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ABSTRACT 
 
 
 
 
The main motivation for writing this thesis and undertaking the research was the current 

unsolved situation related to the Serbian culture – lack of sufficient support by the state budget 

and by the private sector. The government tendentiously decreases the budget for culture while at 

the same time does not provide the framework for alternative funding, leaving the issue of non-

government sources of financing the arts and culture unsolved. Business sector contribution to 

arts and culture is very small and quite insufficient to compensate the gradual decrease of 

government funds and secure the arts and culture sustainability. Hence, there is an urgent need 

for addressing this issue and proposing potential solutions to overcome the current adverse 

situation. This situational analysis arises the main goal of my thesis – to research and analyze the 

current situation in Serbia related to financing of arts by the business (private) sector, as well as 

to as well as to elaborate and propose possible strategic solutions and concrete methods to 

improve the situation.  

          

This thesis intends to:  

• Identify and evaluate the current legal framework regarding financing of the arts and 

culture;  

• Identify and analyse all forms of business sector support for the arts and culture;  

• Examine trade policies concerning support for culture in a sample of private enterprises 

and the influence of existing tax instruments and incentives in financing the arts and 

culture;  
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• Observe the experience and practices in Europe and explore possibilities of application of 

some elements in Serbia; and 

• Distinguish and define achievable strategic solutions and practical methods aiming at 

motivating the business sector to invest in culture and arts and improving fundamental 

conditions for cooperation between the arts and cultural and the business sectors. 

 

 

The general hypothesis, on which the research is based, is that the existing practice of financing 

the arts and culture in Serbia refers to an undiversified model due to the fact that business sector 

sees no interest in supporting the arts and culture which implies the necessity of strategic change 

in the field of legislation concerning stimulating tax incentives and introducing other stimulating 

measures in a collaborative mode between the government, businesses and cultural sector.  

 

Since the growing trend in European countries is the increase of business sector involvement and 

support to the arts and culture by introducing new and new stimulating measures that would 

enhance its motivation, this work is also analysing their practices. The supposition is that the 

positive experience from other countries in using facilitating instruments reflected in favourable 

fiscal policies and other methods of motivating business sector to participate more in financing 

the arts and culture could be applied in Serbia. With certain adjustments to Serbian specificities 

there is a reasonable expectation of corresponding positive results. Another supposition is that 

artistic and cultural organizations need to turn more to entrepreneurial way of thinking in order 

to attract business sector support. 

    

The research is based on the standpoints of those hypotheses and, thus, on the existing needs, 

practices, attitudes, forms of financing arts the arts and culture by the business sector in Serbia. 

As a result new solutions, instruments and measures are proposed to improve the situation. The 

general orientation of the thesis is towards a deductive approach in testing the theory, as well as 

the hypotheses by using mainly qualitative research strategy and methods, but also implementing 

quantitative research where possible. 
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The paper consists of overview of systems, means and concepts of financing the arts and culture 

and the insight into the business support and entrepreneurship in the arts and culture regarding its 

traditional and modern practise and trends in Europe and United States, and particularly in 

Eastern and Southeast European countries. Furthermore the paper analyses the stimulating 

measures for business financial support to the arts and culture with the accent on the impact of 

tax incentives as motivation tool, their application and effects in Europe. The core of the paper is 

comprehension of the current situation in Serbia on the subject of practice and trends in 

financing the arts and culture from business sector including business strategies, 

entrepreneurship, tax incentives and surveys on Corporate Social Responsibility and Corporate 

philanthropy. In conclusion the paper gives the final observations and findings on the overall 

thesis research and examines and evaluates the hypotheses. Finally it presents possible strategic 

solutions in terms of developing the business sector co-operation with the art sector and 

encouraging its greater support for the arts and culture.  
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RÉSUMÉ 
 

 
 
 
Ma motivation principale pour écrire cette thèse et pour entreprendre une recherche était la 

situation actuelle non résolue liée à la culture serbe - le manque de soutien nécessaire de la part 

du budget de l'Etat et du secteur privé. Le gouvernement a tendance à réduire le budget de la 

culture tandis qu'en même temps, il ne procure pas de cadre pour un financement alternatif, 

laissant de cette manière la question de sources de financement non gouvernementale de l'art et 

de la culture irrésolue.  La contribution du secteur des affaires pour l'art et la culture est petite et 

insuffisante pour compenser la réduction progressive du financement gouvernemental et pour 

assurer la pérennité de l'art et de la culture. Par conséquent, il est urgent d'aborder cette question 

et de proposer des solutions possibles pour surmonter la situation défavorable actuelle.  Cette 

analyse de situation soulève le but principal de ma thèse – examiner et analyser la situation 

actuelle en Serbie, liée au financement de l'art par le secteur (privé) des affaires, ainsi que 

d'élaborer et de proposer des solutions stratégiques possibles et des méthodes concrètes pour 

améliorer la situation.   

          

Cette thèse vise à: 

• Identifier et évaluer le cadre juridique actuel concernant le financement de l'art et de la 

culture; 

• Identifier et analyser toutes les formes de soutien du secteur des affaires pour l'art et la 

culture;  
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• Examiner les politiques commerciales concernant le soutien à la culture sur l'échantillon 

d'entreprises privées et l'influence des instruments et incitations fiscales dans le 

financement de l'art et de la culture;  

• Observer l'expérience et les pratiques en Europe et examiner les possibilités d'application 

de certains éléments en Serbie; et 

• Distinguer et définir des solutions stratégiques réalisables et des méthodes pratiques 

ayant pour but de motiver le secteur des affaires à investir dans la culture et l'art et 

d'améliorer des conditions fondamentales pour la coopération entre les secteurs de l'art et 

de la culture et les secteurs des affaires. 

 

A l'heure actuelle la tendance mondiale dans le développement concernant le financement est 

l'encouragement accentué et la hausse de soutien privé. Des pays centraux de l'Europe comme le 

Royaume Uni, la France, l'Allemagne, l'Espagne, l'Italie et les pays nordiques, et même les Etats-

Unis, introduisent des stratégies diverses et des programmes pour motiver les particuliers et les 

entreprises à montrer un soutien plus important.  Les pays de l'est et du sud-est tracent le chemin 

principal. Dans le passé récent, la plupart des pays européens ont modifié leur législation sur le 

financement de l'art et de la culture, en introduisant des nouvelles incitations fiscales et d'autres 

mesures fiscales qui pourraient créer un environnement fiscal favorable pour des donations de la 

part des particuliers et des entreprises ou d'autres formes de contribution, ainsi que pour la 

création des fondations et des financements. Ils ont respecté la pratique américaine d'un concept 

de facilitateur qui a crée une relation de cause à effet entre des allègements fiscaux avancés sur le 

compte de l'art et de la culture et une part considérable de financements privés dans le 

financement global de l'art et de la culture. Par conséquent, il existe la tendance de promouvoir et 

de renforcer un financement public indirect aux dépens du financement direct qui est en 

constante diminution. 

  

La situation générale en Serbie dans le secteur de la culture est plutôt alarmante. Sans une 

politique culturelle forte et dominante, il n'y a pas de vision claire sur ce qui est exigé de la 

culture et où elle va. D'un côté, le pays est encore en train de passer par la période de transition 

tout en essayant de suivre les courants de l'Union Européenne. L'influence de l'idéologie de 

marché est élevée et les mécanismes de rétroaction qui devraient fournir l'ajustement nécessaire 
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sont faibles. En ce qui concerne la  culture et l'art, cela se reflète par la tendance récente de la 

réduction des fonds budgétaires et par le manque d'un cadre favorable pour les financements 

alternatifs. Il paraît que l'art et la culture sont laissés à elles-mêmes. La plupart des organismes 

culturels et artistiques luttent pour trouver des fonds d'origine privés, en faisant la collecte de 

fonds et en essayant de convaincre des sponsors que leur art mérite d'être soutenu. Toutefois, le 

sponsoring qui est presque la seule forme de soutien du secteur privé à l'art, va généralement vers 

quelques grands événements qui apportent une grande attention des médias et du public et qui 

sont déjà subventionnés par l'Etat. Par conséquent, il est très difficile à tous les autres d'offrir 

plus d'avantages aux sponsors pour soutenir leur travail.   

 

On suppose que l'expérience positive d'autres pays dans l'utilisation d'instruments facilitants qui 

se reflètent dans les politiques fiscales favorables et dans d'autres méthodes motivant le secteur 

des affaires de participer davantage au financement de l'art et de la culture pourraient être 

appliqués en Serbie. Avec quelques ajustements aux spécificités serbes, il est raisonnable de 

s'attendre à des résultats similaires et positifs. Une autre supposition est que les organismes 

culturels et artistiques devraient prendre une attitude d'entrepreneur pour attirer le soutien du 

secteur des affaires. 

 

 

L'hypothèse générale sur laquelle est basée la recherche est que la pratique existante de 

financer l'art et la culture en Serbie se réfère à un modèle peu diversifié dû au fait que le secteur 

des affaires ne voit aucun intérêt à soutenir l'art et la culture ce qui implique la nécessité de 

changement de stratégie dans le domaine de la législation concernant les incitations fiscales 

stimulantes et l'introduction d'autres mesures de stimulation tout en créant une coopération 

entre le gouvernement, le secteur des affaires et le secteur culturel. 

 

Ma recherche est basée sur les points de vue de ces hypothèses et donc, sur les besoins existants, 

les pratiques, les attitudes et les formes de financement de l'art et de la culture par le secteur des 

affaires en Serbie. Comme résultat, de nouvelles solutions, instruments et mesures sont proposés 

pour améliorer la situation. Cette thèse est généralement orientée vers l'approche déductive à 

tester la théorie ainsi que des hypothèses en utilisant principalement la stratégie de recherche 
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qualitative et les méthodes, mais aussi la mise en œuvre de la recherche quantitative là où c'est 

possible. 

 

Ce document est composé d'une vue d'ensemble des systèmes, des moyens et des concepts de 

financement de l'art et de la culture et de la perspicacité du soutien de la part des entreprises ainsi 

que l'entrepreneuriat dans l'art et la culture et sa pratique traditionnelle et moderne, ses tendances 

en Europe et aux Etats-Unis, et particulièrement en pays de l'Europe de l'est et du sud-est.  Par 

ailleurs, ce document analyse des mesures stimulantes pour le soutien financier de la part des 

entreprises pour l'art et la culture avec un accent sur l'impact des incitations fiscales comme outil 

de motivation, leur application et leurs effets en Europe. L'essentiel de ce document est la 

compréhension de la situation actuelle en Serbie sur le sujet des pratiques et tendances dans le 

financement de l'art et de la culture par le secteur des affaires, y compris les stratégies de travail, 

l'entrepreneuriat, les incitations fiscales et des enquêtes sur la responsabilité sociale d'entreprises 

et sur la philanthropie corporative. En conclusion, ce document donne les observations finales et 

les conclusions sur la recherche globale de cette thèse et examine et évalue les différentes 

hypothèses. Finalement, il présente les solutions stratégiques possibles en ce qui concerne le 

développement de la coopération entre le secteur des affaires et le secteur de l'art et 

l'encouragement d'un soutien plus important pour l'art et la culture. 

 

Les conclusions et les recommandations cherchent à montrer comment influencer et convaincre 

le secteur des affaires à contribuer davantage à l'art et à la culture. L'analyse des tendances et 

pratiques dans d'autres pays a montré une régularité causale. Les pays ayant une économie 

libérale comme les Etats-Unis et le Royaume Uni montrent le plus grand impact et le plus grand 

soutien du secteur privé dans le financement de l'art et de la culture. En même temps, ils 

montrent une politique fiscale progressive avec un soutien public indirect très développé exprimé 

à travers des incitations fiscales et d'autres instruments avantageux pour encourager la 

participation des entreprises et des partenariats dans le domaine de l'art et de la culture. Les 

autres pays majeurs de l'Europe suivent la même tendance et chaque pays applique de plus en 

plus les stratégies et les méthodes pour encourager le soutien du secteur privé, en utilisant les 

mesures qui sont les plus adaptées à leur tradition et leurs systèmes juridiques et économiques.  

Cela implique un plus grand soutien public indirect à l'art et la culture par la création d'un 
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environnement fiscal favorable pour les donateurs et sponsors à travers des incitations fiscales, 

permettant aux citoyens de réorienter une partie de leurs impôts vers l'art et les organismes 

culturels, à travers la loterie, la subvention de contrepartie, les prix, les partenariats publics-

privés et autres. La responsabilité sociale d'entreprises et la philanthropie corporative se 

développent déjà dans ces pays, en établissant un cadre conceptuel pour ces contributions à la 

collectivité, y compris le soutien de l'art et la culture. Par conséquent, les donations provenant 

des entreprises et des particuliers sont une part importante dans le financement global des 

institutions artistiques et culturelles, des organisations, des projets, du travail des artistes etc. Les 

pays de l'Europe du sud-est sont deux pas en arrière, en essayant de se rattraper avec des 

méthodes et instruments qui sont appliqués en UE.      

 

En Serbie, les entreprises, guidées par les multinationales, essaient également de suivre les 

tendances et les courants du marché mondial pour rester efficaces et compétitives, à travers un 

engagement plus important et la contribution financière aux différentes couches de la société. 

Puisque le niveau socio-économique en Serbie est en général très faible, les besoins sociaux et 

fondamentaux et les problèmes tels que la pauvreté et le soin des enfants sont au centre de 

l'attention, laissant ainsi l'art et la culture loin derrière eux, comme une question absolument 

marginale. Deux sondages, le premier sur la philanthropie corporative en Serbie et le second sur 

la pratique des entreprises dans le soutien de l'art et la culture, démontre en plus la situation 

actuelle en Serbie. Parmi toutes les causes concernant la philanthropie corporative, la culture est 

définitivement la dernière à être considérée. Le fait de considérer qu'une compagnie fait des 

affaires d'une manière socialement responsable est classé comme le moins important et comme la 

dernière parmi les priorités des activités philanthropiques de la compagnie. De plus, l'opinion 

générale est que les compagnies serbes ne se consacrent pas vraiment à la philanthropie, ce qui 

est démontré par le taux de leur participation aux activités philanthropiques en Serbie. La 

majorité pense que juste un petit nombre de compagnies font des dons pour l'intérêt général de la 

communauté et de la société et plus de la moitié des personnes interrogées ne peuvent pas 

nommer une compagnie qui répondrait à cette définition. L'autre sondage montre l'avis d'un 

échantillon représentatif des entreprises sur le soutien des entreprises à l'art et la culture et 

accentue les conditions qui devraient être améliorées afin d'atteindre un soutien plus important. 

La plupart d'entre elles sont engagées à d'autres causes sociales et bien qu'elles soient orientées à 
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la responsabilité sociale, en général, elles ne sont pas enclines à faire des dons. L'art et la culture 

ne sont pas considérés comme proches de leurs objectifs stratégiques et ils nécessitent une 

stimulation extérieure pour un plus grand soutien. La plus grande motivation peut venir d'une 

meilleure législation fiscale et d'incitations fiscales stimulantes, suivies d'une visibilité et d'une 

reconnaissance plus élevée pour les activités de RSE, ce qui est également lié à une meilleure 

connexion de la RSE avec l'art et la culture.  Parmi ces avantages qui les intéressent se trouvent 

une meilleure reconnaissance publique et une augmentation du capital de réputation mesurable.  

 

Il y a un besoin d'ajuster le système de financement de la culture pour répondre aux nécessités 

actuelles de tous les aspects.  Par conséquent, il est recommandable d'imposer et de discuter cette 

question à plusieurs niveaux en rassemblant des experts du domaine culturel, juridique et 

économique et également des secteurs publics, ONG et des secteurs des affaires afin d'obtenir la 

meilleure solution possible. Toutefois, définir un nouveau modèle de financement représente une 

grande réforme qui devrait être faite dans le cadre de la politique culturelle et de la 

transformation nécessaire du système culturel. Comme tout cela est avantageux mais guère 

possible à réaliser dans un proche avenir, il faudrait le considérer comme un objectif à long 

terme et choisir les options réalisables. Et cela veut dire: ajuster les lois fiscales et en adopter de 

nouvelles, introduire des instruments et des programmes pour améliorer la communication et 

coopération entre le gouvernement et les secteurs des affaires, de l'art et de la culture, travailler 

sur l'éducation et sur la promotion publique de soutien des entreprises pour l'art et la culture.   

 

A l'heure actuelle, il y a plusieurs facteurs qui doivent être ajustés ou introduits afin d'encourager 

et stimuler un plus grand soutien de la part de secteur des affaires pour l'art et la culture. Peut-

être que tout cet environnement dans lequel ces deux secteurs sont en corrélation doit devenir 

favorable à une coopération quelle que soit sa forme. Il y a trois parties qui doivent passer à 

l'action et entreprendre certaines mesures constructives pour améliorer la situation: le 

gouvernement et le Ministère de la Culture, les organismes culturels et artistiques et les 

entreprises. Le rôle du gouvernement est de créer un cadre juridique positif en introduisant de 

nouvelles mesures législatives et d'assurer un système fiscal favorable en appliquant des 

incitations fiscales. Le Ministère de la Culture doit mettre en œuvre une nouvelle stratégie de 

développement qui traitera la question de soutien des entreprises pour l'art et la culture et 



14 
 

apporter certaines mesures stratégiques et des instruments d'encouragements et de promotion. 

Les organismes artistiques et culturels doivent appliquer dans leur travail le modèle d'entreprise 

quant à la manière de penser et prendre part activement en lobbying auprès du Ministère et du 

gouvernement et animer le secteur des affaires aussi. Et le secteur des affaires, ou au moins des 

entreprises qui comprennent les avantages de la responsabilité sociale des entreprises ou de la 

philanthropie corporative comme le concept nécessaire pour le succès de leurs affaires, devraient 

aussi exercer une pression sur le gouvernement en exigeant des lois plus stimulantes et des 

incitations fiscales.  L'action cruciale après tout changement est une campagne de 

communication bien organisée. La sensibilisation du public pour cette question devrait être 

soulevée grâce à ces outils de communication pour créer une visibilité publique plus grande et 

plus large ainsi que la reconnaissance qui fournirait le capital de réputation et un avantage 

compétitif voulus par les entreprises. Comme il va de soi, une grande reconnaissance publique 

des donateurs et l'appréciation de leurs " bonnes actions" parmi leurs intervenants et 

consommateurs motivera le secteur des affaires à augmenter leur soutien à l'art et la culture.   
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1. Introduction 
 
 
 
 
From the aspect of financing the arts and culture in Serbia, the stagnation and crisis characterize 

the current period (2005-2010). It is as well connected with wider socio-political situation of the 

country in that period of transition which is marked with economic instability, frequent early 

elections, difficult process of privatization, unresolved political issue of Kosovo and Metohija, 

unresolved Hague Tribunal issues, balancing between the United States and Russia in foreign 

affairs relations, trying to become candidate for European Union membership, new (or constant) 

economic crisis, strategies of financial survival and sustainable development, etc. Having these 

huge and crucial problems in spotlights, cultural development and reform of 

financing system remain on the sidelines of society and political care. After the short time 

increase of government expenditure for the arts and culture in period of 2004-2006 and inspiring 

reforms in cultural system provoked by democratic changes, what followed was the re-reduction 

of the share for culture in government budget. It was again under 1%, and remained that low 

through following years, which is less than in countries informally called “cultural dwarfs”. 

Furthermore, in 2010 the share of the Ministry of Culture in the total government budget has 

reached almost the lowest level in the last 10 years (0.79%) 

(http://www.culturalpolicies.net/web/serbia.php?aid=622).  

 

Hence, government reacted by introducing new instrument in 2006 in order to allocate sources 

for financing the arts and culture. In 2006, National investment plan becomes the additional 

http://www.culturalpolicies.net/web/serbia.php?aid=622


16 
 

source, intended to support of infrastructural projects in culture. Even though, introduction of 

this instrument did not have a significant impact on strengthening the cultural infrastructure, 

particularly because of the frequent revisions of the budget. The Agency for Cultural 

Development that government established in 2001 in order to improve the economic status of the 

arts and culture and system of financing has been dissolved due to its low efficiency and no 

transparency in work. To date not any adequate replacement has been established. Moreover, 

incentives introduced during the former regime have disappeared, such as the matching fund 

"corporation-state / dinar for dinar" and new ones have not yet been created. And all other 

possibilities for diversifying sources of financing of culture and arts have been missed due to the 

lack of political interest for cultural development and the lack of active and applied cultural 

policy. 

 

Taking these facts into consideration financial support for the arts and culture from business sector is 

necessary more than ever. The government budget money can’t cover all the needs and costs of arts 

and cultural organizations and institutions; it covers only partly costs of public institutions and 

central government administration of culture. Budget even shouldn’t be the only source, sources 

should be diversified between public and private sector but the government must provide 

sustainable and systematic stimulating framework for the support of the arts and culture by 

business sector. More and more arts and cultural organization and institutions too are turning to 

fundraising and looking for the support by business sector to compensate their costs. On the 

contrary, very small number of nowadays companies acts as donors or sponsors of the arts and 

culture. The reason for that is, in the first place as said before, non-stimulating tax laws which 

does not provide sufficient incentives to stimulate business sector to support the arts and culture. 

Hence, business sector in general doesn’t find any systematic interest in supporting the arts and 

culture; all is left to the individual assessment of the possible interests of business company to 

finance some art or culture project, based more on marketing and PR policies than on economical 

profitability.     

 

Corporate philanthropy has been nominally revitalized in last 3-4 years through the framework 

of Corporate Social Responsibility (CSR), so the leading companies that operate on Serbian 

market used CSR as part of their marketing strategies. However, as the CSR is actually different 
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concept and strategy from corporate philanthropy the most of donations and support were made 

to charity, social actions or education programs, not to the arts and culture. Corporate 

philanthropic tools and methods refer to more limited scope of interest – in this case that would 

be the arts and culture field – haven’t been developed along to rising trend of corporate social 

responsibility. In 2007, the Balkan Fund for local initiatives introduced the VIRTUS award as an 

instrument for promoting corporate philanthropy. Still, this corporate philanthropy concept has 

not gain momentum as it could and should have, and the majority of companies either has not 

heard of it or do not find their interest in using it. On the other hand, fiscal system not only that 

does not stimulate but represents an obstacle to companies to donate the arts and culture. At 

present, all donations (except those given through the government) have a 5% gift tax, even if the 

donation is made in kind, so the recipient usually must find another donor to cover the taxes to 

be paid to the state. The reduced rate of VAT only for books, tickets for music manifestations 

and cinema tickets is 8% and the general one, to which many of cultural transactions are 

subjected, is 18%. 

 

According to these issues in financing of the arts and culture, a renewal of the cultural economics 

led by new stimulating laws and bylaws and followed by legal provisions are the conditions 

which are necessary to set up efficient structure for partnerships between the business sector and 

arts and culture. It is of utmost importance to find strategic solutions for the issue in question, 

and to enforce those solutions as long-term strategies of the cultural and economic policies 

withal. 

 
There are many measures, among which tax incentives, that are applied in other countries with 

the purpose of enforcing business sector to support the arts and culture. One of them is the 

concept of a facilitator which signifies the perspective in which the state directs the flow of 

cultural development through incentives in the area of tax policies, without specifying the public 

criteria in the quality aspects of art and cultural products and services. This concept is 

characteristic for the cultural system in the U.S. and is based on fiscal arguments, with 

exclusions and exemptions of those activities that are estimated by state as activities of the public 

interest and as such may have the status of public goods of collective interest. The concept 

provides a flexible resolution of problems of allocation and distribution of resources: resource 
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allocation is achieved through the market on the one hand, and tax relief and exemptions on the 

other hand, which allows diversification of sources for financing arts and culture and meets the 

requirements of self-sustainability of cultural institutions and organizations (Mikić, 2010). 

According to Craik J. the facilitator strategy provides socio-economical conditions and basis for 

development of philanthropy, sponsorship and other partnership between business sector and 

arts. Also there are some formats of public – business partnerships such as matching funds whose 

purpose is gathering resources from public and private sources in a certain proportion. And there 

are many other European practices and experiences with methodical solutions, instrument and 

measures which are empirically confirmed to encourage business sector to support the arts and 

culture.  

 

Therefore, my interest is based on investigating those practices and the whole CSR, corporate 

philanthropy and sponsorship point of view including:  

• Donation; 

• Sponsorship; 

• Foundations and funds; 

• Alternative funding (loans, etc.); 

• Cross-collaborative mechanisms; 

• Other methods. 

Afterwards, the thesis would refer to current situation in Serbia and propose possible strategic 

solutions that would be the most appropriate to apply in Serbia to encourage the business support 

to the arts and culture.     

