. These are mere inferences and expectations,
which are incidentally mostly conditional, as it is
difficult to predict the future, especially in such a
volatile climate. However, they are useful to track,
since they change to reflect the times and can equip
us with the relevant knowledge of what is happening
directly from the ‘horse’s mouth’.
It is also worth noting that the research has only
confirmed what A&B has suspected for a while.
Through various informed conversations with
members and key stakeholders, both from the business
and the arts world, A&B has maintained its finger on
the pulse, and this research aims to exemplify this
further by quantifying some of the key recurring themes
and issues underpinning our conversations.
The strength of the research lies in its sources and
the quality of information that they provide as key
representatives from each sector.
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Expectations of business investment

In 2009 investment will
> 50% increase

5.9
17.6

7.4

< 50% increase

Remain the same

< 50% decrease

> 50% decrease

17.6

51.5

All figures are in percentages

In November 2008, 35% of respondents expected their
company’s investment in the arts to decrease in the
next 12 months. In contrast, only 13.3% of respondents
anticipated this budget to increase in the same time
frame, whereas just over half of the respondents
believed their company’s levels of investment in the
arts would remain the same throughout 2009.

54

Chapter 2

The recession

Comparing attitudes of investing in the short term
%
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The events that unravelled since August 2008, in
relation to the UK economy, have had a negative
impact on the confidence of businesses in investing
in the arts in the short term.

Remain
the same
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A much smaller percentage of respondents expected
investment to either increase or stay the same in
November than in August and a larger portion of
respondents anticipated investment to decrease in 2009.

Recession impact on arts sponsorship
in medium-to-long-term
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The trendlines in the previous graph depict that
investment in the arts will experience a massive
decrease in 2010.
However, moving forward, fewer respondents
expect their company’s investment in the arts to
decrease, complemented by the growing number
of respondents who anticipate their investment to
increase in 2011 onwards.

The two trendlines (positive and negative) therefore
converge in 2013, indicating that past that year, more
people will expect investment in the arts to increase
than decrease.
However, when combining respondents who expect
the recession to have a positive impact or no impact
at all on their investment in the arts, we have a more
optimistic view of confidence levels in the long term.
Though 2010 is still expected to be the worse year, the
trendlines converge earlier, namely in 2011, suggesting
that confidence will start recovering, possibly parallel,
to the expected economic upturn.

Recession impact on arts sponsorship
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“ Investment in the arts will have to produce more
tangible business... marketing/sponsorship will
be more important with the current situation”.

Comparison of expectations for mediumto-long-term impact of the recession on
business investment
%
August

November
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20
10
0
Extremely
negative

Negative

No impact

Positive

Extremely
positive

Again it is clear that the events of ‘black September’
were seminal in informing the attitudes of business
sponsorship managers. When asked about their
company’s future involvement with the arts, the
November respondents were less confident than those
who responded in August.
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Business sector breakdown

Business sector’s confidence in arts sponsorship
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The ultimate indicator of confidence in businesses
investing in the arts in the future is measured
through the respondents who believe their budget
for the arts will either remain unaltered or, better
yet, increase in the following years. The graph
above therefore depicts business respondents (%)
who believe their company’s level of investment in
the arts will be maintained or increased.

2012

2013+

an 18 to 24-month lag between the beginning of
the recession and an actual decrease of business
investment in the arts.

The trend reflects the overall confidence of business
investors in the arts, whereby respondents who
expected this to decrease have zero confidence, and
the more responses reporting the expectation of a
negative impact on business investment in the arts,
the lower the levels of confidence illustrated above.

Respondents seem to expect the climate to improve
post 2010, with a clear trend in increasing confidence
from 2011 onwards. 2012 seems to be a pivotal year,
with business respondents expecting investment
to increase at a fast pace. This could definitely be
attributed to the fact that most people expect/hope
that the economy will have stabilised by then, but
we should not overlook the Olympic Games as a
contributing factor for the rising confidence levels.
If this was not so significant, then the increase rate
from 2011 to 2012 would not be so acute.

Business respondents expect the recession to have a
lasting impact on their investment in the arts, hitting
all business sectors (but one) worse in 2010, two
years after the recession began. This seems to be a
repeat of the previous recession, whereby there was

Similarly, if this was not the case, 2013 should then
also experience a similar growth rate in confidence,
though it actually plateaus in most cases at almost
the same levels as 2012. As many businesses are now
considering contributing towards the Cultural Olympiad,
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Regional analysis

Regional confidence in arts sponsorship
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this seems to imply that the Olympic Games are already
seen as an additional push to rapidly increase spending
on the arts and for business investment in the sector to
return to their pre-recession levels.

businesses located and working around London expect
to maintain or increase their investment levels for the
arts in the run up to the 2012 London Olympic Games
and the Cultural Olympiad.

Reflecting the attitudinal analysis of business
sectors, the regional analysis exemplifies the
underlying concern that 2010 will be a very difficult
year for business investment in the arts, when
every region reaches its lowest confidence levels in
terms of arts investment.

The low confidence reflected in the attitudes from
our respondents based in Wales can be attributed to
the fact that Wales is likely to be one of the worst hit
regions during the recession.6

However, a general discernible trend is that, on
average, businesses in London look more confident
than any other region in the UK. According to all our
respondents in the region, investment is expected
to either stay the same or increase in 2011 onwards.
Based on this, it is fair to assume that many of the
* Region ‘other’ is a combination of
businesses in the East, North East
and Yorkshire, see Appendix for
more details

6 From the Sunday Telegraph, ‘Gordon
Brown to create 100,000 jobs under ‘antirecession’ plans’, 4th January 2009
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General business investment trends

The graphs below and over the page represent the
different amounts of investment each business sector
is inputting into the arts, according to our respondents.
•

Almost 88% of respondents claimed that their
company invested up to £250k last year
in the arts.

•

More than 12% of respondents claimed their
business invested £250k or more in the arts
last year, with 37% of these investing more than
£1 million in the same time frame.

Business estimates of total annual spend on
the arts last year
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Finance is the sector investing the largest amounts
in any one go. Almost 30% of sponsorship from the
finance sector is more than £250k, with close to 10%
of the total sponsorship from the sector amounting to
more than £1 million.

This is substantially higher than other sectors, like
business services (which includes recruiting and
management consulting) for example, of which 100%
invested less than £250k last year in the arts.

Average annual investment of business sectors
in the arts last year
£/Thousands
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Average
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0

Defining business support/investment for the
arts by ranking according to priorities*
Rank item

Rank

Overall %

Highest priority only (%)

Corporate Social Responsibility

1

24.1

23.5

Marketing

2

24.0

38.6

Staff engagement

3

22.7

20.9

Charitable giving

4

18.8

11.8

Investment e.g. corporate art

5

10.3

3.9

(including training and development)

*1 being the highest and 5 being the lowest
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•

These figures identify Corporate Social
Responsibility (CSR) and Marketing as the key
motivations for business investment in the arts.
•

•

•

With only a 0.1% difference of popularity
between the two, this represents the increasing
significance of sponsoring the arts as part of a
businesses’ marketing, PR and branding
strategies. Marketing has therefore caught up
with CSR, which has historically been the main
purpose for business involvement with the arts.
Looking only at respondents’ primary priority
for investment in marketing is ranked the
highest priority, with 38.6%, in contrast to
23.5% who chose CSR followed by 21% who
prioritise staff engagement. Overwhelmingly,
business respondents from our November
research expressed a preference to continue
spending where there will be a tangible
business outcome, particularly through
sponsorship, rather than for art for art’s sake,
staff engagement or a community exercise:
“we will be using more targeted
sponsorship with more obvious benefits.”

Staff engagement, including training and
development, is not far down the line of priorities
for businesses working closely with the arts, at
22.7%, with less than 2% difference from the first
two priorities.
•

Considering the relative novelty of this kind of
investment, it is impressive to observe how
quickly it is picking up speed and creating its
own niche in the investment of businesses in
the arts.

•

Charitable giving and investment, such as
corporate art, rank fourth and fifth respectively,
were low down the priorities of businesses.

•

A few respondents claimed that their businesses
have been marginally affected by the credit crunch
so far, so expect to continue with investing in the
arts as per usual. This indicates the somewhat
subjective nature of such trends, as the effects of
external threats can take multiple forms for
different sectors depending on the type of business
and the type of activity each is involved with. Arts
organisations may, in this light, want to start
targeting more diverse business sectors, which
may be considered more resistant to external
threats such as an economic downturn.

Key messages
August 2008
•

As the credit crunch and the recession have had a
negative impact on many business sectors,
businesses are introducing budget cuts in most
departments and areas of activity. In this respect,
some businesses will inevitably be expected to
reduce expenditure on the arts, in tandem to all
other cost cuts. In such cases, investment in the
arts will not be dropped completely, but will suffer
some reductions. This, of course, depends on the
duration and depth of the recession.

•

Many respondents believe that there is a clear value
in sponsoring the arts and investing in culture,
regardless of external factors such as an economic
downturn. Some have expressed the importance of
continued investment, particularly in view of a
gloomy economic climate in order to raise the
company’s profile and increase competitive
advantage. Considering this, if Return on
Investment (ROI) and Return on Objectives (ROO)
were measurable and tangible, showing that
investment is a fruitful and cost-effective way to
reach targets, then business investment in the arts
would be further encouraged and would continue at
a greater rate and faster pace.
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These findings signify that there are likely to be
challenging times ahead for the arts when looking
for sponsorship from businesses in the context of an
economic downturn.
We should consequently address the longer-term
impact of an economic downturn on business
investment in the arts, encouraging the arts to act fast
and provide the private sector with more sophisticated
and creative partnerships, delivering greater returns
for their investment. If these are easy to measure, they
can exemplify the tangible value of sponsoring the
arts and, consequently, encourage the ongoing and
sustainable investment and input from businesses.
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November 2008

Another recurrent issue underlying both rounds of
research was that some sectors will be more affected
than others, depending on how intricately the
business activities are linked with the recession and
the wider economy. Utility companies, for example,
seem to be reasonably well equipped to face the
downturn and so may continue to invest in the arts,
as may be the case for international companies with a
high stake in the UK.7

The key messages are still the same: there is a
consensus regarding the value of businesses investing
in and working with the arts, whether for marketing,
CSR or staff engagement and development purposes.
Sponsorship, which is linked with marketing and
is seen as a commercial transaction, rather than
charitable giving or social engineering, is increasingly
being viewed as a practice that will increase
businesses’ bottom line in actual terms, “investment
[in the arts] drives business... [it] makes more
sense now than it ever did.”
In these difficult times, businesses are looking to the
arts for a less extravagant but more sophisticated offer,
which will provide high leverage for the investment
and a tangible ROI and ROO, which will consequently
justify the ongoing investment in the sector, “we only
engage in bespoke projects which will help solve a
specific business need, and the current economic
outlook is unlikely to impact this strategy...
slashing marketing budgets in a downturn may
not make long-term sense.”

However, no sector claims to be totally immune to a
financial downturn, and therefore the majority of our
respondents felt that the impact on their investment in
the arts will ultimately be determined by the nature of
the recession and the actual impact it will have on both
their business activities and the economy as a whole.
As the market does not operate in a vacuum, this
will clearly be an issue for consideration, both for
businesses and individuals alike. With estimates
that the recession could set the UK economy back by
five years,8 its recovery is set to be much slower than
anyone had originally anticipated with ripple effects
possibly continuing through to 2014.

Where businesses are struggling to survive and their
priorities lie in their core activities, they will need to
be convinced that investing in the arts will actually
help with this, “investment in the arts will have to
produce more tangible business rather than be a
community exercise... marketing/sponsorship will
be more important with the current situation.”
However, our business respondents, representing
most business sectors, were almost split in half
when it came to the action they were likely to take
regarding future investment in the cultural sector. The
perspectives expressed by the one ‘half’ encourages
continuous support of and investment in the arts,
with the recognition that this will both directly and
indirectly add value to their own brand and will
consequently drive business forward, “the best value
partnerships and those most in line with our client
base will remain... sponsorship which is very
much client driven will continue to get support.”
The other ‘half’ is comprised of businesses which
consider investment in the arts as a discretionary
activity, a “nice to have” rather than a “must have”.
They therefore consider their arts budgets as a luxury,
which is likely to be cut or decreased if the current
climate does not improve soon. In many cases then,
these budgets would be redirected and channelled to
core business activities to help survival, “if all budget
expenditure is under pressure the first lines of
budget to be cut are non-essential items.”

7 The Times Online, ‘Sports and the Arts
look East and Online’, 9th December
2008: www.business.timesonline.co.uk
8 From The Daily Telegraph, ‘Recession
will ‘set British economy back 5 years’,
26th December 2008
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Confidence for future private investment
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On the flip side, the graph above, derived through our
figures from our annual Private Investment in Culture
Survey, represents the arts sector’s confidence in the
level of private investment they expect to receive in the
next 12 months (the year that it is charted against).
When analysing these figures and their implications,
we should bear in mind that this question was
asked of the arts representatives around October/
November 2008, at which point their answers would
definitely have been affected, to a certain extent, by the
challenging economic landscape.
The last decade has seen a healthy increase of overall
private investment in the culture sector. Consequently,
arts organisations’ confidence has been increasing
in tandem. The picture presented in the last couple
of months regarding private investment in culture, is
significantly different to the rosy image of a healthy
market economy that can continuously support and
underpin the flourishing cultural industries.
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07/08

08/09

The graph clearly exemplifies that from 2005 to 2007
confidence that private investment (PI) would improve
for the cultural sector was increasing almost in parallel
to the actual year-on-year increase of PI. However,
responses from 2008 indicate the sector’s significant
concern that their PI will decrease in the following
year, despite the actual increase of PI for 2007/08.
This is exemplified by the stark 18% drop of
confidence from the arts sector that private investment
will increase in the financial year 2008/09 compared
to 2007/08. This is complemented by the increase of
respondents who felt that private investment for their
organisation in the year 2008/09 will either stay the
same or decrease.
Of those who anticipated that PI will decrease in the
next financial year (26.4% of the total respondents, up
13.6% since last year), 75% attributed this expectation
to the wider economy, whereas only 5% thought
this could be directly attributed to a decrease of
private sector interest alone. Less than 20% thought
investment would decrease in part because of private
sector interest, though more than two-thirds of these

Chapter 2

The recession

respondents saw a correlation between private sector
investment and the wider economy, choosing both as
factors for the anticipated decrease of PI for 2009.

fundraising function and more than half felt that
the quality of their programme/offer would also be
contributing towards increased levels of PI for their
organisations in 2008/09.

It is noteworthy that there are still more respondents
that anticipate an increase in their PI for next year
than those who expect a drop. More than two-thirds
of the respondents who believed the former, felt the
determining factor would be their organisation’s

Furthermore, a much greater proportion this year,
compared to the last three, expect next year’s levels
of received PI to remain the same. A large portion of
the cultural sector, therefore, expects levels of private
investment received in the next year to remain static.

Geographic status of organisations:
Next year investment will:

Increase & remain the same (%)

Decrease (%)

Equally divided

79.0

21.0

Rural

74.1

25.9

Urban

70.2

29.8

It appears that the geographical status of our
respondents was not necessarily a contributing factor
as to how confident arts organisations were in terms
of the private investment they are likely to receive
in 2008/09. In each of the three cases, namely rural,
urban and equally divided, the majority (more than
70%) expected their PI levels to either increase or
remain the same, with less than 30% of respondents
from each category expecting their investment to
drop in the next financial year.
However, of the three categories, organisations that
have an urban geographical status are more concerned
that the private investment they expect to receive in
2008/09 will go down from the year before.
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Combined arts and business attitudes
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The graph above depicts the combined historical
attitudes of the recipients (the arts) together with
the forward looking attitudes of the givers of private
investment (in this case only businesses). The latter
seem slightly more reliable sources for predicting
what is likely to happen in the future as they are in
most cases the decision-makers when it comes to a
partnership between the two.
Arts and business attitudes are complementary, with
both sectors expecting private investment in culture to
decrease imminently (2009), culminating to its lowest
levels in 2010. According to our business respondents
alone, confidence will from then on begin to be
restored, hopefully in tandem with the economy, and
thereon private investment in culture is expected to
increase gradually year-on-year. However, accordingly,
it does not seem likely that business investment
will return to the fast-paced year-on-year growth it
experienced prior to the crisis anytime soon.
Note that 2009 depicts the combined average
confidence of our arts and business respondents,
as they both answered the question for this year.
Confidence was originally lower for the business
sector alone than the arts sector, though not
phenomenally. The slight discrepancy between
business and arts attitudes for the future of investment
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2011

2012

2013

in the next 12 months can be attributed to the fact that
the arts responded with individual giving and funds
from trusts and foundations also in mind, whereas
our business respondents answered only on their own
behalf. Even so, it seems very likely that the slightly
more negative view of the business respondents, which
informs the projection of investment in the future
as depicted on the graph above, can be transferable
to individual giving and funds from trusts and
foundations.
The decreasing confidence for business investment
in the arts is clearly reflecting external factors, which
are in many cases tangibly affecting the commercial
sector. Though the recession is expected to have a
negative impact on business investment in culture
(as in many other fields), it does not reflect badly on
the importance and significance of this as a practice,
it merely reflects the need for survival and changing
priorities to focus on business activities that will
ensure this.
This is confirmed when considering the upward
trends in confidence and investment prior to the credit
crunch, but more so with the increasing desire to reenter the arts sponsorship market once the recession is
over and the economy stabilises, mirroring the events
of the early 90’s recession, whereby private investment
in the arts was fortified.
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The commitment of many businesses to
maintain investment in the arts at the same
level, regardless of the economic climate,
shows the depth of arts penetration within
business practices and the extent to which
this is a driving force for the success of the
business’ core activities.
“ We prefer to go for continuity in our funding,
as the relationships with our funded
organisations are important to us and
we want to maintain these.”

This ongoing commitment of working with the arts
in its many forms (marketing, CSR, staff engagement
etc) clearly exemplifies the strategic value of investing
in the arts, accompanied by the recognition that it
offers tangible and high return on both investment and
objectives (see chapter 4 on sponsorship).
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Other sources of private investment

Though individual giving has reached record levels,
and philanthropy in the cultural milieu is becoming
common practice for an increasingly growing and
diverse population, it is not immune to external
economic factors such as the recession.
Several surveys have been conducted recently in order
to examine the possible impact that the recession is
likely to have on philanthropy and individual giving.
They have all suggested, unanimously, that individual
giving is likely to decline in the next couple of years for
all types of charities, including the arts.
According to a report by PriceWaterHouseCoopers,9
75% of respondents from the charitable sector
(including arts organisations) expect income from
their major donors to either shrink or remain static.
Smaller organisations in this report were more
pessimistic than larger organisations, though there
is no distinction between arts organisations and
other charities. Respondents were more divided in
predicting the possible effects of the recession on
their membership income, with only 31% expecting a
decrease. In regards to other individual giving, 81%
of respondents expected income to either remain the
same or decrease. According to the same report, a fifth
of charities already report increased cancellations of
direct debit by individual donors.
According to another poll of more than 1,000 people,
conducted by www.anolivebranch.co.uk, 10 35% of
respondents said they would donate less to charities
in the coming year, with only 3% planning to give
more. Similarly, another survey by YouGov11 reported
that 24% of Britons were, by November 2008, already
giving less to charities due to the recession.

The Centre of Philanthropy at Indiana University12 has
found that charitable giving flattens out during periods
of relative economic weakness. However, according
to a report by the Charity Aid Foundation (CAF) and
the National Council for Voluntary Organisations
(NCVO),13 in the UK “there is no clear relationship
between levels of prosperity and levels of giving,”
though charitable giving by individuals is unlikely to
be immune to a wider economic downturn.
According to the same report, 64% of arts donors are
high-level (having given £100 or more one month prior
to the time the survey was conducted) and 36% are
standard-level. The implications of this are unclear.
On the one hand those who give more might want to
cut down to a more modest amount of expenditure,
whereas those who give less might be able to maintain
a continuous donation of a lower level. According to
the fundraising agency Bluefrog,14 the majority of
‘mid-value’ donors they spoke to (giving between £100
and £1,000 a year) were not planning to reduce their
levels of giving to charities because of the recession,
although supporting a new charity was highly unlikely.
This was very succinctly expressed by Dame Vivien
Duffield, recipient of the Prince of Wales Medal for
Arts Philanthropy:15
“[donors] will be loyal to their existing
beneficiaries but [...] may actually be making
more donations but for smaller amounts... So
what should charities do? They should be realistic
about their goals... Grand ambitions may have to
be scaled back. They may have to become more
flexible, adaptive and entrepreneurial, and they
will need to play a long game rather than seek
quick hits. What they cannot do is stand still: none
of us can afford to do that.”

9 PriceWaterhouseCoopers (PWC)
‘Managing in a Downturn: November
2008 survey results, analysis and key
messages’

13 NCVO, CAF, ‘UK Giving 2008- An
overview of charitable giving in the UK
in 2007/2008’

10 www.charitytimes.com

15 www.philanthropyuk.org

11 www.fundraising.co.uk
12 Target Analytics, ‘Q1 2008 Index of
National Fundraising Performance; Nonprofit giving slows in first quarter’
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Conclusion

Private investment, and particularly business
investment, is likely to go down in 2009, but
considerably more so in 2010 across all sectors
and regions.
•

Fewer respondents expect their company’s
investment in the arts to decrease after 2010,
complemented by the growing number of
respondents who anticipate their investment
to increase in 2011 onwards.

•

2012 seems to be a pivotal year, with business
respondents expecting investment to increase at
a faster pace, although when it will be restored to
pre-recession levels is not certain.

•

Confidence regarding business investment was
lower in November 2008 than in August 2008.
Sponsorship budgets seem more likely to
be maintained than other forms of business
investment, as sponsorship offers direct returns,
both in monetary terms and beyond.

•

The effects of external threats can take multiple
forms for different sectors depending on the type
of business and the type of activity each is
involved with.

•

Individual giving is similarly expected to go down
as a result of the recession.

Arts organisations primarily now need to maintain
long-term and sustainable relationships with their
donors, even if they are likely to get less monetary
investment from them for the time being. It is
more than likely that investment in the arts will be
reinvigorated once the economy is revived. In the
interim, arts organisations must find new ways to
engage with businesses and individuals, by becoming
more flexible with their business model and more
sophisticated and creative with their offer.
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Introduction

This chapter explores the economic value of the
creative industries and culture in Europe, the UK
and the nations and regions in order to establish
an overall picture of the economic performance
of the sector and to see if there is a correlation
between its economic value and the scale of
private investment in culture. Obviously the
current economic climate will have an impact on
the picture which is painted here of the sector’s
performance, the extent of which was considered
previously in chapter 2.

Key facts and figures

There are many different definitions of culture
and the creative industries, which is one reason
why it is so difficult to quantify and monitor the
value and role of these creative businesses in
the economy. In this report, the term ‘culture’
is used for the artforms covered in the Private
Investment in Culture Survey (chapter 1), while
the definition of ‘creative industries’ has been
taken from the Office of National Statistics (ONS)
which encompasses the arts, cultural industries
and creative services. Detailed definitions of these
terms are given in the appendix.
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•

Three-quarters of Europe’s total creative
industries turnover is generated by the five largest
EU members (the UK, Germany, France, Italy
and Spain).

•

The profitability of Europe’s creative industries is,
on average, slightly higher than the UK (9%
compared to 8.7%).

•

The creative industries in the UK were valued at
£57 billion in 2006, which is a £25.8 billion increase
from 1997 (Gross Value Added – GVA).

•

The creative industries has grown, on average, by
4% since 1997 while the rest of the economy has
grown by 3%.

•

An approximate calculation of the Gross Value
Added of culture shows that culture is worth
around £7.7 billion to the UK’s economy.

•

In 2006/07 the private sector invested £599 million
in culture, in the same year the public sector in the
UK spent in the order of £1.6 billion. Together (£2.2
billion) they helped the cultural sector produce £7.7
billion in GVA to the economy.
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Europe

Contribution of
culture and creative
industries to European
economy, 2003

Value
Three-quarters of Europe’s total creative industries’
turnover comes from the five largest EU member
states: UK, Germany, France, Italy and Spain. In terms
of the respective national economies, the value added
to their Gross Domestic Product (GDP) by the creative
industries is highest in France, the UK, Norway,
Finland and Denmark, all with between 3.1% - 3.4%
added value in 2003.
In comparison to other industry sectors, the creative
industries is one of the most important in Europe and
this is particularly true for the UK. There are few other
sectors which contribute more than 3% to the national
GDP and, in the case of France, Italy, the Netherlands
and the UK, the creative industries are the highest
contributors to the GDP of the sectors studied (please
note this excludes business services, financial services
and the services sector generally).

Source: Economy of Culture in Europe. Prepared by KEA European Affair, Turun
Kauppakoreakoulu Turku School of Economics and MKW Wirtschaftsforschung for the
European Commission, Directorate-General Education and Culture, 2006.
www.ec.europa.eu/culture

Country

Value Added to national GDP

Austria
Belgium
Bulgaria
Cyprus
Czech Republic
Denmark
Estonia
Finland
France
Germany
Greece
Hungary
Iceland
Ireland
Italy
Latvia
Lithuania
Luxembourg
Malta
Netherlands
Norway
Poland
Portugal
Romania
Slovakia
Slovenia
Spain
Sweden
UK

1.8%
2.6%
1.2%
0.8%
2.3%
3.1%
2.4%
3.1%
3.4%
2.5%
1.0%
1.2%
0.7%
1.7%
2.3%
1.8%
1.7%
0.6%
0.2%
2.7%
3.2%
1.2%
1.4%
1.4%
2.0%
2.2%
2.3%
2.4%
3.0%
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Contribution of culture and creative industries
to other industry sectors in Europe*
Country

Chemicals &

Rubber &

Machinery &

beverages		

Food,

Textiles

man-made

plastic

equipment			

Real estate

Computer

Cultural &
creative Sector

& tobacco		

fabrics					

Austria

1.7

0.5

1.1

0.7

2.2

2.2

1.1

1.8

Belgium

2.1

0.8

3.5

0.7

0.9

1.0

1.2

2.6

Bulgaria

2.2

2.0

1.1

0.4

1.3

0.4

0.3

1.2

Cyprus

2.7

0.4

0.5

0.3

0.2

0.0

0.6

0.8

Czech Republic

2.8

1.0

1.3

1.5

2.3

1.4

1.2

2.3

Denmark

2.6

0.3

1.7

0.7

1.9

5.1

1.5

3.1

Estonia

2.2

1.9

0.6

0.6

0.6

2.8

0.7

2.4

Finland

1.5

0.3

1.1

0.7

2.1

1.8

1.5

3.1

France

1.9

0.4

1.6

0.7

1.0

1.8

1.3

3.4

Germany

1.6

0.3

1.9

0.9

2.8

2.6

1.4

2.5

Greece

0.0

0.0

0.0

0.0

0.0

0.0

0.0

1.0

Hungary

2.9

0.0

1.9

0.9

1.2

1.8

0.8

1.2

Iceland

0.0

0.0

0.0

0.0

0.0

0.0

0.0

0.7

Ireland

5.3

0.2

11.5

0.3

0.5

1.2

1.7

1.7

Italy

1.5

1.3

1.2

0.7

2.1

1.0

1.2

2.3

Latvia

3.2

1.2

0.5

0.3

0.5

2.1

0.7

1.8

Lithuania

2.5

1.6

0.4

0.5

0.4

1.1

0.3

1.7

Luxembourg

1.0

0.9

0.4

2.0

0.6

0.0

1.2

0.6

Malta

0.0

0.0

0.0

0.0

0.0

0.0

0.0

0.2

Netherlands

2.2

0.2

1.7

0.4

1.0

2.3

1.4

2.7

Norway

1.7

0.1

0.8

0.2

0.8

2.7

1.3

3.2

Poland

4.7

0.8

1.4

0.9

1.2

1.3

0.6

1.2

Portugal

1.9

1.9

0.8

0.5

0.7

0.6

0.5

1.4

Romania

1.9

2.1

0.8

0.5

1.0

0.5

0.5

1.4

Slovakia

1.5

0.7

0.6

0.9

1.5

0.5

0.6

2.0

Slovenia

2.0

1.3

3.4

1.4

2.2

0.4

0.8

2.2

Spain

2.2

0.7

1.3

0.7

1.0

3.0

1.0

2.3

Sweden

0.0

0.0

0.0

0.0

0.0

4.0

2.2

2.4

UK

1.9

0.4

1.4

0.7

1.0

2.1

2.7

3.0

Source: Economy of Culture in Europe. Prepared by KEA European Affair, Turun
Kauppakoreakoulu Turku School of Economics and MKW Wirtschaftsforschung for the
European Commission, Directorate-General Education and Culture, 2006.
www.ec.europa.eu/culture

* As a % of GDP

Productivity and profitability
In terms of the productivity and profitability of the
creative industries by European country, the level
of productivity in the UK is very similar to other
European countries; however, the profitability is
slightly lower than the European average (8.7% and
9% respectively). This suggests that perhaps there
are greater profit margins which could be generated
by the creative industries in the UK given what other
European countries are achieving.
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However, saying this, the UK is comparable to the
other five major EU member states, which suggests the
difference in profitability could be an issue over and
above operating costs.
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Productivity and profitability of the European
cultural and creative industries
Country

Productivity (Value Added / employment costs)

Profitability (operating margin)

Austria

1.24

6.6%

Belgium

1.93

10.4%

Bulgaria

1.7

7.7%

Czech Republic

1.58

12.4%

Denmark

1.26

7.1%

Estonia

1.52

10.2%

Finland

1.41

11.3%

France

1.59

10.8%

Germany

1.55

8.7%

Greece

N/A

10.0%

Hungary

1.99

7.4%

Iceland

1.24

11.8%

Ireland

N/A

12.3%

Italy

1.57

8.8%

Latvia

1.95

5.7%

Lithuania

1.49

11.9%

Luxembourg

N/A

3.8%

Netherlands

1.34

9.4%

Norway

1.28

7.3%

Poland

1.44

6.0%

Portugal

1.53

9.4%

Romania

3.06

15.4%

Slovakia

1.32

6.9%

Slovenia

1.96

10.3%

Spain

1.43

8.0%

Sweden

1.49

9.9%

UK

1.38

8.7%

Source: Economy of Culture in Europe. Prepared by KEA European Affair, Turun
Kauppakoreakoulu Turku School of Economics and MKW Wirtschaftsforschung for the
European Commission, Directorate-General Education and Culture, 2006.
www.ec.europa.eu/culture

On average the operating margin of all creative
industry sub-categories has remained fairly stable
between 2000 and 2003; music, heritage and tourism
are the only significant exceptions to this, having
experienced relatively large decreases within this
period. The most profitable creative industry subcategories in 2003 were film & video, visual arts and
design. There is a direct correlation between the
profitability of creative industry sub-categories and
productivity levels. Therefore, unsurprisingly, the most
productive are also the most profitable, meaning the
visual arts, film & video and design have the highest
productivity indicators.