 

On the other angle the thesis refer to entrepreneurship models from the view that arts and cultural 

organizations need business orientated thinking including business plans so as to be competent 

and skilled to get funding from the business sector. As elaborated in the introduction, arts and 

culture are in extreme need of support from the business sector as the resources from the public 

budget are not sufficient. Therefore it is necessary they turn themselves to greater collaborating 

with business sector and implementing strategies of diversifying sources of financing. Finally, 

this thesis has the purpose of exploring and defining strategic solutions for the issue of financing 

the arts and culture from the business sector.  
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2. Methodological consideration: Research design and data analyses 

 

 

The main goal of this work is to perceive the current situation in Serbia considering financing of 

arts by business (private) sector as well as to search for, examine and propose possible strategic 

solutions. 

 

Specific goals are to: 

 

1. Identify and evaluate the current legal framework regarding financing of the arts and 

culture;  

2. Identify and analyse all forms of business sector support for the arts and culture;  

3. Examine trade policies concerning support for culture in a sample of private enterprises 

and the influence of existing tax instruments and incentives in financing the arts and 

culture;  

4. Observe the experience and practices in Europe and explore possibilities of application of 

some elements in Serbia; and 

5. Distinguish and define achievable strategic solutions and practical methods aiming at 

motivating the business sector to invest in culture and arts and improving fundamental 

conditions for cooperation between the arts and cultural and the business sectors. 

 

 

General hypothesis on which the further research would be based is:  

 

 Existing practice of financing the arts and culture in Serbia refers to an undiversified 

model due to the fact that business sector sees no interest in supporting the arts and 

culture which implies the necessity of strategic change in the field of legislation 

concerning stimulating tax incentives and introducing other stimulating measures in a 

collaborative mode between the government, businesses and cultural sector. 
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Specific hypotheses are: 

 

 Business sector support to the arts and culture in Serbia is low because the system of 

incentives that is currently in force is not stimulating enough; 

 Tax incentives that are in principle proclaimed in present tax law are not being applied or 

used by business sector that is in general not aware or accustomed to exercise them; 

 Business sector support to the arts and culture in Serbia is low because the government 

doesn’t take measures of diversifying the sources of financing the arts and culture; 

 Business sector is not educated and animated enough about their potential interest in 

financing the arts and culture; 

 Positive experience and practices (incentives and methods) in stimulating financing of the 

arts and culture by business sector from other countries can be applied in Serbia with 

expectations of positive results; 

 Artistic and cultural institutions and organizations need to turn more to entrepreneurial 

way of thinking in order to attract business sector to support their production; 

 

 

Research question leans on the intended goals and presumed hypotheses so it may be 

formulised as: What are the existing needs, practices, attitudes, forms of financing the arts and 

culture by business sector in Serbia and which new strategic solutions – instruments and 

measures would improve the situation? 

 

Research design that would be most appropriate to provide a framework for the collection and 

analysis of data is cross-sectional design using an in-depth interview as a principal instrument. 

The research is based on the standpoints of those hypotheses and, thus, on the existing needs, 

practices, attitudes, forms of financing arts the arts and culture by the business sector in Serbia. 

As a result new solutions, instruments and measures are proposed to improve the situation. The 

general orientation of the thesis is towards a deductive approach in testing the theory, as well as 

the hypotheses by using mainly qualitative research strategy and methods, but also implementing 

quantitative research where possible. 
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• Quantitative research: 

 

Secondary analysis and official statistics - Data collected by other researches and surveys done 

by official organisations did certainly benefit this student-carried-out research project. This kind 

of analysis has allowed me to get involved into some already driven conclusions, statistics and 

facts that I wouldn’t have capacity to make by my own through primary analysis. Therefore, by 

researching and analysing existing quantitative data and legislative from the public sources 

(Ministry of Culture, The City Assemble, Center for Study in Cultural Development, Statistical 

Office, Chamber of Commerce, Official Gazette, etc.) and from independent research 

organizations (Ipsos Strategic Marketing for example) I have built up the measurable context of 

my research project. In some aspects I used studies, surveys and official data of some other 

countries to analyse and compare the practise from abroad to Serbian. Hence, by conducting this 

quantitative method I intended to analyse and identify ‘the best practise” – the model that would 

suite the most and be the most appropriate for applying in current situation in Serbia.  

 

• Qualitative research: 

 

In-depth interview – I used this instrument in collecting data and information from the field of 

business sector; The research was based following the criteria of “business leaders in private 

sector” – private business companies that would lead in most advanced practices and trends in 

the business sector. I have chosen them to serve as indicator of best practices in Serbia, which 

would as well refer to the best practices in supporting the arts and culture, and trends that are set 

up for others. For the sample I have chosen representatives from most successful private business 

companies that are leaders in promoting the CSR and corporate philanthropy since their attitudes 

towards the issue are of the highest relevance as they shall be followed by others. Interview was 

semi-structured, consisting 8 questions, and it was mostly done by e-mail and telephone, since 

that was the most convenient way for companies’ representatives (most of them were PR 

managers). An interview guide document was accompanying the interview as well as the 

information of general kind. 

 

 



22 
 

3. Financing the arts and culture 

 

 

The arts and culture enjoy different statuses and treatments in different social communities and 

each country is responsible in creating that status by determent of the importance of arts and 

culture in its overall politics. Thus, some countries treat the arts and culture as matter of the 

highest national importance, considering them for the initial part of the national identity; for 

other countries the arts and culture are less the matter of prestige and more the matter of pop 

culture and therefore are generally left to the open market; some combine both approaches; and 

some are so preoccupied with other "more important" matters so that the arts and culture are left 

on their own without conceived cultural policy. That attitude towards culture is regarded as a 

cultural policy, “that should be taken to mean the sum total of the conscious and deliberate 

usages, action or lack of action in a society, aimed at meeting certain cultural needs through the 

optimum utilization of all the physical and human resources available to that society at a given 

time; that certain criteria for cultural development should be defined, and that culture should be 

linked to the fulfilment of personality and to economic and social development” (UNESCO, 

1967)  

 

These and other approaches or cultural policies have been the expressions of a long-

standing cultural and political tradition trough history. The countries whose historical legacy is a 

monarchical model, that have been kingdoms or empires, are accustomed to patron relationship 

towards arts and culture and tradition of financing artists and cultural institutions from the royal 

treasury. Afterwards, the system of financing culture moves from the private sphere into the 

public sphere, and the basic principle of funding rather than individual participation replaces the 

principle of solidarity and equitable distribution of public expenditure. It was reflected in 

socialist and communist societies that have also practiced full support to the artists and 

public cultural institutions from the state coffers. Therefore it was harder for them to accept and 

implement some liberal democratic principle such is alternative financing of the arts and culture, 

from the private sector. On the contrary, societies where the democratic system was early 

implemented have soon introduced the open market and private sources as means of financing 

the arts and culture. In today's global world and time where all systems are merged into 
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one global liberal-capitalist system, conservative attitudes and approaches towards the funding of 

art and culture are subjected to reform. 

 

Or, as Mucica puts it: “And now, at the beginning of the third millennium, European countries 

face a dramatic challenge in their approaches and their responses to the economic, political and 

cultural changes that are sweeping not only Europe, but the whole world. (…) First, 

globalisation, which is rapidly becoming the cliché of our times. Globalisation, this fast 

expanding and intricate system of integrated markets, international trade and investments, 

multinational corporations (MNCs), and converging technologies, presents both challenges and 

opportunities for our cultural life, given the unprecedented volume of creative and cultural 

exchanges between peoples around the world. However, it also creates a global environment for 

marketing and distribution of cultural goods and services, as well as for the production of these, 

which may place national or local cultures and identities at risk.” (Mucica, 2003:6) 

 

It is not easy for the arts and culture to follow this global trend and to stay devoted to their true 

values. It is even more complicated when they are used to budgetary funding and with no 

entrepreneurial skills. Still the ways to overcome these obstacles exist, within the competences of 

government, business companies and art sector itself, and they will be discussed within the 

inclination to increase business support to the arts and culture. 

 

 

3.1. Systems of financing the arts and culture 

 

 

Conventional division of the structure of financing the arts and culture in world practise is on 

three basic financing systems: 

1. Budgetary, 

2. Market, and 

3. Mixed. 
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Budgetary financing system implies centralized state financing model in which cultural 

institutions are being financed from the central budget. It is characteristic for the socialistic and 

communistic polity (in former times also monarchies) that subsidize the real market values of the 

arts and culture programs and products. Because of those subventions, for example, prizes of 

tickets are quite low comparing to the market value but that is the way of making arts and culture 

accessible to broad layers of society. This model is convenient for cultural institutions of national 

importance because of their mission of preservation and presentation of national cultural heritage 

(museums, archives, libraries, institutes, etc.); it is also suitable for institutions of non-

commercial profile and aspiration for artistic excellence, because success with the audience does 

not affect the amount of funds. Subsidized institutions are automatically those founded by the 

republic or other government authorities (city for example) or government can take over the 

financing of some alternatively founded institution if recognizes its importance. This model 

requires accountability to public authorities and through it the government has the ability to 

impose conditions and set restrictions; on the other hand it provides the effect of availability.  

      

The market system of financing of culture is typical for liberal capitalistic state models and it 

implies generating resources through selling products at market value. It represent the market 

oriented logic where the 80, 90 % of total income come from the market. When there is no state 

impact and strong cultural policy artworks are no different than other products on market which 

is reflected in responding to cultural needs of the market.  

 

Mixed financing system involves both budgetary and market system of financing. Relations of 

those two can be 50 to 50% but in most cases market system prevails and the tendencies are to its 

side – towards gathering more and more resources from the market. The mixed system is 

represented in countries where neither of the two previous systems fully correspond cultural 

needs and objectives made by state policies. Hence this is upgraded “mutant” system that uses 

budget and market advantages it as well insists on diverse financing sources. As Djurovic puts it 

“A common feature of all the concepts of mixed financing is to provide great diversification of 

sources of financing of culture, which creates the conditions and socio-economic context for the 

development of philanthropy, sponsorships and partnerships between cultural and business 

sectors.” (Djurovic, 2010:170). 
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3.2. Means of financing the arts and culture 

 

 

 Another sort of division can be made on three main sources of financing the arts and culture:  

1. Financing by means of the government,  

2. Financing by means of the market and 

3. Financing by means of the third sphere. 

 

It is European tradition to finance the arts and culture predominantly by means of the 

government. That doesn’t imply that other means are excluded but that this is the prevailing 

source of funds. There are advantages and disadvantages of this system of arts and culture 

support. As Helbrun and Gray put it: “Philosophically, those who favour the European system in 

which arts institutions are supported primarily by government subsidies start from the premise 

that art and culture are a national heritage and therefore logically deserve to be supported by the 

nation acting collectively” (Helbrun and Gray, 2001:270). To qualify for government support, 

cultural institutions and artists have to assure that their artwork, programmes and activities meet 

qualitative and quantitative standards stipulated by politicians and government agencies. 

Consequently their freedom can be more or less constrained and their subjects have to be more or 

less of interest and importance to decision makers. “If the government is the major source of 

finance, cultural institutions are more or less compelled to operate in the government circuit.” On 

the other hand, this system provides certain financial stability for the institutions because they 

can always count on that support, even if they have to compensate it from other (private or 

market) sources. “Government funding, it is also argued, would be relatively stable, providing a 

more reliable basis for long-run planning than private support does. Perhaps more fundamental, 

support from the public budget is seen as a way of insulating the arts from the potential threat to 

their artistic freedom associated with dependence on the marketplace” (Helbrun and Gray, 

2001:270). Nevertheless, there is worldwide tendency towards diversification of means of 

financing in sense of increasing the business support for the arts and culture. Decisive 

government bodies are also involved into stimulation of this business support through indirect 

subsidies and other simulative measures which will be discussed further more.   
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Financing by market sources have the American origins and implies that artist and cultural 

institutions sell their work and services on the market. In this system the arts and culture are 

following the same logic as all other product-oriented industries. Accordingly, they have to 

create art products they can sell on the market and always have to be aware of what the buyer is 

willing to pay for. Disadvantages are obvious; this leads to commercialisation of art as the most 

frequent consequence. Besides that, if being valued only on market, artworks can’t reach the art 

excellence. Yet, awareness about the logic of the market is necessary if nothing else, than at least 

as supplementary source of funds. Artists and cultural institutions can make their own incomes 

from the market – directly by selling tickets or artworks and indirectly via various marketing 

actions or services. Sponsorship is also classified as a market source, because the deal between 

an artist or cultural institution and a sponsor is based on purchase level; first party provides a 

service or promotional action or the event with benefits or something else depending on what 

other party is willing to pay for. Therefore, it is a strictly business relationship that functions 

according to principles of the market. Actually, every kind of support that comes from the 

business sector directly counts for the financing from the market sources. 

 

Financing by means of the third sphere implies gathering funds from non-profit sector - 

individual and corporative donations, patronages from Maecenas and support from foundations. 

This kind of financing the arts and culture originate from the Anglo-Saxon tradition, but 

nowadays it is prevalent in other European countries. Maecenas used to support work of 

individual artists or royal families were patrons of cultural institutions, foundations give 

donations or grants addressed to art projects, etc. This concept assumes “focusing on the 

idealistic and special character of the arts and on its vulnerable character” in sense that those 

contributions are made without any direct benefit in return. It also relies on a moral responsibility 

of those members of society who are in a position to contribute to that same society and 

influence its development. Contributions are often made in the name of charity and philanthropy, 

relying on personal individual motives, or in case of foundations, of its mission that mostly refers 

to certain social issues. Untill recently, third sphere wasn’t at all acknowledged as a potential 

source of support to the arts and culture, but the modern practise is showing that this attitude is 

changing and gaining more and more significance.  
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3.3. Concepts of financing culture from the aspect of state and culture relation   

 

 

Observed through the history, mechanism of resource allocation has always been based on the 

authority of economic and political forces of rich individuals or institutions - church and state. 

The ideological orientation of the creators of cultural and economic policies has influenced the 

choice of objectives that will be pursued and the instruments to be used. Chartrand has defined in 

that sense the system of financing culture through several following concepts. (Mikic, 2010:4-6) 

 

The Facilitator State funds the arts through ‘tax expenditures’, i.e. taxes foregone or forgiven.   

In the United States, government plays the role of Facilitator, promoting the arts through tax 

expenditures channeled by donors. The Facilitator role has its origins in three American 

traditions: the separation of church and state, the competitive market economy, and private 

philanthropy, which before and after imposition of income tax has represented the single most 

important source of support for the fine arts. 

 

The Facilitator supports diversity rather than specific types or styles of art. Specific standards are 

not supported because the Facilitator relies on the preferences and tastes of corporate, foundation 

and individual donors. The policy dynamic of the Facilitator State is random in that public 

funding reflects the changing tastes of private donors. In the Facilitator State the economic status 

of the artist and fine arts enterprise depends on a combination of box office appeal and the 

changing tastes and financial health of private patrons.  

 

The strength of the Facilitator lies in the diversity of funding sources. Individuals, corporations 

and foundations choose which art, artists and arts organizations to support. The Facilitator also 

has weaknesses. First, standards of excellence are not supported, and the State has no ability to 

target activities of national importance. Second, the valuation of private donations in kind, for 

example, a painting donated to a museum or art gallery, can be problematic. Third, the Facilitator 

cannot necessarily restrict benefits to the domestic arts community.  
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The Patron State funds the arts through arm's length arts councils. The government determines 

how much total support to provide, but not which organizations or artists should receive that 

support. A council is usually composed of a board of trustees appointed by the government. 

Having been appointed, however, trustees fulfil their grant-giving duties independent of the day-

to-day interests of the party in power, much like the trustee of a blind trust.  Granting decisions 

are generally made on the advice of professional artists working through a system of peer 

evaluation. Great Britain is the prime example of the Patron State. 

 

The arts council supports creativity with the objective of promoting standards of professional 

artistic excellence. The policy dynamic of the Patron State is evolutionary, responding to 

changing forms and styles of art as expressed by the artistic community. The economic status of 

the artist and the artistic enterprise depends on a combination of box office appeal, the taste and 

preferences of private donors, and grants received from arm's length arts councils. 

 

The very strength of the arm's length arts council is often perceived, however, as its principal 

weakness.  Fostering artistic excellence is often seen as promoting elitism, with respect to both 

type of artwork produced and audience served.  Support of artistic excellence may result in art 

that is not accessible to, or appreciated by, the general public, or by its democratically elected 

representatives.  In most Patron States there are recurring controversies in which politicians, 

reflecting popular opinion, express anger and outrage at support for activities that are, for 

example, perceived as politically unacceptable, pornographic or appealing only to a wealthy 

minority. With an arm's length council, however, politicians can claim neither credit for artistic 

success nor responsibility for failure.   

 

 

The Architect State funds the arts through a Ministry or Department of Culture.  Bureaucrats, in 

effect, make grants. The Architect tends to support the fine arts as part of its general social 

welfare objectives based on an historic tradition in western European culture since the fall of 

Rome – practised first by the Church in praise of God then in praise of the Monarch and/or 

Aristocracy and, today, in praise of the citizen or the culture of the specific nation-state.  Since 

the arrival of ‘democratic’ government, the Architect role has evolved from ministries of church 
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affairs and culture to ministries of education and culture to a separate and distinct ministry of 

culture. 

 

 The Architect tends to support art that meets ‘established’ rather than ‘professional’ standards of 

artistic excellence. The policy dynamic of the Architect is revolutionary.  Inertia can result in the 

entrenchment of established standards developed at a particular point in time leading to 

stagnation of contemporary creativity, as has been observed with respect to France. The 

economic status of artists in the Architect State is determined by membership in official artists' 

unions. The economic status of artistic enterprise is determined almost exclusively by direct 

government funding. The box office and private donations play a small role in determining their 

financial status.  

 

The strength of the Architect role is the fact that artists and arts organizations are relieved from 

depending on popular success at the box office, resulting in what has been called an "affluence 

gap". Moreover the status of the artist is explicitly recognized in social assistance policies.  The 

weakness of the Architect is that long-term, guaranteed direct funding can result in creative 

stagnation.  

 

 

The Engineer State owns all means of artistic production. The Engineer officially supports only 

art meeting political standards of excellence. Funding decisions are made by political 

commissars’ intent on furthering political education or re-education, not artistic excellence. The 

policy dynamic of the Engineer State is revisionary with funding decisions constantly revised to 

reflect an ever-changing party line. The exemplar of the Engineer role was the old Soviet Union. 

 

The economic status of the artist is determined by membership in official Party-approved artists' 

unions. Anyone who does not belong to such a union is, by definition, not an artist. All artistic 

enterprises are state-owned and operated; that is, all artistic means of production belong to the 

State. Artists who produced work that did not conform were expelled and no longer recognized 

as artists. 
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The Engineer role is attractive to a "totalist" regime because it focuses the creative energies of 

artists toward attainment of official political goals.  There are several weaknesses associated with 

the Engineer role. First, art is subservient to political objectives. This concept is characterized by 

a revisionist cultural dimension of development: decisions regarding the financing of culture are 

constantly under pressure from the revisionist intention: censorship, repression and directives, 

and is thus significantly affected the creative dimension of culture. 

 

 

In summary the European tradition is mainly the mixture of architect concept reflected in the role 

played by absolute monarchs and the medieval church and the patron concept reflected in 

application of arm’s length principle through autonomous arts councils. And the present 

European trend is introducing and implementing the facilitator concept to the existing base in 

order and aspiration to create the optimal conglomerate.    

 

Craik suggests three dimensions of culture mixed type of funding: patronage strategy through 

which the direct financial appropriations are granted to cultural institutions, the strategy of 

indirect financing such as resource allocation through the arts councils, funds and the like, and 

the strategy of facilitator which provides the conditions and socio-economic context for the 

development of philanthropy, sponsorships and partnerships between cultural and business 

sectors and market-viable artistic creativity (guaranteed purchase, art in public space, art market 

sizing, etc.). (Mikic, 2010:7) 

 

 

3.4. External support and internal self-generate incomes 

 

 

One more distinction should be made clear within funding the arts and culture – a distinction 

between external support and internal self-generated incomes.  
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External support refers to:  

 

• Direct public support (from the government budget); 

• Indirect public support (trough tax incentives or state lottery); 

• Support from the private sector: 

o Sponsorship; 

o Corporate donation; 

o Individual donation; 

o Foundations and funds; 

o Charity and other contributions; 

 

Internal self-generated incomes imply to those sources generated or earned directly by the arts 

or cultural organization by selling products (tickets, art works and side line products) or different 

kind of services on the market. 

 

As it was elaborated in previous sections, means, modes or resources of financing the arts and 

culture can be various. In Europe they evolved from the exclusive external support from the 

government (or royals) to mixed system in which external support comes both from public and 

private sector and in which the art or cultural organization itself has to contribute with its own 

sources. As in other cases the growing trend in financing the arts and culture in whole Europe, 

which is already in force in US and mostly in UK, is in decreasing the external government 

support and increasing all other forms of gathering incomes, both external and internal. That 

trend is reflected in tendencies to encourage the business support to the arts and culture through 

various measures and programs and in tendency to promote entrepreneurial approach in the field 

of arts and culture as well which would directly affect the growth of internal self-generated 

incomes. Therefore, the next paragraph is about that trend and tendencies, and concepts, modes 

and practices that go along. 
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4. Business support for the arts and culture 

 

 

4.1. Concept and origins   

 

 

Patterns and examples of arts and culture funding from the business sector originate from the 

Middle Ages, but reach the full form of development during the 18th and 19th century. In 

Europe this practice was conceived and known as maecenatism, dating way from Ancient Greece 

to renaissance Italy, where donors were wealthy individuals or families known as the Maecenas 

or patrons of the arts. Their generosity consisted of socio-economic protection trough providing 

facilities for work and living, promotion of their achievements and the creation of collections of 

their work. In America, the wealthy industrialist's also set up foundations and used to give large 

donations to community causes, developing the philanthropy – another form of support 

characteristic of the American climate. Hence, the concept of business support for the 

community and overall society (including the arts and culture) is known by many names dating 

from different backgrounds and historical examples in Europe and USA.  

 

Even though, during its historical development, Europe have had the practice of private support 

from wealthy citizens, government, churches, royals, etc, the private support coming from 

private business companies was something quite new and non-close to European tradition and 

value system. There was also a period After World War II, when most countries in Europe 

created a public access system in culture. Since the arts and culture were financed from the 

public money, private sector felt its contribution has already been made and felt no compulsion 

to invest more. State role in the culture ranged from centralized state management that was 

characteristic for the most of countries, to arms-length in some more liberal systems, still 

keeping the predominant funding of arts and culture from the central or decentralized budget.  

For many countries the culture was the matter of prestige and reputation, the matter of long 

tradition they are proud of, thus it was logical that they developed a strong public infrastructure 

and various state models of cultural policies to keep it that way.   
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Schuster attributes the low level of private support in Europe to historical tradition. “In the 

distant past, major European cultural institutions such as the Comédie Française or the Vienna 

State Opera owed their origins and subsequently their support to royal or at least noble, 

patronage. In the nineteenth and twentieth century, these burdens were assumed by republican 

governments and municipalities. Private citizens, aware that “the government” was subsidizing 

arts institutions and those they as taxpayers were footing the bill, felt no obligation to make 

voluntary contributions. That is not to say that wealthy collectors might not sometimes donate 

valuable works of art to national or municipal museums, but a broad-based tradition of private 

charitable support for the institutions of art and culture never developed.” (Helbrun and Gray, 

2004:266) 

 

However, with the with the accelerated development of the economy, information technologies 

and information society, with the emergence of multinational companies and global politics in 20 

century the European cultural market opens to business sector. Streeten (Streeten, 2006:401) 

argues that this situation has changed recently through a shift in thinking from a goods-centred to 

a human-centred view of the development process. “Such a shift is consistent with a more 

holistic view of the developing economy, in which economic, social, cultural and environmental 

systems are seen interrelated; in these circumstances economic and cultural development can be 

seen to advance hand in hand. (Throsby, 2006:17). The real attitude change came in 1980s when 

most European governments started to restrain public spending and thus reduced the financial 

support for the arts and culture. Because of the new situation, private sources of funding gain the 

attention of governments as well as the cultural organizations. Cultural policies were changing in 

the direction of encouraging private sector to support the arts and culture. “With regard to the 

spread of business sponsorship in the 1970s and 1980s, cultural policies reacted in various ways: 

some governments until quite recently showed reservations about the excessive influence of 

market and of private capital over cultural values. Although such fears are not entirely 

unfounded, by now it has been generally accepted that business sponsorship to culture is worthy 

of political support.” (Inkei, 2001:3) That acceptance yet varied from one country to another, 

those liberal democracies implementing it to their policies sooner and easier than all others.    
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As Mikic (Mikic, 2010) puts it, debates about the models and forms of financing the arts and 

culture have become especially intense in early 90s, when the Europe experience real difficulties 

for financing arts and culture, when it was clear that public infrastructure and administration can 

no longer be efficient and sustainable. Approaches in solving the problem were different and 

particular for each country. UK, being the most liberal, introduced the extreme change – the 

privatization and transformation of the ownership structure of cultural systems; France’s way 

was through creating specific partnerships in the financing of culture between the central 

government, cities and the private sector; and Nordic countries, the Netherlands, Denmark and 

Belgium, have introduced the principles of economy and efficiency in the selective formation 

of budgetary policy.  

 

At present, Europe is in a way trying to apply the principles of American financing model to 

existing structure, through emphasizing the market approach on one hand and keeping the basic 

financial support public on the other. The aim is to employ more and more private funding while 

reducing budget subsidy. At the same time they are taking care not to lose the artistic quality 

with commercialization. Expert opinions are still divided on this issue, yet under the current 

situation in art and culture field are the trend of reducing funding from the state budget, some of 

the benefits of financing from the private sector are undeniable. It diversifies the sources of 

income, creating a greater stability than being financed only from the budget; diversity in 

funding sources also reduces the dependence from the government and their policy. In the best 

case, it also provides institutions and organizations a greater freedom of action, when being able 

to make a good understanding and arrangement with the donor and skip commercialization or 

other influences, at the same time providing the donor opportunity to be recognized and 

acknowledged as the important participant of that artistic accomplishment. 

 

 

 

 

 

 

 



35 
 

4.2. Modern practise 

 

 

In today's post-modern world of liberal capitalism, the global market is a vast jungle-like 

competition, so that everyone has almost literally to fight for his product and his customer. 

Modern marketing strategies are no more oriented to large groups, but by target take into account 

every individual. Marketing itself is becoming the most important aspect in doing business, and 

business companies in order to secure their slice of the market can not count without it. With the 

overwhelming trend of advertising and complete mediatisation of society at large, business 

companies no longer pay attention only to the quality of product but how it will be represented. 

They as well have to take great care – to build and nourish their own identity and image they are 

enjoying on the market, among stakeholders and consumers. Accordingly public relations’ tools 

and corporative communications are gaining greater significance than ever. Positive public 

opinion, which is built around the companies that are operating "responsibly", that get involved 

into social issues and encourage the development of the community itself, have the most 

influence on the creation and maintenance of socially desirable image. So will this way of doing 

business, except the moral satisfaction for the company and its employees, bring a positive effect 

on the market. 

 

According to the Study on Financing the Arts and Culture in the European Union done by 

Policy Department for Structural and Cohesion Policies of the European Parliament, there is a 

noticeable shift toward a positive attitude with respect to private business support, detecting two 

trends – “companies support culture and art financially as part of their marketing strategy (they 

get economic benefits); and other - “their support is charitable (it has moral benefit)” (Klamer, 

Petrova and Mignosa, 2005:41). Study also informs that business financial support to culture is 

mostly motivated by social responsibility combined with marketing goals. 
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4.3. Modes and approaches 

 

 

There are several manners or ways in which business support functions, some of them being part 

of wider theoretical frames, business concepts or strategies. Here, there will be word about those 

most common and widespread as the Corporate Social Responsibility (CSR), Corporate 

Philanthropy, donation, patronage, self-generated incomes and sponsorship, each of them 

including support distributed in kind, in cash, in grants, awards and prizes.  

 

 

4.3.1. Corporate Social Responsibility  

 

 

On the World Summit on Sustainable Development in Johannesburg (2002) the conclusion of the 

numerous governments was that the cooperation and partnerships between the business sector, 

public sector (governments) and civil sector is indispensible in order to acquire sustainable 

development of society. Therefore they made an agreement and put Corporate Social 

Responsibility on the top of business-strategic-policies concepts as the leading mechanism of 

connecting economical development with development of community, social and environmental 

concern. Afterwards, majority of all big and prominent companies and corporations have 

redefined their identity and incorporated the CSR concept into their policies and Public Relations 

strategies. It is also one of the instruments of building sustainable competitive advantage, which 

is makes a great deal in today hyper-crowded market.      

  

“Corporate social responsibility is a commitment to improve community well-being through 

discretionary business practises and contributions of corporate resources.” (Kotler and Lee, 

2005:3). This is one of many definitions of CSR, another one made by The World Business 

Council for Sustainable Development in its publication "Making Good Business Sense" by Lord 

Holme and Richard Watts, notes that “Corporate Social Responsibility is the continuing 

commitment by business to behave ethically and contribute to economic development while 

improving the quality of life of the workforce and their families as well as of the local 



37 
 

community and society at large.” Mallen Baker, a strategic advisor on corporate social 

responsibility states that CSR is “about how companies manage the business processes to 

produce an overall positive impact on society” (http://www.mallenbaker.net/csr/definition.php). 

All definitions agree in one general thing put in simple words – that CSR is about business sector 

holding themselves responsible for the local community and world issues and making their 

contribution to society taking into account human and environmental betterment. Ljubojevic and 

Ljubojevic also conclude that CSR is demanding from business sector to take care about the 

consequences of the decisions they make, for their own sake and for the sake of society 

(Ljubojevic and Ljubojevic, 2010). Within the numerous causes that can be subjected to CSR 

activities, from ecology and helping the planet to human safety and helping people in need, 

which can be regarded from various detailed aspects, there is a cause of supporting and 

encouraging the arts and culture in its various manifestations. 

 

According to the results of The Do Well Do Good Public Opinion Survey on Corporate Social  

Responsibility, 88% of respondents believe that companies should try to achieve their business 

goals while still trying to improve society and the environment. For the purpose of the survey, 

they defined CSR as “set of actions of a company that changes business operations to improve, 

maintain, or mitigate a company’s impact on society and the environment” 

(http://dowelldogood.net/?page_id=688). Kotler and Lee identify the trends of the last decade 

such as “increased corporate giving, increased corporate reporting on social responsibility 

initiatives, the establishment of social norm to do good, and an apparent transition from giving as 

an obligation to giving as a strategy (Kotler and Lee, 2005:4). And Ljubojevic and Ljubojevic 

consider corporate social responsibility as one of the key tools for achieving sustainable 

competitive advantage in the turbulent global environment. (Ljubojevic and Ljubojevic, 2010:71) 

Being defined in so many ways and being discussed in many frontiers all over the world, the 

CSR has become the buzz world of today. There is none respectable business company or 

multinational corporation that is not aware of those tendencies and that has not integrated CSR 

objectives and activities into principles of its business policy. 

 

In recent past the term Corporate Social Responsibility came into use in Serbia with the greater 

market entry of multinational companies to Serbia. Today it is rather understood in common 

http://www.mallenbaker.net/csr/definition.php
http://dowelldogood.net/?page_id=688
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business terminology and practice within which it is also called Socially Responsible Business or 

shorter Social Responsibility, but with the same meaning as CSR. The term, yet, isn’t that 

comprehensible in general public since it hasn’t been well promoted.  So, taken as a whole, the 

notion and perception of CSR in Serbia is present but it is still a trend that hasn’t gain 

momentum in all social spheres.   

   

 

4.3.2. Corporate Philanthropy 

 

 

Term corporate philanthropy is driven from the American cultural praxis, relating primarily to 

charitable giving, founding and financing hospitals, schools, cultural institutions or other 

institutions of social care. As it is said before, it is part of American tradition to have private and 

privately financed institutions, taking for example two mayor magnates, Rockefeller and 

Carnegie, who were also the leaders and representatives of philanthropic business method. 

Nowadays, this practise still functions among different sized companies and corporations, 

gaining momentum in Europe, too.     

 

Corporate philanthropy can be considered as a form of corporate social responsibility business 

concept, being in the same way incorporated into the company’s identity, business strategies and 

desirable image it want to create among the employees and public. It is also the path in which 

economy meets the society issues and, in this consideration – the arts and culture, making the 

contribution without getting direct anything in return. Again, it is the segment of a broader global 

concept of sustainable development as the world most important strategy.    

 

“Corporate Philanthropy mirrors individual philanthropy except for the fact that a corporation, 

not an individual, is donating funds, time, or talent. Although done on a larger scale, corporate 

philanthropy is still done without any expectation of direct corporate gain (such as increases in 

revenue), but usually involves indirect gains (such as enhancing a company’s brand, engaging 

employees, recognition, etc.).” (http://dowelldogood.net/?p=531).  

http://dowelldogood.net/?p=531
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According to the survey made by same authors (The Do Well Do Good Public Opinion) 83% of 

those we surveyed think that companies should give financial donations to charities, nonprofits 

or causes. 

 

As Lerner puts it what philanthropy originally meant was literally “love of humanity”. But that 

definition has been spread for the purpose of corporate philanthropy, or as he calls it – organized, 

industrial philanthropy. “Like every other industry, organized philanthropy generates its own 

essentially self-serving belief systems and public relations mechanisms. Organized philanthropy 

is naturally inclined to cloak itself in the rhetoric of the original spirit of philanthropy and to bask 

in the reflected glow of the obvious benefits of skilful philanthropic acts.” (Lerner, 

2005:173,174) Therefore, organized or corporate philanthropy may even be judged by original 

“real” philanthropy for its bit hypocritical motives. But there comes the question whether it is 

important if the motive for making contribution is selfish or self-beneficial when the outcome of 

it is indubitably helping, momentous or even life-changing for the recipients.     

 

Djurovic, in his thesis on Corporate Philanthropy in Culture writes: “In the global market there 

are so many companies offering their goods and services, which lead to more intense 

competition in which they are extracted only the best. In order to achieve business excellence, it 

is not enough to produce goods or provide services of exceptional quality. Therefore, leaders of 

multinational companies, which by their impact is often more powerful than some sovereign 

states, show an increasing interest to get involved and become equal partners in the creation of 

various government policies and sustainable practices, and micro-and macro-level socio-

economic development.” (Djurovic, 2011:6). Hence, one way or another and in one mode or 

another, private business support for the arts and culture, among other fields in human and social 

sphere, became the pattern one cannot conduct the business without if plans to be reputable and 

taken seriously in the market.  

 

Inkei defines two basic channels of philanthropic activity of businesses (Inkei, 2001:7-8): “In its 

simple form, the company directly donates funds for some cultural purpose; or, indirectly, such 

support may come from a foundation, established by the business company (or the individual 

owners). Since in the latter case the donation is given by a non-profit-making organization (a 
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foundation), in a strict sense it should not be classified in the realm of business support for 

culture. In most cases however, foundations keep the name of the businesses, which generated 

their funds; their philanthropic actions add to the recognition of the company and its brand 

names. Corporate foundations therefore constitute an integral part of business communication 

and thus, from the policy point of view, such foundations deserve the same attention like other 

forms of business support to culture and are also eligible for fiscal encouragement.” 

 

Corporate philanthropy, as a term typical to Anglo-American area, is not so much utilized in 

business practice in Serbia. As it is noted before, more common term in Serbian business 

vocabulary is Corporate Social Responsibility. Philanthropy as an expression is usually used in 

connotation of charity, and more as an individual private act than as a concept of business 

contribution.      

 

 

 

4.3.3. Corporate and individual donation 

 

 

Byrnes states there is a strong relationship between the economy and corporate donations, 

considering the fact donations are most often driven by the concept of reciprocity, where motives 

for financing can be within public relations, marketing potential or benefits for the employees 

(Berns, 2009:527). Corporate donations can be regarded as a form of philanthropy or corporate 

social responsibility, depending on the strategic orientation of the donator. They usually come 

from a charity’s budget of company and they are subjected to tax benefits. 

Donation is still generally considered for support without returns. Motives for making donation 

should be of a moral nature, it is publicly regarded as an act of humanity. Also, donation may 

come from the art lovers, for the reason of loving and cherishing certain kind of art, art direction 

or artist.     

 

Individual donation applies the same distinction as for corporate donations, it is through history 

known as a patronage – most famous were the cases of rich merchants supporting young artists. 
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Therefore, it still remains commonly considered for an act of benevolence or charity of the 

rich private individual to an artist, project or institution. This kind of contribution is frequently 

done through independent foundations.  

 

In Serbian vocabulary donation also refers to contributions without expectations in return. 

Donations are made in purpose of “doing well” and helping somebody in need, and can be 

connected to donating a church, hospital, foundation or other causes, arts a bit less often. In past 

wealthy people used to donate their art collections to museums or endowments, but it is not so 

much the case of today. Today donations are understood as acts of benevolence and mostly in 

connotation of one term help to different social causes.   

 

 

4.3.4. Patronage or maecenatism  

 

 

Through the ages, individual patronage or maecenatism and the arts have been intricately 

connected – tracing back to the Ancient Greece. The first art donators were Ancient Greek that 

used to support ancient drama and theatre festivals, which were the first manifestations of art. 

Later famous art lovers and supporters were Maecenas, which was originally the last name of 

Gaius Cilnius Maecenas, rich Roman who was the political advisor of Caesar Augustus, and who 

has generously supported artists and served as quasi-culture minister to the Emperor. So the 

Maecena became the word for the rich and enlightened patron of the arts. Later in renaissance, 

rich Italian families Medici, Montefeltri, Sforca, Visconti and Gonzaga were also eminent 

maecenas that continuously supported painters, poets, writer, etc. Ever since, rich and powerful 

individuals have sought to support and encourage the arts in their various forms. Nowadays, 

terms patronage and maecenatism are used less frequently but still remain the forms of 

philanthropic acts. Patronage usually implies long-term support to some artist or institution, 

unlike donation which can be individual act. Patronage is “Financial, material or moral 

assistance provided by an organisation or an individual for an undertaking, principally in the 

cultural, social or scientific field. The assistance provided is of no direct benefit to the patron's 

activities, but adds to his reputation and honour through the resulting fame” (Seraph in European 
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Parliament 2003:4) And maecenatism implies about the same and it is as term typical for French 

that were keeping it for long time as a more ethical version of support against the sponsorship. 

Both patronage and maecenatism entail certain moral aspiration as the primary reason of support.    

 

Patronage and maecenatism have the same perception in Serbia as it is described. However there 

is an additional expression that was typical for Serbian arts and cultural patronage or 

maecenatism – it is endowments and “endowmentors” as the patrons or maecenas of arts. Marija 

Aleksic defines endowment “as property dedicated to some purpose, primarily to human, cultural 

and educational goals; leaving to people, nation and the country as a whole – as an act of free 

will - good that will to good serve”. (Aleksic, 2010:9)   

 

 

4.3.5. Sponsorship  

 

 

Sponsorship is a term that came from Anglo-Saxon experience with the globalization and 

expansion of the market and it implies a transaction in which the sponsor gives certain funds (in 

cash, in kind or in service) in exchange for the certain service in return, mostly having to do with 

marketing and PR activities. Therefore, the sponsorship implies benefit-driven transaction; it is 

performed in order to get something directly in return and can be considered for business 

arrangement. It implies cooperation between the private company or foundation and the artist, art 

project or institution which is of a commercial nature (Šešić and Stojković, 2007:297). In that 

sense of direct gain of the support it differs from donation, patronage or philanthropy that is 

considered for deeds of benevolence. Klamer, Petrova and Mignosa stated some different 

definitions of sponsorship. (Klamer, Petrova and Mignosa, 2006) In commercial sponsorship, the 

company’s objective is to derive a direct benefit in terms of enhanced sales or image (Grunstein 

in Colbert et al. 2003:2).  Sponsorship refers to support with returns, by which the sponsor 

receives something back, either directly or indirectly (Swedish Association for Business and Arts 

2001). In many East European countries, sponsorship is regarded as generosity. This is unlike the 

notion in the rest of Europe, where sponsorship is a commercial transaction, linked to business 

objectives (Inkei, 2001:6).   
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Still, sponsorship is a regular form of business support to the arts and culture that contributes to 

necessary diversification or funding sources. Companies that provide sponsorship always have 

the agenda – they in most cases sponsor those projects or organizations they find appealing for 

their image or those they share target groups with. Beside these motives, there is a bunch of other 

agreements sponsor can make with artistic organisations and benefits or creative services he can 

get, and on the other hand a scale of items and services he can offer. Because of that variety and 

adaptability sponsorship is very efficient on the project basis and applicable on the lower levels 

too. For example, sponsorship can be made of giving in office supplement or pizza, which 

enables smaller enterprises to be involved and small or local organizations to get some help. 

Media coverage is also considered as a form of sponsorship, since it is a transaction of 

advertising space for public representation and attachment to certain art project. 

 

Sponsorship usually comes from a company’s advertising or marketing budget and the company 

expects to gain some quantifiable advantage in return – in corporate image, publicity, credibility 

or public approval, entertainment, employee and/or community relations. 

(http://www.labforculture.org/en/home/contents/floating-pages/articles/sponsorship-and-

alternative-financing-for-culture) As Inkei claims, “Sponsorship thus primarily belongs to the 

realm of marketing and public relations, and is related to advertisement and publicity.” and 

furthermore: “Business sponsorship is a marketing tool, of which altruism and good intentions 

are not essential parts.” (Inkei, 2001:6) Still, sponsors can sometimes have the benevolence on 

their mind and a good cause among their aims when purchasing sponsorship agreement. It is a 

common saying in Serbia “to combine beautiful and useful” and that is what sponsor usually 

does. Yet, it is the concrete benefit, that an art or cultural organization can offer, that will draw 

the sponsor; it is what is there for him in return that defines this kind of support as a business 

agreement.       

 

Sponsorship is an expression that came into use in Serbia from west even before CSR and since 

then has become common. It has the same meaning and understanding as described above and it 

is always strictly connected to marketing and media attention. It has become the ordinary term 

both in business and arts and culture sector.    

 

http://www.labforculture.org/en/home/contents/floating-pages/articles/sponsorship-and-alternative-financing-for-culture
http://www.labforculture.org/en/home/contents/floating-pages/articles/sponsorship-and-alternative-financing-for-culture
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4.3.6. Self-generated internal income/ entrepreneurial approach 

 

 

Self-generated internal income, as the term indicates, refers to those sources that organization 

gathers by itself from the market, usually by selling products and services. Hence, that income 

comes from ticket sale (for performances, plays, movies, exhibitions, concerts, festivals, etc.), 

from selling art works (pictures, sculptures, photos, music CDs, movie DVDs and other works), 

side line products (catalogues, brochures, books, souvenirs from gift shops, drinks and food from 

the café/restaurant, etc) and different kinds of services that art or cultural organization can 

provide (from renting halls and spaces to personalized and adjusted entertainment, workshops 

and trainings for personal or business development).  

 

Since the income generated like this comes from the market or from business companies that 

have the role of sponsors it requires entrepreneurial approach if the aim is to make it a 

considerable part of overall income. Therefore the art organization has to make it an 

entrepreneurial activity – to apply business thinking, catch sight of potential business chance and 

create a business plan. By this kind of strategic thinking the organization can define and offer a 

varied and flexible range of ways that would attract the business sector to get engaged. It can use 

numerous art and creative skills that can be appealing to businesses and number of possible 

relationships much wider than classic sponsorship. As Schiuma (Schiuma, 2008:4) puts it, 

traditionally these offers tended to turn round sponsorship and personal development 

opportunities, but there are many other assets of the arts which can drive value for businesses.        

 

Hence this is the matrix of possible business-draw motivation tools Prof Schiuma conducted in 

his research on entrepreneurial approach to generating income (Schiuma, 2008:5): 

• Entertainment – Drives pleasure, enjoyment and fun. It drives satisfaction levels and can 

stimulate people.  

• Galvanising – This is where art taps into the emotional and mental energy of people but 

this needs to be translated into business activities for lasting impact. 

• Inspirational - Art experiences can encourage self-assessment, self-reflection, and build 

self-discipline, self-confidence and self-esteem.   
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• Sponsorship - The business can increase awareness of its brands and reputation among 

target markets or strengthen ties with a particular community through art sponsorship.  

• Environment - Essentially based around the beautification of the business’ environment 

to generate a perception among staff about the organisation which can increase 

satisfaction levels and alter behaviour. 

• Training & personal development - There are specific skills, expertise and competencies 

which the arts have that businesses need to be successful such as presentation, 

communication, listening, storytelling, improvisation and body language skills.  

• Investment - By investing in the arts, the business is seeking to use the arts as a source of 

income, which can mean collecting art or using the artistic process, its features and 

qualities to inform products and services. 

• Bonding - Art used for bonding can provide a perfect analogy for business practices 

whereby staff understand the process of translating key organisational values into day-to-

day practice. 

• Transformation – This is where art is used to inspire and energise people to accept and 

prompt change, which in turn drives organisational renewal. 

 

Many modern art organizations and cultural institutions accepted the roles of cultural 

entrepreneurs and thus they are able to design creative, effective and efficient strategies and 

methods of generating income internally, themselves. In these terms that income can make a big 

share in their overall sources and they are less depended on budget sources or other private 

external sources.   

 

In Serbia it is almost not understandable at all that art organizations and especially cultural 

institutions have to generate some income themselves. They are used to budget funds, and the 

vast majority gather internal income only by selling tickets, which doesn’t bring much sources 

since the ticket prices are subsidized, and they have in resent past got used to making 

sponsorship agreements. These are the only notions comprehensible and exercised in Serbia. 
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4.4. Some world traditions and practises  

  

 

Business support, including philanthropy, donations, sponsorship and all other kinds of giving, 

has the diverse tradition in different countries. It is most developed in capitalistic countries of 

liberal economy such as USA and UK, where the arts and culture are extremely influenced by 

the economy from the distant past.  

 

In USA the liberal model of cultural policy implies non-interference of state administration in 

the matters of arts and culture that are, accordingly, left to open market. It moreover means that 

artworks are valued at market values, following the principles and market trends. Even though 

the independent federal agency – National Endowment for the Arts was founded to preserve the 

artistic excellence from market commercialization and with the aim of democratization of the 

arts, market orientation is still very strong and the great deal of funds for the arts and culture 

comes from the private business sector. 

Kind of liberal model is implemented in Australia and Canada, too.  

 

In UK para-state “arms-length” model of cultural policy, government transferred its jurisdiction 

to Non Departmental Public Bodies as the instruments which administer the expenditure of 

government funds for culture and determine who the beneficiaries will be, while trying by 

various measures to reduce the impact of the market on the arts and to develop cultural 

institutions of art excellence and projects that enhance local communities. “The 1980s were a 

decade when political and economic pressures led to a fundamental reappraisal of the funding 

and management of the arts and culture in Britain. While remaining committed to the principle of 

public sector support, the government of Margaret Thatcher required arts and culture 

organisations to look for new sources of revenue to supplement their income”.( 

http://www.culturalpolicies.net/web/unitedkingdom.php?aid=1) Afterwards and with the 

growing economic expansion, orientation toward business support gain the crucial position 

within the funding sources of the arts and culture.  

Similar para-state models are also characteristic for Ireland and Nordic countries.     

 

http://www.culturalpolicies.net/web/unitedkingdom.php?aid=1
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In France, sponsorship was considered mistrustful until recently due to the long tradition of 

government ‘prestigious-enlightenment’ model of cultural policy. “The French cultural policies 

model is characterised by the substantial action of public authorities. In addition to the legal and 

regulatory aspects administrated by the state concerning cultural actors, goods, and activities, 

national, local and regional governments allocate substantial funds to a range of cultural fields. 

This action is written into the overall objectives of public cultural policy and is mainly 

administered by specialised public service departments.”  

(http://www.culturalpolicies.net/web/france.php?aid=21) Nevertheless nowadays Ministry of 

Culture is stimulating business support and sponsorship as a part of its strategy and private 

funds make up a large part of total funding for the arts and culture.  

Government model is also present in Italy and Latin countries as well. 

 

In Germany, where the federal model of cultural policy is enforced, at first the attitude toward 

the business support was disapprobative because government devolves authority to different 

levels of government, such as regions, which allocated funds further more to institutions and 

organizations. The opinions were changed with 80’s and after 90’s to approval of supplementary 

support to public funding by business sector and more recently there is a greater receptiveness to 

public-private partnership models and a willingness to privatise some cultural institutions. 

(http://www.culturalpolicies.net/web/germany.php?aid=21). 

 

 

4.4.1. Trends in European Union countries  

 

 

According to the study on Financing the Arts and Culture in the EU (Klamer, Petrova and 

Mignosa, 2006:42,43) some estimates (based on national sources) show that private business 

support has tended to increase since the beginning of 2000 along with the general economic 

development within the EU. In the United Kingdom, business support increased by 6.14% 

between 2003 and 2005, reaching €168 million. (…) Cash sponsorship was favoured, with 

71.2% of the support (64% the previous year), followed by sponsorship-in-kind (18.1%), 

corporate membership (16.4%), corporate donations (11.1%), and awards and prizes (2.4%). 

http://www.culturalpolicies.net/web/france.php?aid=21
http://www.culturalpolicies.net/web/germany.php?aid=21


48 
 

(…) In the Netherlands, art sponsorship comprises up to €50 million of the total business 

financial support to the cultural sector. Figures include individual giving and business, trust and 

foundation investment. (…) Germany is mostly allocated on the local level to small cultural 

institutions, but recently has tended to support larger national cultural institutions. Total private 

support to culture was equal to €500 million. Total business support to the arts in Italy increased 

from €32 million in 2002 to €35 million in 2003. The estimated volume of business support in 

Austria varies between €37-43 million. (…) In Greece, business support is provided for the 

establishment of new cultural institutions and the organisation of major cultural events. Banks’ 

support to culture in Cyprus plays a significant role. They have established their own 

foundations – the Cultural Foundation of the Bank of Cyprus, the Cultural Centre of the Laiki 

Group, the Cultural Department of The Hellenic Bank – through which they finance cultural 

institutions and the development of cultural projects. In Denmark, private donations or 

sponsorship to state cultural institutions increased over 10% per year from 1998 to 2002. 