In 2007/08, the visual arts received over £58 million
in private investment and film & video received nearly
£13 million. The visual arts had the third highest
level of investment in the UK, after museums and
heritage; whereas film & video is one of the artforms
which receives the least amount of private investment.
Therefore, there appears to be limited correlation
between cultural investment decisions and the
profitability and productivity of creative businesses/
organisations. This is not surprising given that
sponsors are probably more interested in return on
investment and return on objectives specifically
relating to them rather than the wider business
model; also there is a difference between the creative
industries and culture (see the appendix).
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Productivity and profitability by creative
industry sub-categories
Productivity: Value Added / employment costs

Operating margin

2000

2001

2002

2003

2000

2001

2002

2003

Design

1,77

1,70

1,99

1,92

11.1%

10.5%

10.6%

10.5%

Architecture

1,32

1,32

1,37

1,43

7.5%

8.1%

8.4%

8.8%

Visual arts

1,94

1,99

1,94

2,04

11.8%

11.4%

11.5%

11.3%

Performances

1,98

1,41

1,46

1,72

8.2%

8.1%

7.9%

8.5%

Film & video

1,77

1,68

1,76

2,02

11.4%

10.9%

11.1%

11.7%

Radio & TV

1,46

1,35

1,49

1,65

10.5%

7.8%

9.5%

9.9%

Advertising

1,59

1,46

1,47

1,50

7.8%

5.5%

6.1%

5.4%

Press &
publishing

1,41

1,37

1,36

1,35

8.5%

7.7%

7.2%

7.9%

Heritage

1,22

1,80

1,78

1,21

10.2%

12.7%

11.8%

8.6%

Video games

1,35

1,37

1,32

1,66

9.2%

7.4%

7.4%

7.7%

Music

1,74

1,62

1,77

1,43

10.4%

9.6%

12.0%

8.9%

Tourism

1,52

1,44

1,42

1,44

10.3%

10.4%

9.0%

7.8%

Source: Economy of Culture in Europe. Prepared by KEA European Affair, Turun
Kauppakoreakoulu Turku School of Economics and MKW Wirtschaftsforschung for the
European Commission, Directorate-General Education and Culture, 2006.
www.ec.europa.eu/culture

Profitability of creative industries
%

Design
Architecture
Visual arts

14

Performances
12

Film & video
Radio & TV

10

Advertising
Press & publishing

8

Heritage
6

Video games
Music

4

Tourism

2

0
2000
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Source: Economy of Culture in Europe.
Prepared by KEA European Affair,
Turun Kauppakoreakoulu Turku
School of Economics and MKW
Wirtschaftsforschung for the European
Commission, Directorate-General
Education and Culture, 2006.
www.ec.europa.eu/culture
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The UK

Turnover and GVA
for UK’s recreation,
culture and sports
sector

Recreation, culture and sport
The Office of National Statistics (ONS) calculates
the Gross Value Added (GVA) and turnover of all
key business and industry sectors in the UK on an
annual basis.

Year

Culture is classified within recreation and sport.
A number of the creative industries, such as
publishing and radio are classified under other
‘manufacturing’ sectors and are, therefore, not
encapsulated within ‘culture’.
Although comparisons with other chapters of the
report are not possible, especially direct comparisons
with the results from the Private Investment in Culture
Survey in chapter 1, the GVA of the recreation, culture
and sport sector does provide us with information
about changes over time and the national and regional
breakdown, which is a valuable contextual indicator.
In the UK as a whole, the total turnover of recreation,
culture and sporting activities has increased
considerably year-on-year between 1999 and 2004,
with the growth rate slowing down between 2005 and
2006. By 2006 the GVA had increased by a margin
of 70% on the 1998 figure. This obviously includes
activities besides culture but does suggest significant
growth across this combined sector.

Total
turnover
(£/million)
		

Approximate
Gross Value
Added (at basic
prices) (£/million)

Total net
capital
expenditure
(£/million)

1998
1999
2000
2001
2002
2003
2004
2005
2006

12,610
14,422
16,157
18,033
19,078
19,098
21,848
21,785
21,453

1,924
2,078
2,242
2,391
2,344
2,140
2,008
*
*

37,461
40,811
45,048
50,301
57,254
66,250
79,084
85,772
89,585

Source: Economy of Culture in Europe. Prepared by KEA European Affair, Turun
Kauppakoreakoulu Turku School of Economics and MKW Wirtschaftsforschung for the
European Commission, Directorate-General Education and Culture, 2006.
www.ec.europa.eu/culture

Turnover and GVA for UK’s recreation, culture
and sports sector
£/Millions
100,000
Total turnover
Approximate Gross Value
Added at basic prices

90,000
80,000
70,000
60,000
50,000
40,000
30,000
20,000
10,000
0

Source: Annual Business Inquiry, Office
of National Statistics, 2008

1998

1999

2000

2001

2002

2003

2004

2005

2006
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The direct value
of culture

Value of the creative
industries in the UK

Creative industries and culture

			

In 20061 the creative industries sector was valued at
(GVA) £57 billion, which is an £25.8 billion increase
since 1997. This averages out at 4% growth per annum
in the creative industries since 1997, compared to an
average of 3% for the rest of the economy.

Gross Value Added (GVA)
Gross Value Added (GVA %)
% Growth since 1997		
Employees		
Value of exports		
Value of exports % of UK Total

Within the industry there are some 1.9 million people
employed. The creative industries sector, therefore,
has a vital role to play in the economic performance
of the UK.
If these figures are compared internationally, it
seems that the UK’s creative industries contributed
more proportionally to the GDP than in Canada, the
USA, Australia and France,2 emphasising just how
economically valuable the creative industries are to
this country. This is especially true given the current
economic difficulties where the more traditional major
sectors, such as banking and financial services, are
being badly affected by the recession. However, the
2005/06 comparison shows a -3% growth which
was influenced mainly by shrinking architectural,
software, publishing and advertising industries.
However, too much emphasis should not be placed on
fluctuations as the data is subject to sampling errors.

Source: Annual Business Inquiry, Office
of National Statistics, 2007

2006
£57.3
6.4%
4%
1.9 million
£16 billion
4.3%

1 Creative Industries Economic Estimates
Statistical Bulletin, Department for
Culture, Media and Sport, January 2009
2 Quoted by DCMS in its press release
about the Creative Britain strategy, can be
found at: www.culture.gov.uk/

Gross Value Added of the creative industries
in the UK
Year
Advertising Architecture Art and
Designer
Video, film &
			
antiques
fashion
photography
						
						

Music,
Publishing
visual and 		
performing		
arts		

Software,
Radio and
games,
TV
& electronic		
publishing

Total*

1997

£3,400

£3,100

£260

£280

£1,900

£2,700

£6,500

£9,800

£3,500

£31,500

1998

£3,500

£3,200

£270

£270

£1,800

£2,900

£7,300

£13,200

£3,700

£36,300

1999

£5,500

£3,200

£320

£300

£2,100

£3,100

£8,000

£13,900

£4,600

£41,000

2000

£6,100

£3,500

£350

£360

£2,100

£3,200

£8,400

£14,800

£4,800

£43,700

2001

£5,500

£3,600

£390

£320

£1,800

£3,100

£8,800

£16,300

£4,800

£44,700

2002

£5,400

£3,400

£430

£320

£2,100

£3,300

£8,300

£16,900

£5,000

£45,000

2003

£5,200

£4,000

£470

£330

£2,400

£3,600

£8,600

£19,800

£4,900

£49,200

2004

£5,600

£4,100

£490

£380

£2,700

£3,700

£9,100

£22,600

£4,900

£53,600

2005

£6,500

£4,700

£480

£420

£2,900

£3,300

£9,800

£24,700

£4,900

£57,700

2006

£5,300

£4,700

£490

£450

£3,800

£3,400

£9,500

£24,500

£5,100

£57,300

% change

56%

52%

88%

61%

100%

26%

46%

150%

46%

82%

* Crafts and design are sub-categories of creative industries but are not included in these
figures because the GVA figures are not available
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Unfortunately, we do not have a figure for how much
culture is worth to the UK economy (in terms of GVA).
However, to establish an approximate and indicative
value we can exclude the sectors which are not
part of the cultural survey in chapter 1 (advertising,
architecture etc), which provides an approximate value
of culture3 to the UK economy in the order of £7.7
billion. In the same year (2006/07) there was £599.45
million of private investment in the UK. This, therefore,
represents a massive return on investment for the
private sector for the country’s economy.

If the value of culture to the economy is compared
to both private and public spending on culture, it is
possible to get a greater understanding of the return on
investment. Although certainly not an exact calculation
of public spending, as there will be amounts not
included because we were unable to extrapolate them
from the overall budgetary statements. The figures
below provide a rough indication of the level of public
spending in 2006/07.

Using this rough definition of culture, derived from
the creative industries data above, we can see the
increasing value of culture to the country’s economy.
Although there was a decrease in 2000/01, there has
been three years of significant growth from £5.3 billion
in 2001 to £6.9 billion in 2004. There was actually a
retraction in the value of the cultural sector between
2004 and 2005, but this seems to be a one-year
instance because there was a 15% increase in 2006,
taking the GVA of culture to £7.7 billion. In contrast
then to the creative sector, the cultural sector does
seem to have been affected by the 2006 retraction.

3 Culture here means Art & Antiques, Video, Film & Photography, Music and Visual &
Performing Arts. It is worth remembering that the Annual Business Inquiry surveys
VAT and/or PAYE registered businesses, therefore there are likely to be some cultural
organisations not included in the survey, and this does not take into consideration the
indirect economic impact of culture on the economy.

		

2006/07

England
Wales*2
Scotland*3
Northern Ireland*4
Total public sector spending
Total private investment
Total
GVA to economy
*1

£1,2 billion
£103 million
£195.2 million
£71.7 million
£1,567 billion
£599 million
£2.2 billion
£7.7 billion

The public spending figures are based on government expenditure levels rather than
investment figures, they exclude spending by the Lottery on culture. As well as grant-inaid and subsidy funding, the figures include cultural planning and policy expenditure.
*1 this is based on an A&B estimate from the Department for Culture, Media and Sport:
Annual Report 2008
*2 Taken from the Welsh Assembly Government website: www.wales.gov.uk
*3 Can be found on the Scottish Government website: www.scotland.gov.uk
*4 Derived from the Department of Culture, Arts and Leisure in Northern Ireland:
Priorities and Budget 2005–2008
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Culture is worth
£7.7 billion to the
UK economy
80
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This represents
a huge return on
investment for
the public and
private sector
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Value of culture to the UK economy
£/Millions GVA
8,000
7,500
7,000
6,500
6,000
5,500
5,000
4,500
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Source: estimate A&B from Annual
Business Inquiry, Office of National
Statistics, 2007
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The indirect value
of culture

Finally, there is cultural tourism, whereby culture
encourages domestic and international visitors to
go to cultural sites and events and spend their time
and money. Liverpool’s European Capital of Culture
generated an estimated £800 million for the regional
economy in 2008 alone.5

However, the value of culture and the creative
industries is significantly underestimated by
these figures as they relate only to GVA of cultural
businesses. The economic and social impact of culture
affects many other sectors of the economy and helps to
drive up their GVAs too.
For example, cultural developments/organisations
can catalyse wider regeneration and development
as culture can increase demand for office space,
residential units etc and an increase in demand means
an increase in rents/sale prices.
The additional footfall cultural organisations can create
means that there is a market for retail and catering
outlets. By becoming a focus for the community,
cultural organisations can draw creative industries and
other new businesses to the vicinity, stimulating the
local and regional economy and community.
Possibly the best known example of this is Tate
Modern. It was estimated that after one year of
operation Tate Modern had created £100 million in
economic benefit, approximately 3,000 jobs were
created (directly and indirectly), the number of hotel
and catering businesses in the area increased by 23%
from 1997, property prices and commercial investment
levels increased faster in Southwark than in the rest of
London and commercial developments in Southwark
outpaced the London average.4
Another way in which the value of culture spills over to
the rest of the economy is that cultural and creative
practices can improve business performance. For
example, Map Consortium conducting a series of artsbased initiatives for Unilever in order to create a new
organisational culture and encourage entrepreneurship
within the business. One arts-based initiative,
called Live + Direct, focused on the coordination and
communication between HR departments within
different parts of Unilever’s business in order to get
them to work more closely together, to deliver tangible
tools for improving performance and make feedback
more accessible to all levels of staff. Through theatrical
plays, Unilever was able to reflect on their feedback
behaviour, learn new techniques and build new
relationships – adding to the competitive advantage
of the business.

The nations
England
The turnover of recreation, culture and sport in 2006
was nearly £2.3 billion, which is an increase of around
46% over eight years. The rate of turnover growth
has been fairly consistent year-on-year for England’s
recreation, culture and sports sector. The GVA has
increased over the same period of time by a very
similar percentage margin, 47%. There were no signs
in 2006 of this trend reversing.

Recreation, culture
and sport turnover and
GVA in England
Year

Total
turnover
(£/Millions)
		

Approximate
Gross Value
Added (at basic
prices) (£/Millions)

Total net
capital
expenditure
(£/Millions)

1998
1999
2000
2001
2002
2003
2004
2005
2006

477,141
516,112
541,057
563,807
570,822
590,985
635,445
672,090
702,320

71,063
71,411
73,885
71,470
67,464
66,735
67,733
–
–

1,549,139
1,620,981
1,719,967
1,779,815
1,815,191
1,909,931
2,009,184
2,148,348
2,271,290

4 Quoted from the McKinsey & Company
economic impact assessment of Tate
Modern detailed in the Tate Modern’s
press release 11th May 2001

Source: Annual Business Inquiry, Office
of National Statistics, 2008

5 Andy Burnham MP, Secretary of State
for Culture, Media and Sport quoted this
in an answer in the House of Commons,
28th January 2009
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Recreation, culture and sport turnover and GVA
in England
£/Millions
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Source: Annual Business Inquiry, Office
of National Statistics, 2008

Scotland
Recreation, culture and sport
There was significant growth in the total turnover
of the recreation, culture and sports sector between
1999 and 2004 in Scotland, with a substantial rate of
increase between 2003 and 2004. In 2005 there was a
downturn in both turnover and GVA (more pronounced
in GVA) and although turnover increased in 2005/06
the GVA did not really do the same.
This may suggest an emerging downward trend
in Scotland’s creative industries’ turnover and
GVA; however, there were some adjustments to the
calculation methodology around this time which may
account for some of the decrease.

Source: Annual Business Inquiry, Office
of National Statistics, 2008
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Recreation, culture
and sport turnover and
GVA in Scotland
Year

Total
turnover
(£/Millions)
		

Approximate
Gross Value
Added (at basic
prices) (£/Millions)

Total net
capital
expenditure
(£/Millions)

1998
1999
2000
2001
2002
2003
2004
2005
2006

640
687
1,557
1,838
2,060
2,305
3,141
1,059
1,009

155
204
167
216
220
215
192
–
–

1,664
1,856
3,013
3,757
4,587
5,324
7,194
5,597
6,342
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Recreation, culture and sport turnover and GVA
in Scotland
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Source: Annual Business Inquiry, Office
of National Statistics, 2008

Creative industries
The Scottish Government has conducted some
considerable analysis into the creative industries by
closely interrogating the ONS data, in order to
quantify its exact value and contribution to the
Scottish economy.
In 2006, the creative industries alone generated
some £5.1 billion of turnover for Scotland, an
increase of 7% on 2005 figures. The GVA was £2.2
billion in 2006. The total turnover of the creative
industries has increased steadily year-on-year at
between 6% and 13% to reach its peak in 2006 of
£5.1 billion. The GVA also rose steadily between
2001 and 2005, but suffered a decline of 3.5% in
2006. It is of course impossible to say whether this
decline in GVA was a one-off or the beginning of a
trend, but obviously the recession will have had a
negative impact on the subsequent years’ figures.

However, the creative industries still seem to be
performing strongly in Scotland, displaying significant
growth rates in recent years and becoming an
increasingly valuable sector of the country’s economy.
The level of private investment in Scotland’s cultural
sector in 2006/07 was valued at over £42 million.
Comparing this to the 2007/08 figure, we can see a
decrease of 9% (above inflation). See chapter 1 for a
more detailed explanation of this.
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Value of creative industries in Scotland
Sector

Turnover

Employees

Gross Value Added

Net capital

		

(£/Millions)

(thousands)

(£/Millions)

expenditure (£)

per employee (£)

Advertising

1998

206.0

2.7

78.9

4.0

29,379

1999

203.1

2.6

87.6

10.9

33,670

2000

187.1

3.8

95.0

7.8

24,946

2001

206.1

3.3

107.3

10.2

32,784

2002

259.5

3.3

126.3

14.6

38,680

2003

259.9

3.8

138.4

6.5

36,431

2004

273.5

3.9

153.8

5.2

39,890

2005

307.0

3.8

161.3

–

42,953

2006

364.9

4.0

188.1

–

47,057

Architecture

Year

Gross Value Added

1998

547.4

7.8

280.2

14.2

36,008

1999

484.4

7.5

282.4

19.3

37,456

2000

498.6

8.1

283.3

17.9

34,822

2001

650.4

7.8

335.3

68.0

43,121

2002

698.6

7.7

359.7

30.2

46,802

2003

779.1

8.6

408.4

24.1

47,323

2004

822.2

8.0

425.7

16.4

53,040

2005

919.4

8.7

411.7

–

47,394

2006

1,299.2

9.5

575.0

–

60,223

Video, film,

1998

99.7

3.1

54.1

15.8

17,182

& photography

1999

74.1

2.0

42.1

6.2

21,563

2000

77.3

2.4

40.5

5.4

17,083

2001

120.8

2.9

61.3

10.7

21,332

2002

126.1

2.9

71.1

11.5

24,583

2003

147.7

3.1

78.9

–

25,389

2004

136.0

2.7

77.3

–

28,244

2005

130.6

2.8

71.8

–

25,395

2006

129.5

2.9

–

–

–

Music, visual &

1998

122.8

4.2

57.0

11.3

13,603

performing arts

1999

118.3

4.1

48.8

23.2

11,795

2000

113.8

4.4

47.1

15.2

10,778

2001

154.8

4.8

46.9

22.1

9,854

2002

205.0

5.3

88.4

11.5

16,686

2003

256.0

5.2

120.0

15.3

22,858

2004

266.3

5.3

146.2

11.0

27,633

2005

206.4

5.4

97.3

–

18,023

Publishing
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2006

220.8

5.7

90.3

–

15,878

1998

593.0

8.2

308.2

22.6

37,405

1999

616.2

8.1

305.5

20.2

37,683

2000

637.7

8.9

336.8

31.3

37,685

2001

695.1

9.2

364.6

52.9

39,540

2002

659.8

8.9

338.1

25.5

37,854

2003

738.8

9.4

358.8

24.0

38,355

2004

821.1

9.8

415.7

19.1

42,443

2005

842.0

9.7

415.7

–

42,883

2006

842.7

9.8

404.5

–

41,405
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Turnover

Employees

Gross Value Added

Net capital

		

Year

(£/Millions)

(thousands)

(£/Millions)

expenditure (£)

Gross Value Added
per employee (£)

Computer

1998

756.7

9.8

417.2

48.9

42,384

games,

1999

961.6

10.2

525.6

57.7

51,517

software &

2000

1,147.6

15.9

611.8

64.5

38,479

electronic

2001

1,139.6

16.9

580.6

70.5

34,328

publishing

2002

1,312.1

16.1

749.3

50.7

46,519

2003

1,315.7

15.8

700.2

38.0

44,179

2004

1,667.1

19.3

882.1

42.7

45,800

2005

1,939.5

17.7

1,224.5

–

69,051

2006

1,812.4

15.9

1,151.8

–

72,221

1998

220.1

2.7

94.5

15.1

34,738

1999

320.4

9.8

143.1

38.0

14,596

2000

423.3

8.4

-13.9

50.8

-1,649

2001

351.3

7.6

-176.6

56.0

-23,136

2002

408.3

7.1

-216.5

43.9

-30,409

2003

392.4

8.6

-34.1

–

-3,951

2004

423.1

8.4

-70.6

–

-8,359

2005

378.1

8.8

-84.9

–

-9,606

Radio and TV

2006

395.5

9.1

–

–

–

1998

37.5

0.7

9.9

0.7

13,912

1999

38.2

0.7

10.0

1.3

14,727

2000

40.2

0.7

11.0

0.8

15,923

2001

49.9

0.7

13.5

1.4

18,095

2002

50.4

0.8

13.6

1.5

17,587

2003

48.4

0.7

13.9

1.2

20,146

2004

46.9

0.7

13.7

1.5

19,288

2005

46.7

0.7

14.4

–

20,914

2006

49.5

0.7

14.2

–

20,554

Designer

1998

21.5

0.5

12.0

1.0

25,973

fashion

1999

18.6

0.4

10.0

1.0

26,492

2000

19.2

0.4

11.8

1.8

29,456

2001

22.2

0.4

11.6

1.5

29,845

2002

23.3

0.4

13.4

1.7

31,739

2003

27.2

0.5

16.4

0.8

35,806

2004

29.2

0.5

18.3

1.1

39,910

2005

27.3

0.4

16.2

–

38,094

Art /Antiques

Total

2006

33.5

0.4

19.1

–

45,356

1998

2,604.8

39.8

1,312.0

133.6

32,980

1999

2,834.8

45.4

1,455.2

177.7

32,051

2000

3,145.0

53.1

1,423.4

195.6

26,830

2001

3,390.3

53.6

1,344.4

293.4

25,090

2002

3,743.1

52.5

1,543.5

191.1

29,402

2003

3,965.2

55.8

1,800.9

189.0

32,288

2004

4,485.4

58.6

2,062.2

155.8

35,202

2005

4,796.9

58.0

2,327.8

–

40,105

2006

5,148.0

58.1

2,246.8

–

38,657

Source: Annual Business Inquiry, Office of National Statistics, 2008. www.scotland.gov.uk
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Turnover, GVA and labour costs of Scotland’s
creative industries
£/Millions
6,000
Total turnover
5,000

Approximate Gross Value
Added at basic prices
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Source: Annual Business Inquiry, Office of National Statistics, 2008.
www.scotland.gov.uk

If the GVA for each sub-category within the creative
industries is examined, computer games and software
is clearly generating much higher values than other
types of creative industries, displaying a significant
increase in the last couple of years. Architecture and
publishing have had relatively similar GVA statistics
since 1998. The remainder of the creative industry
sub-categories are generating nearer £100 million
GVA (at basic prices) per annum. The designer fashion
sector has displayed very little growth over the nine
years examined, as have the art and antiques trade.
It is not surprising that industries such as computer
games, architecture and publishing are the most
valuable to the Scottish economy, as they tend to be
the most ‘commercially orientated’ of the industries
and the same can be seen in the whole of the UK.
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It should be noted that the negative contribution of
radio and TV is likely to be due to an original over
estimation made by the ONS which was subsequently
rectified and compensated for.
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GVA of Scotland’s creative industries
£/Millions
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Source: Annual Business Inquiry, Office of National Statistics, 2008.
www.scotland.gov.uk

Wales
Unlike Scotland, Wales’ statistics quantifying the
value of the creative industries are not that up-todate: 1998 is the most recent available. The creative
industries in Wales were worth about £1.1 billion to the
economy and employed around 29,000 people.6 ONS
figures are, however, available for Wales with regard
to recreation, culture and sport and this can be directly
compared to Scotland’s statistics.
The trend displayed in Wales is very different to that
of Scotland in that it has not had such a dramatic
increase (or fall) in turnover; rather growth has been
steadier year-on-year. Based on the 1998 figures,
Wales’ GVA has increased by 101%.

Recreation, culture
and sport turnover and
GVA in Wales
Year

Total
turnover
(£/Millions)
		

Approximate
Gross Value
Added (at basic
prices) (£/Millions)

Total net
capital
expenditure
(£/Millions)

1998
1999
2000
2001
2002
2003
2004
2005
2006

228
251
169
270
249
298
331
387
459

32
47
81
39
59
58
61
–
–

687
696
828
966
1,094
1,188
1,527
1,972
2,104

6 Quoted in Creative Futures: A Cultural
Strategy for Wales prepared by the Welsh
Assembly Government.
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Recreation, culture and sport turnover and
GVA in Wales
£/Millions
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Total turnover
2,000

Approximate Gross Value
Added at basic prices
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Source: Annual Business Inquiry,
Office of National Statistics, 2008

The level of private investment in Wales increased by
14.6% (above inflation) between 2006/07 and 2007/08,
from £16.4 million to £19.3 million. This represents a
significant increase in investment in Wales’ culture,
which seems to mirror the trends in the creative
industries’ turnover and gross value.
Northern Ireland
The only figures available for Northern Ireland’s
creative economy are again those produced by the
ONS for recreation, culture and sport. The trend shown
for Northern Ireland is different to both Scotland and
Wales, with far more volatility exhibited year-on-year.
Interestingly, there seems to be a ‘millennium effect’
exhibited within the sector, with a sharp rise in 2000
and an even sharper decline in 2001. The turnover fell
by 30% in just one year and the GVA fell by 39%.

Source: Annual Business Inquiry,
Office of National Statistics, 2008
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Recreation, culture
and sport turnover
and GVA in Northern
Ireland
Year

Total
turnover
(£/Millions)
		

Approximate
Gross Value
Added (at basic
prices) (£/Millions)

Total net
capital
expenditure
(£/Millions)

1998
1999
2000
2001
2002
2003
2004
2005
2006

122
174
171
104
236
255
241
237
215

16
33
4
20
41
46
40
–
–

474
508
626
440
758
714
693
731
697
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Recreation, culture and sport turnover and GVA
in Northern Ireland
£/Millions
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Source: Annual Business Inquiry,
Office of National Statistics, 2008

National comparison
The trend throughout all of the nations is that of strong
growth but with some negative fluctuations.
Scotland is, by far, generating much higher turnover
and GVA levels from its recreation, culture and sports
sector than that of Wales and Northern Ireland.
(For reference, England has not been included in the
analysis because the actual figures skew the axis of
the graph, making analysis and comparison difficult
for the other nations).
The rate of Scotland’s growth between 1998 and
2004 in both turnover and GVA is indeed remarkable.
The fall in GVA between 2004 and 2005 in Scotland
actually makes the GVA more comparable to that
of the other nations again. It is clear to see just how
consistent and stable Wales’ growth rate has been.
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Wales, Scotland, Northern Ireland turnover
from recreation, culture and sport
£/Millions
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Source: Annual Business Inquiry,
Office of National Statistics, 2008

Wales, Scotland, Northern Ireland GVA from
recreation, culture and sport
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Office of National Statistics, 2008
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Regional value
of culture

This is consistent with expectations, as after London,
the South East is a major focus for the combined
sector. Despite the fluctuations, GVA figures clearly
display a continual increase between 1998 and 2005.
The Midlands, North West and the East of England
are all generating similar GVAs, Yorkshire and the
Humber and the South West are at comparable
GVA levels.

Recreation, culture and sport
As displayed in chapter 1, London received nearly
70% of all private investment in the UK’s cultural
sector (valued at approximately £477 million).
This is an increase of 22% on investment levels in
2006/07, indicating that London is becoming an even
greater focus for cultural investment. Whether it is,
proportionally, such a focus for cultural activity will
be explored in chapter 5. But the capital is certainly
a focus for recreation and sport too.
The GVA from London’s recreation, culture and sports
sector is far above the other regions and this is not
surprising given the opportunities, facilities and
scale of the sector’s activities available in the capital.
Interestingly though, there was a decline in GVA
in 2003.
If London is excluded for the sake of more detailed
regional analysis, we can see that the South East
is generating higher GVA values than the
remaining regions.

Despite the very encouraging upward trend exhibited
across all of the regions, they are all displaying a
slight downturn between 2005 and 2006. The
consistency of this across the regions does suggest
this is a consequence of a national circumstance
and it may even be the beginning of a longer-term
downward trend.
The North West is worth a particular mention because
in 1998 the region had the fourth highest regional
GVA (excluding London) but by 2006 it had the second
highest. This demonstrates, to some extent, the
success of the regeneration and development efforts
in the region and the improvements in the quality and
quantity of provision and opportunities for recreation,
culture and sport. The 2002 Commonwealth Games
in the region also seems to have accelerated the GVA
growth rate.

Regional comparison of GVA in the recreation,
culture and sports sector
£/Millions
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South East
East of England
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10,000
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Source: Annual Business Inquiry,
Office of National Statistics, 2008
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Regional comparison of GVA in the recreation,
culture and sports sector (excluding London)
£/Millions
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Office of National Statistics, 2008

Creative industries
Work has begun by DCMS, ONS, Frontier Economics
and the East Midlands Regional Statisticians to
develop standard analysis tools across the English
regions in order to estimate the value of culture and
the creative industries to the economy. It uses a fivetier supply chain definition of creative industries. It is
important to note that the aforementioned research
is still very much work in progress and is designed
to instigate debate in order to establish a common
definition of creative industries rather than present a
conclusive definition and value estimation.
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The definition of creative industries used within the
Creative Industries in the Regions report is:
•

the manufacturing of toys and games;

•

publishing software;

•

other software and consultancy;

•

architectural activities;

•

landscape and urban planning architects;

•

engineering design activities;

•

advertising;

•

specialist photography;

•

design activities;

•

news agency;

•

motion picture production;

•

radio;

•

TV;

•

live theatrical productions;

•

and other artistic and literary creations
and interpretation.
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The data collected so far from this research is
presented below. It shows that London and the
South East have, by far, the most local units within
the creative industries,7 followed by the East of
England and the North West. This is broadly in line
with the ONS figures for the recreation, culture and
sports sector.

What is clear from comparing the distribution of the
creative industries to the distribution of cultural private
investment is that there is a great deal of creative and
cultural activity across the regions. Although London
has 30% of the total creative units in the UK, the other
regions combined contain the majority of creative
activity. The distribution of private investment in
culture does not reflect this, with London dominating
by far and receiving the majority of private investment.