Private companies invest in the construction of cultural institutions (some of which are 

partnered with or stimulated by EU Structural Funds). In Finland, capital investment and direct 

support to artistic productions absorb the bulk of private intervention. Contributions come from 

businesses such as banks and insurance companies, and private grant-giving foundations. (…) 

In Sweden, sponsorship remains very low compared to public expenditure on culture. In most of 

the countries of Central and Eastern Europe, even with the increase in business support to art 

and culture, the share remains quite low compared to public cultural expenditure.  

 

It is evident that business support for the arts and culture is a well-developed phenomenon that 

takes place in different ways among the various European countries. It shows that the market 

sphere and the third sphere can (and do) play an important role for culture, but in some countries 

more than others. It is also evident that intervention takes place in connection with the activities 

of the government, which can encourage or discourage the involvement of these other spheres by 

setting the rules. 
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4.4.1.1. Private investment in culture 2009/10 in United Kingdom 

 

 

Surveys on private investment in culture are not so easy to conduct because of the private nature 

or sources themselves, so the reports on this matter are rare. Nevertheless, Tina Mermiri, a 

research manager for Art & Business UK, managed to carry them out for periods 2008/09 and 

2009/10. I will use this latter, “Private investment in culture 2009/10: What next for the arts?” 

(Mermiri, 2011) as a case, in order to spot most recent trends. 

 

First of all, it is necessary to distinguish what constitutes private investment in this case. The 

“tripod economy” of UK implies three sources of income:  

1) Public funding – direct and indirect - Arts Councils, Ministry of Culture, other governmental 

department, local authority and other public subsidy, and lottery funding; 

2) Earned income (including ticket sales, trading etc); 

3) Private investment (from businesses, individuals, trusts and foundations). 

 

According to the report, despite the upward trend of private investment to culture in past ten 

years, lead by individual philanthropy, the fiscal year 2009/10 show an overall decrease in 

private investment by 3% (above inflation). That decrease is driven primarily by the large 11% 

decrease of business investment but also by a moderate decrease of individual giving by 4%. 

Yet, funding from trusts and foundations has shown a positive 11% growth. Private investment 

now accounts for 16% of total income for the arts and cultural sector, which is despite the 

decrease of 3% at similar levels to the year before as a proportion of total income. At the same 

time, the proportion of public funding have decreased and it is now accounting for 47% of total 

income (from 52% in 08/09), and on the contrary there has been an increase of earned income 

from 33% in 08/09 to 38% in 09/10. 

 

Total income from private investment (PI) is estimated at £658 million in 2009/10, where the 

biggest share of 54.6% comes from individual giving (£359.3), on the second place are trusts and 

foundations with 23.5% (£154.6) of total income, and the business investment comes on the third 

place with its share of 21.9% (£144.1) of total PI income. 
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The trends in business investment show that this source of income can be quite temperamental 

and, furthermore, very much influenced by external factors such as fluctuations in the economy 

or even business performance. This is evident in the annual decrease in business investment in 

the past three years, most of which can be attributed to the recession. Still, there are a number of 

businesses that are nevertheless very much dedicated to cooperating with the arts in creative and 

innovative ways, and in the long-term, the raise of the amount of business investment is 

expected. 

 

When it comes to philanthropy and individual giving, they are by nature quite unpredictable and 

difficult to sustain, particularly in the middle of a recession, because people react and give 

according to external factors such as the economy and disposable income. Considering that 

individual philanthropy as well as business investment in the arts, in terms of sponsorship or 

corporate social responsibility, is discretionary, this clarifies the individual giving decrease for 

the second year in a row, continuing the interruption of its fast-paced growth since 2001. Even 

so, individual giving still accounts for the majority (55%) of private investment received in the 

sector. 

 

The increase in trusts and foundations funding, joined with the decrease in business investment, 

means that trusts and foundations have now overtaken businesses for investment they give to the 

arts. Excluding 2008/09, trusts and foundations have been steadily increasing their funding by 

moderate levels since 2004. With the most recent increase, funding from trusts and foundations 

has this year reached record levels. 

 

In the future, as indicated by the report, a lot more pressure will be put on arts organizations to 

gather more of their income from private sources in the next couple of years. According to 

several indicators, including Arts & Business’ business contacts and 45% of fundraisers in the 

sector, 2010/11 will be a better year for private investment, with expect of private investment to 

increase. Moreover, again according to our November 2009 business survey, that trend will 

continue to experience modest and sustainable increases through to 2013, which is when 

business investment and philanthropy in the arts is expected to return to pre-recession levels. 
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“This is our main reason for cautious optimism. As always, Arts & Business’ belief is that arts 

and cultural bodies can engage more with their audiences and the many people who make up the 

private sector in order to benefit – financially and creatively – from these relationships. The 

Government has shown faith in the vital role the private sector plays to help arts bodies to 

diversify their income sources. At the same time, business appears to be close to putting the 

financial crisis behind it, and business members expect these figures to be the low point of 

business engagement. A number have stayed close to cultural bodies as the increase in in-kind 

giving testifies. Specific sectors are returning to health including financial services – traditionally 

a huge source of funding – and more sectors are seeing the business value of arts engagement 

more clearly.” (Mermiri, 2011:28) 

 

 

4.4.2. Trends in Eastern and Southeast European countries 

 

 

There is a lack of surveys and studies on business support to the arts and culture in general, 

especially in Eastern European countries where this practise is quite new. And because of 

insufficient information sources it is hard to draw concrete conclusions. But, as Inkei puts it, 

“Since the countries in the eastern half of Europe has taken the path of market economy, private 

support has occupied a similar position in their cultural policies as in the west, including the 

acknowledgement of claims for positive fiscal treatment. The implementation of this principle is 

different from country to country, both in the west and in the east, and not all of these differences 

are due to the different historical or legislative traditions.” (Inkei, 2001:3) That trend of greater 

involvement of business sector into financing of the arts and culture is still growing Eastern and 

Southeast European countries. 

 

According to study on Financing the Arts and Culture in EU (Klamer, Petrova, Mignosa, 

2006:55) some tendencies can be observed. Tendencies in Poland and Bulgaria show the change 

of attitude in favour of sponsorship and greater orientation towards it. Most of funds from Poland 

companies go to theatre and galleries and on the second place are museums and orchestras. In 

order to stimulate business contribution, Poland Ministry of Culture established established the 
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“Patron of Culture Award” that should as well give credit and public recognition to the company. 

When it comes to Bulgaria, companies mostly sponsor music, especially popular, literature and 

theatre, and also big festivals which attract a lot of audience. This can be confirmed in the case of 

Slovenia, where there are some positive practises of private sponsorships and are mostly related 

to festivals. On the other hand, support from the non-profit organizations is emerging in Slovenia 

and non-profit organizations are very focused on support of cultural productions, with very few 

of their funds coming from the government. Hungary developed specific public-private 

cooperation between property developers and government in terms of large-scale cultural 

investments. In Slovakia, Estonia and Lithuania business support or sponsorship activities are 

rather undeveloped, and there is nothing more to report on other countries too.      

 

Their conclusion is that the business support share in financing the arts and culture overall is 

quite small – Inkei (2003) estimates it between 3-5% to government funds to culture. Business 

support is mostly present in the form of sponsorship, with a strong commercial character. Thus, it 

is generally related to big events that draw a lot of media attention and wide audience, so that 

sponsor can have marketing, advertizing and promotion benefits. As the sponsorship expenses 

are linked to marketing, the tax deductions that can be attributed to sponsorship are quite week 

(those are the tax deductions on the account of promotion or representation and cannot replaced 

with those on the account of charity or donation). Even tax incentives on charity, philanthropy 

and donation are much weaker than in central EU countries, which consequently causes weak 

business support. (Tax incentives will be more analyzed in one of the further chapters.) Yet, 

individual donations have been increased in Hungary, Poland, Slovakia, Romania and Lithuania 

when the 1% and 2% Laws were introduced letting their citizens to donate 1% or 2% of their 

paid taxes to NGOs. 

 

Within Eastern and Southeast European countries’ profiles on Compendium on Cultural 

Policies and Trends in Europe (http://www.culturalpolicies.net/) there is almost no or very poor 

information on business support to the arts and culture. Chapter on “Trends and indicators for 

private cultural financing” for Albania, Bulgaria, Estonia, Greece, FYR of Macedonia, 

Romania, Slovakia and Slovenia is unfulfilled, with indication “Information is currently not 

available”. Poland profile offers an explanation that there are no studies or surveys regarding 

http://www.culturalpolicies.net/
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private cultural financing, so there is no relevant information. Turkey and Bosnia and 

Herzegovina even don’t have their profile on Compendium. 

 

Croatia shares only information that in recent years sponsorship for cultural events increased, 

and it is present in number of cases but mainly as compensation in goods and services than in-

cash support. Still, there is no systematic evaluation of that trend. 

 

In Czech Republic the current tax measures seem not to be supportive of philanthropy or 

patronage. They are more favourable to sponsors than donors, offering tax deductions on 

promotion and advertising, which consequently leads to domination of sponsorship as form of 

advertising or cooperation contract. Sponsorships are mainly provided by banking, energy and 

pharmaceutical sector and directed predominantly to international film and music festivals. Yet, 

there is a body that encourages development of philanthropy – The Donors Forum Civic 

Association – by providing consultation services in the field of corporate philanthropy and its 

members are prominent foundations, endowment funds, and corporate donors. Still, this form of 

philanthropy is used on culture only by 1%. In 2010 the Business for Society platform was 

established, inspired by the Business in the Community model that exists in the United Kingdom. 

Its mission is to promote corporate responsibility and to animate business sector to take an active 

role and contribute to the society. Furthermore, one of the requirements of the State Cultural 

Policy for 2009-2014 is to enforce the project Public Private Partnership (PPP) as a pilot project 

in co-operation with the regions and municipalities. Untill now, the only realized PPP project 

was the construction of the National Technical Library.   

 

In Hungary, some partnership between private and public sector have been established, reflected 

mostly in cooperation of property developers and government project of large-scale cultural 

investments. Through that initiative, the area of the old Ganz factory in Budapest was 

transformed into a multifunctional Millennium Cultural Centre and Park, along with huge 

investments to National Theatre and the Palace of Arts and others. Another similar initiative was 

matching grant cooperation, set up in 2007 between the Ministry of Culture and private Kogart 

Contemporary Art Foundation, but it has suffered much criticism. Allegedly, the ministry topped 

up the 50% private investment in acquiring contemporary art pieces for the foundation, but from 
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100 items each year 25 were auctioned for good causes, and the rest remained in the possession 

of the foundation. 

  

Lithuania shows quite short report saying that the importance of financing the arts and culture 

from private funds increased in recent few years, but no clear indicators or research studies on 

private financial support are available. One initiative is mentioned and it is the introduction of 

the award of "Maecenas of the Year" in 2010 by The Ministry of Culture. 

 

In Moldova the most significant initiative came from one private foundation “Edelweiss" that 

was actively supporting culture during the 2010. The Foundation financed mainly opera, theatre, 

literature and art education, as well as one big international festival. The newest step was a long-

term sponsorship agreement among Edelweiss and the Union of Writers. Beside this, they 

mentioned two private companies - mobile operators that have developed the concept of CSR 

within which they are supporting dominantly festivals and large events. There are other examples 

of sponsorships by smaller companies, made on a promoting and advertizing agreements.    

 

In the case of Bulgaria, there is one additional report that, among other things, concerns private 

support for the arts and culture. It is written by Bilyana Tomova as a final policy paper for the 

Central European University Centre for Policy Studies and the Open Society Institute –Budapest 

with a title Bulgarian Culture and Its Financial Alternatives (Tomova, 2008) within which some 

trends on private support for the arts and culture are identified. Here are the most important facts.  

 

Due to a growing liberalization and globalization of economics, as well as rapid technological 

development during last two decades, the government attitude towards culture changed too. With 

a general tendency of reducing the central budget, allocations for culture and arts suffered 

restriction and thus imposed a need for alternative financing. Like in other Central and East 

European countries, market model of financing started to seem more welcome and it led to 

mixed model of financing. The role of state was to establish pro-market methods and to 

introduce adequate legislative regulation and favorable tax system that would provide benefits 

for the private support. However, “the withdrawal of state without building up of a stimulating 

economic environment led to the waste of culture capital, in other words, it led to a loss of public 
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welfare. (…) The model of financing, however, turned out to be conservative, and did not build 

up an environment beneficial to the influx of private capital to the sector.” (Tomova, 2008:3) 

Therefore, she concludes that, because of the immaturity of the market as an institutional system, 

more dynamic and efficient market financial tools have to be enforced in order to provide 

alternative funds for the arts and culture. In the service of that, flexible fiscal system and well-

developed fund mechanisms are crucial, as well as reconsideration of culture as a factor of 

regional and local development. Afterwards, the orientation towards partnership within private 

sector would be more stimulated and profitable. Other than this general evaluation and 

recommendations, there are is concrete analysis of current trends in private financial support to 

the arts and culture.  

 

 

Beside these modest reports, there are no independent surveys or analysis on financial support to 

the arts and culture from private sector. Countries that are part of the European Union are using 

its structural funds for additional funding. Practice that is most common for all the countries is 

sponsorship in the arts and culture that has become frequent in recent years. It is the basic level 

of so-operation based on commercial nature, while the CSR and Corporate Philanthropy 

concepts are relaying on long-term strategic business plan. Yet, some projects of public-private 

co-operations have been initiated, along with some programs promoting philanthropy, but there 

is no official information available on those activities. 
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5. Stimulating measures for business financial support to the arts and culture 

 

 

5.1. Motivation for business financial support to the arts and culture  

 

 

The first and the right question is why should economy invest in arts and culture or, in other 

words, why should business sector support the arts and culture? The answer to this question is 

neither simple nor uniform. One can cite several reasons, starting from personal or ethical ones 

to those who had gained global momentum, such as sustainable development. Nevertheless, 

biggest motivations are those that bring concrete and measurable benefits. According to some 

national surveys companies are fore mostly motivated by social responsibility combined with 

marketing goals. And on the second place comes the company’s aim to improve its image and 

motivate its staff by supporting the arts and culture.  

 

 

5.1.1. Identity and image 

 

 

In present turbulent times, it takes not only a quality of performance and products to be and stay 

successful in business, but a lot more. It requires building a strong (corporate) identity and 

accordingly recognizable (corporate) image, seeking the optimal situation when the image is 

matching the identity. Taking into account that modern conditions require active attitude towards 

the community and environment, companies are expected to make their contribution to society, 

to participate in the achievement of sustainable development as final global objective. Corporate 

social responsibility or corporate philanthropy are therefore business concepts that, along with 

marketing strategies, serve those goals. Through these concepts, beside their primary way of 

doing business, companies are constructing their identities and internal and external images, and 

creating distinction among the competition.  Finally, the good and recognizable image brings a 

better position among the stakeholders and on the market. From this point of view, the motives 

are bounded with expected results that are valuable on the market.  



57 
 

 

“Willingness to engage in culture, even when motivated by self-benefit, as is the case with the 

sponsoring of culture, represents a form of social interaction, which makes it very suitable for 

building and shaping the identity of a company.” (Roth, 1996:11) As Porter and Kramer put it, 

philanthropy is increasingly used as a form of public relations or advertising, with aim to 

promote a company's image through cause-related marketing. Artistic and cultural organizations 

get supremely well with this concept because of the creativity and innovation they can offer 

within promotion. Various alliances can be established between business companies and art field 

on the account of public relations activities and relying on creative resources and art potentials of 

the latter.  

 

 

5.1.2. Competitive advantage and reputational capital  

 

 

Ljubojevic and Ljubojevic are writing about competitive advantage and reputational capital that 

they regard as results and thus motivators for CSR activities. These are also motivators that can 

relate to supporting the arts and culture, being recognized as a task of corporate social 

responsibility. They claim that “Companies that have already built strategy in which basis is 

principle of social responsibility have possibility to build more solid relation with all 

stakeholders. In the process of building competitive advantage of a company, intangible sources 

have the key role, among which the reputation is the most important as a basis for building long 

term relations with all internal and external stakeholders.” (Ljubojevic and Ljubojevic. 2010:63)  

 

As Throsby puts it “At the outset we can observe the structural transformations that have 

affected economies in the industrialized world in recent times, loosely described as a transition 

from a manufacturing economy to a services economy and onwards to an information or 

knowledge-based economy. The so-called “new economy” which is emerging as this 

transformation process continues depends on increasingly rapid technological change in the 

communications sector. In the new business environment that has evolved as a result of these 
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developments, creativity is seen as a key resource through which firms can maintain a 

competitive edge. (Throsby, 2006:16)  

 

Porter and Kramer are writing about strategic CSR that also unlocks shared value by investing in 

social aspects of context that strengthen company competitiveness. “A symbiotic relationship 

develops: The success of the company and the success of the community become mutually 

reinforcing. Typically, the more closely tied a social issue is to the company’s business, the 

greater the opportunity to leverage the firm’s resources and capabilities, and benefit society. 

Typically the more closely tied a social issue is to a company’s business, the greater the 

opportunity to leverage the firm’s resources—and benefit society.” (Porter and Kramer, 2007) 

The same can be applied to corporate philanthropy in the way that companies use their 

contributing actions to improve the business environment in the community where they operate, 

and by that to advance their competitive context. “Using philanthropy to enhance competitive 

context aligns social and economic goals and improves a company's long-term business 

prospects.” (Porter and Kramer, 2002) 

 

 

5.1.3. Other tangible and intangible benefits 

 

 

The other point of view, represented by Helbrun and Gray, is that it is entirely reasonable that 

those who are art lovers and can afford to make some contribution should donate to one or more 

art organization. As they put it “And just as churchgoers will probably give to the church they 

attend and college graduates to their alma mater, so devotees of the arts are most likely to make 

donations to the museums or performing arts companies they regularly attend.” (Helbrun and 

Gray, 2004:264) Yet, that contribution is not completely disinterested, as they say, because in 

return art organization offer a range of benefits, depending on the amount of contribution. The 

example they gave is a case of a New York City Ballet, where the minimum $60 donation may 

bring in return complimentary tickets to working rehearsals and demonstration programs, and a 

subscription to the company newsletter. At the other end of the scale, large donors will have 

priority in reserving choice seats and will be invited to an annual party, with the opportunity of 
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meeting star members of the company. This is one example but such practice is common to most 

of the art organizations and cultural institutions worldwide. Thus, even in the cases when 

motives are ethically or pleasure driven, giving a donor a sense of participation and belonging to 

certain artistic circle, interest – or how it can be used to enhance the business – is still the 

ultimate motive for making such contribution. “Some corporate managers may, indeed, believe 

that it is morally important for their firms to be good corporate citizens, but one suspects that 

they believe it is even more important that they be seen in that light. Thus, corporations are 

attracted to forms of giving that are visible or even attention grabbing. (Helbrun and Gray, 

2004:265) 

 

 Modern companies can reach certain competitive position not only by economical, but by 

overall social responsibility – economical, legal, ethical and philanthropic – claims Figar. 

“Philanthropic (ir)responsibility makes out of the company good or bad ‘corporate citizen’.  

(Figar, 2006:22) She also writes about competitive advantage claiming that using philanthropy as 

focused strategic activity provides the valuable strategic intangible property for the company that 

can be used as a mean of competitive advantage.  

    

 

5.1.4. Indirect public support through tax incentives  

 

 

The purpose of indirect public intervention is to enhance financing of the arts and culture 

through favorable fiscal environments within the legislative system of certain country. Inkei 

(2001) defines it as “fiscal support of governments to private support to culture”. Governments 

can formulate such fiscal incentives to stimulate the market and, especially, third sphere 

participation in supporting culture. Such incentives take various forms, as tax reductions for 

cultural institutions, tax deductions for their donors and sponsors, lower value-added tax 

exemptions, etc. Governments can also use other instruments such as matching grants and 

involvement of private companies in the management of cultural institutions to give impetus to 

private support. The objective is to diversify the sources of funding and generate extensive share 

of support through donations and sponsorships without diminishing public support.  
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Tax incentives refer to specific measures that encourage the increased consumption of cultural 

products and services, for example, the application of preferential Value Added Tax (VAT) rates. 

Various measures of fiscal relief can be attributed to all forms of private support to culture (cash 

donations, sponsorships in kind, services or equipment). Fiscal laws can encourage or discourage 

donations, charitable contributions, motivate leaving endowments, advance the creation of 

foundations, etc.  

 

More particularly, tax incentives take place as: 

• Tax exemptions, tax deductions and special (lower) rates for art and cultural institutions; 

• Tax deductions and tax credits for companies and individuals donating the arts; and 

• Different VAT rate on cultural products. 

 

Viewed from the aspect of tax relief for business companies, where the base of taxation is their 

profit, the incentives come in two ways: 

• By decreasing a pre-tax profit (or tax base) and 

• By decreasing the tax itself. 

 

Indirect support for culture through taxes is developed differently among countries, although 

there is a general trend towards the introduction of legal measures for tax benefits for donations 

or sponsorships in the cultural sector. However, there are many differences regarding the rates 

and limits of the tax deduction or credit, the cases that qualify for tax relief, the procedures for 

obtaining tax relief, and the requirements for compliance. Similarly, there are differences in the 

VAT rates applied to identical cultural goods. For example, foundations in most countries are 

exempt from inheritance and gift tax, whereas in Austria, Belgium, Luxembourg and the 

Netherlands, they are only entitled to a reduced gift and inheritance tax. (Klamer, Petrova and 

Mignosa, 2006:34) Indirect public support is in some countries significantly larger than direct 

funding, in others it can be about the same or smaller.  

 

Hillman, Chartrand and McCaughey (1989) talk of the state as a facilitator when it introduces 

clear rules that favor this form of indirect intervention. The state, then, has a major role in 

determining the amount of tax relief allowed; it has an impact on cultural policy implementation 
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and the involvement of other sectors in financing the arts. However, tax incentives are not cost-

free. In making a donation, the donor pays for only a part of it and the government – i.e., 

taxpayers – pays the rest. Nevertheless, tax incentives may appeal to ministries of culture and the 

art world because they do not affect the national budget for culture. Tax incentives “seem to be 

an easy way to expand the budget for the funding of the arts” (Hemels, 2006); thus, the cultural 

sector would never be in favor of their abolishment. (Klamer, Petrova and Mignosa, 2006:35) 

 

An often-debated issue relates to the fiscal definition of sponsorship or donation. The difference 

is important to the applicability of any form of tax relief. In some countries, in fact, identifying 

an act as sponsorship may disallow the application of any form of tax relief, though the company 

may still deduct the amount of money given to a cultural institution. Differences among 

countries also characterize fiscal practices within cultural institutions. Some countries require a 

specific legal status to enjoy any form of fiscal benefit. Moreover, there are differences in the 

type and amount of direct fiscal relief allowed to the cultural institutions and indirect relief 

allowed to the individuals or businesses that support them. For instance, in Finland, Lithuania 

and Sweden, only business donors enjoy some tax incentives, but there is no tax deduction for 

individuals who donate to foundations. (Klamer, Petrova and Mignosa, 2006:34) 

 

Another tax scheme that the cultural sector can benefit from is “percentage legislation”, where 

taxpayers can assign a percentage of their income tax to certain organizations. Such a system is 

already in place in some European countries to finance the church. The percentage re-routing of 

paid income tax is now being used to support civil society organizations, which, of course, are 

frequent in the cultural sector. These exist, for example, in Hungary (1%), Slovakia (1%), 

Lithuania (2%), Poland (1%) and have recently been introduced in Italy (5‰). However, there 

are doubts about the real incentive that prompt individuals to support these schemes (European 

Commission 2005). In fact, they may have a detrimental effect. Taxpayers who assign a 

percentage of their taxes to cultural institutions might have the feeling that they have satisfied a 

civic duty, when those taxes would have been taken from them in any case. (Klamer, Petrova and 

Mignosa, 2006:34) 
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6. Indirect Public Intervention through Tax Incentives in the United States and Europe 

 

 

6.1. Analysis of Indirect Public Intervention through Tax Incentives in the United States 

 

 

In order to encourage greater private support to the arts and culture, many European countries 

have decided to emulate the United States tax policies, where tax measures are a major factor 

and stimulation to the high level of philanthropy and donations to the arts. “American cultural 

policy is made and executed by multiple governmental entities, with a large part of direct public 

expenditure coming from sub-national governments rather than the central government. Much 

the largest share of government support is provided by tax concessions for gifts to not-for-profit 

enterprises that are the predominant producers of the subsidized arts, and by tax concessions to 

private owners who agree to preserve their heritage buildings and sites.” (Netzer, 2006:1224) 

 

According to data presented by Helbrun and Gray favourable fiscal politics of the United States 

is reflected in the exemption of arts institutions from the local property tax and, even more 

important, provisions in the federal and state tax codes that create an incentive for taxpayers to 

make charitable contributions to non profit arts organizations. In both cases the foregone revenue 

is equivalent to expenditure by government. In analyzing indirect support for culture, the US 

provides interesting examples and lessons because of the longer and more extensive development 

of this type of support for culture. For instance, Schuster (2004) suggests that estimates from the 

US indicate that direct government expenditure on the arts is “dwarfed” by indirect government 

expenditure.  

 

Private donations to nonprofit institutions are encouraged in the United States by provisions in 

both the federal income tax code and the state codes in states that levy an income tax. Under the 

federal code, taxpayers who “itemize” their deductions are allowed to include as a deduction 

from their taxable income the amount of their cash contributions to such institutions, up to a limit 

that varies from 20 percent to 50 percent of adjusted gross income, depending on the 

circumstances. Although these provisions were originally adopted as a matter of tax equity (if a 
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taxpayer donates part of his or her income to charity, then that part is no longer available to be 

spent or saved at the individual’s discretion, and it might be regarded as unfair to count it as 

“income”), they have been retained as a matter of deliberate policy to foster private support of 

charitable undertakings.  

 

Contributions are tax deductible by the donor only if made to not-for-profit organizations that 

qualify under guidelines set by the Internal Revenue Service. Among these are the requirement 

that there be no distribution of net income or “profit” to any party and the rule that the 

organization may not be engaged in political activity or attempt to influence legislation. 

Obviously, nonprofit organizations in the fields of art and culture take care to abide by the rules 

so that they can continue to receive contributions that are tax deductible by the donor. Individual 

artists, of course, are not eligible to receive such contributions, since for tax purposes they are 

rated as profit-making sole proprietors. However, for that reason they are permitted to testify or 

lobby in legislative matters, just like other citizens, and in fact, they often provide important 

support for legislation favoring the arts.  

 

Although the terminology of this subject may be complex, it is important to bear in mind that 

donations are deductible not from tax liability but from taxable income. Arithmetically, what 

happens under U.S. tax law is that the donor’s tax liability is reduced by an amount equal to the 

donation multiplied by the tax rate in that person’s marginal tax bracket. The higher the 

individual’s marginal tax rate, the greater the tax reduction per dollar given away, hence the less 

the cost of the gift to the donor and the stronger the tax based incentive to make donations. The 

amount of tax saved by the individual is also the amount of revenue lost by the government on 

account of the charitable deduction. This lost revenue constitutes the indirect support given by 

government to the nonprofit sector.  

 

Corporate contributions are encouraged by tax provisions analogous to those for individual 

taxpayers: In calculating liability for the corporation income tax, the firm may deduct charitable 

contributions as an expense up to an amount equal to 10 percent of taxable income. Moreover, in 

addition to making charitable contributions, corporations also provide support for the arts 
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through expenditures charged to their advertising and promotion budgets. (Helbrun and Gray, 

2004:256-260) 

 

Indirect support of the arts and culture through the tax measures is of considerably larger than 

direct subsidy. As Netzer states, private contributions to arts, culture and humanities have been 

in the $10–11 billion range in recent years (Netzer, 2006:1240), and now that amount is even 

greater.  

 

 

6.2. Analysis of Indirect Public Intervention through Tax Incentives in Europe 

 

 

The following table is showing different forms of public indirect interventions trough tax 

measures in certain European countries. It is based on the Study on Financing the Arts and 

Culture in the European Union (Kramer, Petrova and Mignosa, 2006:91-97) and here is the 

abridged version showing only few countries to show the good examples of various advanced 

fiscal measures. 

 

As it can be seen from the table, different forms of fiscal measures, tax exemptions and 

deductions, are being applied in different countries in favor of arts and culture.  Deductions from 

taxable income are made for donations, investments, grants, gifts and in some countries even 

sponsorship. Tax deduction for companies for donations to cultural purposes in many cases goes 

up to 10% and in some countries is fully deductible up to certain amount. Individual donations 

are also subjected to tax deductions and taxes can be reduced according to different categories. 

There is a bit less tax relief for non-profit organizations, but still in most countries they enjoy a 

different tax treatment. Vat rate is reduced for a number of art and cultural products, the lowest is 

for books for example (in some countries it’s even 0%), and it can also be reduced for some 

artistic services.  
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6.2.1. Table: Forms of public indirect interventions through tax measures 
 

COUNTRY 
 

TAX EXEMPTION 
Tax deduction 

for cultural 
products, e.g., 

VAT 

 

Other 

 Companies Individuals Non profit 
organization 

  

Bulgaria Tax deduction 
(10%) for 
donations for 
cultural 
purposes, 
conservation and 
restoration of 
historical and 
cultural 
monuments, or 
for grants 

Tax deduction 
(10%) for 
donations for 
cultural 
purposes, 
conservation and 
restoration of 
historical and 
cultural 
monuments, or 
for grants 

 VAT on books: 
20% 

1% of the price 
of cultural goods 
for the National 
Cultural Fund 

Poland Deductions of 
up to 10% are 
available on 
donations made 
by legal persons 
(organizations, 
foundations etc.) 
for “public good 
purposes” 

In the case of 
private persons / 
individuals there 
is a maximum 
which can be 
deducted from 
income tax for 
donations to 
culture. 

 VAT on books: 
0%, 22% on 
CDs 
etc. 

Citizens are 
allowed to 
donate 1% of 
their personal 
income tax due 
to 
nongovernmental 
organizations 
(1% Law) 

Italy Total deduction 
from taxable 
income of all 
donations and 
sponsorship. 
Total deduction 
of expenditures 
for the 
restoration of 
privately owned 
built heritage. 

19% deduction 
from taxable 
income of 
donation. 
Total deduction 
of expenditures 
for the 
restoration of 
privately owned 
built heritage. 

 VAT: rate on 
cultural goods 
and activities is 
generally lower 
(10%), on books 
(4%); the usual 
rate except 
remains for 
recorded music, 
VHS and DVD 
(20%) 

Citizens are 
allowed to 
donate 5‰ of 
their personal 
income to 
nongovernmental 
organizations 
(5‰ Law) 

France Deduction from 
taxable earnings 
of gifts of a 
cultural nature to 
charities or 
organizations of 
general interest 
up to a max 
of  0.225% of 
companies’ 
turnover. 
Deduction from 
taxable earnings 
of the price paid 

Tax credit: 
deduction of 
66% of 
contribution (up 
to 20% of 
taxable income) 

Law n° 90-559 
of 
4 July 1990 
regulates the 
creation of 
cultural 
foundations by 
companies 
defining their 
scope of activity 

Reduction of 
VAT rate: 
5.5%on books, 
2.1% or total 
Exoneration for 

other. 

1% system: 1% 
of construction 
costs of a public 
building must be 
set aside for the 
funding of an art 
work for the 
same building 
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for a 
contemporary 
work of art if it 
is exhibited 
 

United 
Kingdom 

Activities 
carried out by 
charities are not 
subject to 
Corporation Tax 
requirements, 
provided any 
income 
generated from 
those activities 
arises from or is 
applied to 
charitable 
purposes. 
Various models 
of relief: 
Business 
Sponsorship 
Incentive 
Scheme, Pairing 
Scheme,  
Venture 
Philanthropy,etc. 

Acceptance in 
Lieu scheme: 
(since 1947) 
allows a person 
who is liable to 
pay inheritance 
tax, capital 
transfer tax or 
estate duty to 
settle part, or all 
of the debt, by 
disposing of a 
work of art or 
other object to 
the Board of 
Inland Revenue 
for public 
ownership 

Independent 
museums and 
other charitable 
attractions that 
persuade visitors 
to contribute at 
least 10% more 
than the entry 
fee will get Gift 
Aid. 

VAT on books 
and other artistic 
services: 0%. 

Income and 
capital gains tax 
breaks to 
investors of at 
least GBP 1 000 

 

• The common measures of tax relief for all the countries in table are tax exemptions for 

companies and individuals for the support to culture and the lower VAT for the cultural 

products; 

• Tax deduction for companies for different kinds of donation for cultural purposes goes up 

to 10% in Bulgaria and Poland, in France deduction goes up to a max of 0.225% of 

companies’ turnover, and in Italy there is total deduction from taxable income of all 

donations and sponsorship. In UK there are several tax measures that encourage the 

business support to the arts and culture since there are many forms of the co-operation 

between two sectors, but the basic one is that activities carried out by charities are not 

subject to Corporation Tax requirements and many cultural organizations in UK have a 

charitable status; 

• When it comes to tax deductions for individuals in the case of Bulgaria tax deduction 

goes up to 10% for donations for cultural purposes, conservation and restoration of 

historical and cultural monuments, or for grants; In Italy it goes up to 19%; in France 
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there is a deduction of 66% of contribution, up to 20% of taxable income; in Poland there 

is also a maximum which can be deducted from income tax for donations to culture; and 

UK has several methods: person who is liable is allowed to pay inheritance tax, capital 

transfer tax or estate duty to settle part, or all of the debt, by disposing of a work of art or 

other object to the Board of Inland Revenue for public ownership; 

• Tax exemptions for non-profit organizations are not as developed, at least not in the form 

of tax incentives. Certainly there are favorable legal treats in establishing non-profit 

organizations, but only UK goes further  by giving Gift Aid to independent museums and 

other charitable attractions that persuade visitors to contribute at least 10% more than the 

entry fee; 

• Each country has different tax deductions for cultural products. For instance, the VAT on 

books is 20% in Bulgaria, 5.5% in France, 4% in Italy and 0% in Poland and UK.  

• Beside these common tax exemptions and deductions, other measures can be introduced 

in order to stimulate the support for arts and culture. In Bulgaria 1% of the price of 

cultural goods goes for the National Cultural Fund; in Poland there is a 1% Law by which 

citizens are allowed to donate 1% of their personal income tax due to nongovernmental 

organizations; in Italy it is 5% (5% Law); in France 1% of construction costs of a public 

building must be set aside for the funding of an art work for the same building; and in UK 

Income and capital gains tax breaks to investors of at least GBP 1 000. There are also 

other measures, methods and programs, aside from those stated in the table, that promote 

the co-operation of business and arts sectors and the increase of business funding to the 

arts and culture. 

 

This table serves as an indicator of several trends in fiscal politics in these European 

countries. Other countries use the same or similar measures, such as tax deduction up to 10% 

for business companies’ donation to culture that is quite common, or have some other 

legislation and incentives that are adjusted to their politics and management.   
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6.2.2. Other government stimulating measures and programs 

 

 

Another important argument for the increasing business interactions with the cultural field is the 

government attention they garner. Some governments (local and central) have established 

schemes to promote partnership between the arts and culture and business sector. In the 

United Kingdom, for example, the government established a Business Sponsorship Incentive 

Scheme. In Latvia and Bulgaria, private-public partnerships have been fostered by the activities 

of the newly established Ministry’s Maecenas Council. The Dutch ministry accepts cultural 

sponsorship codes, which aim to protect the artistic content of the sponsored event or institution. 

France has a government-run projects to attract private sponsorship. (Klamer, Petrova and 

Mignosa, 2005:42) As Klamer, Petrova and Mignosa further state, governments can play an 

active role in stimulating greater involvement not only by legislative and fiscal measures but also 

by introducing programs promoting public-private partnership. Some motivating initiatives, 

beside tax benefits, that offer freedom of choice of art organization which will be supported 

through indirect public intervention, were introduced in Italy and some Eastern European 

countries. The success of any initiative to stimulate private intervention, in the end, is very much 

connected to people’s awareness of the social benefits of contributing to the arts. Some 

governments encourage third sector initiatives by acknowledging their achievements and 

offering equal partnership in their support. 

 

Awards are also considered as tools for stimulating and promoting business support to the arts 

and culture. They can be introduced by government or private sector itself with an aim of giving 

public recognition and appreciation to supporter. For instance, Poland Ministry of Culture 

established the Patron of Culture Award to encourage private sector to finance culture.  

Moreover, another practise coming from Italy shows increasing interest of business companies 

for the cultural sector. They consider “investing in culture as a strategic resource useful to 

develop the company in connection with the environment” (Impresa e Cultura 2006). An index 

of this new trend comes from the growing success of the “Impresa e Cultura” award. The prize, 

created in 1997 by a communication company (Bondardo Comunicazione), is now supported by 

the Presidency of the Council of Ministers, the Ministry of Foreign Affairs, the Ministry of 
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Infrastructures and Transport and the Ministry of Heritage and Cultural Activities, and is 

sponsored by several local authorities, banks, publishing houses, and companies. It represents a 

sort of quality control certification for those companies who do not just sponsor culture 

occasionally, but consider investing in culture as part of their strategy.   

 

Lottery funds make sources for funding culture in many countries. The conditions of their 

collection and reallocation vary from country to country as well as their importance. They are 

influential in financing culture in Belgium, Bulgaria, Denmark, Estonia, Finland, Germany, 

Greece, Hungary, Ireland, Italy, the Netherlands, Poland, Slovakia, Sweden, and the United 

Kingdom. 

 

In Hungary and Germany there is so called 1% rule that was introduced by municipal 

legislation. It represents the obligation for building companies to spare 1% of the budget of every 

municipal construction project for artistic components in or on the building. In Germany, the 

resources raised by the 1% rule are allocated to the Fund Arts and Public Sphere. The Hungarian 

government launched a Loan Fund, which offers lower interest rates. The program is managed 

jointly and is based on a partnership between the Ministry of National Cultural Heritage (which 

contributes 50% of the capital) and a private bank selected at auction. (Tomova, 2004) 

 

In Italy, a program called 5% Law has recently been introduced that allow people to choose a 

specific institution (art organisation, social organisation, university, etc.) to which they can route 

5% of the amount of taxes they pay. Similar initiatives have been approved in some Central and 

East European countries (Hungary, Poland, Slovakia, Romania, and Lithuania) - 1% or 2% Law 

-  where schemes allow 1 or 2% of tax payments to be routed to non-profit organizations 

operating in various fields, including the arts and culture.   

 

In the Netherlands, the government stimulates individual acquisition of art works by designing 

ad hoc financial schemes that allow for reduced interest rates on the acquisition. The Dutch 

case shows the importance of reduced interest rates on loans for the acquisition of works of art. 

Some individuals can then buy art that would otherwise be unaffordable. 

(Klamer, Petrova and Mignosa, 2006:44) 
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They also cite an example of The Guggenheim museum in Bilbao as the model of good 

practise. It is the major cultural project realised in the Basque region, based on co-partnership 

between Basque Institutions (public and private) and the Guggenheim Foundation. The museum 

is self-financed by 72% and receives public support of 38%. Sources for the former derive from 

revenues (30%), private (corporate) support (30%) and other income (12%). The museum 

receives private donations from its 40 corporate members as well as through donation campaigns 

related to specific events. Public sources are distributed equally from the provincial and regional 

councils. The Museum made a great impact to the economic development of the city since it 

became a national and international attraction, drawing a numerous number of tourists to city. 

The number of visitors on average amounts to 1 million per year; 60% of which are from abroad.  
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7. Situation in Serbia considering business support for the arts and culture 

 

 

At the moment, Serbian arts and culture are suffering a great crisis, which is mutually reflected 

in their stage of development and in the functioning of organizations and institutions. Serbian 

cultural policy is regarded as transitional one, but actually it seems like it is not transitioning to 

anything. It began to collapse sometime in the early eighties when the state budgetary model 

became surpassed, sluggish and inefficient. Cultural institutions were “hooked up” on central 

budget, with not the slightest obligation to evaluate their work or to know their values on the 

market. Since the time has changed and democratization and privatization has affected overall 

economy in global shift towards capitalism and globalization, the arts and culture field was 

effected too. The government started reducing budgetary allocations for the arts and culture, 

what will become upward trend, but the new cultural policy that would tackle the situation hasn’t 

been set. Nevertheless, the European change of attitude and growing acceptance of the market 

model and financing from private sector came to Serbia as well. As it wasn’t prepared for it, due 

to constant political, economic and social crises and devaluation and current preoccupation with 

Kosovo issue versus joining the EU, the only principle that has worked in the arts and culture 

was and is still in force is the principle “cope as you can”. 

 

Inkei in 2001 spoke about illusions in Eastern and Central Europe about reductions in budgetary 

funding being transitional and “linked to the period of ‘transition’, and after a time and the 

appropriate economic regeneration, these societies will return to normality, to a situation where 

the government will again be able to fund culture properly, without the uncomfortable aid from 

businesses and individuals.” (Inkei, 2001:4) This kind of illusion and hope seems to still exist in 

Serbia in 2011.  

 

The current crisis appeared in 2008 with a drop in manufacturing output, continued with the 

GDP decreased by 2% until the end of 2008 and by 3.1% until the end of 2009. That reflected 

public financing of the arts and culture. As was the case in European countries, so it was in 

Serbia – the decrease of central public resources for culture has been the main reason behind the 

growing interest for different kinds of business support to the arts and culture. Yet, the increase 
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in GDP in 2010 by 1.8% didn’t consequently lead to the increase of budget for culture, but on the 

contrary. According to Compendium on cultural policies 

(http://www.culturalpolicies.net/web/serbia.php?aid=622), share of the budget of the Serbian 

Ministry of Culture in the total government budget went from 0.98% in 2008 and 0.92% in 2009 

to 0.79% (or about 15.5 euro per capita) in 2010. Compared to other countries’ statistics: 1.72% 

in Bulgaria (2009), 1.69% in Hungary (2009), 1.30% in UK (2009), 197 euro per capita in 

France (2008), 134.6 euro per capita in Slovenia (2007), 99.1 in Germany (2007), etc. is obvious 

that Serbia, being a “cultural dwarf”, needs private support for the arts and culture even more 

than anybody else. 

 

 

7.1. Cultural policy & Decision making bodies 

 

 

Serbian cultural policy model is still very centralized, having The Ministry of Culture (which 

recently changed its name into Ministry of Culture, Media and Information Society) on the top, 

sharing its overall jurisdiction only partly with the Provincial Secretariat for Culture of 

Vojvodina. “Ministry of Culture is the main body responsible for policies and strategies for 

cultural development, support for 25 cultural institutions of national importance, legal issues in 

the field of culture, protection of the cultural heritage, and regulating and preparation of the laws 

relevant to the media space.” (http://www.culturalpolicies.net/web/serbia.php?aid=32). Certain 

other ministries also have particular responsibilities regarding culture such as: The Ministry of 

Education, The Ministry for Religious Affairs, The Ministry of Diaspora, as well as National 

Councils of Ethnic Minorities. Below the republic level, bodies of importance for the cultural 

policies are City Councils and Municipalities, which cooperate with The Ministry of Culture, 

Media and Information Society in modelling and implementing cultural policy and fostering 

cultural life and arts. The City Assemble of Belgrade is also in charge of a number of cultural 

institutions, festivals and free-lance artists. Government authorities are responsible for 

nominating managers to cultural institutions of every level – municipal, city or ministerial.  

 

http://www.culturalpolicies.net/web/serbia.php?aid=622
http://www.culturalpolicies.net/web/serbia.php?aid=32
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As being said in the introduction, The Agency for Cultural Development that government 

established in 2001 in order to improve the economic status of culture and system of financing 

has been dissolved due to its low efficiency and no transparency in work. And to date not any 

adequate replacement that could be the arms-length instrument has been established. 

 

The most recent success in Serbian cultural policy was adopting the new Law on Culture in 

2009, which replaced the old one Law on Activities of General Interest in Culture (1999). On the 

other hand, some very important by-laws that were supposed to follow haven’t been submitted 

by the Ministry yet. The plans for 2010 were quite ambitious foreseeing composing and 

enforcement of a new strategy of cultural development which should define general objectives 

and current principles, forcing long term strategic goals as well as setting the cornerstone for the 

entrepreneurial approach in the arts and culture.  

 

Preparations for The Cultural Development Strategy of the Republic of Serbia have began in 

March 2011, it shall be adopted for the period of ten years and, according to Article 20 of the 

Law on Culture (RS OG No. 72/2009), is shall include: “ 

1) Analysis of the current situation of cultural activity and creation in Serbia; 

2) Basic cultural development setting, such as: 

- Cultural development goals, 

- Priority areas of cultural development, 

- Priorities of inter-ministerial cooperation (scientific-research work, education, even 

regional development, international cooperation, creative industry, cultural tourism, etc); 

3) Strategic directions and instruments of cultural development, and in particular: 

- Research, protection and use of cultural goods, 

- Protection of Serbian cultural values outside of the territory of the Republic of Serbia, 

- Encouraging cultural creation and production, 

- Promoting cultural creation and cultural expression of national minority members,  

- Work of cultural institutions and other cultural operators, 

- Capital investments in construction, reconstruction, equipping and improvement of 

working conditions in cultural institutions;    
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- Planning staffing needs in the field of culture, staff education and professional 

upgrading, 

- Scientific-research work in the field of culture, 

- Amateur activities in culture, 

- Inter-ministerial cooperation (measures and instruments for simulative fiscal policy in 

the field of culture, programmes of bilateral and multilateral cooperation, measures for 

stimulating entrepreneurship in the field of culture, etc); 

4) Implementation plan, such as: 

- Defining activities related to the implementation of priority programmes and projects 

and strategic tasks for each activity in the field of culture and all inter-ministerial areas 

envisaged by the Strategy, 

- Implementation timeline, 

- Determining implementing agents; 

5) Evaluation criteria, indicators and procedures.” 

 

According to the Article 15 of the Law on Culture, Chapter II regulating Implementation of 

cultural policy, The National Council for Culture “shall be established as an expert advisory 

body with the aim of providing continuous professional support in the preservation, development 

and dissemination of culture” (The Law on Culture, RS OG No.  72/2009). The Council’s terms 

of reference are to: “analyze and give opinion about the cultural situation in the Republic of 

Serbia; give suggestions for the creation of cultural policy; give suggestions for the creation of 

cultural policy; participate in the development of strategy for cultural development and give 

implementation assessment; propose criteria for acquiring the status of outstanding artist or 

outstanding cultural expert; determine the status of outstanding artist or outstanding cultural 

expert; give suggestions and proposals for the regulation of other issues in the area of culture as 

well as inter-ministerial cooperation (science, education, urbanism, international cooperation, 

etc); perform other tasks in accordance with this Law.” (Same, Article 17).  

 

As it can be noticed, there are no specific propositions neither in The Strategy nor among The 

Council’s terms considering support for diversification of the sources of financing or stimulation 

of business sector to finance the arts and culture. 
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7.2. Private business sector origins and current situation 

 

 

The private business sector traces its origins to the period of socialism with the presence of 

private property in agriculture and crafts and accommodation sector, where it was most 

developed. The Yugoslav version of “self-managing socialism” did not encourage development 

of private sector so the private property was almost not present at all in business sector. 

Employees were able to do some trade services and other activities in private arrangement while 

paying the taxes for it. Socialism regime ended in 1989 in Serbia, the first democratic elections 

took place in December 1990 and it is when Slobodan Milosevic came to the head of the state. 

The 1990 brought the expansion of establishing private enterprises, which legislation made very 

easy and without any special conditions, so those new established enterprises have been 

registered for almost all possible activities. Next year, 1991, was the year of disintegration of 

Yugoslavia, which started when Croatia and Slovenia claimed their independence and the same 

year the war in Croatia started. Afterwards, in 1992, the sanctions were imposed and another war 

started in Bosnia. In 1993, there was such hyperinflation that led to the decline in gross domestic 

product at one third of that of 1989. The horrible period of deep crisis and strife reflected all 

social aspects. Therefore, in the period of 1991-1997 the number of private firms and shops has 

significantly grown due to the economic crisis in public sector and deterioration of public 

enterprises. Many workers were released as redundant and they were trying to survive by 

opening small private businesses. Thus, most of the private businesses in that period were 

operating in the gray economy. Many of them have never actually conducted any work, had no 

employees or offices.  

    

By the words of Zivkovic: “Serbia entered the transition with 10-year delay, as a destroyed and 

deeply criminalized country. In the period from 1991-2000, which was used by other countries in 

transitions for building and strengthening of their economic systems and state institutions, Serbia 

has passed through a 5-year civil war, isolation and the sanctions imposed by the international 

community, hyperinflation, escalation of terrorism and secessionism in Kosovo and Metohia and 

NATO bombing which is in the international law called cynically by a new term "humanitarian 

intervention - Angel of Mercy ". The population in Serbia managed to survive thanks to black 
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economy and black market. It was not possible for the out-of-date state-owned economy to meet 

the competition demands of the world market. The most remarkable effect of the circumstances 

was a complete lack of confidence in otherwise weak state institutions and devaluations of all 

civilization values.” (Zivkovic, 2004) 

 

During the period of 1991-2001 three laws on privatization of public (socially owned) property 

have been adopted – the first one in 1991, second in 1997 and the third and the latest in 2001. 