The regions which showed the greatest percentage
growth between 2005 and 2007 were the North East,
the West Midlands, East Midlands and the South West
– some of the regions with the lowest actual number
of creative industry units. This suggests a certain
amount of concerted effort from within these regions
to attract creative industries in order to diversify their
economies and create a critical mass of activity.

7 Local units are branches of an
enterprise (i.e. an enterprise is a head
office). In small businesses, such as sole
traders, the enterprise and local unit are
the same.

Creative industries in the English regions
2005
Region

2005

2006

2006

2007

2007

No. local

% total

No. local

% total

No. local

% total

% increase

units

creative

units

creative

units

creative

in local

		

industries		

industries		

industries

units

North East

2,100

2%

2,200

2%

2,400

2%

14.6%

North West

10,100

9%

10,500

10%

10,900

9%

7.7%

Yorkshire and the Humber

5,500

5%

5,700

5%

5,900

5%

6.9%

East Midlands

5,400

5%

5,600

5%

6,000

5%

10.4%

West Midlands

6,800

6%

7,100

6%

7,700

7%

13.6%

East of England

11,900

11%

12,100

11%

12,600

11%

6.0%

London

33,400

31%

34,000

31%

35,300

30%

6.0%

South East

23,800

22%

24,200

22%

25,600

22%

7.4%

South West

8,700

8%

8,900

8%

9,600

8%

10.2%

England

107,700

110,300

116,000

7.7%

Source: Creative Industries in the
Regions: An Analysis of data from the
Inter Department Business Register,
Regional Statisticians in the East
Midlands, 2007
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Creative industries in the English regions
Number of local units
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Conclusion
•

•

•

The creative industries are one of the most
economically important sectors in the UK, adding
some 3% to the GDP in 2003. The UK seems to
have one of the most prosperous and economically
significant creative industry economies in Europe.
In recognition of the UK’s position in the creative
economy, the Department for Culture, Media and
Sport launched a network initiative to give a voice
to the creative industries so that it is better
recognised as an economic force and a source of
innovation. Launched in October 2008, the c&binet
network links the international creative and
commercial communities. Given the global position
of the UK’s creative industries, we seem relatively
well placed to emphasise the importance of
collaborative working for a more prosperous
economy, while exploiting maximum value from the
creative industries.
Some of the most profitable creative industry
activities are the visual arts, film & video and
design. It is difficult to relate this to the level of
private investment because of the difference
between creative industries and culture.
In terms of just the creative industries in the UK,
since 1997, the sector has grown by 4%. The
recession will have an impact on future growth, but
looking to previous recessions for indications of
future trends is unfortunately not that helpful. Since
the last recession, the creative industries, including
the arts and culture, have developed such a lot and
the whole nature, composition, role and value of the
creative industries has changed. There are some
solid foundations to the creative industries now,
which there were not (to the same extent) during
the last recession.

•

Using a very rough definition of culture, derived
from the creative industry categories, we estimate
that culture was worth approximately £5 billion in
1997 and in 2006 was worth around £7.7 billion to
the UK’s economy. This is an increase of over 58%
in ten years. Since 2001, the growth in the value of
culture increased rapidly, although 2004/05 saw a
marginal decline of 3%, 2006 seems to have
continued this positive growth trend.

•

In 2006/07 the private sector invested £599 million
in culture, in the same year the public sector in the
UK spent in the order of £1.6 billion. Together (£2.2
billion) they helped the cultural sector produce £7.7
billion in GVA to the economy.

•

As previously high value sectors of the economy,
such as banking and the financial services, retract
during the recession other sectors, like the creative
industries, will become increasingly important.

•

The GVA figures for culture and the creative
industries, however, do not truly reflect the value of
culture to the UK economy and society. There are
numerous indirect benefits, from enhancing
regeneration and commercial developments,
supporting wider job creation, helping business
start-up and entrepreneurship and improving
business practices. Therefore, culture and the
creative industries help maximise the contribution
and value of other sectors of the economy.

•

Scotland’s recreation, culture and sports sector has
experienced unbelievable amounts of growth in
comparison to Wales and Northern Ireland.

•

The lack of consensus about a common
definition of the creative industries does hinder
the analysis of the sector, however, working with
the information which we do have; London, the
South East, the East and North West seem to have
the largest number of creative industry units in
their regions. But the other regions actually seem to
have had the highest increase in local units
between 2005 and 2007, which clearly highlights
the desire amongst the regions to compete in this
sector and diversify their regional economies.

•

All of the regions show a fall in recreation, culture
and sporting GVA between 2005 and 2006, which
suggests the start of a downward trend.

•

There is some correlation between the clustering of
creative industries in the regions and the
distribution of private investment, with London, the
South East and North West having the highest
number of creative businesses and highest
proportions of private investment in their cultural
sector. However, the creative industries are
distributed across the regions and London contains
30% (the highest percentage of any region) but
receives the vast majority of private investment in
culture. This suggests that there is a great deal of
creative and cultural activity across the UK while
the distribution of investment is very
London-centric.
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Introduction

In 2006/07 corporate sponsorship (cash and
in-kind) of culture in the UK was worth around
£138 million, accounting for 81% of all business
investment. However, in 2007/08 the level of
sponsorship decreased in line with overall
business investment. Therefore, in 2007/08
corporate sponsorship was valued at £126 million,
which is 78% of all business investment and
14% of all private investment received by the
cultural sector. Despite the decline (explored
earlier in chapter 1) corporate sponsorship is the
most significant form of business engagement
with the arts and a vital source of income for the
sustainability of the cultural sector. But how does
sponsorship of the arts compare to other sectors?
This chapter explores the value of sponsorship
in the UK, whether that be arts, sports, health
charity or broadcast sponsorship. In order
to understand the relative scale and future
potential of art sponsorship in the UK, comparing
it to other sectors, especially sport which is
recognised as quite highly developed in this
field, is an interesting exercise. On the one hand
this provides a strong contextual understanding
for fundraisers and sponsorship managers and,
on the other hand, helps build the argument for
sponsoring the arts, its value and importance for
both partners and attendees.
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Key facts and figures
•

Global sponsorship has increased seven-fold since
1987, to a total of £43.5 billion in 2008.

•

The largest region of sponsorship growth was in
Asia-Pacific, with a 102% increase between 1987
and 2008.

•

Of the total amount of sponsorship in the world, on
average just 5% goes to the arts, but in the UK,
18% of the country’s sponsorship goes to the arts.

•

The UK sponsorship market is valued in the order
of £934 million.

•

It is estimated that approximately £300 million of
arts lottery funding is being redistributed to sport
in the run up to the Olympics.

Chapter 4

UK sponsorship landscape

What is sponsorship?

Sponsorship has the ability to change perceptions
and alter behaviour. A successful partnership can
connect on an emotive and psychological level. While
other forms of marketing appear to be intrusive, a wellstructured sponsorship is able to reach the desired
target market through their lifestyle without the
consumer even noticing.

The Private Investment in Culture Survey (PICS) is
careful about dividing the term ‘private investment’
into its different forms in order to analyse the trends
and ways in which investment in the arts is made,
from memberships to individual legacies. Sponsorship
is one very particular type of private investment.
Whether in-kind or in cash, sponsorship is effectively
a transaction between the organisation providing the
funds (usually a business) and the property (in this
case the arts organisations) in which the provider of
funds pays a fee in return for access to the exploitable
commercial potential associated with the property.
Although it may not always be perceived in this
manner, this is a commercial transaction, where the
fee is dependent on the perceived benefits/exploitable
assets the arts organisation offers.
Sponsors are looking for a partner to bring them
competitive advantage in a creative manner
(whether that be in terms of reaching audiences,
brand awareness, marketing or staff development).
Sponsors invest in culture because it is commercially
advantageous, there is a commercial imperative.1
Unlike a moral imperative (responsibility to society) or
for intelligent self-interest (supporting society for the
future which will help the business in the long-term),
investing for commercial reasons means that sponsors
are looking for a return on investment and an impact
on their bottom line. Instead of community specialists
or senior executives distributing the money, the
decision comes from commercial departments.

Sponsorships must be seen to be relevant (shared
themes/brand values between the business and
arts organisation) to be successful. The association
between the brands/activity of the two partners needs
to be expected or typical; however, there is a degree
of latitude in this aspect in that a ‘quirky’ association
can enhance audience penetration and help consumers
view the sponsor more favourably.
The case studies on sponsorship in this chapter
highlight these factors, among others, as the factors
for successful partnerships.
From this stage on in the report, it is primarily
sponsorship which is being considered and examined
rather than private investment as a whole. The
terms sponsorship and partnership are used flexibly
throughout to encapsulate this relationship, by
assuming an equal benefit and need for the sponsorship
for both the business and the arts organisation.

1 Discussed in detail in State of the
Marketplace Report 2008, Arts &
Business
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Global sponsorship market
In order to understand the relative performance of the
UK’s sponsorship market, it is necessary to put this
growth within a global context.

Since 1987 the value of global sponsorship has
increased almost seven-fold from $5.6 billion to $37.6
billion in 2007 and estimates for 2008 place this figure
reaching $43.5 billion.2

2 Estimated by the International Event Group
(IEG) Inc.

Value of sponsorship by geography
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Source: IEG Inc.

North America has the highest value of sponsorship
of all of the regions examined with $16.8 billion in
2008, with Europe behind by a margin of $5.1 billion.
This is not that surprising given that North America
tends to embrace new and innovative marketing and
communication techniques before others and has a
rather different perspective to giving, philanthropy and
donations.3

It also reflects the global society in which we live,
with audiences less and less confined to geographical
areas because of technology. This is one of the reasons
why some are seeing the Middle East and Asia as
the future of sponsorship. The growing engagement
with ‘western culture’ in this part of the world is well
reported for example Dubai and Abu Dhabi with the
Louvre and the Guggenheim respectively.

Although the total value of sponsorship has increased
significantly, the largest growth has occurred in
Asia-Pacific with a 102% increase between 2003 and
2008, compared to 65% for North America and 58%
in Europe over the same period. This is probably due
to the fact that many of the countries in that part of
the world are emerging markets and their economies
are growing rapidly on all fronts, meaning that global
consumer brands are keen to enter these markets as
soon as possible.

Multinational corporations hope to capture market
dominance and gain the ‘first-mover’ advantage over
their competitors. There is no indication that this
fierce competition will abate despite great uncertainty
in the financial markets. It can only be assumed that
sponsorship incomes within Asia-Pacific will continue
their high growth rate. However, it should be noted that
the 2008 results have been heavily influenced by the
Beijing Olympic sponsorship (in the region of $850m)
and new sporting competitions like Twenty-20 cricket
in India.

3 This has been explored in other Arts & Business research reports
including A review of charitable giving vehicles and their use in the
US and Canada: Part I and Part II (2004 and 2005) by AEA Consulting
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2007 global sponsorship share
North America

4.7
7.9

Europe

Asia Pacific

Central & S. America

39.3
Other Countries

20.1

28.0
All figures are percentages

Why has there been such strong growth
in sponsorship? This cannot be explored
comprehensively here, but there are certainly some
anecdotal reasons which are important for both
sponsorship managers and fundraisers to remember.
One of them is purely down to increased
understanding and awareness of the power of
sponsorship. Large organisations and companies
are increasingly willing to spend huge amounts to be
associated with the latest ‘hot property’. At the same
time rights-holders are realising the value of their
property. The manner in which sponsorships were
conducted in the past is likely to change, certainly in
the short and medium-term, because of the economic
downturn, as everyone re-evaluates their priorities and
a gradual shift in values takes place.

Source: IEG Inc.

Cultural sponsorship
Globally
Sport dominates the sponsorship market, with
arts receiving just 5% of all private sponsorship in
2007. The cultural sector is increasingly embracing
sponsorship, especially the larger cultural
organisations. In the case of the UK, approximately
42% of all business investment is concentrated in just
50 organisations. Therefore, this implies that the arts,
as a whole, still need to maximise their sponsorship
potential and increase the value of sponsorships going
to the arts. This should not mean displacing money
from other sectors but rather creating more robust,
culturally-centred sponsorship packages.
The dominance of sports sponsorship also implies that
perhaps the sports sector is more willing to embrace
sponsorship opportunities, with return on investment
more readily evaluated to make a persuasive argument
to potential sponsors.
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Proportion of global sponsorship by sector
Sports

Arts

25.30

Other

5.30

69.40

Source: IEG Inc.

All figures are percentages

Europe

UK

It was estimated in 1996 that €1 billion of private
sponsorship in Europe went to the arts and this
estimate has not been updated.4 Sponsors in Europe
used to focus on building up art collections and then
they turned their attention to sponsorship of traditional
art sectors such as the visual arts, heritage and
theatres. According to the European Committee for
Business, Arts and Culture, the performing arts sector
was the most privately supported cultural sector,
followed by fine arts, visual arts, theatre and heritage.
Therefore, the European cultural private sponsorship
landscape is diversifying, but there are no available
figures to demonstrate by how much.

The sponsorship market in the UK was valued in the
order of £934 million in 2007. In the UK, as with the
global context, sports sponsorship accounts for the
majority of the business investment. However, the
UK seems to be better, proportionally, at sponsoring
the arts.

4 All of this data is from the Economy of Culture in Europe,
prepared by KEA European Affair, Turun Kauppakoreakoulu Turku
School of Economics and MKW Wirtschaftsforschung for the European
Commission, Directorate-General Education and Culture, 2006.
www.ec.europa.eu/culture/
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Sports sponsorship accounts for 51% of all
sponsorship investment, while the arts accounts for
18%. This reflects the more advanced and developed
nature of the sports sponsorship market, with more
clearly defined return on investment and objective
analyses (on the whole) than the arts and the different
make-up of the arts sponsorship market to sport. For
example, there are fewer title and long-term sponsors
in the arts than in sport.
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Proportion of UK sponsorship by sector
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All figures are percentages

Source: IEG Inc.

18% of UK
sponsorship goes
to the arts
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Case Study:
National Theatre and Travelex
Aims & objectives:
The National Theatre’s main objective was to develop
new audiences by encouraging first-time attendance
and helping these new audiences attend on a regular
basis. Another key objective of the National Theatre,
at strategic level, was to ensure programming was
innovative and exciting. All of these aims are still core
to the Theatre’s ambitions.

Since 2003, the National Theatre has had a Travelex
£10 season, which offers tickets to a varied season
of performances for just £10. This sponsorship is a
prime example of a global brand providing better
access to world-class theatre at excellent value.
Although the business activities of the National
Theatre and Travelex are very different, there is a
great deal of resonance between their brand values
and the Travelex £10 season brings this to the fore
with its six-year sponsorship.
The National Theatre and Travelex partnership
clearly demonstrates the importance of artsbusiness relationships in developing and
achieving strategic ambitions and goals for both
partners. With clear objectives and well chosen
partners, the benefits can be enormous. It was
ground-breaking when it begun and is still as
innovative today. The longevity of the relationship
demonstrates commitment by both parties and is
just one of the reasons why it is so successful.
Organisations:
Located on the Southbank in London, the National
Theatre comprises three theatres showing around
22 plays and classics each year. The Theatre aims to
re-energise the great traditions of the British stage and
make it accessible to audiences and artists alike.
Travelex is an international business which offers
international payment and foreign exchange services
for retail, financial services and travel agencies.
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After Travelex’s acquisition of Thomas Cook Financial
Services there was a need to establish the Travelex
brand and its values in both the City and the UK. Unlike
some financial service providers, Travelex did not
have large budgets to work on such issues; therefore
associating with experts and being ground breaking
were fundamental objectives to the sponsorship.
Impact & outcomes:
The impact on both the arts and business partner has
been phenomenal.
The National Theatre has seen attendance by firsttime visitors increase by 300% since the season’s
launch and 41% of the first-time attendees bought
tickets to another production within 12 months. To
quote the Financial Times (May 2008): ‘This ground
breaking partnership is still bringing in the holy grail
of the arts world – new audiences’. Travelex has
estimated that their brand recognition increases 6%
every time the season begins and the online retail
figures grow during these months, which means
Travelex can see an effect on their bottom line as a
result of the sponsorship.
In total (for both partners) an estimated £2.6 million
worth of press and marketing coverage has been
achieved and this equates to a return on investment to
the Travelex investment of 6:1.
The future:
The Travelex £10 season is to continue for another
three years and they are looking to diversify
the relationship with a possible skill-transfer
programme between the National Theatre and
Travelex, offering placements in each organisation
to encourage staff development.
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Case Study:
Scottish Book Trust and Jura Malt Whisky
Aims & objectives:
The aims of the SBT were both short-term and
strategic. There was a clear aspiration that the
project should create new relationship opportunities,
develop new adult audiences for SBT and integrate this
offer with the ‘Festival of Scottish Writing 2007’
in New York.

Jura is the remote island off the Scottish Coast,
famed for its literary heritage and natural purity. The
Scottish Book Trust (SBT) and Jura Malt Whisky
joined up to launch a Writer’s Retreat on the island to
enhance awareness and reputation of Jura.
The programme offered a Scottish, English
and international writer a months retreat to
the refurbished distillery lodge. They had the
opportunity to have their work broadcast on BBC
Radio 4, were able to participate in the Edinburgh
Book Festival and also collaborated with an artist/
writer on a limited-edition print. A mixture of cash
and in-kind investment by the scotch company
enabled this retreat to take place. Despite this
being the first year of the retreat it has already
gained an international reputation, achieved
staggering amounts of PR coverage as well as a
quantifiable increase in brand awareness for Jura
Malt Whisky and an increase in sales by 13.6%.
This demonstrates the impact that arts-business
collaborations have on both the partners but also
on communities.

Jura Malt Whisky aims to be the first lifestyle brand in
the scotch industry with its ‘Taste Island Life’ brand,
which is enhanced by its unique island location. By
being involved in the retreat, Jura Malt Whisky was
able to help tell the story of the island, invest in the life
of the Jura community, create a brand association with
Scottish and international literature and increase sales.
Impact & outcomes:
As a first-time sponsor of the arts, the outcomes for
the commercial partner have been significant. Sales
were projected to increase by 10% as a result of the
sponsorship but they actually increased by 13.6%,
outperforming the rest of the Malt Whisky category.
This was accompanied by £700,000 worth of PR
coverage and a boost in brand awareness to a record
64%. Jura now feels confident that the sponsorship
has given them the platform to launch the brand in
America, which has been a long-held ambition of the
business.
The media coverage and audience reach has been
perhaps the most important outcomes for SBT, with
new adult audiences for SBT programmes reaching
one million and coverage in the New York Times,
Newsnight Scotland, the Guardian, Paris Review and
the BBC.

Organisations:

The future:

The SBT is the lead agency for the promotion of
literature in Scotland and aims to inspire adults and
children about reading, writing and books. It organises
a range of innovative projects from skills development
to bursaries, literary events to promotion of Scottish
writing worldwide. Since 1810, the island of Jura
has been home to the distillery of Jura Malt Whisky.
The climatic and landscape features of the island
contribute to the distinctive flavour of the scotch. With
a strong commitment to the local community, Jura
Malt Whisky has won numerous awards.

The unique nature of the project, the emerging
international reputation and the commitment of the
partners means that another year of retreat placements
has been offered, including an additional place for a
new writer.
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Proportion of UK sponsorship by sector
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One of the most interesting findings is that the arts
were the second most sponsored sector by value in
1999 but in 2007 they were third, after sports and TV
broadcasts. This clearly demonstrates the commercial
competitiveness of the sponsorship market which the
arts inhabit.
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Source: IEG Inc.

However, it is likely that the value of broadcast
sponsorship will decline in the coming years because
of the BBC’s decision to no longer accept sponsorship
by commercial bodies for ‘on-air’ events.

As previously mentioned, TV broadcast sponsorship
is achieving higher sponsorship values than the arts,
with £190 million in 2007. This type of sponsorship
has seen its value increase by 150% over the course
of nine years, whilst sport has increased by 26% and
the arts by 21%. These trends are illustrated by the
following three graphs which show the growth rate
of sponsorship and the arts is a far more gradual rise
than the other sectors. Also, it is worth noting that arts
sponsorship has historically been more volatile than
the other sectors.

Arts sponsorship peaked in 2000, but like most
‘millennium effects’ it retracted over the next few
years, but by 2006 had again reached its 2000 level.
However, it is important to note that the level quoted
by IEG is an over-estimate of arts sponsorship
because this is the total 2006/07 business investment
of which sponsorship is just one type (albeit the
most significant).

Considerable sports funding packages from the
public sector have been announced for the London
2012 Olympics, with £550 million channelled from
the Lottery’s resources, of which an estimated £300
million was from previous arts lottery funding. Sport,
therefore, has the highest sponsorship figures and is
currently set to receive high public spending as the UK
prepares for London 2012.
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Trend in sport sponsorship
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Trend in arts sponsorship
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Trend in broadcast sponsorship
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There is clear potential for the arts to increase the
amount of money it receives from sponsorship;
however, the tough economic conditions may either
represent an opportunity or a hindrance to launching
such an effort.
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In light of this economic background, alternative
sponsorship arrangement, such as in-kind
sponsorship, should perhaps be considered in
order for partners to share expertise, knowledge and
time and still maintain relationships for the medium
to long term,
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Case Study:
Salisbury International Arts Festival and QinetiQ
Aims & objectives:
Having been involved in the 2006 Festival, QinetiQ
wanted a more interactive role with the Festival in
order to maximise the benefit of the relationship and
not just in financial terms. With support from Arts &
Business South West, SIAF and QinetiQ developed a
project whereby the QinetiQ apprentices worked with
an artist to develop a sculpture for the Festival.

Twelve apprentices from QinetiQ worked for
five months with an artist to transform a Gazelle
Helicopter into a sculpture for the Salisbury
International Art Festival (SAIF). The six-metre
high ‘Dragonfly’ stands proudly overlooking
the A303 and will be a permanent legacy of the
Festival and QinetiQ’s involvement.
The apprentices’ professional and personal
development was amazing with marked
improvements in team, communication, problemsolving and management skills. The project
helped them integrate with the permanent
QinetiQ workforce. QinetiQ’s position as a key
local employer helped leverage further financial
and in-kind support from other local businesses
which was an unexpected, but exciting outcome.
In recognition of this, the partnership received
considerable media coverage, been awarded three
Arts & Business South West Awards in 2007 and
was shortlisted for the prestigious Prudential Arts
& Business People Development Award 2008.
Organisations:
For 17 days and nights artists from around the world
come to perform in Salisbury and the surrounding
area and are watched by some 35,000 attendees. The
Festival has grown significantly over the last decade
and is estimated to be generating some £500,000 for
the local economy.

QinetiQ wanted to foster an attitude of creativity in
the workplace. By having the apprentices working
with familiar materials in an unfamiliar way order to
encourage lateral thinking and improve their team
working and communication skills. For SIAF, the
key objectives were to develop a long-term, mutually
beneficial relationship with a sponsor and leverage
support from others.
Impact & outcomes:
The outcomes have exceeded expectations. The
apprentices involved were considered to have
developed more broadly than their predecessors:
they were more confident, understood one another’s
skills better, understood how an issue impacted upon
the whole project, integrated well with the rest of the
workforce, raised their own profile within the company
and developed sound practical skills.
The benefits were certainly not restricted to QinetiQ:
SIAF’s profile amongst the local authority stakeholders
and the community rose due to the prestige of having
QinetiQ involved, it increased the audience reach of
the Festival and created a permanent and striking
landmark. Of particular interest is the fact that the
sponsorship of QinetiQ (primarily in-kind) helped
bring seven other local businesses into the mix who
contributed over £14,000 of support to the project.

With a base in Boscombe Down Wiltshire, QinetiQ is
a major local employer. QinetiQ aims to be the world’s
leading provider of defence and security technologybased solutions and services.
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Case Study:
Slough Museum and GlaxoSmithKline
Wanting to produce an exhibition about
everyday science, Slough Museum searched for
a suitable partner to sponsor and contribute to
its production. Previous partnerships had been
very much focused on receiving funding through
corporate social responsibility schemes which
meant the level of interaction with the company
had been limited and they were keen to change
this trend.

Aims & objectives of partnership:

With GlaxoSmithKline (GSK) looking to
celebrate the centenary of the Horlicks Factory
in Slough and encourage careers in science,
this was a natural partnership. GSK provided
the scientific expertise and re-interpretation
of the collection, whilst the Museum designed
and created engaging and exciting learning
activities. Providing some £5,000 of cash and
£3,000 in-kind sponsorship, GSK supported
the Museum with its exhibition, resource
development and activity programme. The
exhibition and resource boxes for schools
helped take both partners into the lives of
pupils. It also provided an opportunity for staff
development, with GSK staff being trained in
leading workshops with children while the
Museum staff had to think creatively about how
to communicate scientific principles. Although
on a different scale to the other case studies,
the partnership highlights that even a small
contribution can have a lasting impact on
a community.

GSK’s objectives were very much focused on the
desire to celebrate their centenary in the Horlicks
factory with the wider community. Importantly,
GSK wanted to encourage participation in science
and scientific careers and be more accessible to
school children.

Organisation & Company Involved:
Celebrating and preserving the history and people
of Sough, the town’s free museum comprises two
exhibition galleries and an activity room for a
‘hands-on’ experience. It is an independent accredited
museum which relies on regular local authority grants
and the generosity of local people. GlaxoSmithKline
is a major pharmaceutical, biological and healthcare
company which conducts both research and
manufacturing. GSK in Slough is located in one of the
town’s landmark structures, the Horlicks Factory and
is an important local employer.
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Slough Museum wanted to develop creative science
learning in Slough schools. An important part of the
Museum’s wider strategy is to position itself as a
learning broker for Slough schools, providing access
to industry/sector experts and professionals who can
use the museum’s collections in an inventive manner
across the National Curriculum.

Impact & outcomes:
As a result of the partnership, not only was an
exhibition staged which was visited by 212 young
people, but also hands-on learning ‘boxes’ were
created for schools, providing a lasting educational
resource. The partnership also received media
attention from the 24-Hour Museum, Primary Times,
National Science Week Magazine and CVS Newsline.
However, two of the most interesting outcomes were
that, firstly, GSK staff gave up their free time to host
the interactive room during the exhibition with some
staff also being trained by the Museum to direct
workshops, which was obviously a new experience for
them; and secondly, that the museum collections were
interpreted in a new way by the GSK staff.
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The future of sponsorship

The positive trend in sponsorship across
all of the sectors is unlikely to last given
the current economic situation. A recent
PriceWaterhouseCoopers (PWC) report5 surveyed
362 charitable organisations to investigate how
the recession will impact upon their income,
especially that from corporates and individuals.
In terms of corporate giving, 71% of respondents
to the PWC survey expected no growth or a
decline in income from corporates. Corporate
giving was also the income type which
respondents were most concerned about during
the recession. Interestingly, 37% of respondents
had already experienced a negative impact on
corporate giving.
This is already being seen in the sports sector
with major sponsors withdrawing, such as Honda
withdrawing its £300 million sponsorship from
Formula One, Subaru cutting short its multi-year
sponsorship of the motor rallying World Rally
Championship (WRC), AIG leaving Manchester United
and the Royal Bank of Scotland may also reduce its
sponsorship of the Six Nations Rugby.6 The impact
of the recession on the arts seems to be more mixed.
From our economic downturn research in chapter 2,
which looks at business confidence levels with regard
to arts sponsorship in the coming years, the majority
of respondents felt they would be cutting back on their
sponsorship during 2009 and even more so in 2010.
The Olympics package, mentioned earlier, shows
the scale of the arts lottery funding reduction to be
in the order of £300 million through the diversification
of funds.
Despite this there are a number of innovative
sponsorships still taking place from the GSK
Contemporary series at the Royal Academy, Puma
and the Serpentine Gallery, HSBC and the British
Museum’s Indian Summer, Accenture and the
National Theatre, Robert Mondavi Wines and the
London Art Fair and Old Vic Theatre, and the Brighton
Fringe Festival re-securing headline sponsor First
Capital Connect and for the visual art elements of the
programme – artrepublic (a print and poster gallery).7
Therefore, there still seems to be some business
demand for sponsoring the arts, especially if it widens
audiences, particularly online, and seeks to undertake
innovative activities.

John Rodgers, Director of Development at the National
Theatre said:8 “Travelex’s sponsorship deal with us
to subsidise £10 seats has been brilliantly successful
in taking the arts to the people. In the future, we will
increasingly work with sponsors on ways of using
technology and the internet to widen our audiences”.
One possible explanation for this is the make-up of
the cultural sponsorship world as oppose to sports.
Culture has fewer title and long-term sponsors than
sport, therefore it is somewhat inevitable that the
media highlight these major businesses like Honda
and Vodafone withdrawing from sport sponsorship –
their presence is, perhaps, more obviously missed
than Chanel’s Mobile Art Exhibition never making it
to London, Moscow or Paris.
Does this mean that the cultural sector will fare better
in the economic climate than sport? If the lessons
of the sports world are transferred to the cultural
sector, it seems to suggest that a re-evaluation of
values and priorities is taking place. Financial return
on investment may not be the major objective of
sponsors, rather corporate social responsibility, brand
awareness, staff engagement and development.
Although cutting back on sponsorship is a seemingly
obvious way to reduce expenditure in a recession, it
may not necessarily be the best business decision. For
example, it has been commented on that Subaru had
very limited brand recognition in the UK before they
sponsored the WRC; it was through the sponsorship
arrangement that they built their brand image.

5 PriceWaterhouseCoopers (PWC)
Managing in a Downturn: November 2008
survey results, analysis and key messages
6 From The Times, ‘Sport and the Arts
Look East and Online’ 9th December 2008
and The Times, ‘Corporate exit shows
sport’s true worth’ 19th December 2008
7 From The Argus, ‘Deals in place for
this year’s Brighton Festival Fringe’,
14th January 2009
8 From The Times, ‘Sport and the Arts
Look East and Online’ 9th December 2008
and The Times, ‘Worried Subaru joins
the exodus’, 17th December 2008
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Therefore, maybe this is a ‘throwing the baby out with
the bath water’ approach by Subaru9, where they risk
losing the market share and position the sponsorship
gave them.
Although the cultural sector may be faring better than
others at the moment, the sponsorship packages and
fundraisers need to be proactive and respond to the
changing needs of sponsors. The difficult financial
situation means that, perhaps more than before the
recession, businesses need to be (and be seen to
be) supporting the communities where their staff
and consumers come from, which perhaps presents
a real opportunity for more local and small-scale
sponsorships to take place.
These sponsorships need not be just about financial
transactions. Recognising and maximising the
leverage power of cultural organisations’ non-financial
values cannot do any harm at a time when businesses
are restructuring, re-assessing their priorities and
reconnecting with their core values. Sponsors cannot
drop their cultural partners now and expect to be able
to return when the economy has picked up (and vice
versa), it is of paramount importance the relationships
are maintained for the medium and long-term.