The first law made no special differences in the formation of private business sector since only 

small private craft or trade enterprises were being established and the largest part of the business 

capital was a public property. The law adopted in 1997 was the Law on workers' shareholding 

and it made a greater impact than the previous one, but the real process of privatization started 

only after the law in 2001. In 1990, 97% of employees were working in the public sector 

(Zarkovic, 2009:18). Until 2000 less than 10% of former social capital was privatized (Begovic, 

2000:12). As Atanasov claims (Atanasov, 2011:11) the absence of required market reforms in 

that period caused the bad situation in labour market: high unemployment, slow reduction of 

employees in the public sector, a major redundancy surplus, slow growth in the number of 

workers in the private sector, changes in labour supply due to migration and a high share of gray 

economy.  

 

In 2001, after the fall of Slobodan Milosevic, the new law on privatization was adopted along 

with few by-laws, among which the Law on private entrepreneurs, and the Republican Agency 

for development of small and medium enterprises. The accepted view was that the sale model of 

privatization (market privatization) is the most desirable form of ownership transformation of 

state property and it was decided it would go through the state, by sale of majority of capital on 

tenders. According to Djordjevic, “although we started 10 years after the privatization of others, 

so we could draw substantial lessons from others' experiences, the former political and state 

leadership consciously opted for worst possible model of privatization, i.e., where the 

privatization sale of 70% of the capital - and whereby they have not offered any other model. 

And what needed to be done? They should have passed a law that regulates four to five models 

of privatization, including the workers' shareholding in those companies for which big businesses 

are not interested, and in which the employees, retirees and managers have enough trust.” 
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(Djordjevic, 2011:166) The privatization didn’t have defined aim and it was carried out 

regardless of consequences, as it the process was the final aim, there haven’t been achieved a 

general consensus on the concept and model of privatization, the workers were excluded from 

the privatization process and the most important goal of it was to budget income and not the 

growth of living standards based on the growth of production, employment and exports. 

 

From 2001 when the period of transition formally started, until now, a great number of 

privatizations have been unsuccessful. The state (trough the Agency for privatization) wasn’t 

efficient in monitoring neither the process of privatisation nor the outcome. What is the worst, 

state did not control that investors abide by their obligations in terms of investment 

and social programs. Thus, it happened many times that the investors didn’t comply with their 

contractual obligations or bought companies because of the real estates and not for business 

development, or they used “dirty money” for purchases, and similar. Numerous affaires followed 

the process of privatization, with the accent on corruption and the money from illegal flows that 

have entered the privatization flows.  

 

Nevertheless, the first strong process of privatization started with 2001 and it was the process of 

transformation of the biggest socially owned enterprises into private property, through tender or 

by auction privatization, carried out by the state Agency for privatization. In 2002 the fist foreign 

companies entered the market bringing the first foreign capital. Those were the big multinational 

companies that, as Djurovic puts it, “have directly influenced the growth of direct foreign 

investment, particularly in the so-called developing countries and countries in transition, they 

have affected the internationalization of financial markets, deregulation and market 

liberalization, development and spread of communication and transport services and 

privatization of public sector.” (Djurovic, 2011:42) The privatization made the main effects in 

years 2004/05/06 and in 2008 it the vast majority of socially owned enterprises were privatized. 

What remained were the companies in restructuring, in bankruptcy and some very small 

companies, but nothing significant in terms of social capital. Additionally, remains are those 

unsuccessful privatizations, from which some are still in trials.  
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The important distinction that should be made is on two forms of privatization – one is the 

transformation of socially owned property into private property and the other is the 

transformation of so called utilities, shared resources that are public property (water supply, 

electricity production, telecommunications, heating plants, mines, oil industry, etc.) partially into 

private and state property. So, the primary privatization form, transformation of social capital to 

private capital, is finished to the greatest extent. And the transformation of utilities is performed 

at the very least, only the mines and oil industry have been privatized. And that secondary 

process is still ongoing, while it has been slowed down with the beginning of economical crisis 

in 2007/08. This form of privatization is under the matter of state strategic determination and the 

decision how state will deploy those common resources, whether the utilities will be privatized 

and to what extent, would the state govern them alongside with private owners and so on. The 

state is endeavouring to conduct the optimal solution regarding those privatizations, the most 

efficient and profitable one, and the best chances are that would be so called minority packages 

and golden shares.   

 

At the moment, 99% of the property is owned by the state and the private sector, the rest is 

negligible social property reject and failed privatizations. Since the basic condition for economic 

development is the reduction of public property to benefit private property, the process of 

transition is headed in that direction. Almost every day new foreign or multinational companies 

are entering the Serbian market. They without doubt constitute the main and leading part of 

private business sector in Serbia since they hold the big share of overall private capital and 

therefore have the huge influence in the market and in creating the leading and prevailing market 

trends. The rest of private business sector is constituted from small number of large national 

companies that hold the major share of national private capital and a large number of medium 

and small ones holding the rest.       
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7.3. Trends in financing of the arts and culture from business sector 

 

 

Systematic approach to business support for the arts and culture does not exist in Serbian cultural 

policy or in business practise. Even though socialistic regime has passed long ago, transitional 

period still isn’t over and artistic and cultural institutions and organizations are mostly hooked on 

the state budget. Due to the current economic crisis, government is cutting budgetary allocations 

but it is not bringing any alternative guide or strategic plan for diversifying sources of financing. 

On Compendium on cultural policies and trends in Europe (www.culturalpolicies.net), on 

Serbian profile, chapter on Financing of culture: Trends and indicators for private cultural 

financing there is no information at all, it is stated that information is currently not available. 

That is also an indicator of unsettled policy and undefined public stance toward the issue. As 

Rajic (Rajic, 2009) writes, there are more no cultural donors and former tradition of leaving 

legacy (endowments) or the socialist system of budgeting culture, there is no legal framework for 

the sponsorship or general awareness of the need. Furthermore, existing form of public indirect 

interventions through tax measures is obsolete and inappropriate to present situation. Tax 

incentives are so miserable that their effect is negligible and other stimulating measures haven’t 

been introduced yet. 

 

 

7.3.1. Corporate Social Responsibility  

 

 

The concept of Corporate Social Responsibility was formally introduced in Serbian business in 

2004 by big multinational companies that had entered the market. As they were the leaders in 

business and economic climate that prevails in society, they brought in all global business trends, 

including the CSR. Big national companies, both public and private, tended to assimilate and 

thus have accepted and applied trend and practices imposed by multinational leaders. On the 

other hand, the most of small and medium private companies, which make the vast majority, 

have never heard and let alone incorporated CSR into their business practice. According to the 

Statistical Office of the Republic of Serbia, big companies made 0.9%, medium 3.1% and small 

http://www.culturalpolicies.net/
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companies 96% of all companies in 2006 (Zivic and Simic, 2008:40). As indicated by Djurovic, 

the research published by the CSR Monitor in April 2007, shows that very few national 

companies had a strategic approach to CSR, but their interest towards different CSR initiatives 

was increasing. And their engagement was mostly limited to humanitarian activities, as opposed 

to less engagement in supporting science and education, and improving infrastructure. (Djurovic, 

2011:59)  

 

Certain further initiatives have been made coming from business sector. In June, 2008 the first 

Business Leaders Forum (BLF) Serbia was established with a mission to stimulate development 

of corporate social responsibility and set a permanent and stabile practice of operation devoted to 

interests of the whole community.  It is conceived as a coalition of companies willing to 

voluntarily integrate social, ethical and ecological aspects in their everyday operations and 

improve society through cooperation with non-profit organizations, state institutions and other 

interested parties. Founding-members companies of BLF are:  Radio diffusion company B92, 

Erste Bank, Holcim Srbija, Lafarge BFC, Phillip Morris International, Coca-Cola Hellenic, 

British American Tobacco, US Steel Serbia, PricewaterhouseCoopers, KMPG International, Vip 

mobile, Droga Kolinska, Henkel Merima and Societe Generale Bank. Today, that list is 

expanded with more companies: Ernst & Young, Eurobank EFG, Banca Intesa and the State 

Lottery of Serbia. The big role in promoting CSR, bringing together the concerned companies 

and founding BLF was played by one independent non-profit organization, Smart Kolektiv. It is 

“dedicated to promoting and establishing corporate social responsibility practices, development 

of social communications, as well as finding innovative perspectives for sustainable development 

of the civil society, as well as society as a whole, through strategic, synergic linking of various 

sectors and social agents”.  (http://www.smartkolektiv.org/cms/item/aboutus/en.html) Hence, 

after the establishment, BLF and Smart, the first international conference was held containing 

educational programs and seminars, and ever since, they are organizing continuously seminars, 

round tables, workshops… The second and last international conference on corporate social 

responsibility was held in April 2011 and the main speaker was Mallen Baker, writer, CSR 

strategy consultant and founder of the renowned Business Respect portal.  

 

http://www.smartkolektiv.org/cms/item/aboutus/en.html
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After the private initiation of the CSR concept and practise, it was recognized by the Serbian 

Chamber of Commerce that released a program of “Establishment of CSR in South East 

Europe”, financed by the Ministry for Economic Cooperation and Development of the 

Federal Republic of Germany and conducted by the German organization InWEnt GmbH from 

Koln. As a part of the program they introduced an award to most social responsible companies in 

2008 and shortlist of the CSR leaders was made. In July 2010 the Serbian government adopted 

the strategy to develop and promote corporate social responsibility in period 2010-2015. It was 

initiated by the Ministry of Labour and Social Affairs in order to encourage and enforce the 

recognition and promotion of corporate social responsibility and contribution to social cohesion 

as part of sustainable competitiveness and development. It is as well one the European standards 

Serbia is obliged to accept as it aspires to join the European Union. And in 2011 the Agency for 

Foreign Investment and Export Promotion of the Republic of Serbia, SIEPA, introduced a new 

category for their annual award to the exporter of the year and that was for the best exporter in 

the category of corporate social responsibility.  

 

Though there are a considerable number of projects showing the good practice, the least of them 

come from the field of culture and art. According to the Database of Good Practice on the 

internet portal CSR Serbia (http://www.csr-srbija.com/bdp.php) only 13 projects have been 

realized considering the arts and culture. They are conducted by few big multinational 

companies: ABS Holdings, Banca Intesa, Carlsberg Serbia, Coca Cola HBC, Philip Morris, and 

the biggest national one, Delta Holding. ABS Holdings (enterprises dealing with energy and 

electro technical systems and equipment) through its Fund, is strategically supporting the arts 

and culture on a long-term basis. The same can be said for Banca Intesa (which is a Serbian 

branch of big banking system) which is traditionally supporting some cultural institutions as well 

as cultural manifestations. Carlsberg Serbia has established a strategic partnership with the 

Association of musicians Camerata Academica which shows its particular strategic interest. 

Coca Cola is sponsoring the biggest international theatre festival BITEF as well as some 

exhibitions, and Philip Morris is sponsoring a mayor number of manifestations in Nis, where the 

fabric is seated. It can be noticed that the border between CSR donation and sponsorship is very 

blurry and it mainly depends on a company, its communication tools and how it want to be seen.  

 

http://www.csr-srbija.com/bdp.php
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State Lottery of Serbia, under its own principles of CSR policy, from time to time gives some 

contribution to art purposes. Yet, it doesn’t have any strategic plan or curriculum that defines 

how the sources will be allocated, but acts ad-hoc following its own politics without any 

transparency. Occasionally it opens a contest for funds; currently it is the contest for projects of 

intergenerational cooperation, within the program The Goodness, in co-operation with BCIF. 

Compared to other countries’ lottery funds, Serbian state lottery doesn’t have any serious impact 

on the arts and culture funding and stays undeveloped and unexploited source of funds.  

For instance, the UK national lottery, Big Lottery, is continuously and seriously engaged in 

financing the arts and culture and has a very complex but efficient structure. National Lottery 

funding is distributed by independent distribution bodies, which decisions are based on the 

published criteria of each of their different Lottery funding programmes. There are currently 13 

distribution bodies responsible for distributing Lottery money, from which 7 finance the arts and 

culture: Arts Council England, Arts Council of Wales, Arts Council of Northern Ireland, Big 

Lottery Fund (that is giving grants to different causes), British Film Institute, Creative Scotland, 

Heritage Lottery Fund; and other 6 sport: Olympic Lottery Distributor, Sport England, Sport 

Northern Ireland, Sport Scotland, Sports Council for Wales, UK Sport. The new Lottery Shares 

Order was passed in November 2010, following a public consultation, and amends the 

percentage share of money held in the National Lottery Distribution Fund in two stages, in order 

to protect the funding to the voluntary and community sector through the Big Lottery Fund. From 

1 April 2011, the shares for arts, heritage and sport will increase from the current 16.66% each to 

18% each, with the Big Lottery Fund going from 50% to 46%. And on 1 April 2012, the shares 

for arts, heritage and sport will each increase to 20%, with the Big Lottery Fund’s share moving 

to 40%. That is the practice State Lottery of Serbia should emulate. 

 

 

The findings of the Study on corporate social responsibility were that CSR in Serbia is generally 

understood as a marketing tool or as a way to raise the respect in society, in the media and 

government, but above all with commercial partners and customers. The understanding and the 

approach to CSR in Serbia still doesn’t involve in significant measure threads such as increasing 

the quality and working conditions, employment rights and standards, professional specialization 

and relationship and cooperation with customers, suppliers, unions and similar. Nevertheless, the 
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situation has been improving in last few years and “one might say” that the companies begun to 

realize the importance of CSR concept for the sustainability of their business. (Zivic and Savic, 

2008:1) Among the conclusions was that the CSR is a concept with a perspective and that slowly 

takes hold in Serbia. Since big companies, especially international ones, that are the leaders in 

the promotion and successful application of modern business concepts, in the possession of skills 

and knowledge, the development of CSR in Serbia can be expected soon. And it would be seen 

as an exciting and innovative method to produce changes in country and to introduce a phase of 

sustainable development, both in economics and in social, humanistic and ecological 

components of the process. Since the Serbian economy is passing through the period of transition 

and is still deals with the development of institutions of free market, privatization of large state-

owned companies, trade deficit, a small representation of high-tech products in export, slow 

application of the law, a relatively widespread corruption, a relatively undeveloped area of 

knowledge in corporate governance and management, it is evident that the overall development 

of CSR concept encounter numerous challenges. (Zivic and Savic, 2008:60-61) 

 

There is a notion that among all other forms of business social programs and concepts of support 

to social causes, the CSR has the precedence over others. Even if in most cases it is not exercised 

in such strategic manner that is supposed to, it is making its way through the market and gaining 

more and more attention in the public. Leading companies, such as multinational corporations 

and big national ones such as Delta Holding, are paving the path for others. Nevertheless, the 

arts and culture are generally not in the focus of CSR engagements due to more crucial issues 

such as reducing poverty and helping vulnerable social groups (and especially children) with 

basic social, security or health problems, social protection and development of local community, 

as well as encouraging ecological behaviour and environmental care. Another form of CSR 

engagement is voluntary work – participation of business companies’ employees in voluntary 

actions regarding those same social causes. It is becoming a growing trend within the business 

sector. With the further transition of Serbian society, further development and enhancement of 

CSR practise and the breakthrough of strategic approaches regarding the sustainable 

development, comparative advantage, reputational capital, etc. it can be expected that the arts 

and culture and the creative impulse they can bring would become more interesting and 

appealing to business support. 
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7.3.2. Corporate Philanthropy  

 

 

In 2007 the Balkan Fund for local initiatives (BCIF) introduced the VIRTUS award as a 

Corporate Philanthropy Award to the companies which have shown the highest degree of social 

responsibility in Serbia. The objective of the award is to promote and encourage philanthropy in 

Serbia in order to increase the participation of companies, enterprises and individuals in 

charitable actions or programs and, thus, to acknowledge and publicly name companies and 

enterprises that gave financial support for this cause. “The award organization and ceremony is 

an ideal opportunity to promote genuine partnership and cooperation between the business sector 

and non-governmental organizations and to publicly demonstrate corporate social responsibility 

which very often remains invisible.” (http://www.bcif.org/virtus/award.htm) In 2009 

Round Table on "How tax incentives to encourage the development of philanthropy and the non-

profit sector in Serbia?" was also organized by the Civic Initiatives, BCIF and the Economist 

Media Group. So, even if the culture is not directly in the question, initiatives for a change of 

overall tax incentives that would stimulate contributions to all sectors have been launched, 

unfortunately not with much success. The arts and culture are generally excluded from this 

concept in practice, since the accent is put on numerous and more alarming social issues, and no 

special recognition in the category of arts and culture is set up. 

 

Furthermore, the whole concept of corporate philanthropy in Serbia is a bit controversial in sense 

that it is very often connected to political affiliation and assumed hidden benefits. As Djurovic 

notices: “If you analyze the materials and statements given by various humanitarians and 

activists on seminars and conferences on corporate philanthropy in Serbia, it is not difficult to 

conclude that there is strongly present thesis that public companies and large companies, which 

have a dominant market position, direct their funds by donations to certain activities only on 

behalf of political parties or state officials. The represented view is that these companies do not 

have any independence on the issue and that corporate philanthropy is really just an extended 

arm of politics. This opinion certainly have good support in the everyday findings and practice, 

and the causes should be sought on the one hand, in the way of the political appointing of the 

directors of public companies and in its lack of independence in decision-making, and on the 

http://www.bcif.org/virtus/award.htm
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other hand, on the benefits for the companies if they respond to certain officials call to assist the 

project in cash or otherwise.” (Djurovic, 2011:204-205) As it can be seen from this statement, 

the transparency in business operations in Serbia is still an issue, especially in numerous public 

companies that have not been privatized yet. Even some private national business companies are 

in question as well when it comes to the secret or under-law agreements between tycoons, 

politicians or authorities. Therefore, it is very hard to estimate the situation in Serbia regarding 

corporative philanthropy, which is as a business concept rarely present, and in practice, it is 

frequently considered misused. Nonetheless, those few companies that do exercise corporate 

philanthropy support put the focus on the same social causes as in CSR practice, along with 

growing trend of voluntary engagement of business companies’ employees. 

 

 

7.3.3. Donation 

 

 

Donation as one time support to social causes is rather present in Serbian society and within the 

business sector. Donations usually don’t follow any particular strategic plan but function ad-hoc, 

following the current issues and problems in society and purposes that are in common focus. Yet, 

some business companies do have affiliation to certain causes, so they regularly support certain 

social programs, NGOs, institutions or they are committed to certain social direction. As it was 

previously described, donations can go through corporate philanthropy programs, randomly or, 

which would be discussed next, trough foundations and funds. Nevertheless, they most 

commonly donate to those social causes that are urgent at the moment or that would bring them 

the greatest positive recognition in the public.      

 

Business companies are mostly donating to humanitarian actions and projects. Usually donations 

are dedicated to help for vulnerable social groups that are chronic issue in Serbia and institutions 

of health and social care.  Ecology and environmental care – actions and programs that promote 

it, and education – schools and educational programs are in this “secondary group” of donors’ 

focus. At present, spotlight is on schools without violence programs, inns for children on streets, 

children’s village, special schools, children safety, social protection programs, children in 
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Kosovo and Metohija, safe houses for women and children, medical equipment for babies, home 

for accommodation of adults; green programs and actions such as raising ecological awareness, 

recycling, saving rivers, cleaning, etc. Donations are also often assigned to religious institutions 

and to local community issues and development, particularly the communities in which the 

business company operates. Very rarely donations are given to the arts and culture purposes and 

in that rare cases those are mostly donations in books to some libraries and similar.  

 

  

7.3.4. Foundations and funds 

 

In Serbia, there are a quite small number of foundations; particularly those that support the arts 

and culture are rare. There are about thirty international foundations that are supporting 

development of open society, democratization, civil society, intercultural dialogue, 

multiculturalism, cultural diversity, etc. and on the ground of these principles they five sources to 

certain art projects. Those foundations have their headquarters in the country they are from, and 

only few of them have their offices in Serbia. For instance, those are European Union, Council 

of Europe, British Council, European Cultural Foundation, Eurimages, Pro Helvetia, Fund for 

an Open Society, Allianz Kulturstiftung, Ford Foundation or Alexander S. Onassis Publik 

Benefit Foundation and others. Few years ago, Serbia was not allowed applying EU funds, and 

since some of other international funds did not actually function or have withdrawn its sources, 

like Pro Helvetia and Fund for an Open Society, it was almost impossible to get funds this way. 

Yet, in 2006 Serbia was estimated as eligible and gained the right to participate in EU funds. 

According to data of Cultural Contact Point of Serbia, with the launch of the program Culture 

2007-2013 to which Serbian art and cultural organizations and institutions applied, 31 projects 

got the financial support (Vukanovic, 2011)       

On the other hand, private domestic foundations or funds that are involved in culture and arts are 

almost exceptional. Balkan Community Initiatives Fund (BCIF) is one of such domestic funds 

and it “supports people to take active part in improving life in their communities” 

(http://www.bcif.org/virtus/about%20us.htm); it also the fund that introduced Corporate 

Philanthropy Excellence Award VIRTUS for companies which support non-profit actions or 

http://www.bcif.org/virtus/about%20us.htm
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organizations for the public good.  Some business companies have established foundation as the 

executive bodies of their devotion to benevolence, social responsibility and philanthropy. Yet, 

those foundations, such as Delta Foundation, are predominantly oriented to social programs, 

helping poor people or children and adults with health problems or with special needs. One 

such foundation is distinguished by its commitment to “supporting development of cultural and 

art production and art market, and encouraging artists, especially young ones, to continue to 

work in Serbia” is Telenor Foundation (http://www.telenor.rs/sr/O-Telenoru/Korporativna-

odgovornost/Telenor-fondacija/Kultura-i-umetnost/). It is the only one that, among other 

programs of corporate responsibility, has realized projects of art and culture. Still, there are 

others that are not so visible in public since they have no promoting activities that would lead to 

public recognition of the company. ABS Fund (ABS Holdings) was established in order support 

development of local and national community through the projects through its five 

program lines - (1) culture and spirituality, (2) sport, (3) science and education, (4) international 

cooperation and (5) of the local community. Among its practice it has financed different art and 

cultural organizations, manifestations, publishing, etc. Another of such is Takovo Foundation 

that is co-operating directly with Ministry of Culture and nobody else is aware of their 

contribution.  

Nevertheless, in aspiration to encourage the establishment of foundations and endowments, that 

were once part of Serbian culture and tradition, the government adopted the new Law on 

endowments and foundations in 2010. The initiative for the adoption of the new law started by 

the Center for Advanced Legal Studies (CUPS), then BCIF took part in it and accomplished a 

co-operation with the Ministry of Culture. Until the end the initiative was supported by The 

British Embassy in Belgrade within the project "Creation of an enabling environment for civil 

society in Serbia ", the U.S. Agency for International Development / Institute for Sustainable 

Communities (USAID / ISC) under the" Initiative for advocacy of civil society in Serbia, "and the 

Open Society Institute. It was as well a positive example of Ministry’s partnership with NGO in 

the matter of legislation. Creating favourable legal and fiscal background for the establishment of 

foundations and funds ought to motivate the starting of private and combined foundations and 

funds, and consequently lead to greater diversification of sources of financing the arts and 

culture. 

http://www.telenor.rs/sr/O-Telenoru/Korporativna-odgovornost/Telenor-fondacija/Kultura-i-umetnost/
http://www.telenor.rs/sr/O-Telenoru/Korporativna-odgovornost/Telenor-fondacija/Kultura-i-umetnost/
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7.3.4. Sponsors 

 

 

In order to compensate for insufficient sources from the budget, non-profit organizations, artists 

and public cultural institutions are compelled to find additional sources, to gather the funds on 

the market. Since other forms of support are poorly developed, that fundraising mostly comes 

down to searching for sponsors. Generally speaking, as it was mentioned before, the most 

frequent mode of business support to the arts and culture is a sponsorship deal, transaction based 

on marketing related goals. And the situation is such that Serbian economy is in need of reform 

regardless of the economic crisis that aggravates it even more. Thus the socio-economic standard 

is very low. Consequently, it is hard to find those business companies who are willing to support 

the arts and culture, especially to assign sources in cash, therefore big amount of existing 

sponsorships come in kind, services, lending equipment or some other kind of compensation. 

Except for large events that attract a huge media attention and commercially prestigious cultural 

institutions, for which is the matter of protocol to find sponsors, all the other find it very difficult. 

It has to be taken into account that there are few large private business companies, predominantly 

those multinational, that are in power to do support and in general most of them are only 

interested in sponsoring commercial programmes, such as sport games and big media attractions. 

Moreover, some of the biggest and most profitable companies are still public, since the 

privatization is a very long, slow and problematic process in Serbia. And those haven’t been used 

to sponsoring the arts and culture and don’t have the sense for it, let alone some comprehensive 

strategy. Telekom, the monopolist telecommunication operator, is one of the few public 

companies that used to support culture and all the projects it has financed had been conducted as 

sponsorship deals. Among the private companies, that have in their practise done some 

sponsoring to the arts and culture, most often are mobile operators, food industries, beverage 

industries, bancs, then occasionally airlines, insurance companies, car importers, some cosmetic 

and pharmaceutical companies and others. Sponsorship also comes from supranational, usually 

European bodies and also foreign embassies and councils, but now it is not about them but about 

sponsorship from the business sector. 
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And the business sector affiliation in general amounts to commercial projects and events that 

gather wide media and public attention. Important sport matches, especially championships in 

football and tennis cups, but also the other sports and clubs themselves, always pick up the major 

sponsors. The shows and manifestations for the masses, such as various reality shows or talent 

competitions, popular TV shows or serials, music festivals, concerts, fairs, fashion weeks, 

shopping nights and similar are glue for sponsors. Corporate sponsorship strategies, as corporate 

documents that direct policies of sponsoring according to specific business objectives, are 

generally appointed to creating better image and achieving greater public visibility of company. 

Thus companies are picking the field of their interest and project they would sponsor based on 

the optimal conditions to promote themselves and improve their image.  

 

Sponsors can generally and unofficially be divided into three basic groups regarding their 

sponsoring strategy: 

1. Those that sponsor projects and activities in field close to their professional orientation 

and primary occupation; 

2. Those that sponsor projects and activities that attract the same target groups as are theirs; 

3. Those with the advanced comprehension of identity and image that have devoted 

themselves to sponsoring certain value, movement or domain in order to upgrade their 

image with additional value that don’t have to do much with their primary occupation or 

target groups.  

 

When analyzing the current sponsoring situation in Serbia it imposes the conclusion that 

business companies mostly belong to first to groups, being oriented to sponsoring those activities 

and projects that are most connected to their primary occupation or target groups. Those that can 

be considered to belong to the third group exist but are in minority. The reason for that can be 

looked in bad economic situation and small amounts predicted to marketing allocations or in 

strategic approach that sticks to core and basic principles and wide definition of target groups. In 

practice, the more public visibility and wide public the project attracts the more likely it will 

attract and get the sponsor. Thus, the projects that “promise” to draw thousands of visitors or 

consumers and the presence in most popular media will be appealing to majority of business 

sponsors. 
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For instance, currently the biggest private business sponsor attractions are broadcasts of world 

and European championships in all sports and especially football and basketball, and tennis cups, 

and all kinds of sport manifestations and everything that has to do something with it - sport 

clubs, Olympic team, etc; other commercial attractions are such as EXIT Festival, Festival in 

Guca, Belgrade Beer Festival; Big Brother reality show, Survivor and all other reality shows; I 

have the talent and First voice of Serbia; Car Fair, Fair of Agriculture; shopping nights that take 

place now and then; popular TV shows; fashion weeks, etc. After this first circle of focus come 

the projects and programs with some social significance, such as infrastructure and local 

economical development, science and education. In these terms, they sponsor some projects that 

are specific for the local community development, from the financing development programs, 

publication of different manuals, supporting small entrepreneurs, etc. to financing local 

manifestations and similar; then sponsoring best students through grants, especially in those 

faculties of same professional orientation as the business company, plus financing different 

educational programs – business courses, seminars, workshops, etc. When it comes to culture, 

the most interesting events for sponsors are big festivals, concerts and movies. Recently that was 

FEST, the biggest international film festival, and Bitef, the biggest international theatre festival, 

Mikser festival, the new platform for interaction between designers, businesses, media and 

manufactures, Belgrade Design Week, Belgrade Dance Festival; they also to sponsor 

commercial movies and serials (if those serials even counts as art) and public theatres. Less 

commercial art works and project have almost no chance for a considerable share of sponsorship 

funds. 

 

     

 7.3.5. Entrepreneurship  

 

 

Entrepreneurial thinking, let alone approach, is not developed enough or at all among the artists, 

art organizations and cultural institutions. On the other hand, the whole world economies are 

fostering entrepreneurship, believing it is a key factor for achieving social changes, economic 

growth, technological innovations and overall development. But it is not only the matter of 

business basic goals such as making a higher profit; it is more the matter of comprehensive 
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strategic thinking which cannot go without the social aspect. Dees (Dees, 1998) gives a complex 

definition of social entrepreneurs: “Social entrepreneurs play the role of change agents in the 

social sector, by: adopting a mission to create and sustain social value (not just private value); 

recognizing and relentlessly pursuing new opportunities to serve that mission; engaging in a 

process of continuous innovation, adaptation, and learning; acting boldly without being limited 

by resources currently in hand; and exhibiting a heightened sense of accountability to the 

constituencies served and for the outcomes created.” 

 

This logic is poorly implemented to art and cultural organizations’ management that is neither 

educated nor trained to think entrepreneurially. Yet, the entrepreneurial approach became ‘a 

must’ if the aim is to attract the business sector, especially in the matters of the arts and culture, 

especially in Serbia. And it requires implementing strategic proactive behaviour. “Entrepreneurs 

in the cultural sector are not just ‘sellers of cultural production’ but catalysts for business 

thinking, ‘bridge-builders’ between the audiences and the artists. They should have both an 

artistic vision and a sense for the arts, as well as business skills and competences. They have a 

special ability to see a business opportunity in a creative process, and to be able to exploit this 

opportunity by involving audiences and using innovative methods to multiply the economic 

effect.” (Varbanova, 2001). Thus, the artist and art and cultural managers must supply 

themselves with serious business plan, starting with defining business idea and identifying and 

analyzing chances, estimating possibility of realization in the market along with resources 

necessary for the realization. As Milasinovic puts it, entrepreneurship in culture implies 

transformation of the arts and culture into a business chance. (Milasinovic, 2010:54)   

 

The entrepreneurial approach in the arts and culture in Serbia is completely new and pretty 

unwelcomed. Those art organizations or cultural institutions that do apply it can be counted on 

fingers and the vast majority is fighting against it and for the biggest support from the 

government. Without neglecting the problem of business sector disinterest for the arts and 

culture, art sector isn’t doing enough or in the right way to get closer to business thinking and 

interests. Most of organizations are asking for sponsorships from the business companies, 

offering the presence of the company’s logotype in promo materials and other visuals, but they 

don’t have other strategies of making it more appealing to business sector. Additionally, there are 
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very few educated managers on managerial positions in art and cultural organizations, who 

would introduce business thinking and planning into arts. Hence, the greater acknowledgement 

and encouragement of entrepreneurship in culture is required, as well as educational know-how 

programs for cultural operators in order to improve the current situation of ignorance.      

 

 

 

7.3. Legislation on financing of the arts and culture in Serbia 

 

 

The financing of the arts and culture is regulated by the Law on Culture (2009) and the so-called 

Omnibus Law (2002) in the matter of the cultural issues on the territory of Vojvodina. The funds 

for financing and co-financing public cultural institutions and the most of other artistic and 

cultural organisations, programmes and projects are coming from the budgets of the Republic of 

Serbia, autonomous province and local self-government unit. Ministry of Culture, Media and 

Information Society is financing the work of 24 public cultural institutions of national 

importance, founded by The Republic, and also 14 more on the territory of Kosovo and 

Metohija, as well as hundreds of other cultural organisations and NGOs by means of annual 

public competition for projects. Another 34 cultural institutions on the territory of Belgrade and 

being of the city importance are financed from the City Assembly along with 9 events, and also 

other artistic and cultural projects are being supported through the project competition. As 

indicated by The Compendium report (http://www.culturalpolicies.net/web/serbia.php?aid=61) 

there are 524 cultural organisations that have public institution status, out of which 67% (359 

institutions) are based on the territory of Central Serbia, and 23% (167 institutions) on the 

territory of AP Vojvodina. 

 

It is prescribed by The Law (Article 10) that “Cultural programmes and projects of cultural 

institutions and other cultural operators shall be financed also from the income generated from 

the activities, service fees, product sale, ceding of copyright and other related rights, from 

legacies, donations, sponsorships and in any other way, in accordance with law“, but there is no 

further instrumentation of those propositions. 

http://www.culturalpolicies.net/web/serbia.php?aid=61
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In addition, The Law prescribes establishing Republic awards for special contribution to the 

development of culture in order to stimulate creation and activities, as well as recognition awards 

for artists and cultural experts for their outstanding contribution to development of the arts and 

culture. Specifities about these awards shall be determined by the Government, competent body 

of the autonomous province and National Minority Councils. 

 

 
7.3.1. Tax laws & provisions 

 

 

There are two main laws, regulating the fiscal policy and taxes in the field of arts and culture: 

1. Law on the Profits of Legal Entities and 

2. Income Tax Law.  

 

The Law on the Profits of Legal Entities (RS OG No. 25/2001 amended 80/2002, 43/2003 and 

84/2004) entitles them to deduct up to 3.5% of their income in one fiscal year for donations made 

to culture. 

More detailed regulations about what is under this Act considered for investment in culture 

brings the Minister of Culture, following the opinion of the Minister of Finance. 

 

According to The Rule Book on Investment on Account of The Culture Which Is Recognized as 

an Expense (RS OG No. 25/2001) investment in culture is recognized as an expense if enable: 

1) the creation, study and preservation of cultural values; 

2) the cultivation, preservation and enrichment of cultural and historical heritage; 

3) creation of conditions for performance and development of cultural activities; 

4) encouragement of international cultural activities and cooperation; 

5) encouragement of education in the field of culture; 

6) encouragement of scientific research in the field of culture; 

7) stimulation of new talents in the field of cultural creativity. 
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Deductions offered, in the Law on the Profits of Legal Entities, on donations to culture are not 

really considered as an incentive in practice. In addition, the character of cultural donations and 

types of organisations that may receive tax-benefit contributions were regulated by direction. 

(http://www.culturalpolicies.net/web/serbia.php?aid=515). 

Investing in culture is recognized as an expense if the support is given to cultural institutions, art 

associations, faculties, academies, art schools and other domestic legal entities registered in the 

following sub-activities under the classification of activities and register of classification units 

("Official Gazette FRY ", No. 31/96), as follows: 

1) Protection of cultural heritage, natural and other landmarks (92 522); 

2) Activity of museums, galleries and collections (92 521); 

3) Artistic and literary creation and performing arts (92,310); 

4) Cinema and video production (92 110); 

5) Activity of libraries (92 511); 

6) Activity of archives (92,512); 

7) Activity of botanical and zoological gardens and other nature reserves (92 530); 

8) The production of books, brochures, musical books and other publications (22 110). 

 

According to the Law on the Profits of Legal Entities expenditure on advertising and propaganda 

is recognized as an expense amounting up to 5% of total revenues, while expenditures for 

representation are recognized as an expense amounting to 0.5% of total revenue. 

This regulation can be used in sponsorship arrangement if the subject of agreement is considered 

for the advertising, propaganda or representation service. Therefore, for example, costs for 

advertisement (whether it is done through direct or indirect promotion) are recognized as an 

expense in the income tax amounting to 5% of total revenue. Under the sponsorship contract is 

considered a contract of contemporary business practice, which defines the rights and obligations 

of sponsor and sponsored party, i.e. sponsored party is obligated to provide certain advertising, 

propaganda or representation services to sponsor. 

 

The Law on the Profit of Legal Entities also regulates tax exemption for non-profit organisations. 

According to Article 44, non-profit organisations are granted tax exemption under the following 

conditions: 

http://www.culturalpolicies.net/web/serbia.php?aid=515
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• the income is up to 300000 CSD (around 2800 EUR in the year 2010) higher than its 

expenditure in the year of which the right to tax exemption is granted; 

• the non-profit organisation in question does not distribute the income thus generated to its 

founders, members, executives, employees or persons associated with them; 

• the salaries paid to employees, executives or persons associated with them are not higher 

than twice the average salary paid in the business area to which the non-profit 

organisation in question belongs; and 

• the non-profit organisation in question does not distribute its assets in favour of its 

founders, members, executives, employees or persons associated with them. 

 

The Income Tax Law (RS OG No. 24/2001, amended in 2002, 2004 and 2006 (RS OG No. 

80/2002, 135/2004, 62/2006 and 65/2006)) allows deductions for artists on their personal income 

for artistic or cultural activities and it is between 40-65%  on their earnings for expenses related 

to their work. 

 

The tax rate on the net income resulting from intellectual property rights is 20%. The Income Tax 

Law  provides a breakdown of the % share of income derived from intellectual property rights 

that is tax deductible: 

• 60% - sculpture, tapestry, art ceramics, mosaic and stained glass; 

• 50% - art photography, fresco painting and similar arts, clothes design and textile design; 

painting, graphic design, industrial design, visual communications, landscaping, 

restorations, translations; music performance, movie-making; and 

• 40% - programmes and performances of folk music, database production, media 

production and all other activities. 

 

The Income Tax Law does not permit individuals to deduct for contributions to charity. This 

restrictive tax treatment came into effect in 2001 as a part of general tax system reform. The 

new Law on Personal Income Tax repealed a system of non-standard tax deductions, which 

could be up to 15% taxable income. Except for donations for cultural purposes, this tax-benefited 

treatment had been dedicated also for investments in objects with special cultural, historical and 

scientific value. At present, all donations (except those given through the government) have a 5% 
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gift tax, even if the donation is made in kind. This represents a huge obstacle, even to large 

donors of equipment. The institution / recipient usually have to find another donor to cover the 

taxes to be paid to the state. ((http://www.culturalpolicies.net/web/serbia.php?aid=515). 

 

The Law on Endowments and Foundations (RS OG No. 183/2010) defines certain tax 

incentives for foundations and endowments. According to Article 7, sources that endowment or 

foundation generates free of charge (donations, gifts, voluntary contributions, 

grants, bequests, etc.) are exempted from taxes established by law. 

 

VAT was introduced in Serbia at the beginning of 2005. The general rate is 18%. A reduced rate 

of VAT for books, tickets for music manifestations and cinema tickets is 8%.  

 

As it would be seen later in survey, the biggest problem with this legislation is that it is so 

discouraging that the vast majority of business companies don’t use it or haven’t heard about it. 

Those tax exemptions and deductions are even not considered for tax incentives, and therefore 

they are not stimulating at all. Comparing just one item – tax deduction up to 3.5% for donation 

to cultural purposes (recently increased from 1.5%) to 10% in Europe the discrepancy is obvious. 

Let alone that other countries have plenty of other government programs that are supported by 

fiscal politics and encouraging for business sector interaction with arts, that absolutely do not 

exist in Serbia. Serbian fiscal laws are obsolete and inefficient. They don’t play any role in 

stimulating business sector to support (donate or sponsor) to the arts and culture and social 

purposes at large. Taking into account that Serbia is in process of transition, it is strange how it is 

so inert when it comes to measures that would encourage and increase the private support to the 

arts and culture, as well as in other social spheres. On one hand it is trying to get close to EU and 

on the other does not undertake steps, doesn’t adjust legislation to European that could be 

helpful, to ensure stability of its identity and values, letting culture to slump. While the funds 

from the budget are being restricted no alternative in terms of facilitator principles being 

introduced. And as for now there is no plan for introducing new tax laws and tax incentives and 

no official initiative from any side. Among other stimulating programs, favourable fiscal politics 

is necessary in order to increase business support for the arts and culture, as it is proved to be one 

of the greatest motivation tools in world practise, the same causality can be expected in Serbia.    

http://www.culturalpolicies.net/web/serbia.php?aid=515
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7.4. Survey on corporative philanthropy in Serbia 

 

 

In his doctoral thesis on Corporate Philanthropy in Culture, Ivan Djurovic (Djurovic, 2010:110-

119) uses a survey on corporative philanthropy in Serbia, done by Strategic Marketing Agency, 

Belgrade in 2008. Some results can be indicative for this thesis as well, providing a picture of 

citizens’ attitude towards corporate donations but also towards the importance of culture in 

Serbia (Belgrade). 

  

Methodology: 

• Sample size: 1,000 (questionnaires) 

• Target population: Serbian citizens aged 18 and over 

• Type of sample: random, three-stage, stratified sample 

• Stages of the sample: 

o The territory of the polling station (about 200 households) was selected with 

probability proportional to size - PPS 

o Household chosen method of random steps address (SPSWoR simulation 

sampling scheme) 

o Member of the household was elected using Kish tables (SPSWoR simulation 

sampling scheme) 

• Stratification is based on: 

o The type of settlement - urban / rural 

o The six geo-economic regions 

• Allocation to strata: stratum proportionate to the size given. 

• Post stratification on the basis of gender, age, type of settlement and geo-economic 

regions 

• 95% statistical confidence interval for the occurrence of the incidence of 50%: 

o For the n = 1000 + / - 3.8% 

• Field control at least 12% of the samples, logic control and consistency control in 100% 

cases 

• Implementation of the terrain: 25.06.2008 to 02.07.2008. 
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1. Please tell me how much is each of the following items important to your opinion about a 

company, or to consider that the company does business in a socially responsible manner? 

Base: Total target population 

 

Health protection and safety of employees 96% 

Fair treatment of employees 94% 

Security that child labor is not used 94% 

Care for the protection of environment  92% 

Business under the law, in the spirit of the law 91% 

The quality of products and services at fair prices 91% 

Providing secure jobs 88% 

Contribution to national economy 86% 

General business ethics 85% 

Clear communication of the risks associated with products 81% 

Philanthropic activities - donations - investing funds in the general good 

of the community and society as a whole 

 

79% 

Sponsoring sport and cultural activities 74% 

 

 

Clearly, there is awareness of the importance of social responsibility and financing cultural 

activities, but less respondents considered it important compared to other more basic 

components. Moreover, the question is would it even be rated this high if this wasn’t structured 

questionnaire with offered responses.  

 

That becomes more obvious with further questionnaire when the entire philanthropic activities 

along with culture get the lowest percentage by relevance and the basic conditions such as health 

protection and safety of employees, and the quality of products and services at fair prices are 

ranked in the first places. It also tells about the state of the country and its economy. 
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2. What of latter would you put on the first place by the significance? 

Base: Total target population 

 

Health protection and safety of employees 26% 

The quality of products and services at fair prices 24% 

Fair treatment of employees 9% 

Security that child labor is not used 8% 

Providing secure jobs 7% 

Business under the law, in the spirit of the law 6% 

Care for the protection of environment 6% 

Contribution to national economy 2% 

Clear communication of the risks associated with products 1% 

Philanthropic activities - donations - investing funds in the general good of 

the community and society as a whole 

1% 

Sponsoring sport and cultural activities 1% 

General business ethics 1% 

 

 

3. When you think about the philanthropic activities of companies, donations directed to 

the general good of the community and society as a whole, what do you think should be a 

priority? 

Base: Total target population 

 

Health 56% 

Safe houses for the protection of women and children from violence 9% 

Inns for children and young homeless 6% 

Taking care of the youth 6% 

Help for people with special needs 5% 

Help for the old people 4% 

Help for Serbs in Kosovo and Metohija  3% 
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Care for the protection of environment 3% 

Science and education 3% 

Sport 3% 

Culture 2% 

 

Results again show the culture is rated very low – the lowest. Which concerns even more is the 

small percentage of votes for education and science. However these results can be explained with 

the low country development and thus people’s concern of primary needs, where health comes in 

the first place. This is the exact case of Maslow’s theory on hierarchy of motives where people 

meet their needs at the scale of their priorities, and the needs of the existence and security take 

first places. 

 

 

4. And how would you rate the participation of companies in philanthropic activities in 

Serbia - giving money for the general good of the community and society at large? 

Base: Total target population 

 

 

Only a small number 
of companies give  
donations  for the 
general good of the 
community and society;  
 61% 

Doesn’t know; 7% 
Most of companies   
in Serbia give donations  
for this purpose; 8% 

Considerable number  
of companies give donations  
 for this purpose,  
but they are still  
in minority; 24% 

Only a small number of companies give donations for the general good of the community and society  
Considerable number of companies give donations for this purpose, but they are still in minority   
r     Most of companies in Serbia give donations for this purpose 
Doesn’t know 
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5. Quite generally, what do you think is the main motive for companies to invest money for 

the general good of the community and society at large? 

Base: Total target population 

 

 
The last two charts indicate the public awareness and recognition of companies’ philanthropic 

activities and support to the general good of the society, and also the motives for their 

contribution. Hence, the majority of respondents (61%) think that there are only a small number 

of companies involved in the matter, and the majority (56%) think the main motive for that is 

creating a better self-image among consumers, and thus improving business performance and 

increasing profit. Small amount (8%) of respondents believes that most of the companies give 

donations, which is certainly untrue. Those 24% who recognize companies who do show certain 

public visibility achieved by advertising campaigns, which is still insufficient number for 

companies’ images. Moreover, the image that should be changed, for the benefit of the 

companies themselves, is the influence of political parties as a reason for donating stated by 19% 

of respondents. Not so commendable is also the fact that only 19% them believes the motive is 

concern for common good and creation of a better social climate, opposed to the majority of 56% 

that attributes motives to “self-concern” of companies – to making greater profit by improving 

their image among customers. One can notice a bit of cynicism in this response, which is the 

reflection of people’s distrust toward companies.     

 

Doesn’t know; 6% 

Creating a better 
self-image among 
consumers, and   

  thus improving  
  business performance  
 and increasing  

profit; 56% 

56% 

It is primarily the  
question of political  
pressures; 19% 

Concern for the  
common good  and  
creation of a better  
social climate in   
which these companies 
  operate 19% 

Creating a better self-image among consumers, and thus improving business performance and  
 increasing profit 
Concern for the common good and creation of a better social climate in which these companies operate 

It is primarily the question of political pressures  

Doesn’t know 
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6. And when you think about the donations - philanthropic actions – assistance aimed at 

the general good of the community and society as a whole, the company that you come to 

mind as the donors of these actions? The first response mentioned 

Base: Total target population 

 

Telekom (Telecommunications Company, public) 21% 

MTS (Mobile Network, public) 15% 

Knjas Milos (Beverage Industry, private) 15% 

Telenor (Mobile Communications Company, private) 9% 

Coca Cola (Beverage Industry, private) 6% 

Lav Beer (Beer Industry, private) 6% 

Jelen Beer (Beer Industry, private) 6% 

Dunav Insurance (Insurance Company, private) 5% 

Water Water (Beverage industry, private) 5% 

Hemofarm (Pharmaceutical company, private) 4% 

Sinalco (Beverage industry, private) 4% 

Delta (Holding, company involved in retail, real estate development, 

agribusiness, food processing, wholesale distribution, automobiles, sports 

equipment, fashion, financial brokerage, financial services and insurance 

services, private) 

4% 

JAT (Airways Company, public) 3% 

Holcim (Cement Factory, private) 3% 

Vip (Mobile Communications Company, private) 3% 

Verano Motors (General importer of Peugeot, private) 3% 

Delta Generali (Insurance Company, part of Delta Holding) 2% 

B92 (TV and Radio Station, private) 2% 

DIN (Tobacco Industry Nis – Philip Morris) 2% 

Delta Holding (same as Delta) 2% 

Can not specify any 52% 
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It is not so much important which company did respondents cite, as much as it is significant that 

the most of them (52%) couldn’t specify any. That shows very low public visibility and 

recognition of philanthropic actions and indicates that companies should improve their public 

relations and communication strategies. Talking of these companies it is noticeable that firs two 

with biggest rate are public national telecommunication companies, the third Knjaz Milos 

obviously has a good reputation, as well as fourth Telenor, which is another mobile 

telecommunication company, and Delta Holding which is mention three times with not full 

name. Nevertheless, many other companies that are involved in corporate social responsibility or 

corporate philanthropy haven’t been mentioned.  

The most devastating fact coming from this survey is that the culture is always in the last place 

or among the list ranged causes related to corporate philanthropy, whether it is by importance or 

priority. Even though it is reasonable that other more vital and existential purposes are occupying 

first places, this low interest and concern for culture indicate the chronic and acute condition in 

which culture is in Serbia. 

 

 

7.5. In-depth interview on financing the arts and culture from business sector 

 

 

This survey was conducted in order to get the real picture from contemporary business practise 

and to find out about their attitudes towards supporting arts and culture. I have chosen the sample 

of business companies that are considered to be the leaders in business sector and those who 

represent the most modern practises and set trends.   

 

Methodology:      

I used in-depth interview as the instrument in collecting data and information from the private 

business companies. The research was based following the criteria of “business leaders in private 

sector” – private business companies that would lead in most advanced practices and trends in 

the business sector. I have chosen them to serve as indicator of best practices in Serbia, which 

would as well refer to the best practices in supporting the arts and culture, and trends that are set 

up for others.     
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For the sample I have chosen representatives from 30 most successful private companies, 

according to the official survey for 2009 (Econom-east Magazin. Bilingual Annual Special 

Edition TOP 300, 2010). That is the official rang list aligning both public and private companies 

by their success. Therefore, those first companies represent the leading stream of the business 

sector. From that list I have excluded those companies that are still public and have chosen the 

first 30 private business companies for the sample. Since not all from those first 30 companies 

did respond, I have expanded the scope for the sample to first 50 private business companies 

from the same survey and managed to collect 30 responses.  