9 The Times, ‘Worried Subaru joins the
exodus’, 17 December 2008
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Case Study:
Fashion in Film Festival and Oasis
Aims & objectives:
There were seven combined objectives from
this partnership:

Providing a platform for Oasis to launch its
new collection from and an opportunity to have
its brand associated with fashion, film and
contemporary art activity, the Fashion in Film
Festival (FFF) presented an ideal arts partner
for the retailer. The Oasis investment, combined
with funding from Arts & Business, meant that
new artist film commissions could be made
and premiered during the Festival. An eclectic
combination of talks, screenings and new
commissions from artists, designers, curators,
photographers, fashion industry professionals,
film makers, academics, musicians and writers
generated an unprecedented level of media and
press coverage. With strong brand alignment
between FFF and Oasis, targeted and impactful
media coverage was achieved from national
newspapers to industry publications. Oasis was
strongly engaged with the project with crossbranding on both partners’ websites, materials
and film reels, which demonstrates just one
of the key criteria for success in arts-business
partnerships.
Organisations:
The second Fashion in Film Festival ran for three
weeks during May 2008 with the theme ‘If Looks
Could Kill’. There were 32 events showcasing iconic
fashion images, where costume is paramount to
characterisation and plot, and seven new artist film
commissions. The FFF is a collaborative research
project based at Central Saint Martins College of
Art & Design and supported by numerous cultural
and educational organisations. One of the largest
commercial partners was Oasis stores. Oasis is a
major high-street women’s fashion retailer with 25
stores in London alone.

•

to increase awareness of Oasis’ brand and its
new collection;

•

to increase awareness of FFF;

•

to engage VIPs and Oasis’ target audiences at
key events;

•

to showcase Oasis as a supporter of cutting-edge
fashion, film and contemporary art activity;

•

to encourage work with new designers,
photographers and film makers from the art and
fashion worlds;

•

to develop VIP support and a fashion industry
audience base;

•

to provide an experimental platform and funding
for artist development.

Impact & outcomes:
One of the most striking outcomes from the
partnership was the media coverage received which
put the Oasis brand out to a much larger audience.
As it was not just a funding arrangement but a
partnership, far more and in-depth coverage was
received for both partners. There was coverage in
The Independent, The Guardian, Herald Tribune,
a number of industry focused publications such as
Sight & Sound, international press such as El Paîs and
numerous websites.
For Oasis, they also had the opportunity for a
promotional film to be made by the filmmaker JeanFrancois Carly, facilitated by the FFF, which helped
embody and communicate the brand as well as
maximise the opportunities offered by the partnership.
One of the other more remarkable outcomes was
the success of the new artist film commissions
shown at Tate Modern. Excluding the fact the artists
got their work shown in one of the most iconic and
high-profile London venues, a commercial gallery
became interested in one of the artist’s work and
there was excellent coverage of the Oasis brand too,
thereby highlighting its brand connection to creativity
and originality.
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Conclusion

•

Sponsorship is the most significant type of
business investment in the arts, accounting for
78% of all business support and valued at £126
million in 2007/08.

•

The most significant increase in sponsorship
comes from TV broadcasts, which seems to
suggest the desire of businesses to reach a
mass market.

•

The value of sponsorship across the globe has
increased nearly seven-fold between 1987 and 2007
as the practice has been embraced by all sectors.
The largest growth area, by geography, is
Asia-Pacific with a 102% increase between 2003
and 2008. This demonstrates the business
imperative global brands feel to enter these
emerging markets and that actually sponsors are
not confined by geography; therefore, we are
increasingly seeing overseas investors sponsoring
in the UK.

•

The future of sponsorship in this economic
climate is going to be difficult, which is why more
innovative partnerships are going to be needed in
order to secure business sponsors. Business
confidence levels show that 2010 is going to be a
particularly tough year and the concerns are
mirrored by the charity sector as a whole, with
many expecting corporate giving to decline in
the coming years.

•

Reflecting on the sports sponsorship world for a
moment, some of the high-profile, long-term
sponsors have been withdrawing from the sector.
In contrast the cultural sector has reported a
number of major sponsorship deals from the Royal
Academy to the Brighton Fringe Festival (the third
largest fringe festival in the UK). However, the
cultural sector has not been immune to the
economic climate: Nicholas Penny, Director of the
National Gallery, warned that the scale of
exhibitions may be more modest in the coming
years, while other exhibitions and shows have been
cancelled altogether. On the whole, there seems to
be mixed fortunes for the cultural sector.

•

The cultural sector, globally, is increasingly
embracing sponsorship and this is especially true
of larger cultural organisations. In the case of the
UK, approximately 42% of all business investment
is concentrated in just 50 organisations. Therefore,
there is clearly potential to increase the value of
cultural sponsorship by more cultural
organisations (especially the mid/small-scale
organisations) seeking and gaining sponsorship.

•

Turning our attention to the UK now, total
sponsorship is estimated to be in the order of £934
million of which 18% goes to the arts. The largest
share, 51%, goes to the sports sector. There are
clearly best practice lessons to learn from the sports
sector about engaging and securing sponsors such
as quantifying and demonstrating return on
investment, preparing tailored packages which
meet the needs of the business, the capabilities of
fundraising staff etc. This also demonstrates to
potential sponsors that perhaps there are greater
market opportunities in the arts sector.
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More innovative
cultural sponsorship packages
are needed in this
economic climate

•

The reason for the difference between the current
(and future) fortunes of the sport and cultural
sponsorship worlds may be because of their
different compositions. There are far fewer trophy,
title and/or long-term sponsors in culture than there
are in sports and the media also have an increasing
propensity to report on sport sponsors than cultural
sponsors. This latter point is connected to a much
wider media crediting debate surrounding cultural
organisations and events, which is considered in
more detail in chapter 6.

•

It is difficult for sponsors to announce investing in
a cultural programme while they are restructuring,
and it could be easy to view cultural sponsorship as
a disposable expenditure. In reality, however,
cultural sponsorship could be a core part of the
business and the restructure, a way of supporting
the communities during this difficult period.

•

Cultural sponsorship provides the opportunity for
businesses to project their values to a target
market, increase brand awareness and recognition,
be associated with enhancing quality of life for a
community, while providing opportunities for staff
engagement and motivation. Instead of ‘throwing
the baby out with the bath water’, negotiating a
sponsorship and offers good return on investment
(not necessarily financial return) and is tailored to
a sponsors needs is essential for good partnerships
which can help cultural organisations and
businesses through the financial storm.

•

There is still a strong argument for maintaining
existing sponsorship arrangements and
relationships; if these fall by the way-side,
businesses risk losing the market share and
position they gained from the sponsorship and just
‘pulling out’ risks the medium and long-term
relationship with the partner.
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Introduction

As we have seen from the Survey data in chapter
1, the museums and heritage sector receives the
most private investment of all the artforms, with
nearly half of all private investment (48%) in the
UK going to these artforms, followed by the visual
arts and theatre/drama (9% and 8% respectively).
In contrast, crafts and literature/poetry received
the least amount of private investment in 2007/08.

Key facts and figures
•

In 2005 the average UK household expenditure on
recreation and culture was 7.7% (as a percentage
of GDP).

•

Looking specifically at business investment in the
UK, the top artforms for business investment were
museums (16%), festivals (10%), visual arts (12%),
theatre (11%) and other combined arts (11%).

During the previous recessions there was a decline
in household spending on recreation and culture,
although only by a very small amount during the
last two recessions.

•

But is there a relationship between attendance
and investment? And if there is, what audiences
and markets are sponsors reaching through
sponsoring these different artforms?

Between 1990 and 1991, spending on cultural
services fell by 6.4%, however, the cultural and
economic context is very different today meaning
a direct comparison is difficult.

•

Around three-quarters of the UK population attend
a cultural venue or event every year.

•

The key factors which affect attendance are
educational attainment, social grade and the
attributes of the cultural venue/event which affect
someone’s perception about whether ‘it is for them’.

•

Most of the private investment in culture in Wales
and Northern Ireland comes from businesses.

•

The South East has the highest level of cultural
attendance, with around 73%, of the regional
populations attending per annum.

•

There is an interesting issue over the impact and
influence of the supply-demand dynamic in culture.
Cultural-business partnerships can help create that
demand or fulfil exhibited/latent demand.

These are the just two questions this
chapter seeks to explore. Although there are
idiosyncrasies in each individual cultural
venue’s and event’s audiences, we can gain an
important insight into the relationship between
attendance and sponsorship and provide some
initial indication of the types of markets sponsors
are reaching through getting involved with the
cultural sector.
Audience data is invaluable for the cultural
organisation and the commercial partner as it
enables strategic decisions to be made by both
partners and through partnerships, businesses
can indeed help cultural organisations to better
understand their own audiences.
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•

Using the MOSAIC market segmentation model,
Symbols of Success and Urban Intelligence display
the highest propensity to participate in culture.

Consumer expenditure
on culture

•

Partnerships can be a way for cultural
organisations to overcome some of the barriers
to engagement.

As a percentage of GDP, in 2005 the average UK
household expenditure on recreation and culture1
was 7.7%. This is an increase by a margin of 2.6%
since 1970, with the average household spend on
recreation and culture having increased year-on-year
in the UK.
If this is compared to other countries,
such as Australia and the United States, UK
households are spending proportionally more on
recreation and culture.
Although these figures obviously include expenditure
on activities besides culture, it does demonstrate the
relatively high expenditure levels in the UK compared
to other countries and illustrates the importance
households place on such activities (as well as an
indication of levels of personal disposable income in
this country).

1 Recreation and culture includes
audio-visual, photographic and computer
equipment; CDs and DVDs; musical
instruments; camper vans; caravans;
sports equipment; toys; domestic pets;
gardening; newspapers; tickets to
sporting matches, cinemas; theatres
and gambling.
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Household expenditure on recreation and
culture – international comparison
% GDP
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Therefore, individuals in the UK do seem to be willing
to spend their money on recreational and cultural
activities. Much of this expenditure would be classified
as cultural trading income (i.e. admission tickets), but
the financial commitment of individuals to recreation
and culture is further supported by the Private
Investment in Culture Survey (PICS) analysis.
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Our survey found that individual giving to culture
increased by 25% since 2006/07 (above inflation),
bringing the total investment from individuals to £382
million. Individuals are evidently willing to spend their
income on ‘cultural entertainment’ and it seems this
commitment has extended to individual giving through
legacies, donations etc.
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Household expenditure on recreation and culture
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It is worth noting that during the 1973-5 recession
household expenditure dropped quite a lot in the
UK and there was a small drop at the beginning
of the 1980’s and 1991. Considering the specific
circumstances of the current recession and the
difference in the composition and nature of the
economy today and the cultural context (e.g. free entry
to the national museums and galleries), these figures
cannot provide a definitive guide as to what will
happen to household expenditure in the short-term.
But they do provide a useful indicator and suggests
that there will be a drop in household expenditure,
although the fall in expenditure depends on a number
of external factors which have been discussed in some
detail throughout this report.

Reflecting more closely on the 1990/01 recession,
the Office of National Statistics found that household
spending changed quite considerably over this
period in terms of where households spent their
money. Items like insurance, education, clothing and
communication all increased but cultural services
declined by 6.4%, along with recorded media,
hospitality and other services.2
This again confirms the challenge for fundraisers in
securing investment from individuals in the coming
years. However, it seems that people are still prepared
to spend their money on experiences which add
value to their lives. Experiences such as holidays
and cultural activities could, rather than become less
important to people, become more important.
2 Quoted by The Work Foundation,
The Creative Industries and the
Recession, 15th January 2009
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Public attitudes
towards culture
Before we move on to profile those who attend
and participate in cultural activities, it is worth
considering people’s attitudes towards culture. One
of the conclusions from the previous chapter was the
need for sponsors to reach a wide audience. Through
sponsorship, business brands are aligning themselves
to cultural brands and perceptions people have about
the cultural sector and individual organisations. It
is important to understand these perceptions and
attitudes in order to ensure brand alignment and
enhancement for sponsors.

England
For non-attendees to historic environments,
museums, galleries, libraries and archives, the most
common reasons cited for not attending were ‘not
really interested/no need to go’ and ‘it is difficult to
find the time’. The first reason is a programming
and marketing issue and the second is a physical
access issue (e.g. opening times). Partnerships with
businesses can actually be a way for art organisations
to overcome these barriers.
For example, the National Theatre and Travelex
offer lower ticket prices, while Slough Museum and
GSK produced loan resource boxes for schools. The
National Theatre and Slough Museum used their
partnerships to help increase audiences. Therefore, in
some cases, sponsors can be the leverage or provide
the capacity for extending art audiences (conversely
improving the market reach of the sponsor).

Main reason for not attending historic
environments
5.0

Not really interested

6.3

It’s difficult to find the time

Health isn’t good enough

29.3
Never occured to me

13.6

Lack of transport/
I can’t easily get to it

30.2
Source: Taking Part: England’s Survey of
Culture, Leisure and Sport, Department
for Culture, Media and Sport 2006/07
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Attitudes to heritage
I’m interested in the history of the place where I live
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When trying to improve local places,
it’s worth saving their historic features
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Reason for not visiting archives
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Reason for not attending libraries
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Reason for not attending museums & galleries
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Reason for not participating in the arts
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Source: Taking Part: England’s Survey of
Culture, Leisure and Sport, Department
for Culture, Media and Sport 2006/07

Wales
Wales’ participation and attendance survey asked
people to what extent they agreed with seven
statements. The results show that the majority
‘strongly agreed’ that school children should
participate in the arts and most people felt that culture
does enrich their quality of life and community.
This demonstrates two assumptions about the value
and role of culture. Businesses which undertake
activities with cultural organisations are aligning their
brands to these public perceptions about culture.
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Attitudes towards the arts and culture in Wales
All school children should have the
opportunity to participate in the arts

Taking part in the arts helps
build people's confidence
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living their would lose something
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can help get a job

Arts and culture enrich
the quality of life
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Source: Arts in Wales: Attendance,
Participation and Attitudes Report of
Survey Findings, Arts Council Wales, 2005

Northern Ireland
Northern Ireland adopted a similar approach to
Wales in asking how far respondents agreed with
given statements. The most agreed-with statements
were those relating to children’s development
and that culture helps with social cohesion and
multiculturalism. These are all positive associations
art organisations can bring to a business brand.
The Northern Ireland survey also found that
respondents recognised the value of the skills
acquired through cultural participation and that
these skills could be economically advantageous.
This demonstrates the non-financial assets cultural
organisations bring to partnerships.
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Attitudes towards the arts, Northern Ireland
%
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Scotland
Scotland’s Taking Part Survey adopted the same
approach as the other nations, with respondents
ranking statements by what extent they agreed or
disagreed with them. The three statements which
received the most ‘I strongly agree’ responses are
quoted below. Interestingly, and rather unusually, the
Survey actually looks at the propensity of people to
‘strongly agree’ with the statements by demographic
and geographical profile.
Statement
I like to learn and experience
new things in my leisure time

Value for money is a high priority
for me when I am deciding what
to do in my leisure time
The needs of my family or other
members of my household take
priority when I am planning how
to spend my leisure time
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Variations
Respondents in Edinburgh
& Surrounds and those aged
16 - 24 more likely to agree.
Those over 65 and disabled
were less likely
Respondents from deprived
areas, disabled or from East
ad Central Scotland more
likely to agree
Was more important for
minority ethnic communities
and women

The attitudes displayed from these statements
demonstrate the important social role cultural venues
and events play in peoples’ lives.
The regional variations highlight the importance
of perceptions held by the local community in
determining attendance patterns. Therefore, potential
sponsors need to be made aware of these local
perceptions in order to ensure brand alignment and
enhancement. This shows the strong connection
between a cultural venue/event, a business and the
local community which sustains them both.
As attitudes of the Scottish population can be linked to
demographic and behavioural trends, consumers can
be targeted by demography but also by lifestyle and
personal values. As will be explored in more depth in
chapter 6, being able to market through consumers’
lifestyle can be very effective and impactful. Being
able to provide this level of information about an arts
organisation, or at least the cultural sector, helps to
make a compelling case for arts-sponsorship.
Source for table opposite:
Taking Part in Scotland 2008, Scottish Arts Council (TNS travel and Tourism),
December 2008
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Market segment, attitudes, arts behaviour and
demographic profile in Scotland, 2008
Likely attitudes

Likely arts behaviour

More likely to be...

Segment 1 –
Time poor
21% of population

• Difficult to find time to take
part in or attend arts and
cultural activities.
• The needs of family come first
when planning leisure time.
• Would attend more arts and
cultural events if closer to home,
easier to access.
• Like to learn and experience
new things in leisure time.
• Value for money is important
when deciding what to do in
leisure time.

Slightly higher than average
attendance and participation.
Attend cinema.
Slightly higher TV and Radio
viewing and listening. Listen
to and view rock/pop music
and films. High use of Internet
especially for social networking.

Age 25 to 44.
No disabilities.
Full or part-time working.
Higher, HNC or HND
qualifications.
C1C2 socio-economic groups.

Segment 2 –
Prudent participants
17% of population

• Would attend more arts and
cultural events if closer to home,
easier to access.
• Value for money is important
when deciding what to do in
leisure time.
• Like to learn and experience
new things in leisure time.
• Have time to attend.

Higher than average attendance
and participation. Go to
museums and art galleries.
Average TV and Radio viewing
and listening. Enjoy plays,
variety shows, traditional
music. Fairly low use of Internet.

Female.
Aged 55 and over.
Retired.
A range of levels of affluence
and education levels.

Segment 3 –
Restricted
17% of population

• Have difficulties attending due
to age, a disability or long-term
illness.
• Feel out of place in an art
gallery or museum.
• Have difficulty finding
information about arts and
cultural activities.
• If more events and better
access would go more often.

Lower than average attendance
and participation. Lower than
average TV and radio viewing
and listening. Very low use of
Internet.

Aged 75 and over.
Disabled or long-term illness.
Retired.
Low income.
No qualifications.
DE socio-economic groups.

Segment 4 –
Opting out
14% of population

• Spending time attending
or participating in arts and
cultural activities is of little
interest.
• Feel out of place in an art
gallery of museum.
• The needs of family members
take priority.
• Would not attend more
performances if closer to home,
easier access.

Lowest attendance and
participation levels. Low TV and
Radio viewing and listening.
Very low use of Internet.

Aged 65 and over.
Retired.
No qualifications.
DE socio-economic groups.

Segment 5 –
Free
17% of population

• Value for money is not a high
priority when deciding what to
do in leisure time.
• Needs of family are not a high
priority when planning leisure
time.

Fairly high attendance and
participation levels especially
music events. Slightly higher
than average TV and Radio
viewing and listening especially
opera and jazz music. High use
of Internet especially social
networking, purchasing &
downloading music and film.

Aged 16 to 24.
Full time employed or in fulltime education.
Have a degree or higher degree.
ABC1 socio-economic groups.

Segment 6 –
Experienced seekers
14% of population

• Attending and participating in
arts and cultural activities helps
to enrich their quality of my life.
• Like to learn and experience
new things in leisure time.

High attendance and
participation levels especially
theatre, museums and art
galleries. Average TV and Radio
viewing and listening. Enjoy
plays on radio. High use of
Internet especially to purchase
tickets for arts performances.

Aged 45 to 64. No disabilities.
Employed or retired. High
income. High levels of
education. AB socio-economic
groups.
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Cultural attendance
England
Introduction
All of the cultural attendance information for England
derives from the Taking Part Survey conducted by the
Department for Culture, Media and Sport (DCMS) and
partners since 2005. The findings from the Taking
Part Survey for England can be used by:
a) fundraisers to help develop a marketing rationale as
to why businesses should sponsor the arts;
b) sponsorship managers to help them decide which
types of organisations would help them reach their
target markets/consumers and;
c) to identify potential sponsorship opportunities for
both partners.
Overview
Adult engagement in culture has remained broadly
the same since 2005 but there has been a slight
decrease in attendance to libraries and archives. Of
those surveyed in the 2006/07 survey, nearly 70% had
visited an historic environment in the last 12 months,
66% had participated in an arts events, around
40% attended a museum/gallery, while 5% attended
libraries and 5% visited archives. In comparison
to 2005/06 this is a relatively consistent picture of
cultural attendance.
Besides the obvious benefits of such information
for cultural organisations, it is also useful for
businesses too. By having access to such data,
cultural organisations and businesses can
develop their audiences.
In some instances businesses can help cultural
organisations better understand and communicate
with their audiences and consequently extend the
reach of culture; for example, Accenture’s partnership
with the Royal Shakespeare Company (RSC). By
partnering with Accenture, the RSC has had access
to a range of skills and facilities which enabled them
to segment their audience, thereby ensure targeted
and tailored communications which resonate with the
target market and generally improve the effectiveness
of the RSC’s marketing.
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Summary of key attendance findings*
Visited/
last 12
months

Most common
Gender variations
Ethnicity variations
type visited/			
attended			

Historic
69%
City / town with
Decrease in women Decrease in Other
environment		
historic character (2%)
ethnic backgrounds
		
(53%)		
(13%)
					
Museums
42%		
Decrease in women Decrease in Other
and galleries		
(2%)
ethnic backgrounds (4%)
				
(12%)
Libraries
46%
Decrease from			
		
previous year by			
		
4% for adults
		
aged 16 – 24
		
and by 5% of
		
the over 75s
Archives
5%		
Decrease in men		
			
(1%)		
					
Art events
66%
Theatre		
Increase in Mixed
		
performances		
ethnic background
		
(26%)		
(10%)
				
Decrease in Black
				
ethnic backgrounds
				
(6%)
Arts
52%
Buying original		
Decrease in White
participation		
crafts (15%)		
ethnic backgrounds
				
(1%)
				
Increase in Mixed
				
ethnic background
				
(12%)

Regional variations

Yorkshire &
Humber increased
(4%) London
decreased (5%)
London decreased

London decreased
(4%)

London and South
East decreased
(1% each)

London decreased
(6%)
West Midlands
increased (3%)

* 2006/07 compared to 2005/06
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Historic environment
Heritage was the repository for 31% of this year’s
private investment in England, valued in the order of
£190 million. Approximately 3.6% of all the business
investment made in England went to heritage (£5
million). Therefore, the huge level of private investment
heritage received comprises mostly of individual
donations, legacies, trust and foundation giving
etc rather than investment from businesses. This
emphasises the importance of individual giving to the
heritage sector and highlights a possible investment
opportunity for businesses.

Sponsors of historic destinations in England will
typically be reaching an audience whose profile can be
summarised as follows:
•

more likely to be middle-aged or older with the
most common age bracket of attendees being
45–64 years;

•

slightly more likely to be male;

•

more likely to be from a white or other ethnic
background, but it is worth noting that between the
two surveys there was a 13% drop in other ethnic
groups visiting historic environments;

•

the higher the socio-economic group of the
person, the greater their propensity to visit an
historic environment;

•

the most common socio-economic profile was
higher managerial occupations. Consequently,
attendees tend to have fairly high salaries and high
educational attainment.

Type of historic environments attended
%
60

2005/06

50

2006/07

40

30

20
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Sports heritage

Archaeological site

Monument

Historic place
of worship

Industrial history or
historic transport

Historic park,
garden or landscape

City or town

0

Historic building
(non religious)

10

Source: Taking Part: England’s Survey of
Culture Leisure and Sport, Department for
Culture, Media and Sport, 2006/07

0

Source: Taking Part: England’s Survey of
Culture Leisure and Sport, Department for
Culture, Media and Sport, 2006/07

A-levels and above

Trade apprenticeships

Below A-levels

Other qualifications
– level unknown

No qualifications

Lone parent

Adults and children

2+ adults and 0 children

1 adult and 0 children

£50,000+

£40,000 to £49,999

£30,000 to £39,999

£20,000 to £29,999

£10,000 to £19,999

Female

Male

75+

65–74

45–64

25–44

Other religion

Muslim

Hindu

Christian

No religion

Other

Black

Asian

Mixed

White

No disability/illness

Non limiting disability/illness

Limiting disability/illness

Source: Taking Part: England’s Survey of
Culture Leisure and Sport, Department for
Culture, Media and Sport, 2006/07

Under £10,000

Nothing/no work or scheme

Intermediate occupations
Lower managerial &
professional occupations
Higher managerial &
professional occupations

2006/07

Semi-routine occupations
Lower supervisory &
technical occupations
Small employers &
own account workers

2005/06
16–24

0

Routine occupations

Never worked
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Profile of attendees to historic environments (i)
80

%

2005/06
70

2006/07
60

50

40

30

20

10

Profile of attendees to historic environments (ii)
100
%

80

60

40

20
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Libraries and archives

In contrast the audience profile at libraries is:

In the UK there are over 5,000 public libraries and
nearly 850 academic libraries, excluding specialist
libraries. Frequently archives are closely connected
to libraries, but can of course be separate entities too.
Archives are distinct from libraries in terms of their
collection and the experience they offer to users.

•

a far wider age range amongst library attendees
and is generally younger than many other
cultural forms;

•

in direct contrast to archives, attendees are more
likely to be female;

Around 46% of the population attend a library per
year and just 5% visit an archive. In 2007/08 libraries
and archives received £8 million worth of private
investment but just 10% (£817,000) of this came from
businesses. The total level of private investment
increased by 142% from 2006/07, but, as explained in
chapter 1, this can partly be attributed to the inclusion
of a major London library this year. As with heritage,
libraries and archives seem to be quite effective at
harnessing the power of the individual, meaning there
is scope to attract business investment.

•

from the ethnic background perspective, black and
other ethnic groups are more likely to attend
libraries and this perhaps demonstrates the
initiatives taking place in the libraries sector in
making them more accessible to young people and
ethnic minorities;

•

also, in terms of the religion of attendees, unlike
most other cultural artforms, the most common
religions were Buddhists and Muslims;

•

an increasing proportion of attendees from lower
managerial and intermediate occupations, which
combined formed the single largest occupation
category;

•

attendees tend to come from lone parent households
or households with adults and children –
demonstrating the function of libraries as an
educational resource for children and families;
there has, however, been a decline in overall library
attendance, as with archives.

Although archives and libraries can be combined
cultural venues and have been combined for the
Private Investment in Culture Survey, they do attract
very different types of audiences, which has a
significant impact on the potential consumer base/
market sponsors may be reaching.:
The typical profile of archive attendees is:
•

likely to be older people, aged between 65–74
years of age;

•

•

more likely to be male;

•

an increasingly high proportion of archive visitors
have a non-limiting disability;

•

more likely to come from a white ethnic background
but there has been a considerable increase in
attendees from black ethnic backgrounds in
contrast to a decrease in mixed and Asian ethnic
backgrounds;

Considerable work is being undertaken by libraries
and archives to diversify their audiences and increase
accessibility to their collections and services.
As already mentioned, there is evidence these
programmes and initiatives are having an impact
on audience profile, but libraries are currently more
advanced than archives in this area, but both are
behind other cultural artforms.

•

as with the historic environment, those from higher
managerial occupations are the single most
common occupational classification attendees
came from; however, between the two surveys
there was a decrease (by a couple of percentage
points) in this category while those in semi-routine
and intermediate occupations increased their
percentage share of attendees;

•

attendees are also more likely to earn more and
have achieved higher-level qualifications.
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0

Source: Taking Part: England’s Survey of
Culture, Leisure and Sport, Department
for Culture, Media and Sport 2006/07

%

10

8

6

4

2
Christian

No religion

Other

Black

Asian

Mixed

White

No disability/illness

Non limiting disability/illness

Limiting disability/illness

Female

Male

75+

65-74

45-64

25-44

16-24

Hindu
Muslim
Sikh
Other religion

Other qualifications
level unknown

Below A-levels

Trade apprenticeships

A-levels and above

Buddhist

Profile of archive attendees (ii)

No qualifications

Lone parent

Adults and children

2+ adults and 0 children

1 adult and 0 children

£50,000+

£40,000 to £49,999

£30,000 to £39,999

£20,000 to £29,999

£10,000 to £19,999

Under £10,000

Source: Taking Part: England’s Survey of
Culture Leisure and Sport, Department for
Culture, Media and Sport, 2006/07

Nothing / no work or scheme

Intermediate occupations
Lower managerial &
professional occupations
Higher managerial &
professional occupations

2006/07

Semi-routine occupations
Lower supervisory &
technical occupations
Small employers &
own account workers

2005/06

Never worked

2006/07

Routine occupations
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Profile of archive attendees (i)
%

2005/06
10

8

6

4

2

0
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Never worked

0
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A-levels and above

Trade apprenticeships

Below A-levels

Other qualifications
level unknown

No qualifications

Lone parent

Adults and children

2+ adults and 0 children

1 adult and 0 children

£50,000+

£40,000 to £49,999

£30,000 to £39,999

£20,000 to £29,999

£10,000 to £19,999

Under £10,000

Nothing/no work or scheme

Intermediate occupations
Lower managerial &
professional occupations
Higher managerial &
professional occupations

Semi-routine occupations
Lower supervisory &
technical occupations
Small employers &
own account workers

Other religion

Sikh

Muslim

Hindu

Buddhist

Christian

No religion

Other

Black

Asian

Mixed

White

No disability/illness

Non limiting disability/illness

Limiting disability/illness

Female

Male

75+

65–74

45–64

25–44

16–24

0

Routine occupations
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Profile of library attendees (i)
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%

2005/06
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60

2006/07

50
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10

Source: Taking Part: England’s Survey of
Culture Leisure and Sport, Department for
Culture, Media and Sport, 2006/07

Profile of library attendees (ii)

60
%

2005/06

50

2006/07

40

30

20

10

Source: Taking Part: England’s Survey of
Culture, Leisure and Sport, Department
for Culture, Media and Sport 2006/07
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Museums and galleries
Museums receive the second largest amount of private
investment of all the artforms and have done so for
a number of years. Museums and the visual arts in
England received £175.6 million in 2007/08 (29% of
all private investment), which is an increase of 21%
from the previous year. Of this £175.6 million, nearly
32% of it came from businesses (£43 million). This
level of business investment is higher than any other
artform by some considerable distance, which means
that business investment is vital to museums and the
visual arts.
The evident popularity of investing in museums
coincides with the fact that museums and galleries
are one of the most attended artforms in England.
The 2,500 museums in the UK have an approximate
combined visit number of 80 million every year.
Four out of five of the UK’s top tourist attractions
are museums; therefore they promote sponsors to
international, as well as UK, markets. It is worth
mentioning that all of the profile information relates
only to UK audiences, not international.
As a result the audience profile of museums and
galleries is disparate and varies considerably
depending on their location in England, their
collections, as well as issues around admission
charges and accessibility. The typical profile can be
summarised as follows:
•

the typical age of museum and gallery attendees
are 25–44 and they are more likely to be in couples
or adult groups;

•

attendees from white or other ethnic backgrounds
form the majority;

•

there has been a decline in Buddhists and people
from other religions visiting, while those from the
other major religions have all increased their
percentage share;

•

as with the historic environment, those from higher
managerial occupations are more likely to attend.
There has been an increase in higher salary
earners attending;

•

there has been a decrease in attendance at London
museums and galleries, which is explored in more
detail later in this report.
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A-levels and above

Trade apprenticeships

Below A-levels

Other qualifications
level unknown

No qualifications

Lone parent

Adults and children

2+ adults and 0 children

1 adult and 0 children

£50,000+

£40,000 to £49,999

£30,000 to £39,999

£20,000 to £29,999

£10,000 to £19,999

Under £10,000

Nothing/no work or scheme

Intermediate occupations
Lower managerial &
professional occupations
Higher managerial &
professional occupations

Semi-routine occupations
Lower supervisory &
technical occupations
Small employers &
own account workers

Other religion

Sikh

Muslim

Hindu

Buddhist

Christian

No religion

Other

Black

Asian

Mixed

White

No disability/illness

Non limiting disability/illness

Limiting disability/illness

Female

Male

75+

65–74

45–64

25–44

16–24

0

Routine occupations
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Profile of museum and gallery attendees (i)

80
%

2005/06

70

2006/07

60

50

40

30

20

10

Source: Taking Part: England’s Survey of
Culture Leisure and Sport, Department for
Culture, Media and Sport, 2006/07

Profile of museum and gallery attendees (ii)
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2005/06
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2006/07
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Source: Taking Part: England’s Survey of
Culture, Leisure and Sport, Department
for Culture, Media and Sport 2006/07
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Art events

From analysing attendees to art events, it seems that
it is not so much the artform which affects attendance
and audience profile, rather the type of venue/event.
It is the latter aspect which heavily affects the market
the sponsor is reaching. For example, carnivals
attract a younger audience, while plays and drama
attract a middle-aged audience and classical music
performances attract an older audience.

Festivals received £14 million in private investment in
2007/08, with £10 million coming from businesses. Of
the investment that festivals in England receive, the
role of business is of paramount importance. Festivals
present a good cultural activity for businesses to
sponsor because:
•

due to their logistical nature, festivals can attract a
wide range of potential sponsors, from caterers,
local businesses, event management organisations
to transport providers and major corporates;

•

festivals have a fairly targeted market (and
sometimes quite large) which sponsors can reach;

•

they take place over a concentrated period of time,
meaning there can be a sustained period of activity
and engagement for a defined period of time.

Perhaps sponsors need to be focusing more on the
type of cultural venue/event, rather than the artform,
in determining which sponsorship is more likely to
fulfil their business objectives and reach their target
consumers/market.

Festivals are one of the most attended artforms in
England, with 66% of the English population having
attended during 2006/07. Sponsors of art events will
be reaching an audience which can be summarised as:
•

more likely to be female;

•

more likely to come from a mixed or white ethnic
background;

•

art events seem to be very popular with families
and adult groups;

•

the higher the occupational status of people and the
higher their salary, the greater propensity they
seem to display in attending or participating in an
arts event.

There is of course considerable variation in attendee
profile depending on the type of art event. The most
commonly attended types of events are other theatre,
live music, a play/drama or an exhibition.
There are other types of art events which have more
of a niche appeal such as contemporary dance, ballet
and video/electronic art. Film and video received
£5.7 million investment from businesses, which
is 46% of all the private investment the artform
received. Therefore, just because something is
niche, does not mean it cannot present an attractive
marketing and branding opportunity for a business.
It may be more appropriate for some sponsors to
partner with a cultural venue or event which has a
focused target market.
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Other religion

Sikh

Muslim

Hindu

Buddhist

Christian

No religion

Chinese and other

Black

Asian

Mixed

White

Non limiting disability/
illness
No disability/
illness

Limiting disability/
illness

Female

Contemporary dance

African, South Asian
or Chinese dance

Other live dance event

Ballet

Video or electronic art event

Opera or operetta

Event connected with
books or writing

Jazz performance

Culturally specific festival

Classical music performance

Street arts

Craft exhibition

Carnival

Exhibition of art,
photography or sculpture

Play or drama

Live music event

Other theatre performance

0

Male
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Types of art events attended
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Source: Taking Part: England’s Survey of
Culture, Leisure and Sport, Department
for Culture, Media and Sport 2006/07

Profile of art event attendees (i)
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Profile of art event attendees (ii)
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Carnival

Play or Drama

Classical Music Performance

Source: Taking Part: England’s Survey of
Culture, Leisure and Sport, Department
for Culture, Media and Sport 2006/07
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The third year – 2007/08

Factors affecting attendance by artform

Although the cultural attendee profile has remained
fairly consistent between the two surveys there were
some minor changes. Going forward, sponsors need
to be aware of how these profiles might change (i.e.
changes in the markets they will be reaching) and
be able to identify the future opportunities for target
marketing (i.e. as profiles change, sponsoring a
particular artform/type of venue and event presents
a new opportunity to target a particular market).

As highlighted earlier in this chapter, there is actually
huge variation in attendee profile within artforms. It is
the type of exhibition, performance, music, programme
etc which really varies audience profiles rather than
artform alone. Therefore, it is necessary for sponsors
to look beyond the artform and consider the content
of the activity which they are wishing to sponsor. A
summary of the audience variations within the major
artforms is given overleaf.

Future audience profiles of cultural venues are just as
important as understanding current profiles. We are
only six months into the release of the 2007/08 Taking
Part Survey findings and, so far, very negligible
changes can be detected. What it does show, however,
is that there is an increase in people from lowereconomic groups and people with a limiting disability
attending historic environments.

It is important to note that there were two variables
found to impact on all cultural attendance and
participation – that of educational attainment and
whether they were located in London. Those with
higher qualifications were more likely to participate
in a wide range of cultural activities than those with
lower-level qualifications. People in London also
displayed a much higher propensity to attend than
those located in other English regions (but this is
expected given the scale and number of cultural
opportunities available in the capital). However, as
we have already seen, London attendance by artform
has actually seen a decline between the two Taking
Part Surveys (in libraries, archives, museums and
galleries). Despite this decline in Londoners attending,
the capital still has one of the highest attendance levels
of all the regions (explored later in this chapter).

Six-month comparisons
BME
Limited
Disability
Lower socioeconomic
All adults

Historic environment
Year 1
Year 3

Museums and galleries
Year 1
Year 3

Art events
Year 1

Year 3

50%
58.4%

54.6%
61.5%

37%
31.7%

38.2%
32.5%

23.2%
23.6%

26.5%
24.3%

57.3%

59.8%

29%

29.8%

17.3%

17.3%

69.5%

71.1%

42.3%

42.6%

33.1%

33.4%

Rolling comparisons*
BME
Limited
Disability
Lower socio
economic
All adults

Historic environment
Year 1
Rolling

Museums and galleries
Year 1
Rolling

Art events
Year 1

Rolling

50.7%
59.6%

50.6%
60.2%

35.5%
32.1%

35%
31.6%

23.5%
24.1%

24.3%
24.4%

57.1%

58.4%

28.3%

29.4%

17.4%

17.5%

69.9%

70.1%

42.3%

42%

33.7%

33.3%

*rolling estimates means the last six months of year two are combined with the first six
months of year three.
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Source: Taking Part: The National Survey of Culture, Leisure and Sport – Progress
Report on PSA3: Provision estimates form the first six months of year three, Department
for Media, Culture and Sport, June 2008
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Artform

Reach to
population

Cross-over

Gender
variations

Ethnicity
variations

Other important
variations

% of total
business
investment

Visual Arts

Museums and
Galleries 42%

Taking cross-over
into account, 50%
of English adult
population has
attended at least
one visual art
event

Women more
likely to attend
craft exhibitions

Black ethnic
background less
likely to attend
across all visual
art types

Age:
Older people tend
to go to museums
while younger
people tend to go
to video/electronic
art

13%
One of the most
popular artforms
and receives the
second highest
level of business
investment

Craft 20%
Video/electronic
4%

Men more likely
to attend videoelectronic art

Region:
Londoners more
likely to attend
Theatre &
Street Art

Other live music
events have
best reach of
population

Over half of those Women are more
who attend a play/ likely to attend
drama will attend any type of theatre
another type of
theatre

Non-white adults
are less likely to
attend any theatre
type

Age:
11%
Likelihood
of attending
increases with age
Region:
Those in the
North and
Midlands less
likely to attend

Music

Opera has the
smallest reach
with 4%

Women more
likely to attend
opera and
classical music

Literature

Attending
literature events
4%
Very low
overall -7% of
the population
attendance some
type of dance
event

Gender has no
affect on attending
a literature event

Social Status:
The higher the
social status the
more likely to
attend a literary
event

Women
significantly more
likely to attend
any form of dance

Age:
Those over 40
are more likely to
attend ballet.

Dance

Social Status:
The higher the
status the more
likely to attend
opera, classical
Men more likely to White adults more music, jazz and
attend rock/pop,
likely at attend
rock/pop concerts
country & western ballet
and folk music
Age:
events
Black adults more Older people
likely at attend
more likely at
African/Asian
attend opera and
dance events
classical music

Around a third
of contemporary
dance attendees
have also attended
the ballet

More likely to be
attended by white
adults except soul,
R&B and hip-hop

7%
Music has the
best reach of the
population but
also comprises
some of the most
niche artforms. Its
level of business
investment is
sixth out of 17
artforms we
surveyed

1%
Its appeal is
quite niche and
this is reflected
in the amount
of business
investment it
Age:
receives. Although
Older people more there are a
likely to attend
huge number of
opportunities
for business
engagement

Contemporary
dance more likely
to be attended by
50-59 yrs

3%
Dance receives
around £4 million
investment from
businesses, which
is relatively quite
low

Source: Attendance and participation in Visual Arts & Crafts / Dance / Reading, Writing
& Literary Events / Music Events / Theatre, Street Arts & Circus in England – Findings
from the Taking Part Survey 2005/6 – Briefing No 9, Department for Culture, Media and
Sport, 2005/06
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What is clear is that the more detailed and
sophisticated the audience analysis, the easier it is
for sponsors to identify the most appropriate cultural
partner who will help them meet their marketing
objectives. The previous table provides a vital starting
point for this.
For example, if a business specifically wishes to
target young people with a niche product, then
perhaps sponsoring a video/electronic art exhibition
could be the most powerful way to reach them.
Fundraisers who effectively use these findings
can develop a compelling case to attract potential
sponsors because they can clearly present the
marketing and audience benefits the cultural venue/
event can bring to the partnership.

Wales
Overview
Nearly three-quarters of adults in Wales attended
at least one cultural event in 2007, which is four
percentage points higher than the previous year’s
figures. Attendance is now at its highest level for 10
years; however, over those 10 years, there have been
some annual fluctuations.
The age profile of cultural attendees in Wales varies
by artform but, in broad terms, younger adults are
more likely to attend than older people, which is
slightly different to the findings for England. Around
nine-in-ten 16 to 35 year-olds attend cultural events
and eight-in-ten 35 to 44 year-olds. Between 2006 and
2007 there was quite a percentage increase in 25 to 34
year-olds attending, making that age category the most
likely to attend. However, these figures include cinema
attendance which could be skewing the figures slightly
towards the younger age categories.
In terms of gender, there is an even split between
men and women (just 1% difference). The variation
in attendance by gender is more pronounced in the
artform analysis.

Attendance in art and culture, Wales
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Source: Arts Council Wales 2007
Omnibus Survey (Beaufort Research)
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Art attendance by age, Wales
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Art attendance by gender, Wales
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147

Private Investment in Culture 2007/08
As evidenced in the England attendance research,
there is a close correlation between cultural attendance
and social grade, with those in the AB social
grade more likely to attend (at 90%) and with each
subsequent social grade having marginally lower
propensity to attend.

Between 2006 and 2007, attendance has increased
across all of the social grades, with AB showing the
largest increase by 9% but there was also an important
increase among C2 (from 73% to 77%) and DEs (from
61% to 66%). The one exception to this trend is the C1
social grade.

Art attendance by social grade in Wales
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The AB social grades are the most likely to attend
cultural venues and events across the board, with a
decrease in each subsequent social grade, so that DE
are the least likely to attend. There are some particular
artforms where AB grades display a significantly

greater propensity to attend than other social grades
and these are: art & craft exhibitions, plays, opera,
classical music and literary events. For example, ABs
are four-times more likely to attend classical music
events than C2DEs and almost twice as likely as C1s.

Profile by artform

with a downward trend evident for the last three years.
After the high attendance levels of other music events,
art & craft exhibitions and plays seem to be the second
and third most popular artforms in Wales, while ballet,
opera and contemporary dance have more of a niche
appeal. This corresponds exactly to artform popularity
in England.

Attendance by artform starts to show some of the
key deviating factors which affect attendance and the
profile of cultural audiences. Between 1998 and 2004
attendance levels were relatively stable across all of the
artforms, but in 2005 a sudden decrease seems to have
affected them all. The 2004/05 fall seems to have been
for one year only with increases recorded year-on-year
since to reach their 2004 peaks.
Other music events are the most popular artform in
Wales, but this popularity seems to be waning slightly
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Art & craft exhibitions have seen the largest increase
in attendance since 1998, with an increase of around
11%. For a number of artforms, art & craft exhibitions
included, 2007 was a record year for attendance. For
example three-in-ten adults saw at least one play,
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while literary events saw a record attendance increase
between 2006 and 2007 by a margin of 6%.

For example:

Classical music is certainly an exception to this
trend with a stable and unaltered attendance level
since 2000.
In an interesting comparison to England, nearly
half of all the private investment that Wales
received in 2007/08 was from business (£9.8 million
from businesses and a total private investment of
£19.3 million).
There are a number of artforms not included in
the following graph which received a reasonable
proportion of Wales’ business investment, such
as festivals with 30% of all Wales’ business
investment. By comparing business investment
to cultural attendance in Wales there appears to
be limited correlation between attendance and
business investment.

•

theatre/plays had an attendance rate of 30% making
it one of the most attended artforms in Wales, yet it
received just 7% of the business investment;

•

music events and venues are the most attended
cultural artform in Wales, with 82% of the
population attending, but they receive just 6% of
the investment made by businesses. This
highlights a significant sponsorship opportunity;

•

dance, opera and literature had attendance rates of
13%, 10% and 6% (respectively) and received 1% of
business investment each.

Artform attendance in Wales
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Artform attendance in Wales by gender
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On the whole women are more likely to attend cultural
venues and events than men, with perhaps plays
and musicals displayed this trend most prominently.
The two exceptions to this are other live music and
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jazz, where men are more likely to attend. This gender
distinction between artforms is directly comparable
to England.

Artform attendance in Wales by gender
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Age is quite interesting because there is greater
variation by artform than the other demographic
variables examined so far. Musicals, classical music,
opera and ballet are more likely to be attended by the
over 65s. In contrast, 16 to 24 year-olds are more likely
to attend other live music events.

The other artforms have a high level of middle-age
attendees, such as contemporary dance. There are
one or two notable exceptions to this; jazz for example
seems to appeal fairly equally to all age groups but has
niche appeal to the Welsh population as a whole.

Artform attendance in Wales by age group
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Northern Ireland

exhibitions, other live music and community festivals
saw a decrease in attendance.

Overview

Artforms such as museums, plays and music concerts
may be more appropriate for businesses to sponsor
in Northern Ireland if, from a marketing perspective,
they wish to talk to the ‘mass market’ because these
artforms are accessed by a wider audience. There
does seem to be some correlation between the most
attended artforms and those which receive the most
investment from businesses because theatre/plays and
music received 42% and 13% of the nation’s business
investment (£1.7 million and £538,000 respectively).

Northern Ireland’s private investment increased by 3%
since 2006/07, leading to £8.5 million in investment in
2007/08. As with Wales, nearly half of this investment
came from business, making corporate donations,
sponsorship and membership of vital importance to
the sustainability of Northern Ireland’s cultural sector.
Cultural attendance in Northern Ireland is broadly
similar to that of Wales and England with 76% of the
population attending at least one cultural event. This is
an increase of 3% from the 2004 attendance indicator.
Profile by artform
Between 2004 and 2007, plays, drama, music concerts,
museums and pantomimes experienced the most
significant increases in attendance; with plays or
drama attended by around 26% of the Northern Ireland
population. Over the same period, however, craft

However, if the business wishes to engage with a more
targeted and specific consumer profile, more niche
artforms such as arts festivals, carnivals and dance
events may be more appropriate sponsor propositions.
This opportunity does seem to have been taken up
by some businesses, for example Ulster Bank are the
title sponsor of the Belfast Festival at Queen’s (profiled
in chapter 6). At a national level, 7% of all business
investment goes towards festivals which are attended
by 7% of the population.
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Attendance at arts and cultural events/
activities, Northern Ireland
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Attendance at arts and cultural events/activities
by gender, Northern Ireland
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Women in Northern Ireland display a much higher
propensity to attend a play or drama than men.
In contrast, men are more likely to attend a community
festival, other live music events or a museum.
This trend is directly comparable to that found in
England and Wales.

•

classical music has a very similar profile to that of
dance, in that it has niche appeal and preferred,
relatively speaking, by older people;

•

the age profile of museum attendees shows a
dominance of 35 to 49 year-olds. This is an age
group dominated by families. The age profile is
broadly similar to that of exhibitions.

In 2007, 93% of individuals aged between 16 and 24
had been to a cultural event. The profile of attendees
by artform varies to some degree, which is consistent
with variations found in the other nations. The key
profile findings are:
•

plays have a relatively even age distribution, but
with a slightly higher proportion of 35 to 49
year-olds and lower proportion of over 65s;

•

both art festivals and carnivals seem to be more
popular with younger adults;

•

dance activities and events have a niche appeal but
seems to be relatively popular with 50 to 64
year-olds;

The graph below shows the 2007 age profile findings.
If these findings are compared to the 2004 survey
results, we can see that there is very little variation
in the age profile of cultural attendees by artform.
The most significant statistical variation was the
9% increase in 50 to 64 year-olds attending cultural
venues and events.

Attendance at arts and cultural events/activities
by age group, Northern Ireland
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The Taking Part Survey for England identified that
educational attainment was one of the most significant
and constant factors affecting cultural attendance.
Northern Ireland’s cultural attendance survey does
not investigate education levels but does look at
deprivation levels, and this has quite a significant
impact on attendance patterns.

There are some notable variations to this overall
trend though:
•

other live music, traditional music, poetry readings
and art festivals are actually more likely to be
attended by the second quintile (the second most
prosperous quintile);

Since 2004, there has been a decrease in the most
deprived quintile attending culture, by a margin of 2%.
This is juxtaposed with the fact that those in the least
deprived quintile have increased their attendance by
a margin of 6%, although the top quintile is still more
likely to attend cultural venues and events. If this is
then mapped on to artform, it is not a surprise that the
same dichotomy in attendance by deprivation quintile
is found in most of the artforms – with the least
deprived having the greater propensity (or perhaps
ability) to attend.

•

carnivals, community festivals, Irish dance,
performance and other live dance are more likely
to be attended by people from the third and
fourth quintile.

Attendance at art and cultural events/activities
by deprivation level, Northern Ireland
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The reasons given by respondents as to why they
attended cultural venues and events demonstrates the
motivations for attendance and what audiences want
to get from, or take away from, the cultural experience.
This is not only important for the attendees and the
art organisation but also for a prospective sponsor.
Understanding motivations enables audience and
consumer development for both partners whilst
providing an insight into the market’s perception of
and expectations about culture which sponsors are
aligning their brands too.

Reasons for attendance
and participation
in arts and culture,
Northern Ireland

The reasons given for attendance emphasise the social
aspect to cultural attendance. The second most cited
reason was an interest in the event and performer.
The top reasons for attendance actually became more
important drivers in 2007 compared to 2004.

Reason for attendance

2004

2007

Wanted to see performer
Like going to that event
Learn more about the artform
Special occasion
Social event
Was invited
Friend or relative involved
Recommended
Religious festival / event
Related to studies
Other

19%
29%
5%
7%
29%
9%
14%
12%
1%
2%
6%

22%
29%
5%
10%
33%
13%
20%
11%
1%
3%
4%

Source: Arts and Culture in Northern
Ireland: Findings from the General
Population Survey, Arts Council of
Northern Ireland, 2007

Scotland
Overview
In 2007/08, Scotland received nearly £39.4 million
worth of private investment, of which nearly £10
million was from businesses. In 2008, 77% of the
Scottish population attended at least one cultural
venue or event, which is directly comparable to the
attendance levels of Wales and Northern Ireland.
Cultural attendance in Scotland has been stable since
2004 with 75% of Scottish adults attending.

There is a slightly different investment/attendance
relationship for art galleries/the visual arts. The visual
arts received £2.5 million in investment, 39% of which
came from businesses. Of all the private investment
in Scotland, 6% of it was bestowed on the visual arts
in 2007/08. Therefore, there is a closer relationship
between attendance and investment in the visuals arts
in Scotland.
With cinema excluded, around 68% of the Scottish
population attended a cultural venue or activity.
Looking at attendance levels by artform:
•

40% of the Scottish population attended a theatre
performance but it received 7% of the business
investment (52% of total private investment came
from this source);

Investment and attendance by artform

•

41% attended a visual art venue / event (see above);

Focusing initially on museums, Scottish museums
received 4% of Scotland’s total business investment
making it one of the least invested in artforms by
business, which is in contrast to England. This is not
to suggest that business investment is not important
to the financial fortunes of museums; actually 16% of
all the private investment received by museums came
from businesses.

•

11% attended some form of dance and it received
£254,000 in business investment (3% of business
investment).

Excluding cinema, the most attended cultural artforms
were museums (32%), going to rock & pop music
events (27%) and visiting art galleries (27%).

This shows that artforms like the visual arts and
theatre are the most popular while dance has a more
limited appeal.
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Attendance of Scottish population to cultural
venues and events
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Source: Taking Part in Scotland 2008,
Scottish Arts Council (TNS travel and
Tourism), December 2008

Attendance trends by artform
By comparing the 2008 attendance levels to the
previous two surveys’ findings we can see that the
most attended artforms (museums, art galleries and
rock & pop music) have increased their attendance by
a 2-3% margin each.
The majority of the artforms have actually experienced
a decrease in attendance by a couple of percentage
points. Contemporary crafts and traditional Scottish
dance declined by 3% each. This trend suggests an
increasing divide in attendance at Scotland’s cultural
venue and events – with the most attended increasing
their share and popularity and the inverse occurring to
the more niche artforms.
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Overall, dance attendance decreased from 15%
in 2004 to 11% in 2008. Dance seems to have
experienced this contraction in attendance across all
of the nations. There is relative consistency across
the nations for the amount of business investment
channelled through dance: 3% in Scotland, 1% in
Wales and 3% in England.
It is interesting to reflect on the creative industries in
Scotland which have been thriving and increasing
their turnover and GVA to the economy in recent years.
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Profile by artform
A number of demographic variables impact on the
audience profile. The most significant of which, as
with England, is education. Nearly all of the Scottish
population (97%) with degrees or higher degrees take
part in one or more cultural activity, compared to 74%
of those with no qualifications. Therefore, cultural
audiences tend to be well educated and these are the
type of people businesses are primarily engaging with
through sponsoring cultural venues and events.
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Degree qualifications among cultural
attendees in Scotland
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The other major factor identified during the Taking
Part 2008 Scotland study was the socio-economic
profile of attendees. Around 96% of those in the AB
group took part in cultural activity compared to 82% of
DEs. These findings are broadly similar to that of the
previous year’s survey.

Detailed information about audience profiles by
artform provides strong indication of the types of
audiences sponsors of cultural organisations in
Scotland are reaching, as well as providing guidance
to potential sponsors as to which markets they could
be reaching. The table below begins to present the
headline information.

Typical attendee profile by artform
Artform

Typical attendee profile and variations

Museums

• Attended by 32% of the Scottish population
• 10% of adults went to a Museum on four or more occasions
• Larger proportions of AB socio-economic groups attended (51%)
• 53% of those with a household income of or over £50,000 attended
• 4% of business investment in Scotland went to museums

Art galleries

• 27% of the Scottish adult population attended
• 8% of adults visited four or more times
• Those from the 45–64 age group were most likely to attend (32%)
• AB socio-economic groups were most likely to attend (47%)
• Those with a degree are very likely to attend (48%)
• 37% of those with a household income of or over £25,000 attended
• 10% of business investment in Scotland went to art galleries

Scottish traditional music

• 9% of the adult population attended
• More likely to be attended by those living in rural areas (12%)
• Those aged 45–54 were the most likely age bracket to attend
• ABs were the most likely socio-economic group to attend
• Those with higher qualifications were also more likely to attend

Opera

• 4% of adults in Scotland attended the opera
• The respondents most likely to attend were aged 45–64, members of the AB socio-economic
group and those with a degree
• 2% of business investment in Scotland went to the opera

Plays

• 17% of Scottish adults attended a play
• One-in-eight adults went to see two or more plays
• Women were more likely to go see a play than men
• 30% of ABs went to see a play
• Those with a degree qualification were also more likely to attend
• Those with a household income of over £25,000 were also more likely to attend
• 7% of business investment in Scotland went to theatre/plays

Ballet

• 4% of the adult population went to see the ballet, 3% of which only went once over the year
• Females display a higher propensity to attend the ballet, as do those aged 55 - 64 and those
in the AB socio-economic classification (11%)

Contemporary dance

• Just 2% of the Scottish adult population attended
• A larger proportion of ABs and people with degrees attended
• 3% of business investment went to dance (contemporary and ballet)

Literary event

• 3% of the adult population attended in Scotland
• 2% of the population attended this type of event at least twice
• 4% of business investment in Scotland went to literature/poetry

Art festivals

• Arts festivals were attended by 9% of the population
• Those aged 45–54 were most likely to attend
• This time, it was not just ABs who displayed a propensity to attend but also C1s
• Those in full-time education also had a greater propensity to attend
• 30% of business investment in Scotland went to festivals

Traditional crafts

• 5% of adults attended
• The larger proportion of women and those aged 45–64 attended

Contemporary crafts

• Contemporary crafts were less well-attended than traditional crafts with 3% of the
population compared to 5%
• But as with traditional crafts, women and ABs were more likely to attend

Source: Taking Part in Scotland 2008,
Scottish Arts Council (TNS travel and
Tourism), December 2008
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Not all of the artforms which the Private Investment
in Culture Survey examines have been covered by the
Taking Part Survey for Scotland, but the Household
Survey for 2007 does include some information
about the cultural and sporting habits of the Scottish
population too. Although maybe not as robust, it does
provide some useful indicators for some of the cultural
activities not covered so far.

Despite the different nature and content of the
artforms, there is actually a considerable amount of
similarity in audience profile which helps to confirm
that audience variations lie not so much in artform
but the type of programme, event and exhibition in
question (e.g. classical, contemporary etc).

Attendance at cultural events and visiting
cultural locations in Scotland, by age, gender
and total
Cultural Event/Venue

Male

Female

16–24

25–34

35–44

45–59

60–74

75+

All

Library		

28%

34%

29%

35%

35%

30%

32%

25%

31%

Other live music

27%

24%

36%

35%

32%

27%

16%

6%

26%

Historical site

22%

18%

11%

20%

26%

24%

19%

9%

20%

Craft exhibition

10%

15%

4%

11%

14%

17%

15%

8%

13%

Street arts		

12%

11%

11%

17%

16%

12%

7%

2%

11%

Archive		

3%

2%

1%

2%

3%

2%

3%

2%

2%

Source: Scotland’s People: results from the 2007 Scottish Household Survey, Scottish
Government and National Statistics, 2007

Frequency of attendance at cultural events and
visiting cultural locations, Scotland
Archive

At least once
a week

Literary events
Dance (inc. ballet)
Culturally specific festival

At least
once a month

Opera/classical music
Street arts

3–4 times
a year

Craft exhibition
Gallery
Exhibition/collection

Twice in last
12 months

Historical site
Other live music
Museum

Once in last
12 months

Play/drama
Library
Film

Don’t know
0

Source: Scotland’s People: results from
the 2007 Scottish Household Survey,
Scottish Government and National
Statistics, 2007
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National comparison

•

Nearly half of all private investment in Wales comes
from business and a similar trend is found in
Northern Ireland, whereas for Scotland and
England between a fifth and a quarter comes
for business.

•

There is some correlation between attendance and
business investment levels, but there are
considerable variations across the nations.
Northern Ireland in particular shows a relationship
between investment and attendance with
museums, music and theatre/plays being the most
attended and most invested in, while museums are
the most attended artform in Scotland but the least
invested in by businesses. Therefore, what is
evident is that the size of the audience is not
necessarily the most important factor in
sponsorship, rather the profile of the audience,
return on objectives and the creativity of the
sponsorship deal. Deciding on sponsorships is a
commercial decision and cultural organisations
need to be prepared to create that business case in
regard to their audiences.

•

Although there is some variation between artform,
the most important factors are actually the type of
programme, event and activity, such as whether it
is contemporary, classical, family-orientated etc.
The other two key variables to attendance across
the nations are education and social grade.

•

There is a great deal of similarity in attendance
trends across the nations, with just a few national
specific trends and patterns of attendance.

•

Around three-quarters of England, Scotland, Wales
and Northern Ireland’s population attend at least
one cultural activity or venue per year.

•

The attitudes displayed by the attendance
survey’s respondents show that the adult
population across the UK believes that school
children should participate in culture, that
culture enriches people’s lives, that there is an
important social element to attending and
participating in culture and that you can acquire
new skills from cultural activity. These are the
attitudes and beliefs sponsors align their brands
to when they sponsor cultural venues and events.

•

Museums and visual arts are key artforms for all of
the nations and evidently very popular, while other
artforms like dance saw a decline. Ballet, opera and
contemporary dance all have niche market appeal
in comparison to the mass market appeal of
museums and galleries.

•

Historic environments are the most attended
cultural destination in England but it receives very
little investment, suggesting there is an opportunity
for sponsors, which is not currently being exploited.

•

Museums and galleries in England are attended by
46% of the population and receive around 32% of
the total business investment. This is a vital source
of investment for museums and galleries and the
market appeal of the artform could be a
contributory factor in sponsors liking to partner
these types of cultural organisations.

•

Festivals and events are one of the most popular
artforms in England and are a popular artform to
sponsor too. This could be for a number of reasons.
The wide ranging and varied activities which take
place as well as logistical support means it is
relevant for lots of different businesses to sponsor
parts of festivals or events. Festivals and specific
events tend to be quite transient, with concentrated
activity for a defined (and frequently short) period
of time, which matches the shorter-term nature of
cultural sponsorship discussed in chapter 4. Also,
festivals and events tend to appeal to a broad
audience, which again corresponds to the ‘mass
market’ objective of many businesses.
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% of business investment in the nations
by artform
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Regional attendance
Having now examined overall attendance in
the UK and the variations across the four
nations, what about the English regional
variations in attendance?
As already mentioned, audiences at individual
cultural venues and events will vary considerably
depending on their location in the UK as well
as the programme/type of cultural activity it is.
In order for this report to provide as thorough
and robust a guide as possible for sponsors and
fundraisers alike, we now turn our attention to the
regional variations in cultural attendance.

Visual arts
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Other artform

Other combined arts
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Literature/poetry

Library/archive
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Film/video
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Community arts

Arts services

0
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Overview
From looking at total cultural attendance by region, the
South East has the highest rate of cultural attendance
with 73% of the South East population attending,
followed by the South West and East of England
jointly with 72%. London has the fourth highest level
of cultural attendance with 63%. London, in terms of
private investment, is the major focus of investment
activity. In 2007/08 London received 25% of the UK’s
total private investment or £477.5 million.
Comparing the regional distribution of business
investment, unsurprisingly, London is a major draw
with 58% of England’s business investment going to
the capital. The North West is the repository for 11%
of the investment made by businesses, the North East
with 7% and the South East with 7%.
Business investment does not reflect regional
attendance as there is a lot of cultural activity taking
place and being attended outside of London.
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Cultural attendance by region
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Historic environments

The South East has the highest attendance levels for
historic environments with 75% of people attending.
Nearly all of the regions saw a decline between the two
surveys except the East of England which stayed the
same and the North East and Yorkshire & the Humber
which increased. Yorkshire & the Humber actually
increased by a margin of 3.6%.

London has the lowest attendance of all of the regions
for attendance to historic environments. London
actually experienced a decline between the two
surveys in attendance as well, making it significantly
behind all of the other English regions for attendance
to historical environments.

Regional attendance to historic environments
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Libraries and archives
Archives saw quite a big decline in attendance across
all of the regions, hence the national fall by 1%. The
South East saw the biggest fall in attendance by nearly
2%, followed by London, North West and the North
East. The East Midlands and West Midlands, however,
bucked this trend by having an increase in attendance
between the surveys by 0.4% and 0.2% respectively.
Despite this trend, the West Midlands and the South
West had the highest overall attendance to archives
of all of the regions (6.4% and 5.4% respectively). The
North East and London have the lowest attendance
rates at archives with 3.6% and 4.5% respectively.
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Across all the regions, libraries and archives received
around 1% or less of the regional business investment.
Practically all of the business investment libraries
and archives received was focused on London (87%).
However, London did not have the highest attendance
rates for archives.
All regions saw a fall in library attendance. The
most significant drop was in the London, followed
by the East of England with attendance at 3.5% and
3% lower in 2006/07 than in 2005/06. Yorkshire
& the Humber had the lowest overall attendance
levels at libraries with just 40.5% of the regional
population attending.
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Approximately 31% of the business investment in
England went to museums and galleries, making
it the single most popular artform for investment
by businesses. Around 80% of this investment
goes to London museums and galleries, again
showing the dominance of London as the preferred
region for business investment. However, looking
at the attendance, there is actually a far more even
distribution of museum and gallery attendance than
investment, with the South East, North East and East
of England not, proportionally, that far behind London.

Museums and galleries
Unsurprisingly, given the museums and galleries
located in London and the South East, these
regions had the highest overall museum and gallery
attendance, but it is worth noting that the East of
England and the North East are just a few percentage
points below them. It was actually the North East and
the South East which saw the largest increases in
regional attendance between 2005/06 and 2006/07
(1.5% and 1.3% respectively). London experienced the
biggest drop in attendance by a margin of 4%, but the
East Midlands was not far behind with a 3% drop.

Therefore, there are clearly opportunities in the
regions to sponsor museums and galleries and still
reach a wide audience. The one thing which London
venues do offer though is a large international
audience, with London having received over 15
million international visits in 2007.3

The supply-demand dynamic of museums and
galleries is a big factor in attendance and that context
needs to be remembered when viewing these results.
For example, London and the South East obviously
have a huge range of museums and galleries and,
although this presents opportunities, it also denotes
the competiveness of the cultural environment for
audiences as well as for sponsors in these regions.

3 International Passenger Survey, Office
for National Statistics, 2007
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Art events

We saw that in Wales and Scotland festivals were a
popular artform and something businesses were very
keen to invest in. Focusing on the English regions,
28% of the North West’s business investment went on
festivals and 24% in the South West, whereas only 2%
of London’s business investment and 4% of the South
East’s investment went on festivals. The majority of
the £10 million invested by businesses on festivals,
nationally, actually went to the North West (40%) and
London (15%), followed by the South East (14%), the
South West (13%) and Yorkshire (6%).

Art events have a very high attendance rate across
all of the regions. The highest though is in the South
East, the South West and the East of England. The
South East’s regional tourism strategy says the
region aspires to be the ‘must see’ region and iconic
events and festivals are a cornerstone of achieving
that. Despite the number of art events taking place in
London, the capital actually has one of the lowest art
event attendances with 63%, which perhaps suggests
that many of the cultural events attract people from
outside of the capital. Besides London, the South West
and the West Midlands saw a decline in attendance
rates between the two surveys. In contrast, the East of
England saw the largest increase in attendance by 3%.
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Regional attendance by artform
There are some interesting regional variations in
attendance when we break it down by specific artform.
People in the South East and the East of England
display a much greater propensity to attend other
theatre performances, with a 6% higher margin
attending from these regions than any other region.
Plays and drama display a similar attendance trend
to other theatre performances, with the South East
and East of England having the highest attendance
rates and Yorkshire & the Humber having the lowest.
Culturally-specific festivals have a slightly different
regional attendance pattern, with London dominating
the attendance figures. This is not that surprising
given the cultural diversity of the capital or the cultural
event programming undertaken by the Boroughs and
Mayoral office.
There does seem to be a slight ‘North-South’ divide
in terms of cultural attendance with the South East,
South West, East of England and London consistently
achieving higher attendance figures by artform
than the other regions; there are of course some
noteworthy exceptions to this trend. For example,
carnivals are very popular in the South West, East,
East Midlands, South East and the North West.
Yorkshire & the Humber and the North East are
almost on a par with London and the South West for
attendance to street art events.
Craft exhibitions seem to have a relatively low
attendance level in London when compared to the
other regions (the lowest by a margin of 3%). This
seems to corroborate and be reflected by the Private
Investment in Culture Survey’s findings, with
investment in the crafts sector down by 18% on the
previous years. Despite the relatively niche attendance,
22% of England’s business investment in the crafts
sector went to London crafts, interestingly, 32%
went to the Midlands and 21% to the South West –
suggesting interesting sponsorship opportunities and
activity. This strongly suggests that the crafts sector,
especially in London, needs some support.
In contrast, another niche artform, attendance to video
and electronic art is much higher in London than
elsewhere, receiving 75% of business investment in
this artform. Although again confirming all of the
national survey findings that video and electronic
art has a niche appeal, it also emphasises the limited
number of opportunities to attend such an artform
around the UK.
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Theatres in England received £15 million in business
investment in 2007/08, 44% of which went to London
theatres and 25% to the Midlands. The investment
the theatres in the Midlands, the South West and the
South East received is important for those regions
because it represents a significant percentage of their
total private investment.
Although this detailed regional-artform breakdown
provides some important indications about regional
preferences and attendance patterns, it highlights the
fact that the most important factor in attendance levels
is the number of opportunities there are to attend – the
supply-demand dynamic. If certain artforms take
place rarely or less frequently in some regions than
others, naturally, attendance would be relatively low,
but it does not necessarily mean that these artforms
are unpopular or under-subscribed.
Therefore, there is an opportunity to spread and
diversify cultural activity across the regions (where
actual or latent demand is exhibited) and businesses
could be key in supporting this because of their
valuable expertise and knowledge in developing
supply for the market. In turn, businesses which
undertook such activity could be perceived as market
leaders, forward thinkers and in tune with the market.
Obviously, however, the risks need to be balanced with
the potential benefits which can only be evaluated
on a case-by-case basis as with any other strategic
business development decision.
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Conclusions to regional attendance

•

Londoner’s attendance to culture fell across many
of the artforms between the two surveys. Despite
this, London still had the highest levels of
attendance for museums, galleries and libraries.

•

Yorkshire & the Humber tends to have one of the
lowest levels of cultural attendance when compared
to the other regions, except for attracting people to
its historic environments.

•

London is the major draw for business investment,
with 58% of all business investment in England
going to London. Following the capital is the North
West, with 11% of all business investment in
2007/08. Attendance at museums and galleries is
more distributed than business investment. London
is presumably attractive to businesses because of
the wide audience base sponsors can reach, both
UK and international audiences.

•

Attendance does vary across the regions and a
major factor in this is the opportunities for
attending and participating in culture (the
supply-demand dynamic). Therefore, the regional
context and competition needs to be borne in mind
when considering the market and audience
information in order to make decisions about
sponsorship.

•

After London, the South East had a high attendance
rate and business investment rate. Surprisingly the
North West had a relatively low proportion of its
business investment going to museums and
galleries given that it was Liverpool’s Capital of
Culture in 2008. However, this may be because the
investment in cultural programming was counted
in the 2006/07 survey as investment was pledged
and received before 2008.

•

As discussed in some detail above, some of the
artforms in the regions have experienced a surge in
attendance between the two surveys – these may
represent good sponsorship opportunities for
businesses to pursue if they wish to increase their
regional presence or support specific communities.

•

The South East and the East of England have
relatively high attendance levels for a number of
artforms in comparison to the other regions, such
as other theatre performances, plays, drama and
craft exhibitions.

•

Craft exhibitions in London seem to be fairly
poorly attended in comparison to the other
English regions, which suggests that not only is
the crafts sector niche in its appeal but also in
need of some support.

•

•

Art events and festivals seem to be an artform
businesses like to invest in, especially within the
North West and South West. In terms of the
regional distribution of the business investment in
festivals, the North West is key (accounting for 40%
of all business investment in festivals), followed by
London, the South East and the South West.
Broadly speaking, the patterns of attendance reflect
those of business investment in festivals.
Excluding libraries and archives, attendance in
most of the regions has increased and this is
especially true for regions like the North East,
North West, Yorkshire & the Humber and the East
of England.
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•

•

What is very clear from the regional breakdown of
attendance is that one of the most important factors
in attendance is the cultural opportunities
available; if fewer exhibitions, video art, carnivals
etc take place in a region, then attendance levels
are skewed to reflect this.

There is some relation between investment and
attendance but what is perhaps clearer from the
findings is that there are a number of sponsorship
opportunities across the UK, but especially in the
regions, which are under-utilised by businesses.

Regional attendance by artform
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Introduction
Audiences London, the regional audience development
agency for the capital, has collected information
about audiences and their behaviour through 40 box
offices at London performance venues in order to
build a ‘Snapshot’ of the City. Using the MOSAIC geodemographic profiling and mapping tool, it has been
possible to gather this information and cross-reference
it to London as a whole. Although much of the data
is concerned with performing arts, the findings do
corroborate some of the Taking Part Survey findings
and helps to move the analysis forward, whilst
providing some important indicators about cultural
attendance in general.
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We are now looking at the capital’s audiences and
investment in more detail. Although the data relates
only to London there are some interesting and
important indicators for the other regions too.
For ease of reference, the MOSAIC groups and types
are as follows. It should be noted that MOSAIC is just
one market segmentation model and many cultural
organisations have their own bespoke one, such as
the National Trust and the Arts Council. Unlike many
of these models though, the MOSAIC one is based on
geo-demographic data.
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Group

Description

Type

Description

A.
Symbols
of success

Well set in careers, in upper income tax
ranges, senior management positions or
built own successful enterprises

A01.
Global
Connections

10% of snapshot households and 5% of London
households
Wealthy inner London neighbourhoods, childfree
older couples who enjoy prestige activities

A02.
Cultural
Leadership

8% of snapshot households and 2% of London
households
Highly educated, families, senior positions in
knowledge professions

A03.
Corporate
Chieftains

6% of snapshot households and 2% of London
households
Wealthy business executives in large detached
houses, enjoy expensive activities and with limited
leisure time

A05.
Provincial
Privilege

2% of snapshot households and 2% of London
households
Older, well-educated, living in suburbs,
approaching retirement, active in local community
and suspicious of consumer advertising

C18.
Sprawling
Subtopia

2% of snapshot households and 3% of London
households
Middle-aged, middle-class, semi-detached with
relatively conservative attitudes

C19.
Original
Suburbs

5% of snapshot households and 6% of London
households
White, British middle-aged couples with schoolaged children and attracts young professionals

C.
Suburban
comfort

Successfully established themselves and
their families in mature suburbs. Children
independent, work less challenging, loans
less burdensome and therefore have time on
their hands.

D.
Ties of
community

People who live in established, rather
old-fashioned communities. Younger than
average, married or cohabiting and bringing
up children

D27.
Settled
Minorities

5% of snapshot households and 11% of London
households
Young families and single, ethnically diverse,
living in urban terraces and aspirational

E.
Urban
intelligence

Are young, well-educated, open to new ideas
and influences, cosmopolitan in tastes and
attitudes and are ethnically and culturally
diverse

E28.
Counter
Culture Mix

10% of snapshot households and 10% of London
households
Young professionals, ethnic minorities, mobile
educated and enjoy diversity

E29.
City
Adventurers

10% of snapshot households and 7% of London
households
High-earning young professionals alongside
poorer communities, materialist and could be new
to London

E30.
New urban
Colonists

9% of snapshot households and 7% of London
households
Established professional families, highly educated
and working in knowledge industries

F36.
Metro
Multicultural

4% of snapshot households and 13% of London
households
Public housing, ethnically diverse tenants,
majority aged 25 - 45 years and many have
children

F.
Welfare
borderline

Struggling to achieve the material and
personal rewards that are assumed to be
open to all in an affluent society, most rely
on the council for accommodation and on
state benefits

Typical profile
The key market segments, using the geo-demographic
profiling tool MOSAIC (developed by Experian),
are represented by the Groups Symbols of Success
and Urban Intelligence. Both of these groups are
172

Source: Audiences London

Chapter 5

Cultural attitudes & attendance

over-represented among audiences, compared to
London’s population as a whole and make up 63% of
the attending households. Audiences London and its
clients have come to recognise this pattern across all
artforms within London.

The MOSAIC Types which are over-represented
among the cultural audiences of London are
graphically represented below. The pattern of Types
found in the performing arts is recognisable across
many other artforms. The Types differ slightly in terms
of lifestage.

Performing art attendees profile in london by
MOSAIC group and type
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Factors affecting attendance
The Audiences London data has been able to establish
which MOSAIC groups are most likely to attend
cultural venues and events in London, but how does
this vary across artform?
Around a quarter of the households attending dance
were from the MOSAIC Group Symbols of Success,
compared to the benchmark of 32%; whereas the
orchestral benchmark has 40% of its households from
this group. For the Children and Family artform, 27%
of the households are of the Mosaic Group Urban
Intelligence, as opposed to 31% in the benchmark and
34% of households attending Plays/Drama.

The slight differences in profile across the artforms
can only be indicative and not conclusive and the
variances can be explained by a variety of factors, and
not necessarily the artform in itself, as the following
graph indicates.
The variation across artform is by a degree rather than
offering radically different attendee profiles, as was
found in the Taking Part Survey for England when it
examined attendees by artform.
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The following graph looks at the different genres of
dance represented in the Snapshot London dance
benchmark in order to try to explore the variables
that radically affect attendance. The graph shows
that there is an equal amount of variance of profile
within one artform as across the artforms. In this case
the data compares a more popular form of dance to
contemporary dance and mixed-media dance.

As detailed in the Taking Part Survey 2005/06 which
looked just at artforms in England, there is actually
greater variance within an artform than between them.
What is important are those attributes which influence
someone’s perceptions, and therefore whether they
consider that it is ‘for them’.

The pattern shown here is that the more popular a
production is, the more likely it is to attract a slightly
higher proportion of Symbols of Success; and
conversely the more unusual the dance form, the
higher the proportion of households from the Urban
Intelligence Group.

MOSAIC group across different types of dance
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Sponsorship
& attendance
conclusions
•

When a business sponsors a cultural venue or
event, it aligns its brand to that of the cultural
organisation. The perceptions the public have
about culture and that particular venue or event
will be partly transferred to the sponsor. Therefore,
it is important to understand the perceptions and
views about culture if businesses are looking at
sponsorship to have an impact on their brand. The
views expressed from the attitudinal aspects of the
attendance surveys shows that people believe the
following about culture:
•

that culture enriches people’s lives and
communities;

•

through attending and participating in culture,
people can gain new skills which can be
economically advantageous.

•

Businesses involved in cultural sponsorship could
therefore be seen as perpetuating these values as
well as committed to issues about quality of life,
community and staff/personal development.

•

Around three-quarters of the UK’s population
attend a cultural venue or event every year.

•

Households and individuals do seem to be
committed to spending their time and money on
recreation and culture as demonstrated by the
relatively high levels of household expenditure on
recreation and culture in the UK when compared
to other countries and the individual investment
in culture at around £382 million (up by 25% from
last year).
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•

In order for strategic decisions to be made by both
the cultural organisation and the business,
audience data is invaluable. The more detailed the
information a cultural organisation can supply to a
potential sponsor, the better. This information
provides a compelling case for sponsorship and
helps develop an attractive business proposition.
Information about market segments, demographics,
behavioural patterns and attitudes will help
sponsors market themselves through people’s
lifestyle and thereby fulfil their marketing
objectives. However, not all cultural organisations
are able to supply such detailed information about
their audiences and again partnering with
businesses can help cultural organisations with
their marketing.

•

The detail of the market profiles of cultural
attendees by artform, nation and region is
discussed above. Although there are of course
variations, there are actually a number of
similarities in the trends. For example, the three
most significant factors affecting someone’s
propensity to attend culture is education, social
grade and location (people located in London are
more likely to attend than many of the other regions
but this margin seems to be declining according to
the Taking Part Survey for England).

•

Another area of similarity between the nations and
regions is which artforms appeal to the mass market
and which have niche appeal. Museums, galleries,
exhibitions, films and pop/other live music are some
of the most attended artforms in the UK; whereas
video/electronic art, ballet and contemporary dance
are quite niche cultural activities.

Chapter 5

•

The greatest variation in attendee profile actually
is not so much by artform but the type of
programme, activity, event it is e.g. is it a classical
performance, contemporary, family-orientated etc.
This is suggested by the Taking Part Survey for
England but explored in more detailed by
Audiences London.

•

But is there a relation between popularity/high
attendance and sponsorship? In the case of some of
the top performing cultural venues and events,
there probably is. Some of the blockbuster cultural
activity of 2007/08 has had a business sponsor.
However, overall, the situation does not appear to
be so straightforward:
•

There does not appear to be such a strong
correlation between the most popular artforms
and business investment as one might expect.
Some sponsors are, of course, looking for that
mass market appeal but others are clearly
seeking to market themselves to a very
particular consumer profile, which is where
more niche artforms have their sponsorship
potential and, as evidenced by the Private
Investment in Culture Survey, there is a
sponsorship market for them.

•

Museums, the visual arts and festivals are some
of the most popular cultural activities across the
nations and regions and tend to receive the most
investment from businesses, but there are
regional and national variations to this trend.

•

It is interesting looking at the national variations
in business investment, for example, Wales and
Northern Ireland receive around half of their
private investment from businesses.

Cultural attitudes & attendance

•

•

There are particular artforms by nation and
region which seem to rely heavily on
businesses as a source of private investment
while others, like heritage, seem to rely on
harnessing the power of the individual as a
source of investment.

•

What is evident is that there are key
opportunities for businesses to invest in culture
either because few businesses seem to be
investing in a particular artform in that region/
nation at the moment e.g. crafts and literature or
because the artform reaches a wide audience
and there is greater value sponsors could exploit
from this e.g. festivals or museums and galleries
outside of London.

What is impossible to establish from this research,
however, is the cause and effect. Do sponsors prefer
sponsoring the most attended artforms (sometimes,
but probably not always) or do sponsors help
diversify and expand cultural audiences by
enabling innovative programming? What is
important to remember is that different types of
sponsorships work for different partners depending
on the aims, objectives and required impacts
(whether it is about marketing, brand positioning,
business competitiveness, corporate social
responsibility, staff development etc).
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Introduction

Media coverage is perhaps one of the most
commonly quoted and quantified outcomes/
benefits of cultural-commercial partnerships.
The Scottish Taking Part Survey into cultural
attendance found that the three main sources of
information which motivated attendance were
recommendations from friends and families
(which could also include social networking
websites), reviews in papers and magazines,
and information found on the internet. This
highlights the importance of media coverage in
influencing people. Also, it can be a key benefit
to sponsors and support brand awareness, brand
values, marketing, audience reach and market
penetration, which should in turn correspond to
business development performance indicators
(e.g. sales).
However, media coverage and media crediting is
increasingly complicated and fragmented and
has been cited as an area of particular frustration
for sponsors.
This chapter presents some of the issues
and opportunities around media coverage of
partnerships which both partners face. As well
as provide a source of information about where
coverage of the cultural activity could appear,
It will inform both partners about how to work
together to generate better media coverage.

Media crediting:
The context
Media coverage is evaluated by its length, its audience
reach and profile and whether its key messages are
effectively communicated. Excellent media coverage
can be achieved, as the case studies later show, but
sponsors of culture can find it difficult to gain coverage
with the media covering the cultural activity without
mention of the commercial partner.
This is a long-standing issue and can be attributed to
a number of reasons; one of these is the three different
perspectives of those involved:
•

The commercial partner feels that their investment
in culture deserves some recognition and coverage,
as would any of their other business news.

•

The cultural organisation, who frequently manages
the media relationship, can sometimes find it
difficult to present both the artistic and business
messages, and many cultural organisations want
coverage for themselves too.

•

The media can interpret sponsorship as
‘advertising through the back door’ and not worthy
of coverage. Some media outlets take the view that
if a business wishes to advertise, they should pay
for it from another budget.

This is a generalisation but this three-perspective
issue has been evident in many partnerships. The
media can also be fairly inconsistent in its approach, in
that sometimes they will print the name of a sponsor
and other times they will not. This inconsistency,
fragmented and multi-perspective situation means
media crediting is a major issue.
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Sport sponsors do not tend to find the same issue
because, as discussed in chapter 4, the world of sport
is very different to that of culture. Sport sponsors
control the coverage rights, which means they
guarantee themselves media coverage and where
they are title/headline sponsors e.g. the Barclays
Premier League, the press have to print the sponsor’s
name. The comparison with sport is not, therefore,
that helpful in providing indicators for how cultural
organisations and businesses can deal with the issue
of media crediting, unless cultural partnerships wish
to adopt the same approach as sport sponsors.

The press:
National newspapers

In culture, the media have a very low inclination
to support ‘badge sponsors’ of the arts. But, what
the media do have a much greater propensity to
cover (whether that is in print, broadcast or online)
are partnerships which are doing something
truly innovative, creative, bold and different. The
commercial sponsor is therefore a story in its own
right, in addition to the cultural activity.
Finally, as previously mentioned, the cultural partner
tends to manage the media relationship and there
can be a degree of un-sophistication and difficulty in
communicating the cultural and business messages.
Many of the commercial partners will have great
expertise, knowledge, skills and existing media
relationships which could all be drawn on for the
benefit of both partners. This highlights a point made
earlier in this report, that partnerships should not just
be about the exchange of money but an exchange of
knowledge and skills so that the relationship is as
effective and impactful as possible.

Turning our attention to what press coverage there is
for the arts and consequently, what potential media
outlets there are to target, over the next few pages
we provide some headline circulation and readership
profile information.
The UK’s national newspapers are, to some extent, the
pinnacle of media coverage because of their status and
circulation in the UK. However, for many arts-business
partnerships they may not be relevant or appropriate
target publications. A number of these newspapers
are unlikely to be interested or appropriate for artsbusiness coverage. The most relevant are those which
offer supplements focusing specifically on the arts and
culture, including the Guardian, The Mail on Sunday,
The Times and The Independent or the business/
commercial focused press such as the Financial Times.
Depending on the target audience, the tables
below should provide an initial indication of broad
audience demographics and circulation, from which
partnerships can conduct more focused research as to
the appropriate national newspapers to target.

Media coverage cannot be guaranteed and it cannot be
relied upon as the only outcome of a partnership, but
this does not diminish its importance as an outcome
for both partners.
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Top 20 national newspapers in the UK
by average edition circulation
National
newspaper

Publication
days

Average circulation
per edition*

Summary of cultural coverage

News of the World

Sun

3,138,782

Demographic profile is 60% under 45 years of age, 40% ABC1 and 47%
female
Website – covers film, fashion, interior and music, ‘ lifestyle’
Fabulous – replaces Sunday supplement. Described as ‘handbag-friendly
format, stylish, clutter-free cover image and photo-led features’ – the third
supplement to be targeted at women
Big on TV – Weekly supplement seven-day TV listings, with soap and
movie news

The Sun

Mon-Sat

3,060,447

Website – Covers film, music and fashion
Tuesday – Main News including ‘Sun Woman’ looking at fashion

The Mail on
Sunday

Sun

2,218,418

The Mail on Sunday - arts & entertainment Review
The Mail on Sunday 2 – features section on Entertainment

The Daily Mail

Mon-Sat

2,184,165

Website – Fashion News
Monday – Features Life Style, Women’s features section devoted to
fashion, beauty and style
Friday – It’s Friday - Entertainment section featuring theatre, culture, art,
film releases, rock and pop; Books on Friday - Literary section including
reviews, events and societies
Saturday - Weekend Magazine - Includes cookery, wine and a television
and radio section

Daily Mirror

Mon-Sat

1,419,335

Website – Film and Music covered. Fashion mainly focusing on celeb style
and high street trends
Friday – The Ticket! - Movie reviews, cinema, DVDs, music, gig guide,
clubs, stage and events schedule

Sunday Mirror

Sun

1,289,067

The Sunday Times

Sun

1,234,076

Style Supplement – Including fashion, food and interiors
Culture Supplement – Includes TV, film and literature

The Daily
Telegraph

Mon-Sat

843,196

Website – have a section dedicated to culture including an Arts blog and
Telegraph TV featuring a bite-sized arts and entertainment video that
reviews the latest films, shows, events and television every weekday
lunchtime
Monday – Features Art sales, your business, arts, fashion, health &
wellbeing
Tuesday - Includes features - arts, style
Wednesday - Includes features - arts, education
Thursday - Includes Features - arts, style
Friday - Includes Features - arts, fashion, films
Saturday - Includes Features - parents & education, fashion. Arts and
books supplement

Daily Express

Mon-Sat

742,142

Website – Entertainments section that includes – film, music, stage,
literature and DVD reviews

Daily Star

Mon-Sat

696,893

Website – includes reviews section on film, DVDs and music, there is also
a Film & Music Forum

Sunday Express

Sun

669,386

Website – Sunday Express has own page on Daily Express Website
including sections called Day & Night and Fashion & Beauty which look at
film, stage and fashion

The Times

Mon-Sat

629,561

Times 2 – (Mon) Men’s Fashion, (Weds) Style, (Thurs) Screen: Previews,
Interviews and Debate, (Fri) Sounds: Latest music news and reviews
Crème – Fashion
Saturday - The Knowledge – seven-day listings guide covering screen,
stage, sounds, sights and TV & Radio and The Magazine - Glossy lifestyle
magazine including fashion, style and beauty, food and drink, interiors
and design

The Sunday
Telegraph

Sun

628,832

Stella – supplement includes fashion, features, interior design
Seven – supplement includes arts, books, music, film and entertainment
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National
newspaper

Publication
days

Average circulation
per edition*

Summary of cultural coverage

The People

Sun

614,636

Website – ‘Showbiz’ section includes Film

Sunday Mail

Sun

463,187

Website – TV & Showbiz section looking at film, music, entertainment,
DVD & video

The Observer

Sun

455,130

Business & Media - Business news, the markets & analysis, Cash
(personal finance section)
Review - Arts, books, film, music, releases
Television - Weekly TV listings
Observer Magazine – includes interviews, fashion, style and food
Observer Music Monthly - Published on the third Sunday of every month;
includes interviews, features and details of music releases

Financial Times

Mon-Sat

451,676

Website – Section dedicated to Media focusing on financial media news.
Under Companies there are review sections dedicated to Book, Arts and
Style under Weekend

Daily Record

Mon-Sat

373,157

Website - Entertainment section covering film, music and TV. There is
also a fashion section

The Guardian

Mon-Sat

354,272

G2 – daily newsprint magazine includes features, interviews and columns
MediaGuardian - (Mon) Media news and features, appointments and
courses
Film & Music – (Fri) Arts supplement dedicated to Film & Music coverage
Review – (Sat) Arts and books
GuardianWeekend – (Sat) Magazine includes fashion and food
The Guide – (Sat) includes seven-day TV listings, cinema, arts reviews
and previews Website – There is a Culture, Arts Video and Cultural Blogs
section

Daily Star – Sunday

Sun

354,223

Website – the site covers TV and some Style

Evening Standard**

Mon-Fri

306,747

Mon – includes ES Review, The Arts, Books, Entertainment Tonight Tues
- includes ES Review, The Arts, Entertainment Tonight Weds - includes
ES Review, The Arts, Food, Media Thurs – includes ES Review, The Arts,
Film, Theatre & Music, Fashion, Entertainment Tonight Fri - includes
ES Review, Weekend TV, Art, Entertainment Tonight and supplement
ES Magazine Website – has section dedicated to Film, Theatre, Music,
Comedy, Arts & Exhibitions. Also there are blogs by Louise Jury (Arts),
Richard Godwin (Music) and Nick Curtis (Film)

The Independent

Mon-Sat

201,019

Extra – (Daily) Supplement - includes Features, reviews, 10 best, arts,
listings, TV
Media Weekly – (Mon) Supplement - Covers broadcasting, publishing,
advertising, marketing and PR
education & careers – (Thurs) Supplement - Explores the relationship
between learning and earning (may include culture)
Arts & Books Review – (Fri) Supplement - Comment, Features, Arts, Film,
Music, Books and theatre
The Independent Magazine – (Sat) Features, Books, Gardening, Food &
Drink, Design The Information – (Sat) Supplement - 50 Best, Arts, Books,
Theatre, Film, Children, Restaurants, Music, TV & Radio Listings
Website – Media news section. Arts & Entertainment section covering
architecture, art, music, classical, TV & radio, theatre & dance, comedy
and books

The Independent
on Sunday

Sun

165,764

The Critics – a main news feature - visual arts, music, broadcasting
reviews
Business on Sunday – includes Media - print, broadcast, online,
advertising, marketing
The New Review – Supplement includes Revue - faces, places, openings,
parties, trends. Arts & Books - profiles, opinion, interviews, reviews Living
- experience, style, eating, interiors, Diversions and TV Listings

Daily Sport

Mon-Sat

79,260

Sunday Sport

Sun

78,607

*Average circulation figures per edition are calculated over the period of 29-Sep-2008 to
26-Oct-2008. Some publications are daily, others weekly etc, therefore the figures only
relate to the average circulation for a single edition.

Source: ABC Media figures and Newspaper Marketing Agency http://www.nmauk.
co.uk/nma/do/live/factsAndFigures

** The Evening Standard is a London-only newspaper but it does have a circulation
comparable to the national newspapers
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News of the World

The Sun

The Mail on Sunday

The Daily Mail

Daily Mirror

Sunday Mirror

The Sunday Times

Daily Telegraph

The Times

Sunday Telegraph

The People

The Observer

The Guardian

The Independent

Independent on Sunday

Evening Standard

Demographic profile of readers to some national
newspapers (% of readers)

Men

51

56

49

47

56

50

53

55

59

53

50

52

56

61

58

57

Women

49

44

51

53

44

50

47

45

41

47

50

48

44

39

42

43

15-24

15

18

10

8

11

17

12

7

12

5

6

14

13

16

15

10

25-34

20

20

9

7

13

16

15

7

14

7

15

21

21

16

24

18

35-44

22

19

17

12

17

18

21

11

14

13

17

19

18

21

25

29

45-54

16

16

19

17

17

16

20

14

19

17

16

18

18

18

20

20

55-64

13

12

21

23

17

15

16

21

17

21

20

12

14

15

10

12

65 +

14

15

24

33

26

19

16

40

23

37

27

15

15

14

6

11

ABC1 Adults

40

38

66

65

41

45

87

86 87 87

33

87

92

87

84

79

C2 Adults

29

30

21

20

27

26

8

9

9

8

33

7

3

8

9

15

DE Adults

31

33

14

16

32

19

4

5

4

5

34

6

5

5

7

16

Age

Social Class

Source: Newspaper Marketing Agency,
www.nmauk.co.uk
January – June 2008

Top 20 Scottish newspapers by average
edition circulation
Newspaper

Average edition
circulation*

Newspaper

Average edition
circulation*

Edinburgh Herald & Post Group

218,321

Fife & Kinross Extra

51,663

Herald & Post Edinburgh

128,267

Falkirk & Grangemouth Advertiser

50,969

The Glaswegian

99,251

Edinburgh Evening Post

49,208

The Extra Group

90,152

The Fife Leader South Edition

49,109

Dunfermline Press Group

82,430

Lothian and Peebles Times

48,096

Aberdeen – Press & Journal

80,136

Fife Free Press Group

47,110

Aberdeen Citizen

76,471

Herald & Post, West Lothian

45,434

Glasgow Evening Times

72,535

Herald & Post, Fife

44,620

Dundee Courier & Advertiser

72,527

The Lanarkshire Extra Group

38,997

Aberdeen – Evening Express

53,130

The Extra – Glasgow South & Eastwood

36,668
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Top 20 Welsh newspapers by average
edition circulation
Newspaper

Average edition
circulation*

Newspaper

Average edition
circulation*

The Post Group

106,229

Daily Post

35,838

Celtic Newspaper Group

87,962

North Wales Chronicle

34,164

The Cardiff Post

73,771

The Flintshire Standard

31,528

Swansea Herald

67,448

Weekly Argus

30,974

Campaign Free Newspapers Group

67,448

North Wales Pioneer

30,310

South Wales Evening Post

58,035

The Rhyl, Prestatyn & Abergele Journal

30,138

Cardiff – South Wales Echo – Evening

44,624

South Wales Argus – Evening

28,236

Wales on Sunday

42,763

Campaign Caerphilly, Ystrad, Mynach & Bargoed 26,151

Wrexham Leader

42,060

Western Telegraph

24,808

The Western Mail - Morning

37,152

Rhyl / Prestatyn Visitor

24,120

Top 20 Northern Ireland newspapers by average
edition circulation
Newspaper

Average edition
circulation*

Newspaper

Average edition
circulation*

Community Telegraph Group

155,994

Community Telegraph North Down

34,977

Morton Newspaper Free Group

112,143

Community Telegraph South Belfast

30,955

Alpha Newspaper Group

85,664

North West Echo

29,452

Belfast Telegraph

75,964

Community Telegraph North & Newtonabbey

26,864

Morton Newspaper Paid Group

69,437

Ulster – News Letter

26,199

Derry Journal Group

67,216

Ulster Herald Group

24,679

Sunday Life

66,763

Community Telegraph West Belfast

22,327

Irish News - Morning

47,911

Craigavon Echo

21,721

Belfast News

46,966

Lisburn Echo

21,695

Community Telegraph East Belfast

40,871

Derry Journal

20,606

*Average circulation figures per edition are calculated over the period of 31st December
2007 – 29th June 2008. Some publications are daily, others weekly etc, therefore the
figures only relate to the average circulation for a single edition

Source: ABC Media figures
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Case Study:
Ulster Bank Belfast Festival at Queen’s
Ulster Bank’s objectives for being title sponsor were to
create a campaign that:
•

established the Bank as the ‘front of mind’ sponsor;

•

provided unique opportunities to customers by
driving the sponsorship through the branch
network;

•

used the Bank’s brand to extend the reach of the
arts;

•

led to it becoming the number one organisation
sponsoring the arts in Ireland;

•

used the sponsorship for staff engagement.

The strategy

In 2008, Ulster Bank became the title sponsor of
the Belfast Festival at Queen’s for the first time,
renaming it the Ulster Bank Belfast Festival at
Queen’s. In conjunction with the Bank being the
title sponsor for the Dublin Theatre Festival, Ulster
Bank has a strong commitment to be at the heart
of the performing arts sector in Ireland.
In 2008, the Festival wanted to develop a branding
campaign that would go beyond the regular arts
audience. The campaign was to impact on anyone
living or working in, and travelling through, Greater
Belfast – leaving them in no doubt that the Festival
had hit town.

Both organisations worked on the media plan that
would ensure the campaign’s objective were met.
Positive media relations and interest were generated
initially with a formal press launch to announce the
sponsorship, which all sections of media were invited
to. The media connection was further developed with
a second press launch of the Opening Night Concert to
announce a performance by the world-renowned film
composer Ennio Morricone. This strategic approach to
communicate with business and arts journalists faceto-face on both occasions generated headline TV and
radio news as well as making front page stories on all
Northern Ireland broadsheets.
The impact of the two organisations working together
ensured that all mainstream media were fully covered
with the same campaign for heightened awareness.
The two organisations worked collaboratively on this
to gain the maximum impact from the campaign,
rather than the sponsor embarking on a separate
campaign to simply highlight the sponsorship. This
resulted in the most comprehensive and effective
campaign in the Festival’s history.
Creating a logo that symbolised the relationship
between the Festival and Ulster Bank was very
important to the strength and messaging of the
partnership too. The structure of the Ulster Bank
Belfast Festival at Queen’s design incorporates
each logo, while still allowing the individuality of
each brand and character to come through. It was
important for both entities to retain individuality, while
representing the mutual unity and collaboration of
both brand identities.
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The impact
The Festival office recorded a total of 288 items of
coverage, the main media outlets being the Belfast
Telegraph (87 items), BBC Radio Ulster (36 items),
The Irish News (30 items) and News Letter (29 items).
In terms of broadcast coverage, prime peak airtime
was delivered on UTV throughout the campaign
period. UTV was selected to reach a mass, all-adult
audience. Radio activity aired on Cool FM/Downtown,
Citybeat and U105 targeting a wide age demographic
across Northern Ireland, with an increased presence
within Belfast.
Ulster Bank’s media monitoring analysis calculated
Festival media coverage referencing Ulster Bank to
have an advertising equivalency of £70k and a PR
value of £213k.
The phenomenal success of the sponsorship is further
evidenced by the results of a survey conducted by
Ulster Bank which found that:
•

Ulster Bank was cited by more than half of all
respondents as to which companies or brands they
associated with being involved in sponsoring arts
festivals such as the Belfast Festival at Queen’s, a
significant improvement from the pre-festival
research (24% increase).

•

Equally promising was the increase in perception
of Ulster Bank’s contribution to culture and arts
betterment (up 17% to 65%).
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Case Study:
Compton Verney, Bonhams & Morgan
Motor Company
In September 2008, Bonhams auctioneers and
Morgan Motor company became joint sponsors
of ‘Memories’ a three-year Heritage Lottery Fund
supported project aimed at capturing the histories
of people who lived, worked or visited Compton
Verney between 1921–1993. The exhibition
encouraged visitors to journey back to the time
of house parties, tea dances, jazz and art deco, in
celebration of the 20’s and 30’s at Compton Verney.
At the heart of the project is an interactive web archive,
holding personal memories and photographs, to which
the public can add to over the three-year period.
As one of the world’s oldest and largest auctioneers of
fine art and antiques and known increasingly for its
support of the arts, Bonhams auctioneers supported
Compton Verney’s project through cash sponsorship
as well as dedicated in-kind sponsorship. Bonham’s
staff offered free valuations to visitors bringing items
from the 1920’s and 30’s. As the other business
partner, Morgan Motor Company provided a rare fourseater Morgan sports car which is in a retro 20’s style,
along with a liveried driver, who gave lifts to visitors
between the car park and the gallery.
The strategy
Compton Verney sought to publicise business support
of this partnership through its events brochure
which is accessed by approximately 22,000 people.
In addition, Compton Verney utilised its e-bulletin
which is sent to 8,000 subscribers, as well as a media
release which was sent to around 300 journalists. The
event was also promoted via regional press and radio
advertisements. The target audiences included people
interested in the arts, families, retired people, urban
and rural residents within one hour’s drive of Compton
Verney and previous Compton Verney visitors.
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The impact
Press coverage was generated in a number of
publications and included mention of both businesses
as well as Compton Verney.
The main media outlets included: Wellesbourne News,
Cotswold Life, Warwickshire Life, Warwickshire
Living, The Solihull Observer, The Stratford Observer,
The Cotswold Journal, The Evesham Journal,
The Nuneaton Telegraph, Coventry Telegraph,
Warwickshire Telegraph, Cotswold Journal, Evesham
Journal, The Stratford Herald, Stratford Observer, and
The Leamington Observer.
Although there was no broadcast coverage, the value of
the coverage generated was about £6,550 (advertising
cost equivalent). In addition approximately 476 people
attended the event over the weekend which was deemed
a success by all members of the partnership.
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Case Study:
Sheffield Children’s Festival & Taylor Woodrow
The Sheffield Children’s Festival, now in its 16th
year, provides a unique and enjoyable opportunity
for children to work with professional artists and
performers and for the outcomes to be celebrated
in a professional setting.
The Children’s Festival is an annual event which in
2008 attracted over 20,500 visitors to more than 40
events and exhibitions taking place across the City.
The five-week festival provides children and young
people from over 130 schools in Sheffield with the
opportunity to develop their creativity and to take
part in cultural activities. Events range from music,
dance and drama performances to workshops and
exhibitions of sculptures, artwork and photographs.

The impact
At the end of the Festival both partners were very
pleased with the levels of both local and regional
media publicity received. Both the Sheffield Children’s
Festival and Taylor Woodrow were interested in
targeting families and local people. The Festival
recorded coverage from 26 local press articles. The
main local media outlets included Radio Sheffield (4),
Sheffield Live (1), Telegraph (3), The Telegraph (6), and
The Star (14). In addition, the partnership received
regional press coverage in the Yorkshire Post (3) and
broadcast coverage from five radio interviews.

The Sheffield Children’s Festival is sponsored
by Taylor Woodrow and Arts & Business. Taylor
Woodrow is a leading UK homebuilder, which was
selected in 2007 as the preferred bidder for the
£320 million Building Schools for the Future (BSF)
programme in the City.
The strategy
This partnership did not employ a ‘formal’ media
strategy; however, they both set out objectives that
they hoped to achieve from the partnership.
Sponsor’s Objectives:
•

to be credited on all note-paper and
promotional literature;

•

to have the sponsor’s name and logo on all
65 posters from mid-June to mid-July;

•

to appear within the festival brochure
(including the cover) ;

•

to host a sponsor’s reception;

•

to disseminate at least 15 press releases;

•

to feature on Sheffield Council’s website;

•

to publicise involvement in the trade press.

189

Private Investment in Culture 2007/08

Regional newspapers
Below is a list of the top 20 newspaper publications by
English region. Regional press coverage is probably
more relevant, appropriate and achievable than
national press coverage for most partnerships because:
•

it can engage an arts-business partnerships with
the community from where its staff, consumers and
audiences derive;

•

it can be perceived as more relevant to people’s
lives and more trustworthy, therefore having
greater market penetration;

•

it offers much better PR opportunities as you tend
to get better coverage because there is less
competition for space and you are less vulnerable to
national news agendas;

•

the national press frequently find their stories from
the regional press with some of the greatest PR
coups having started in a home town weekly or a
local evening newspaper.

In order to gain this coverage though, the requirements
and needs of the regional press need to be considered
at an early stage of the media strategy.
The top regional press tend to be free
publications and this reflects their dependence on
advertisements, which means there will be editorial
sensitivities about supposed ‘free advertising’ by
crediting sponsors. Targeting of these media outlets
will require detailed analysis of their geographical
and demographic coverage to ensure the media
messages will resonate with the press and readers
and meet the partnerships’ objectives.
The other very important issue with regional press
is that there are media groups that own a number
of press titles, such as the Trinity Group. When
preparing to approach these individual media outlets,
it will be necessary for the partners to understand the
ownership arrangements too.

190

Chapter 6

Media coverage & sponsorship

Top 20 regional newspaper groups by
average circulation
Newspaper

Average circulation
per edition*

Paid/free

MEN Weekly Free Newspapers Group

730,640

Free

Manchester Evening News

161,545

Paid / Free

Wirral Newspapers Group

153,077

Free

Liverpool Weekly Newspaper Group

144,673

Free

Wirral Globe

133,913

Free

Standard Selling Group

121,577

Free

MEN Weekly Paid Newspaper Group

111,266

Paid

The Advertiser Group

103,892

Free

Liverpool Echo

102,488

Paid

Stockport Times Group

98,481

Free

Southport Group

94,736

Free

Trafford Metro

93,903

Free

The Advertiser (Tameside)

91,039

Free

Chester Standard Group

90,049

Free

The Salford Advertiser

88,125

Free

The Advertiser (Oldham)

86,737

Free

Cumbrian Weekly Newspapers Group

86,095

Paid

The Advertiser (North and East Manchester)

79,971

Free

St Helen’s Star

79,085

Free

Champion

76,374

Free

North East Press Ltd Group

258,877

Free

Advertiser (North of England) Group

225,421

Free

Herald & Post Group

219,224

Free

Teeside Herald & Post Group

154,181

Free

Chronicle Extra - Newcastle

84,450

Free

Newcastle-Upon-Tyne Evening Chronicle

71,878

Paid

Chronicle Extra - Northumberland

69,919

Free

News Post Leader

69,295

Free

Chronicle Extra - North Tyneside

66,934

Free

South Durham Herald & Post Group

65,043

Free

Newcastle-Upon-Tyne Sunday

63,953

Paid

Darlington Aycliffe and Sedgefield Advertiser

63,771

Free

Stockton & Billingham Herald & Post

63,225

Free

News Guardian

59,344

Free

Chronicle Extra - Gateshead

58,646

Free

Chronicle Extra – South Tyneside

52,821

Free

Teesside Evening Gazette

50,431

Paid

Darlington – The Northern Echo

50,427

Paid

East Cleveland Herald & Post

46,757

Free

Middlesbrough Herald & Post

46,757

Free

Advertiser Group - Hull

137,438

Free

Leeds Weekly News Group

123,367

Free

Target Group

105,590

Free

Sheffield Weekly Gazette

104,030

Free

The Barnsley Independent

81,842

Free

York Star Group

64,002

Free

Rotherham Record

60,293

Free

Sheffield Journal

57,043

Free

North West

North East

Yorkshire and the Humber
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Newspaper

Average circulation
per edition*

Paid/free

Hull Daily Mail

56,287

Paid

Huddersfield Weekly News

55,500

Free

Doncaster Advertiser

54,721

Free

Leeds-Yorkshire Evening Post

53,262

Paid

Dearne Valley Weekender

50,371

Free

Sheffield Star & Green

50,285

Paid

York Star

49,465

Free

Leeds-Yorkshire Post

47,760

Paid

Barnsley Chronicle

43,473

Paid

Bradford Target

43,058

Free

Wharfe Valley Times

41,690

Free

Reporter Extra

41,690

Free

Midland News Association Group

593,547

Free

Observer Standard Newspapers Ltd Group

557,485

Free

Chronicle Newspapers Group

473,011

Free

Newsquest (Midlands South) Ltd Group

349,340

Free

Birmingham Mail Extra Group

176,395

Free

Express & Star (West Midlands)

138,116

Paid

News Group

131,833

Free

Coventry Observer

122,581

Free

The Coventry Times

121,743

Free

Shropshire Newspapers Group

120,536

Free

North Staffs Advertiser

103,558

Free

Sutton Coldfield and Great Barr Observers Group

91,231

Free

Feel Alive Magazine

88,952

Free

Solihull News

86,996

Free

The Comet Group

86,193

Free

Redditch, Bromsgrove & Droitwich Advertiser Group

83,770

Free

Sandwell & Great Barr Chronicle

79,026

Free

Solihull Observer

74,026

Free

Lichfield Mercury Newspapers Group

72,172

Free

Solihull Times

71,035

Free

Nottingham Recorder Group

261,140

Free

Nottingham & Long Eaton Topper

211,880

Free

Target Group – Lincoln, Boston & Gainsborough

152,815

Free

Nottingham Recorder

152,456

Free

Leicester Mail Group

140,081

Free

Target Group – Grimsby & Scunthorpe

124,700

Free

Derby Express

112,698

Free

Leicester Mail

89,849

Free

Lincolnshire Newspapers Group

78,527

Paid

Leicester Mercury

69,069

Paid

Mansfield and Ashfield Recorder

62,005

Free

Mansfield & Ashfield Observer

59,158

Free

Scunthorpe Target

57,752

Free

Nottingham Evening Post

55,507

Paid

Grimsby Telegraph Group

53,810

Paid

Chesterfield Advertiser

53,479

Free

Derbyshire Times Group

52,317

Paid

Northants Citizen Group

49,627

Free

Northampton Herald & Post

49,026

Free

Northampton Mercury and Citizen

48,681

Free

Yorkshire and the Humber (continued)

West Midlands

East Midlands

192

Chapter 6

Media coverage & sponsorship

Newspaper

Average circulation
per edition*

Paid/free

Yellow Advertiser Group

419,820

Free

LSN Media Group

411,835

Free

Echo Newspapers

224,814

Free

Weekly News Group

170,118

Free

Anglia Advertiser Group

169,835

Free

Standard Recorder Group

167,837

Free

Cambridge Weekly News Group

161,712

Free

Southend Standard Group

114,617

Free

North Herts Advertiser Group

102,952

Free

Bedfordshire on Sunday

100,447

Free

Herts & Essex Newspaper Group

99,232

Free

Luton and Dunstable on Sunday

93,858

Free

The Comet Group

86,193

Free

Herald & Post – Luton & Dunstable

82,951

Free

Suffolk & Ipswich and Advertiser Group

81,507

Free

Chelmsford Weekly News Group

74,963

Free

Bedfordshire Times & Citizen Group

72,812

Free

The Advertiser – Norwich Edition

72,715

Free

Essex County Newspaper Group

70,028

Paid

The Advertiser – Ipswich Edition

68,276

Free

Advertiser Group

142,142

Free

The Star Group

118,432

Free

Somerset Free Newspaper Group

112,042

Free

The Extra

93,552

Free

Cornish Weekly Newspaper Group

89,316

Paid

North Somerset Group

73,698

Free

Bournemouth Advertiser

60,634

Free

Poole Advertiser

58,881

Free

News – Gloucestershire Media

56,598

Free

Avon Advertiser Group

54,441

Free

North Devon Gazette & Advertiser

52,354

Free

Swindon Star

48,252

Free

Wiltshire Star

47,980

Free

Gloucestershire Independent

46,981

Free

Exeter Times

44,536

Free

Yeovil Times

44,099

Free

Admag (Weston Super Mare)

42,072

Free

Torbay Weekender

40,252

Free

Northcliffe Media South East

859,663

Free

KM Extra Group

461,471

Free

Adscene Group

323,009

Free

The Walton, Woking, Staines, Kingston, Richmond & Twickenham Informer Group

234,360

Free

Kent Messenger Weekly Group

137,267

Paid

Journal Group

131,691

Free

Milton Keynes Citizen Group

119,912

Free

Bexley & North Kent News Shopper Group

118,885

Free

Bromley News Shopper

98,356

Free

MK News

97,426

Free

Newsquest Ltd

92,968

Free

Central Counties Newspapers Free Group

86,710

Free

Reading Post

84,785

Free

KM Extra

80,005

Free

East of England

South West

South East
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Newspaper

Average circulation
per edition*

Paid/free

Adscene

78,814

Free

News in Focus

69,881

Free

Reading Midweek

69,424

Free

Citizen First

69,242

Free

South East (continued)

Source: ABC Media figures

*Average circulation figures per edition
are calculated over the period of 31
December 2007 – 29 June 2008. Some
publications are daily, others weekly etc,
therefore the figures only relate to the
average circulation for a single edition
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Regional press
offers good
opportunities
for coverage and
can be a stronger
way to engage
and speak to
the community
from where your
staff, consumers
and audiences
come from.
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Cultural publications
There are a huge range of art industry-facing
publications available; some are for a UK only
audience, whilst others are targeted at European,
American or international audiences. Below is just

a small selection of some art industry publications
along with information about the artforms they
cover (visual art, heritage, performing art, news
etc) as well as their target audience. This should
provide partners with an indication of some of the
relevant publications who might offer potential
industry press coverage.

Selection of major art & cultural industry
publications
Art publication

Summary of content

Target audience and
readership

Average
circulation per
edition*

Aesthetica

Explores the best in arts and culture

Educated and discerning audience
of art enthusiasts, critics and
buyers. 51%male and 49% female
Age: - 6% under 17 - 38% 18 - 29 35% 30 - 55 - 21% 56+

15,000 (45,000
readership)

Artists &
Illustrators

Britain’s number one selling monthly arts magazine
offering practical advice, articles, revealing interviews,
behind-the-scenes studio guides and the latest
exhibition news. Practical pages, technical advice and
ideas, plus student and society news, personal profiles
and portfolios of readers’ work.

Artists and illustrators

49,000

Galleries

Monthly magazine listing over 500 art galleries
and related businesses showing exhibition or stock
details. Previews, and reviews the auction market;
concerned with the working side of the art business.
New Exhibition opening dates, galleries’ stock
specialisations, artists and which galleries hold their
work and a complete list of dealers with their telephone
numbers.

Computer Arts

Computer Arts is the UK’s market -leading magazine
for professional designers and digital artists.

Sight and Sound

UK’s original movie magazine. Monthly commentary
on film and television, covering each new cinema
release and extensive DVD reviews.

20,283

Music Week

Magazine that has provided music and business
information to the UK music industry and international
markets for more than 40 years.

8,180 (estimated
readership of
33,000)

Screen
International

Weekly multimedia film magazine with reviews, a
news digest and expert advice about international
cinema. Offers insight and analysis of the issues
shaping the global film industry.

Film industry magazine with an
estimated readership pattern of: Production services: 28% - Legal
services: 26% - Post production
services: 25% - Film rights: 24% Financial consultancy: 15%

33,275 across
Europe

Design Arts

Magazine for applied arts

Designers

16,000

Vice

Free publication focusing on cutting-edge lifestyle
content such as music, film, books, photography (found
in places such as fashion boutiques, record stores,
galleries, bars, and cafés). The Cassandra Report has
named Vice the #1 trendsetter title for 2003, 2004,
2005, 2006 and 2007

Trendsetting metropolitans aged
21-34. Audience is 41% female
59% male

89,000
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20,000

76% Male Average age of
readers 31. Readers are digital
artists and designers: over half
consider themselves expert or at
a professional level. 75% work
in the creative design industry,
most of these with purchasing
responsibility at work.

36,468
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Art publication

Summary of content

Target audience and
readership

Average
circulation per
edition*

Art & Architecture
Journal

The A&AJ promotes knowledge sharing and
networking. Has a campaigning ethos to enable the
continuing development of successful and qualitative
public art commissions, projects and collaboration.

Readership includes artists, arts
administrators, architects, public
art agencies, libraries, academics,
local authorities, health authorities,
interior designers, urban designers
and planners, landscape architects,
craftspeople, environmental
organisations and property,
construction and developers

Working in
partnership with
owner bodies,
communicates
with up to
30,000 targeted
individuals

Arts Industry (AI)

News and features in the cultural sector

Arts and culture professionals

6,000 (readership
18,000)

Arts Professional

Arts and cultural trade journal

Targeted at professionals working
in the arts and cultural sectors

22,500
(readership)

Design Week

Leading title for the UK design community focusing on
features, news stories and surveys within design

Design professionals

9,871 (readership
of 34,000)

Gig

Fortnightly news and recruitment magazine for
classical music and performing arts

Classical music performers/
workers and performing art
executives

13,600 (readership
– applies to
Europe)

The Art
Newspaper

Covers all aspects of the art market and the issues
which affect it

Readership comprises collectors,
consultants, dealers, curators,
public policy makers and those
with a professional as well as
personal interest in the global art
market

100,000
(estimated
worldwide
audience)

The Stage

Newspaper comprising theatre news and reviews

Performing arts industry

21,500 (readership
52,000)

Vogue

Putting fashion in the context of the larger world we
live in - how we dress, live, socialise; what we eat,
listen to, watch; who leads and inspires us. Three
principles have set Vogue apart: a commitment to
visual genius, investment in storytelling that puts
women at the centre of the culture, and a selective,
optimistic editorial eye

Total audience of 10.6 million,
profile is:
• 88% female
• Median age: 35.1
• Median household income:
$65,908

1,224,131 (across
the UK and
America)

Freize

Frieze is published eight times a year and includes
essays, reviews and columns by today’s most forwardthinking writers, artists and curators concerning
contemporary art

27,000

Dazed & Confused

Monthly magazine looking at contemporary arts &
culture, fashion, film and photography

57,729

Another Magazine

Bi-monthly magazine on contemporary fashion, art and
literature

88% women / 12% men,
18-24: 17%
25-34: 32%
35-44: 33%
44+ : 18%

87,123

Vertigo Magazine

Looks at worldwide independent film publication
dedicated to promoting independence, innovation and
diversity in moving image culture

Readers are predominately
students, academics, critics and
leading professionals with high
disposable incomes. On average
they go to a cinema, theatre or art
gallery over five times a month and
they purchase a film or a book over
five times a month

3,500 (readership
10,500)

Tank

Quarterly contemporary art, culture, fashion,
photography, film and current events magazine

* Scale of circulation obviously depends on frequency of print. Some of these
publications are not UK specific publications but where possible the UK only circulation
has been given. Circulation is the number of physical copies but the readership may be

30,000

greater (several people reading the same copy). Online users and content has not been
included here, but is a significant audience for most of the publications. It is also worth
noting that there are a number of unique websites dedicated to the arts too.
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Broadcast

Television broadcasts

Public and commercial broadcasts

On average, around 37 million people watch television
each day and over the course of a week one person will
watch approximately 27 hours of television. In order
to provide some initial indication and guidance about
broadcast potential, the channels examined below
are the core terrestrial channels and those which
are available on freeview/cable/sky which have any
relation to ‘culture’ in the broadest sense of the term.

Broadcast is a different media type to print and
requires a slightly different approach if effective
coverage is to be achieved. Many of the issues
discussed above about media crediting equally apply
to the broadcast media; however, in addition there is
the complexity of public and commercial broadcasters.
The BBC Trust ruled in 2008 that they could no longer
accept sponsorship for ‘on air’ activity and they cannot
be seen to be promoting a particular commercial
organisation through coverage either. Commercial
broadcasters do not have the same public servicing
restrictions, but they charge for advertising and cannot
be seen to be providing ‘free advertisements’ for
sponsors by promoting their contribution.

Terrestrial channels still have the single largest
collective audience share with 28%, with BBC1
having the largest percentage share of any
individual TV channel (19.8%), clearly illustrating
its continual importance.

Average hours of viewing of a selection of
television channels
Television channel

Average daily
Average weekly
reach (Thousands)
reach (Thousands)
			

Average % weekly
viewing (hrs:mins
per person)

Share

BBC1
BBC2
ITV
Channel 4
Five
All Terrestrial
Total Sky Movies
Total Sky Sports
Sky Arts 1 / 2
BBC 3
BBC 4
Discover Knowledge
Discovery Travel & Living
Fashion TV
Film4
The History Channel
National Geographic
UKTV Documentary
UKTV History
UKTV Style
All Channels*

5:24
2:00
4:50
1:40
1:11
7:41
0:21
0:49
–
0:16
0:08
0:01
0:01
–
0:14
0:02
0:02
0:01
0:05
0:02
27:18

19.8%
7.3%
17.7%
6.1%
4.4%
28.1%
1.3%
3.0%
–
1.0%
0.5%
0.1%
–
–
0.8%
0.1%
0.1%
0.1%
0.3%
0.2%
100%

24,454
13,874
19,816
12,538
8,981
26,256
1,913
4,252
69
2,921
1,401
276
102
28
1,793
291
284
151
787
335
37,646

Source: Broadcasters Audience Research Board (BARB) figures to week ending
2 November 2008
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41,058
33,300
38,944
31,859
25,910
42,779
5,814
10,388
383
12,785
6,807
1,303
478
134
7,398
1,336
1,334
690
3,193
1,514
46,898

*All channels includes all the channels not covered in the table. Where figures are not
provided, this denotes the proportion is too negligible to be included.
Figures from November 2008

Chapter 6

Media coverage & sponsorship

Cultural broadcasts

Although Ofcom believes that specialist factual
programmes (including art, history, nature and
science) are of vital importance, there is no legislation
about the broadcast time given to the arts, religion,
children’s television and drama; it is a decision left
to the discretion of the individual channel providers.
Commercial broadcasters do not have any public
servicing requirements and will only broadcast
cultural programmes which will increase their
audience share.

It is all very well ascertaining that BBC1 has a large
audience share and that 37 million people watch
television each day, but broadcast coverage of cultural
activity including the sponsors’ name / involvement has
to be targeted in order to ensure effective and resonating
impact and audience penetration. This means a far more
detailed understanding of these channels’ propensity to
broadcast art-orientated programmes.
From examining the arts and classical music output
from the BBC, ITV1, Channel 4 and Five it is clear to
see that arts output has declined by a margin of 24%
between 2004 and 2007, the equivalent of 474 hours
per year. This means that programmes similar to the
Culture Show and the South Bank Show have been cut
from the programme schedule.

BBC Four is the most important arts broadcaster in the
all-day and the peak-time schedules but its delivery
has declined over time.

Arts & classical music output hours – all day
Hours per year
Five

2,000

Channel 4
1,500
ITV 1

BBC Four

1,000

BBC Three
500
BBC2

BBC1

0
2003

2004

2005

2006

2007

Source: Public Services Broadcasting:
Annual Report 2008, Ofcom Office
of Communications,
published 10th April 2008
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Arts & classical music output hours – peak time
Hours per year
Five

Channel 4

700

ITV 1
600
BBC Four

500

BBC Three

BBC2
400
BBC1
300

200

100

0
2003

2004

2005

2006

2007

Source: Public Services Broadcasting:
Annual Report 2008, Ofcom Office
of Communications,
published 10th April 2008

Perhaps the most directly relevant channel from the
freeview/cable/sky channels is Sky Arts (1 and 2)
which has around 69,000 viewers per day and 383,000
per week. The mission of Sky Arts is to bring ‘the best
of all areas of the arts to subscribers’.
These are the broadcast channels which are most
likely to be interested in providing coverage of the
cultural activity.
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Radio broadcasts
In terms of radio broadcasts, we have only provided
information on the BBC radio stations. This is
because of the national, regional and sector-specific
focus offered by its broad range of radio stations. The
regional and City focus of many of the stations makes
the BBC a very important potential source for radio
broadcast coverage for similar reasons to the regional
press mentioned earlier.
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Reach and average listening hours of
radio stations*
Radio Station

Reach
Reach %
(Thousands)		

Average hours
per listener

Listening
share %

BBC Radio 1
BBC Radio 2
BBC Radio 3
BBC Radio 4
BBC Radio FIVE LIVE
FIVE LIVE SPORTS EXTRA
BBC 6 Music
1Xtra from the BBC
BBC7
BBC Asian Network UK
BBC World Service
BBC Radio Scotland
BBC Radio Ulster
Total BBC Radio Wales/Cymru
BBC Radio Berkshire
BBC Radio Bristol
BBC Radio Cambridgeshire
BBC Radio Cornwall
BBC Coventry & Warwickshire
BBC Radio Cumbria
BBC Radio Derby
BBC Radio Devon
BBC Essex
BBC Radio Gloucestershire
BBC Hereford & Worcester
BBC Radio Humberside
BBC Radio Kent
BBC Radio Lancashire
BBC Radio Leeds
BBC Radio Leicester
BBC Radio Lincolnshire
BBC London 94.9
BBC Radio Manchester
BBC Radio Merseyside
BBC Radio Newcastle
BBC Radio Norfolk
BBC Radio Northampton
BBC Radio Nottingham
BBC Radio Oxford 95.2FM
BBC Radio Sheffield
BBC Radio Shropshire

10,871
13,061
1,947
9,448
5,830
776
552
600
887
419
1,362
947
478
521
120
172
119
121
86
109
148
230
249
100
108
222
250
216
237
153
118
469
190
338
253
186
93
190
82
224
102

9.1
12.3
6.1
12.2
7.8
3.4
6.9
5.1
5.7
6.7
5.2
7.1
12.6
13.1
5.7
13.3
10.6
13.7
6.5
12.0
10.0
12.9
11.0
9.3
11.8
10.6
12.9
7.9
7.8
9.8
12.3
7.1
6.3
15.1
7.3
10.4
8.9
11.2
7.5
9.4
15.4

9.8
16.0
1.2
11.5
4.6
0.3
0.4
0.3
0.5
0.3
0.7
8.5
21.9
13.2
4.8
11.9
8.8
19.1
4.2
17.2
12.3
15.2
9.8
9.7
14.1
13.6
9.8
7.5
6.5
9.9
12.8
1.6
3.1
15.1
6.8
12.3
9.9
12.5
6.3
9.1
17.2

*Quarterly summary of radio listening (people over the age of 15 years old) with the
survey period ending 14 September 2008

21
26
4
19
11
2
1
1
2
1
3
22
34
21
16
19
17
27
13
27
24
24
20
21
22
29
18
18
15
20
22
4
9
21
18
25
20
25
16
18
27

Source: Radio Joint Audience Research (RAJAR) Ltd
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Demographic profile of radio listeners
Radio Station

All BBC Radio
Children 4-14
15-24
25-44
45-64
65+
ABC1
C2DE
All Commercial Radio
Children 4-14
15-24
25-44
45-64
65+
ABC1
C2DE

Reach
Reach %
(Thousands)		

Average hours
per listener

Listening
share %

3,763
4,768
10,480
10,604
7,130
19,916
13,065

48
58
61
68
72
72
56

6.7
10.4
14.1
18.6
21.8
16.2
17.4

31.6
38.1
46.4
57.2
74.3
61.7
47.4

5,601
6,024
11,637
9,423
4,096
16,847
14,332

72
73
68
61
41
61
62

9.3
12.7
14.0
15.0
12.4
11.3
16.8

65.5
59.2
51.2
41.0
24.2
36.5
50.2

*Quarterly summary of radio listening with the survey period ending 14 September 2008
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The new media
opportunity

Digital radio

Catching up
There are many new media platforms for partners
to exploit in order to gain coverage and there
needs to be far greater awareness and exploration
of these opportunities.
The digital revolution has democratised cultural
coverage, with people able to review, comment and
discuss cultural activity (and the respective sponsors)
as they wish to through blogs, online communities
and social networks. Although online and digital
coverage may be seen as more ‘risky’ because it is
less controlled, there is a greater degree of intimacy
and connection with the audience. Also, it fulfils
people’s desire to consume in a more active and
interactive manner. These networks already exist and
can reach a broad but bespoke audience. This type
of approach clearly fulfils the objectives of cultural
organisations because it helps them to increase
engagement and extend audiences; but it can also
fulfil business objectives too by bringing businesses
closer to their consumers.

Research conducted by Radio Joint Audience Research
(RAJAR) clearly shows the increasing importance
and role of digital media platforms and mobile phone
communication technology. In just 12 months AM/FM
platform share fell while digital increased, especially
DAB. Between September 2007 and September
2008 there was an increase of 35 million hours of
DAB broadcasts. Use of mobile phones as a platform
increased significantly, mostly as a result of the
availability of the technology, with 12.7% of all adults
having listened to radio via a mobile phone. Although
still a minority of radio listeners, this does seem to be
a growth area and a new communication platform to
consider as part of the media coverage.

Owning content, and the means of production, is
increasingly key for businesses (cultural, creative or
corporate) to successfully take advantage of the new
media opportunities available. Some organisations are
embracing this opportunity, for example Tate Media.
Tate Media aims to maximise the reach of Tate
through digital/online, TV, magazine publishing
and public events, meaning that in some instances,
through Tate’s commissioning and production, it
can control the editorial content of broadcasters
and other disseminators of information. The level
of understanding about cultural consumption and
collaboration displayed by Tate Media is something
which should be embraced more by all types of
businesses and cultural organisations.
New media tends to be quoted less when there are
discussions about the publicity generated around
a partnership, but it provides a major source of
information about cultural activities and facilities, as
the Taking Part Survey in England has found.
New Media has changed and is continuing to alter the
way in which people consume culture, news etc. Some
cultural organisations and businesses need to catch up
with these developments.
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Platform shares of radio
Sept 07

June 08

Sept 08

AM/FM

71.1%

69.5%

68.4%

All Digital

15.0%

17.9%

18.7%

DAB

8.6%

11.0%

11.3%

DTV

3.0%

3.3%

3.2%

Internet

1.6%

2.0%

2.2%

Digital Unspecified

1.9%

1.7%

1.9%

Unspecified

13.9%

12.6%

12.9%

Source: RAJAR Ltd – Data Release Q3,
2008 at the RAJAR Press Conference
September 2007 – September 2008

Reach of digital radio
Weekly reach (%)

Total hours (Millions)

Sept 07

June 08

Sept 08

Sept 07

June 08

Sept 08

DAB

15.3%

17.5%

17.8%

87

111

114

DTV

9.9%

10.6%

10.7%

30

33

33

Internet

5.1%

6.0%

6.2%

17

20

22

Digital Unspecified

7.9%

7.0%

7.5%

19

18

19

All Digital

28.4%

31.0%

31.4%

153

182

188

Source: RAJAR Ltd – Data Release Q3,
2008 at the RAJAR Press Conference
September 2007 – September 2008
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Adults who have listened to the radio on a
mobile phone
0%

Q2
2002

2%

Q2
2003

4%

Q4
2004

6%

Q3
2005

Q3
2006

8%

Q3
2007

10%

12%

14%

Q3
2008

Source: Taking Part: England’s Survey of
Culture, Leisure and Sport, Department
for Culture, Media and Sport 2006/07
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Historical environment attendees
using websites
Not visited a historic
environment website

18.9
Visited a historic
environment website

81.1

All figures are in percentages
Source: Taking Part: England’s Survey of
Culture, Leisure and Sport, Department
for Culture, Media and Sport 2006/07

Archive attendees using websites
Not visited an archive website

10.5
Visited an archive website

89.5
All figures are in percentages
Source: Taking Part: England’s Survey of
Culture, Leisure and Sport, Department
for Culture, Media and Sport 2006/07
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Library attendees using websites
Not visited a library website

9.6
Visited a library website

90.4

All figures are in percentages
Source: Taking Part: England’s Survey of
Culture, Leisure and Sport, Department
for Culture, Media and Sport 2006/07

Museum and gallery attendees using websites
Not visited a museum /
gallery website

16.5
Visited a museum /
gallery website

83.5
All figures are in percentages
Source: Taking Part: England’s Survey of
Culture, Leisure and Sport, Department
for Culture, Media and Sport 2006/07
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Developing a
media strategy
& maximising
potential
coverage
Telling stories about why the sponsor is
involved is a more powerful story.
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•

•

The media is increasingly complicated and
fragmented and this is displayed in its approach to
media coverage of the arts and crediting sponsors.
There is no guarantee that cultural-commercial
partnerships will generate coverage, let alone that
the sponsor’s name will be included. There are a
number of reasons why this is the case, not least
the belief that this is ‘advertising through the back
door’ by much of the media. Although media
coverage is an important, and potentially powerful,
incentive for sponsoring the arts it is by no means
the only output/benefit of partnerships and Arts &
Business are working on developing a more
comprehensive evaluation toolkit for identifying
and assessing the impact of partnerships.
There are a number of things to remember when
developing or implementing a best practice media
strategy. There should be ongoing relationships
with journalists, so that when a potential story
emerges, organisations can approach journalists
from the very beginning of the project in order to
find out what messages they would be looking for,
how it will resonate with their publication/
broadcast/podcast etc and what the journalist will
need in order to write the story. It is important to
liaise with journalists from the very beginning of a
project so that their needs and interests can be
accommodated, as appropriately, in the
development and implementation of the project.

•

Tied very closely to the above point is that there
has be good internal planning so that key media
milestones and announcement dates can be
decided upon (and met).

•

One possible approach to ensuring media coverage,
both for the cultural activity but also for the
sponsor, is to have a media partner whether that be
a national newspaper, a website or a regional radio
station. Media partnerships can guarantee
coverage in certain places.

•

What is clear is that the media will not recognise a
sponsor for providing the finance to a cultural
activity. The media will resist covering badge
sponsors. Where the potential does lie, however, is
where a sponsor makes a cultural activity possible
and where it is bold and creative. Telling stories
about why the sponsor is involved is a more
powerful media story.

•

As evidenced by the case studies, it tends to be the
arts partner who conducts the media work.
However, it can be difficult for the arts partner to
layer in and effectively communicate the cultural
and business messages in one go. Businesses have
a wealth of expertise, contacts and skills when it
comes to the media and these should be utilised

Media coverage & sponsorship
during the partnership, for the benefit of both
partners. The more the business contributes to the
media work, the more they could get out of it.
•

Regional press offers more opportunities for
coverage than the nationals and is a stronger way
to engage and speak to the community from where
your staff, consumers and audiences come from.

•

Despite the growth in the number of freeview/cable/
sky channels, it is still the main terrestrial channels
which have the largest audience share but they are
displaying increasingly less enthusiasm for
broadcasting cultural programming, with a 24%
decline since 2004. There is no legislation about
the amount of broadcast hours given to cultural
programming.

•

The key channel for cultural programming is BBC
4. In 2007, BBC4 broadcasts over 1,000 hours or
68% of all arts and classical music output from the
BBC, ITV1, Channel 4 and Five. BBC4 therefore
represents the most likely place on television for
coverage, besides Sky Arts which is a dedicated
cultural channel.

•

There are a wealth of new media opportunities
that both cultural organisations and businesses
need to explore and embrace. With the increasing
democratisation of media through the internet,
there is an array of new media opportunities
which allow for a closer relationship with the
audience/consumer. By owning the means of
production and owning content, cultural
organisations and businesses are increasingly
able to control editorial media decisions.
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Methodology
Private Investment in Culture Survey
Out of a population survey of 5,500, we received close
to 1,000 responses, representing organisations of all
artforms and from all the regions and nations of the
UK, meaning there was a 17% response rate. This
figure was slightly lower than last year, when we had a
23% response rate, which is indicative of the difficulty
many arts organisations face in completing the survey,
mainly due to the lack of time and resources.
Our respondents provided us with exact figures of
the private investment received by their organisation
for the financial year 2007/08, which was then
extrapolated to cover all organisations in our original
population base for which we had sufficient
information (around 5,000 organisations).
The extrapolation method is based on a projected
investment band that each organisation is placed
within (there are 8 bands ranging from null to over £20
million). This in turn is based on the amount of private
investment each organisation is expected to receive,
which is informed by one of four methods:
1 Asking the organisations directly which band
they belong in;

Recession research
Round 1 (Aug 08): More than 1,600 businesses were
surveyed, with questions about their sponsorship
priorities, how they have changed in the past year
and how they are likely to change in the future, in
particular in regards to and as a consequence of
the credit crunch. Respondents had four weeks to
participate during August 2008. We had a near 10%
response rate.
Round 2 (Nov 08): A slightly different survey was
sent to the same number of people as the original,
with three and a half weeks to respond, prioritising
participation from those who responded to the first
round. Of these, we got a 43% response rate, with
respondents spread almost evenly across most regions
and business sectors.
Business sector respondents

6

6

Business services

15

Creative industries
13
13

Legal
10

Manufacturing
10
Other

2 The amount of private investment they received
last year;

10

16

Property

3 Local knowledge of the organisation (we have
regional offices throughout the UK, who maintain
good contacts with the organisations in their
regions and can therefore provide this);
4 Desk-based research.

Retail
Utilities

Regional representation

The extrapolation process for organisations which
have not responded is then completed by developing
a matrix on SPSS whereby their region, artform and
band are used to calculate an extrapolated figure
based on the actual responses.

7

London

7
10

9

Midlands

9

Private investment, from our actual responses,
accounted for 78.5% of the total extrapolated figure,
which included most organisations within the top 3
bands and therefore makes the extrapolation method
very reliable.

Finance

North West
Northern Ireland

19

Other
18
12
9

Scotland
South East
South West

NB. There were several organisations we surveyed throughout the UK, explaining
that they were either no longer in operation, had temporarily ceased trading or were
completely under-resourced and therefore had no time to complete the survey. As none of
these organisations had received any private investment, this does not skew our figures;
however, it does seem to be a sign of difficult times ahead. Many also added that it was a
particularly difficult year for securing both public funding and private investment.
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Wales

All figures are in
percentages
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State of the market and cultural sector

A note on the data

The latter chapters of the report explore and
consider the context in which the cultural sector
operates in, from the economic value of culture
through to the nature of attendance to cultural
venues and events. These chapters contextualise
the findings from the primary research of the Private
Investment in Culture Survey.

Given the huge variety of datasets complied and
referenced in this report it is worth just highlighting
the methodological approach of some of them:
•

The Taking Part Survey for England has been
conducted by the DCMS and non-departmental
bodies (including English Heritage, Arts Council
England, Museum Libraries and Archives Council
and Sport England) since 2005 to explore the issue
of engagement and non-engagement in cultural,
leisure and sporting activities. Two year’s worth of
data is now available (2005/06 and 2006/07) along
with the first six months of the third year’s survey
(2007/8). Using a combination of survey work and
interviews, it is the most authoritative information
on attendance and participation in England.

All of the data provided in these later chapters comes
from existing sources such as the Arts Councils
(England, Scotland, Wales and Northern Ireland), the
Department for Culture Media and Sport (DCMS),
the Regional Development Agencies and many other
public and private sector organisations.
Given the methodology used it is important that
readers of this report remember the following:
•

The most recent data available has been used,
which tends to be 2006/07, however, this is not
always the case which makes comparisons across
datasets sometimes difficult. The year which the
data corresponds to is always quoted and
comparisons have only been made across
genuinely comparable datasets.

•

Scotland has its own Taking Part Survey for 2008
which comprised over 2,000 face-to-face in-home
interviews which presented a representative
geo-demographic sample of Scotland’s population.
There were also ‘booster’ interviews with
under-represented groups and regional attendees in
order to improve the accuracy of the research.

•

Some sections of the analysis are covered in more
detail than others, especially in relation to the value
of the creative industries and participation and
attitudes towards culture by nation and region. The
approach of collating existing data identifies the
gaps in current knowledge and research. Where
evidence is relatively limited we would recommend,
as a matter of priority, that research be undertaken
in order to improve everyone’s understanding and
knowledge of the marketplace and provide a
stronger case-for-investment in the nation’s and/or
region’s cultural sector.

•

Arts and Culture in Northern Ireland by the Arts
Council for Northern Ireland uses a combination of
interviews and survey data to analyse attendance
in cultural sector. The data is very robust with a
confidence level (margin of error) of +/- 3%.

•

Arts Council Wales 2007 Omnibus Survey (Beaufort
Research) is a regular piece of research conducted
into attendance and attitudes using Computer
Aided Personal Interviews (CAPI). The sample is
carefully selected to reflect the demographic profile
of the Welsh population.

•

Audiences London, the audience development
agency for the capital, consolidated some of their
existing research especially for this report. Using
their snapshot data, which is an analysis of box
office data from 40 performance venues then
cross-referenced and mapped on to the MOSAIC
geo-demographic model to reflect the audience
trends of London as a whole.
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Definitions
Private investment refers to any income received from
private sources including businesses, individuals and
trusts and foundations. This excludes earned income
and public funding.
Business investment includes:
•

•

•

•

Cash sponsorship: the payment to an arts
organisation by a business in exchange for agreed
benefits such as promotion of the business name,
its products or services. Sponsorship is part of a
business’ general promotional expenditure and as
such cannot be considered as a pure donation,
though it can encompass a sense of corporate
social responsibility;
In-kind sponsorship: the equivalent cash price of
equipment, materials, services or advice in lieu of
payment made by a business;
Corporate membership: payment of an annual
subscription by a business in exchange for a set of
standard benefits such as a number of
complimentary tickets, the use of hospitality
facilities and discount on programme advertising;

The definition of some of these artforms are:
•

Crafts: the application of skilled hand-made
practice, including calligraphy, glass, pottery,
ceramics, jewellery, ironwork, wood carving,
textiles, fabric arts and musical instruments;

•

Heritage: the historic built environment, including
conservation areas, cathedrals, and churches,
archaeology, historic buildings and ancient
monuments;

•

Community arts: organisations whose main
activity focuses on community, educational youth
or learning-disabled projects etc. through a variety
of artforms;

•

Arts services: organisations, companies or
consultancies offering arts marketing, PR,
administration or other supporting activities. Also
bodies that represent and/or act on behalf of a
number of arts organisations or individuals artists,
possibly representing a variety of art forms (e.g.
umbrella bodies);

•

Other combined arts: any other type of organisation
engaging in a variety of artforms; includes local
authorities and academic institutions.

Corporate donation: the payment of money by a
business to an organisation with no expectation of
any return, commercial or otherwise – includes
support from company trusts and foundations.

Individual giving includes but is not limited to:
•

Legacies: a charitable bequest of money or material
as stated in an individual’s last will and testament;

•

Friends’ scheme: the payment of an annual
subscription by an individual, often entitling that
individual to certain benefits such as priority
booking, advance information etc.

Trusts and foundations are:
•

The Private Investment in Culture Survey asked the
arts organisations to classify their artform. Therefore,
the definition of culture used throughout the report
reflects those categories used, which were crafts,
heritage, museums, theatres, drama, dance, libraries,
archives, music, visual arts / gallery, film, video,
literature, poetry, opera, arts centre, arts services,
combined, community arts and festivals.

A non-corporate grant-making body established
by an organisation or individual to fulfil a
charitable remit.
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However, the exact definition of culture is still an
issue for debate in the sector. This is evidenced by
the fact that each secondary information source uses
a slightly different definition themselves. Work is
being conducted by the DCMS, the Office of National
Statistics (ONS) and partners to establish a single
definition to enable comparisons to be made and a
clearer picture of the sector to be established.
For the sake of clarity in this report the term culture
(or arts) covers the artforms examined in PICS. Where
a specific artform is interrogated in detail, this has
been clearly labelled.
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The term creative industries has a slightly wider
definition and scope because it includes the broader
supply chain contributing to the cultural sector as well
as industries like design, architecture and advertising.
The exact activities included tend to be:
•

Arts: visual, performing and heritage;

•

Cultural Industries: film, video, radio, TV,
broadcasting, video games, publishing and music;

•

Creative Sectors: design, architecture and
advertising.

Another term which appears in the report is
recreation and culture. Often the national statistics
incorporate culture with recreation and sporting
activities in order to evaluate and establish the value
and turnover of this combined sector of the economy.
The exact definition of recreation and culture is
defined at appropriate points but broadly speaking
it refers to sports, gambling, theatre, cinema, AV,
computer games, photography, music, tickets etc.
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Sources

•

Some of the sources of information are specific
papers or research studies while others are
organisations and bodies which have assisted in
the production of this report.

Creative Industries in the Regions: An Analysis of
data from the Inter Department Business Register,
Regional Statisticians in the East Midlands, 2007

•

Department for Culture, Media and Sport: Annual
Report, 2008

•

Department of Culture, Arts and Leisure: Priorities
and Budget, 2005-2008

•

Economy of Culture in Europe, KEA European Affair,
Turun Kauppakoreakoulu Turku School of
Economics and MKW Wirtschaftsforschung for the
European Commission, Directorate-General
Education and Culture, 2006. www.ec.europa.eu

•

From indifference to enthusiasm: patterns of arts
attendance in England, - Executive Summary, Arts
Council England, April 2008

•

International Event Group (IEG) Inc.
www.sponsorship.com

•

International Passenger Survey, Office of National
Statistics, 2007

•

John Holden, Democratic Culture, 2008

•

ABC Media (reports on media performance and is
owned by the media industry)

•

Annual Business Inquiry, Office of National
Statistics, 2008

•

Arts Audiences: insights, Arts Council England,
based on 2005/06 data

•

Arts and Culture in Northern Ireland, Arts Council of
Northern Ireland, 2007

•

Arts and Culture in Northern Ireland: Findings from
the General Population Survey, Arts Council of
Northern Ireland, 2007

•

Arts in Wales: Attendance, Participation and
Attitudes Report of Survey Findings, Arts Council
Wales, 2005

•

Attendance to Museum & Galleries, Libraries and
Archives 2006/07, Museums, Libraries and Archives
Council

•

Managing in a Downturn: November 2008 survey
results, analysis and key messages,
PriceWaterhouseCoopers (PWC), 2008

•

Attendance and Participation in Visual Arts & Crafts /
Dance / Reading, Writing & Literary Events / Music
Events / Theatre, Street Arts & Circus in England –
Findings from the Taking Part Survey – Briefing No 9,
Department for Culture, Media and Sport, 2005/6

•

Newspaper Marketing Agency. www.nmauk.co.uk

•

OECD Factbook 2008: Economic, Environmental and
Social Statistics, OECD, 2008.
www.puck.sourceoecd.org

•

Barbara Follett, Minister for Culture, Creative
Industries and Tourism, DCMS. A&B conference:
Arts Fundraising in a Recession, 27th January 2009

•

NCVO, CAF, ‘UK Giving 2008- An overview of
charitable giving in the UK in 2007/2008’

•

Broadcasters Audience Research Board (BARB)

•

Office for National Statistics – www.statistics.gov.uk

•

Creative Britain: New Talents for the New Economy,
Department for Culture, Media and Sport

•

Omnibus Survey (Beaufort Research), Arts Council
Wales, 2007

•

Creative Future: A Culture Strategy for Wales, Welsh
Assembly Government, 2002

•

Public Services Broadcasting: Annual Report 2008,
Ofcom Office of Communications, published 10th
April 2008

•

Creative Industries Economic Estimates Statistical
Bulletin, Department for Culture, Media and Sport,
October 2007

•

Radio Joint Audience Research (RAJAR) Ltd

•

Taking Part: England’s Survey of Culture, Leisure and
Sport, Department for Culture, Media and Sport,
2006/7

•

Taking Part in Scotland 2008, Scottish Arts Council
(TNS Travel and Tourism), December 2008

•

Creative Industries Economic Estimates Statistical
Bulletin, Department for Culture, Media and Sport,
January 2009
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•

Taking Part: The National Survey of Culture, Leisure
and Sport – Progress Report on PSA3: Provision
estimates form the first six months of year three,
Department for Culture, Media and Sport,
June 2008

•

www.anolivebranch.co.uk

•

www.charitytimes.com

•

www.fundraising.co.uk

Target Analytics, ‘Q1 2008 Index of National
Fundraising Performance; Non-profit giving slows in
first quarter’

•

www.intelligentgiving.com

•

www.philanthropyuk.org

•

The Argus, ‘Deals in place for this year’s Brighton
Festival Fringe’, 14th January 2009

•

www.scotland.gov.uk

•

The Art Newspaper, ‘The new reality—the state of
the art market in 2009 is not easy to predict’ 19th
January, 2009

•

www.wales.gov.uk

•

The Daily Mail, ‘Another £9.3 billion down the drain?
Ministers ‘knew 2012 Olympics will bring little benefit
to Britain’, 3rd December 2008

•

The Daily Telegraph, ‘Recession will ‘set British
economy back 5 years’, 26th December 2008

•

The Economist, ‘The Incredible Shrinking Saleroom’,
24th December 2008

•

The Guardian, ‘Recession shrinks art exhibitions’,
31st December 2008

•

The New York Times, ‘After a Capitalist W.P.A. what
next?’ 19th December, 2008

•

The Sunday Telegraph, ‘Gordon Brown to create
100,000 jobs under ‘anti-recession’ plans’, 4th
January 2009

•

The Times, ‘Sport and the Arts Look East and
Online’, 9th December 2008

•

The Times, ‘Worried Subaru joins the exodus’, 17th
December 2008

•

The Times, ‘Corporate exit shows sport’s true worth’,
19th December 2008

•

The Work Foundation, ‘The Creative Industries and
the Recession’, 15th January 2009

•

Scotland’s People: results from the 2007 Scottish
Household Survey, Scottish Government and
National Statistics, 2007

•

Snapshot London 2005/06, Audiences London,
November 2008

•

With special thanks to the following art organisations
and businesses for granting permission of the case
studies and images:
•

Bonhams

•

Compton Verney

•

Fashion in Film Festival

•

GlaxoSmithKline

•

Jura Malt Whisky

•

Morgan Motor Company

•

National Theatre

•

Oasis

•

QinetiQ

•

Travelex

•

Salisbury International Arts Festival

•

The Scottish Book Trust

•

Sheffield’s Children Festival

•

Slough Museum

•

Taylor Woodrow

•

Ulster Bank

•

Belfast Festival at Queen’s
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Thanks
Arts & Business would like to express our
gratitude to the individuals who responded to
both our surveys, without whose contribution
this report would not be possible.
Tina Mermiri
Researcher and Evaluator

Joanne South
Research Manager

Tina is responsible for conducting, analysing and
disseminating in-house research at Arts & Business,
looking at various ongoing and upcoming trends
of private investment in the cultural sector. She is
also in charge of coordinating evaluations of culture
and commercial partnerships. Her primary interests
include cultural branding and cultural activism as
well as cultural consumption, cultural identity and the
value of the arts to society and the economy.

As Research Manager, Joanne is responsible for
the project management of a number of in-house
and externally commissioned research projects.
One of her key roles is the dissemination of research
for its practical use by both cultural organisations
and businesses. She has a particular interest and
experience in issues around cultural consumption,
digital technology in culture and the value of
culture to the economy including regeneration and
cultural tourism.

Prior to joining Arts & Business, Tina worked as a
Researcher and Market Analyst at e-Media Institute,
after having completed a Research Internship
at Demos, working on projects around culture and
urban regeneration.
Tina holds an MSc from the London School of
Economics in Culture and Society (with social
psychology), in addition to a Bachelor’s degree
in Sociology.

Before joining Arts & Business, Joanne worked as
a management consultant to cultural and heritage
destinations around the UK and overseas including
Singapore and Kazakhstan. She advised on issues
including market research, concept development,
audience development, business planning, strategy
development and supported on a number of
successful funding applications, for both public and
private sector clients.
Joanne has a BA Honours in English and History from
the University of Southampton.

We would also like to thank Alan Joy, for his
invaluable ongoing support with analysing and
interpreting the data from our Private Investment in
Culture Survey. Last but not least, we would like to
extend our thanks to Ifiok Otung for his research on
sports sponsorship.
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