To that primary sample I have added 16 members of Business Leaders Forum of Serbia who are 

oriented and dedicated to CSR (http://www.fpl.rs/about_us/members.98.html) and 6 companies 

that were marked in the Database of good practice of CSR Serbia platform (http://www.csr-

srbija.com/bdp.php) concerning support to the arts and culture (if they weren’t already on TOP 

50 list). The reason for adding those companies relies on the same criteria, they represent the 

leaders in CSR practice and trend that is relevant to support for the arts and culture. Since those 

are, as they proclaimed themselves, leaders in promoting the CSR practice and those elected for 

the good practice of supporting the arts and culture, their attitudes towards the issue are of the 

highest relevance as they shall be followed by others.  

Hence, taking into account some duplication of companies, I have the sample of 45 responses in 

total – 30 from companies that are among TOP 50 and 15 from BLF and CSR Database.   

 

Interview was semi-structured, consisting 8 questions, and it was mostly done by e-mail and 

telephone, since that was the most convenient way for companies’ representatives (most of them 

were PR managers). An interview guide document was accompanying the interview as well as 

the information of general kind (name, gender, age, education, title and the company he/she is 

presenting). Since, the number of companies didn’t want to go official with their answers and 

made me guarantee the confidentiality, I’m obliged to keep their identity invisible. Therefore, I 

am showing only summed analysis of the responses, distinguishing percentages when possible 

and most common answers. 

  

The interviews were conducted during June, July and August, 2011. 

 

http://www.fpl.rs/about_us/members.98.html
http://www.csr-srbija.com/bdp.php
http://www.csr-srbija.com/bdp.php
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1. Is there a practice of supporting the arts and culture in your company?  

 

Answers Percentage 

Yes 55.55% 

No 44.45% 

 

 

Companies that support the arts and culture are mostly those that are: petroleum and derivates 

companies (3); bancs (3); food industries (4); beverage industries (3), mobile operators (2); one 

big holding company involved in many sectors including retail, real estate development, 

agribusiness, food processing, wholesale distribution, automobiles, sports equipment, fashion, 

financial brokerage, financial services and insurance services (1); one airways company (1), one 

electro-technical equipment manufacturer (1); one agro-industry (1); one construction company 

(1); one supermarket chain (1); one tobacco company (1); one pharmaceutical company (1); one 

cosmetics company (1) and one real estate company (1).     

Most of the companies that don’t support the arts and culture are big industries – manufactures of 

petroleum and derivatives (2), cement (2), processors of of metals and energy (1), as well as 

companies that operate as financial, accounting and business advisors and consultants (4). Other 

non-supportive some supermarket chains (2), pharmaceutical companies (2), distributing 

companies (2); one food industry (1); one tyre industry (1); one tobacco company (1); one IT 

company (1); one laundry & home care, cosmetics/toiletries and adhesive technologies company 

(1).  

 

Within No answers there were some other comments, like reasons for not supporting, but since 

those will be repeated later, I have abstracted the answers to their basic value. I have also 

abstracted some other answers or gathered those with almost the same value to certain 

categorical groups in order to achieve methodological and research relevance.   
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2. If there is a practice of supporting the arts and culture in your company:  

 

a) In which ways is it achieved? 

 

Answers Percentage 

Through sponsorship (in cash or in kind) 92% 

Trough donation 20% 

Trough foundations 16% 

Trough purchase of works of art 8% 

Trough assignment of space for cultural events 8% 

 

In this question respondents stated more than one way of how they support the arts and culture, 

so I have differentiated categorical groups for those ways and counted each time certain way was 

stated.  

 

The results show the expected predominant orientation of the companies towards sponsorship in 

cash or in kind (92%). Donation are not surprisingly under-represented (20%), taking into 

account the least of companies contribute without any expectations in return. Those who do are 

actually few that have established their own foundations (within companies). Contributing trough 

foundations of all kind is again very low rated (16%). Also rare practise is the purchase of works 

of arts that two the companies do also through their foundation. And the assignment of spaces is 

also characteristic for two companies that own some venues that are suitable for certain cultural 

events. As it was predictable, from 25 companies that do support arts and culture most realize it 

trough sponsorship which additionally shows how much CSR or philanthropy concepts or 

donation culture are developed and represented. Even though almost all of those companies have 

nominally among their principles the social responsibility, social contribution, devotion to 

community and the like, most of them are supporting only those organizations, institutions or 

events that bring them in return certain marketing benefits – trough sponsorship. Only a few of 

companies are strategically and essentially understanding and applying those principles.       
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b) What is the average percentage of budget allocations for the arts and culture (or what 

was the percentage in last year budget share)? 

 

Answers Percentage 

/ 46.67% 

Very small or negligible 31.11% 

Not communicating numbers 11.11% 

Don’t know 6.67% 

Less than 10% of overall donation/sponsorship budget 4.44% 

 

The majority of respondents haven’t answered at all to this question (46.67%), which is 

reasonable for those that are not supporting the arts and culture. Yet, even those that are 

supporting mainly haven’t stated the percentage.  Only two of them did, and it was less than 10% 

of overall budget for donations or sponsorship budget, but without indication how it correspond 

to the main budget. Most of respondents whose companies are supportive wrote either that it is 

very small or negligible. The rest of them didn’t want to communicate numbers or didn’t know.  

 

Beside this result is showing poor share of allocations for the arts and culture, it is also showing 

still conservative attitude towards transparency of information. Most of companies still think it is 

a “business secret” how they distribute their financial sources and if they are not compelled to, 

they will not reveal those information.   

 

c) Does your company use existing tax incentives when supporting the arts and culture? 

 

Answers Percentage 

Yes 17.88% 

No / Don’t know that they exist 82.22% 

 

As it can be seen, only few companies (17.88%) are using the existing tax incentives, and the 

majority of them is not. That is understandable when having in mind how stimulating those 

incentives are, so that they are not even considered for incentives. It is nevertheless more 
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interesting that many of the respondents didn’t know about any existing tax incentives and 

actually asked for explication.   

 

 

3. If there is no practise on supporting the arts and culture what is the reason for that? 

 

Answers Percentage 

Commitment to other social causes 45% 

There are other strategic priorities 20% 

There is no financial/fiscal motivation 15% 

Financing the arts and culture is not our focus 10% 

Bad economic situation 5% 

No practice of donating or sponsoring 5% 

 

Most of these companies that don’t support the arts and culture are committed to other social 

fields and causes that are closer to their main activity. Thus they are involved in environment and 

ecology issues, promoting eco materials and investing in environment protection, or medical care 

and health issues, contributing to hospitals, other institutions or people in need. Others, and the 

majority of companies at large, have in their focus vulnerable social groups such as children 

without parental care, children with special needs, children with some illness, poor families, old 

people, etc. And many of them are helping some social institutions in their local community, 

where it is important for them to build a good image. And some of the companies are interested 

only in improving the working conditions of their employees and take actions in that direction.  

 

When bearing in mind difficult social and economic situation in Serbia it is not unusual that arts 

and culture take almost the last place, especially when the environment is not stimulating. Still it 

is obvious that the support for the arts and culture slightly enters the area of strategic thinking 

and that is not so much regarded as part of any strategic action.  
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4. Would you be interested to finance the arts and culture if that would be in some way 

worthwhile to your company?  

 

Answers Percentage 

Yes 75.56% 

We would support not for our own benefit but 

for the benefit of society / community 

15.56% 

We would support because we are socially 

responsible company  

8.88% 

 

While the most companies (75.56%) answered that they would support if it would be worthwhile 

to their companies, the rest of them expressed their devotion to benevolence and social 

responsibility excluding their own benefit (24.44%). Still, the majority would be motivated to 

support the arts and culture if they would get some benefits in return. 

 

 

5. What would be motivating for your company to support the arts and culture? 

 

Answers Percentage 

Better fiscal legislation / tax incentives; 37.78% 

Connection with Corporate Social Responsibility 20% 

Connection with improvement of the community where 

company operates 

17.78% 

Greater visibility / media attention   11.11% 

Support to Serbian arts and culture 6.67% 

Connection with the main activity of company 4.44% 

Other forms of relief 2.22% 

 

These results are demonstrating a range of motivations, where the first place is occupied by 

better fiscal legislation and tax incentives with 37.78%. The second place (20%) belongs to CSR 

in sense that those respondents recognize the association of the arts and culture with CSR 
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principles. Third group of responses indicated that those companies are interested in contributing 

to their local community which would maybe lead to some local cultural projects that would 

directly influence employees and that community (17.78%). For certain number of companies 

(11.11%), greater visibility in public as well as the media attention would be motivating. Most 

probably that would be motivating for the majority of companies, that maybe didn’t remember it 

at first and that is one that could easily be improved with just a little effort of the Ministry or 

government or a bit more effort of arts and culture sector itself. Few respondents (6.67%) noted 

their motivation as real concern and devotion to the state of national culture, and other would be 

more interested if that support was connected to their main activities (4.44%) or other kind of 

relief (2.22%). These motivations are showing all the aspects that should and could be improved 

in order to stimulate greater support to the arts and culture. 

 

 

6. From these ‘motivation tools’ rate the importance from the least motivating to the most 

motivating (The scale is from 1 to 5, where 1 is not motivating at all, 2 - not very 

motivating, 3 – motivating, 4 – very motivating and 5 – the most motivating): 

 

Motivation tools Rating average 

Stimulating tax incentives 4.02 

Measurable reputational capital 3.73 

Improved legislation 3.42 

Educational and artistic benefits 3.16 

Other – please state what / 

 

As in previous question, stimulating tax incentives show the highest rating average (4.02) as 

motivation tools. With the improvement of legislation high rated on third place (3.42), which is 

also logical since the legislation is in general obsolete or unadjusted to modern business, they 

represent the motivation unit that have to be provided by the government and institutions in 

charge. Measurable reputational capital took the second rating average (3.73) showing that 

companies care about their reputation, at least in principle. Taking into consideration former 

results, the imposed conclusion can be that strategic thinking and planning still haven’t gain 
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momentum in full force. They have introduced social responsibility to their businesses but 

haven’t explored all the factors, potentials and benefits of it. The most of them is not relating the 

arts and culture to it, as it should be, and yet they stated that measurable reputation capital would 

be motivating for them to support the. Seems like most of them are actually not “measuring’ 

their reputational capital and, at the same time, not associating it to the arts and culture. The fact 

that support to arts and culture and other social causes is not officially well promoted, 

encouraged and publicly recognized doesn’t help the fact. That is the indication for another 

change that should be made, beside the change of the legal and fiscal systems. Respondents are 

showing a little less interest (3.16) towards educational and artistic benefits they could 

experience trough the co-operation with artists, but still it is rated quite high. Since the creative 

impulse and the urge for innovation is in the centre of world attention, it would also come to 

Serbia eventually, and those programs that would offer creative consultancies and work with 

artists would be of greater motivational potential.        

 

 

7. Would you be interested to learn more about the potential benefits and interests of 

supporting the arts and culture? 

 

Answers Percentage 

Yes 97.77% 

No 2.23% 

 

Naturally the vast majority of the respondents and companies (97.77%) were interested in 

learning more about the possible and potential benefits of supporting the arts and culture. Even 

though, that was socially desirable response it can signalize that at least the half of those 

respondents would attain some educational programs, if for no other reason, then because that is 

a socially desirable act too. Especially, if it would be well communicated and publicly visible 

and among their business partners and competition. Those who answered with no considered 

they already know about those benefits. 
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8. Do you consider the change of legislation system regarding tax incentives (adjustment to 

European law) would induce greater support to the arts and culture? 

 

Answers Percentage 

Yes 86.67% 

No 13.13% 

 

If not, what do you think that would?   

 

Answers Percentage 

Greater promotion of Corporate Social Responsibility / 

philanthropy  

50% 

Other stimulations  16.67% 

Raising the awareness of situation in culture in Serbia 3.33% 

 

This final question confirms require for a change of the legislation system regarding tax 

incentives and its adjustment to common European laws that are much more advanced. The vast 

majority (86.67%) of respondents consider that would induce the greater support for the arts and 

culture, which is proved by their answers in former questions considering tax incentives. The 

minority of respondents that declared themselves with no (13.13%) considered it would be more 

important to work on greater promotion of CSR and philanthropy in most (50%). That again 

confirms already mentioned need for encouraging CSR as it is recognized as motivational for 

supporting the arts and culture. The rest thought the other stimulations, but not clear which 

would improve the situation, and the last suggestion was raising the awareness of situation in 

culture in Serbia which is rather important too, but not much of a motivation tool. 

 

Turning back at the survey results in whole may lead to the conclusion that there is a real need 

for the introduction of more stimulating tax incentives, which accordingly requires the change of 

current legislation. Also Corporate Social Responsibility is a concept that should be promoted 

more seriously along with creating greater visibility and recognition for those who are applying 

it, and therefore a greater public credit for the support for the arts and culture as part of it.   
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8. Concluding remarks and recommendations 

 

 

 At present “all the roads” of art and cultural development regarding financing are 

leading to encouragement and increase of business support. Central European 

countries such as United Kingdom, France, Germany, Spain, Italy and Nordic countries, 

and even the United States, are introducing various strategies and programs to stimulate 

individuals and business companies to support more. Eastern and Southeast countries are 

tracing that leading stream. In recent past most of European countries have modified their 

legislation on financing the arts and culture, introducing some new tax incentives and 

other fiscal measures that would create a favourable fiscal environments for business and 

individual donations or other forms of contributing, as well as for establishing 

foundations and funds. They have abided by the American practice of facilitator concept 

that have created a cause and effect relationship between the advanced fiscal relief on the 

account of arts and culture, and the immense share of private funding in overall funding 

of arts and culture. Therefore the trend is to promote and enhance indirect public funding 

at the expense of direct funding which is continuously decreasing.  

 

 The overall situation in culture in Serbia is rather alarming. Without the strong and 

leading cultural policy there is no clear picture on what is wanted from culture and where 

it is going. On one side, country is still passing through transitional period trying to get 

on with European Union flows. The influence of the market oriented ideology is high and 

the feedback mechanisms that should provide necessary adjustment are weak. In the 

matter of culture and arts it is reflected through recent trend of reducing budgetary funds 

and not offering a supportive frame for alternative financing. Seems like the arts and 

culture are left on their own to cope as they can. And most of the art and cultural 

organizations are struggling to find their way to business funds, doing fundraising and 

trying to convince the sponsors their art is worth supporting. Still, sponsorship, being 

almost the only form of business support to arts and culture, dominantly goes to few big 

projects or events that bring a lot of media attention and a lot of publics, and which are 
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already subsidized by the state. Therefore, it is really hard to all the others to offer greater 

benefits to sponsor for supporting their work.     

 

 “The arts exist by virtue of the people involved, interested and committed. The 

challenge is to increase the involvement and enlarge the circles of the worlds of art and 

culture. One way to do that is to develop alternative ways of financing the arts. In 

particular, an increase in private support – individual contributions, donations, 

sponsorship – is called for without its reducing government support. People should be 

aware that the arts are important and that they have good reasons to support them. To 

persuade people and organisations to contribute more to the arts, cultural organisations 

will have to adjust their structure, focusing more on community building and marketing.” 

(Klamer, Petrova and Mignosa, 2006:V) 

 

 How to influence and convince business sector to contribute more to the arts and 

culture? The analysis of the trends and conditions in other countries has shown some 

causal regularity. The countries with liberal economy such as US and UK are showing 

the most significant impact and share of private support in the financing of the arts and 

culture. At the same time they are demonstrating progressive fiscal politics with highly 

developed indirect public support through tax incentives and other beneficial instruments 

of encouraging business involvement and partnerships with the arts and culture sphere. 

Other Central European countries are following the same trend, some of them having 

more trouble with their traditional centralized financing model, such as France, and 

others implementing it more easily, such as Germany, Italy and Spain. Each country is 

increasingly enforcing strategies and methods for encouragement of private sector 

support, using those measures that are most customized to their tradition, legal and 

economic systems. That comes to involving greater indirect public support to the arts and 

culture by creating favourable fiscal environments for donors and sponsors trough tax 

incentives, allowing citizens to redirect part of their tax to art and cultural organizations, 

through lottery, matching-grants, awards, public-private partnerships and other. 

Corporate social responsibility and corporate philanthropy have already gain momentum 

in those countries, setting a conceptual frame for making different contributions to 
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community, including the support for the arts and culture. Therefore, both individual and 

corporate donations are making significant share in overall financing of art and cultural 

institutions, organizations, projects, artists’ work etc. while European countries are 

seeking to replicate and adjust to their values the American model, United States are 

bringing in new trends such as friends schemes, giving circles and crowd funding 

(online). Southeast European countries are two steps behind, trying to catch up with 

methods and instruments that have found application in EU.       

 

 In Serbia, business companies, lead by multinational ones, are also trying to follow 

the world market trends and flows in order to stay successful and competitive. And 

the emerging trend is the care for sustainable development from which derives the 

enhanced care and responsibility for the community and society at large. That care is 

reimbursed with the positive image of the company within stakeholders and in public, 

providing a competitive advantage and reputational capital along with customers’ 

recognition and trust. It is materialized through greater involvement and financial 

contribution to different layers of society – mostly social and health issues, followed by 

the care for the environment and eventually the arts and culture. It is within the 

company’s business policy to decide what kind of projects it will support, leaving a place 

for the urgent problems when the company reacts ad-hoc. Since the socio-economic 

standard in Serbia is generally very low, basic social needs and issues such as poverty 

and children care are in the centre of attention, leaving the arts and culture far behind as 

absolutely side issue. And nobody can blame a company for not supporting a new circus 

or young painters when the news are all about families with no money to raise their 

children or lack of living conditions for children with special needs. Therefore, strong 

stimulating measures are required in order to motivate business companies support the 

arts and culture among all other in need.      

 

 Two surveys, first on corporate philanthropy in Serbia and second on business 

practice in supporting the arts and culture, additionally demonstrate the current 

situation in Serbia. Among all the causes regarding corporate philanthropy, culture is 

convincingly the last one in concern. It is rated the least significant to consider that the 
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company does business in a socially responsible manner and the least among priorities of 

companies’ philanthropic activities. People are far more concerned about those basic 

conditions in company’s function, such as general work conditions, quality of products 

and effects on the environment, and also about those vital causes in community such as 

health and protection. Hence, the rang list by significance goes from health protection 

and safety of employees and the quality of products and services at fair prices, which got 

the half of votes, to fair treatment of employees, security that child labour is not used, 

providing secure jobs, business under the law, care for the protection of environment, 

contribution to national economy and to the least significant: clear communication of the 

risks associated with products, general business ethics, and philanthropic activities 

considering donations - investing funds in the general good of the community and society 

as a whole and sponsoring sport and cultural activities. This is also the indicator of public 

awareness and recognition of philanthropic activities which is on really low level. 

Moreover, the general opinion is that Serbian companies are not very into philanthropy 

which is demonstrated by further rate of the participation of companies in philanthropic 

activities in Serbia, where the majority think that only small number of companies give 

donations for the general good of the community and society. And more than half of 

respondents can not specify any company that does. 

 

 The other survey is showing the opinion of representative sample of business 

companies on business support to arts and culture and emphasizes those conditions 

that should be improved in order to achieve the greater support. From 45 companies 

in question 25 (55.55%) of them have exercised some kind of support to the arts and 

culture within their practice. It was at most through sponsorship in cash or in kind. 

Bearing in mind those are some of the biggest and most successful companies in Serbia 

and third of them members of Business Leaders Forum strategically dedicated to CSR, it 

is a discouraging number. Most of them are committed to other social causes which have 

as well turned more important as in the previous survey. Nevertheless, among those 

companies that are supporting, even though they are oriented to social responsibility they 

are mainly not very prone to donating. The arts and culture are not considered close to 

their strategic aims and they need an external stimulation for the greater support. Among 
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the motivations the greatest deal goes on better fiscal legislation regarding tax incentives, 

followed by the greater connection with CSR and with the improvement of the local 

community.   The whole survey results in whole lead to the conclusion that there is a real 

need for the introduction of more stimulating tax incentives, which accordingly requires 

the change of current legislation. Another significant indicator is low visibility and 

recognition for CSR activities and its poor connection to the arts and culture. The vast 

majority of companies would be interested and motivated to support if they could gain 

some tangible or intangible benefits from it. The greater public recognition and 

measurable reputational capital are among those benefits they are interested in. They are 

as well prone to learn more about the benefits of the support for the arts and culture, 

which conflict the fact they don’t use or don’t know about the existing tax relief. Yet, the 

fact that those aren’t really considered for the incentives goes in their favour. Therefore, 

taking all into account, from the aspect of the business sector this survey results go along 

with my hypothesis in consideration that the change or adjustment of fiscal legislation 

with introducing stimulating tax incentives would induce the greater support to the arts 

and culture. That goes with the indication that a greater encouragement, promotion and 

public recognition is compulsory for achieving the same goal.     

 

 Looking back again to European trends in financing the arts and culture, all the 

initiatives are headed in favour of a greater diversification of funding resources. 

Different countries are applying different approaches but with the same objective: to 

increase the support from the business companies and individuals to the arts and culture. 

Therefore, they have introduced various range of programs encouraging and stimulating 

donation culture and different kinds of partnership of public and private, business and arts 

sectors. As it was mentioned before, the impulse is to adjust the system of financing 

culture to meet the current needs from all aspects. As Hristina Mikic puts it: 

“Finding appropriate model of funding culture that will largely meet the objectives of 

cultural policy, cultural needs and expectations of the community, does not mean an 

absolute commitment to some of the existing concepts of financing culture, but finding 

those most various combinations of those organizational dimensions that correspond 

to the tradition, socio-economic context, the existing system of cultural institutions, the 
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relation of state and culture, state economic development, etc. In the process 

of modelling an efficient system of financing culture one should take into account 

both the cultural and economic demands.” (Mikic, 2010:1) Hence, it is recommendable to 

impose and discuss this issue on several levels by assembling experts from cultural, legal 

and economic field and equally from the public, business and NGO sectors in order to get 

the best possible solution. Yet, defining new funding model is a huge reform that should 

be done within the cultural policy and requiring further transformation of cultural system. 

As it is advantageous but unlike to be realized in the near future it should be regarded as a 

long-term aim and opt for those achievable options. And those are adjustment of fiscal 

laws and adopting new ones, introducing instruments and programs for improving 

communication and co-operation between government, business and art sector, working 

on education and public promotion of business support, and so on. 

 

 At the moment, there are several factors that have to be adjusted or introduced in 

order to encourage and stimulate greater support from the private and especially 

business sector to the arts and culture. Maybe the better say is that the whole 

environment in which these two sectors correlate has to become supportive for the co-

operation in any form it may take. There are three parties that have to take action and 

undertake some constructive measures in order to improve the situation and those are the 

government and the Ministry of Culture, the art and cultural organizations and business 

companies. The role of government is to create positive legal frame by introducing new 

legislative and to provide favourable fiscal system by enforcing tax incentives. The 

Ministry of Culture needs to implement new development strategy which would address 

the issue of private support to the arts and culture and bring some strategic measures and 

instruments of encouraging and promoting the same. Art and cultural organizations have 

to apply entrepreneurial model of thinking in their work and to take an active part in both 

in lobbying to the Ministry and government, and animating the business sector. And the 

business sector, or at least those companies who realize benefits of corporate social 

responsibility or corporate philanthropy as the necessary concept for the success of their 

business, should also lobby to the government with requirement of more stimulating laws 

and tax incentives.  
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 The crucial action after any change (after introducing new strategies, laws, tax 

incentives or other instruments) is a well-organized communication campaign. At 

the moment situation is such that neither business companies relate the arts and culture to 

their CSR and philanthropy strategies, nor their CSR and philanthropic activities are 

visible enough in public. Interactive communication among all stakeholders is obligatory 

for acquiring greater business contribution in supporting the arts and culture. Each 

program and action that is aimed to encouraging that support, such as new tax incentives, 

awards, partnership programs, etc. as well as the examples of good practise have to be 

promoted equally to business sector, arts and culture sector and wide public. Hence, 

public awareness of this issue should be raised through those communication tools and 

create greater and wider public visibility and recognition that would provide that 

reputational capital and competitive advantage for business companies. As it goes 

circular, greater public acknowledgment of the donors and appreciation of their “good 

deeds” among their stakeholders and consumers will motivate them to further supporting 

the arts and culture.      

 

 

Turning back to my hypotheses, I may conclude that my assumptions were generally grounded 

and accurate.  

 

 Business sector support to the arts and culture in Serbia is low because the system of 

incentives that is currently in force is not stimulating enough 

 

The analysis of the current legislation regarding tax incentives for the support to the arts and 

culture have shown that those incentives are not even considered for incentives. Comparison to 

other European countries fiscal relief has made clear how weak and obsolete they are. If taken 

into account that all other countries have in recent past introduced new or greater tax incentives 

in favour of private support to the arts and culture which lead to the increase of private support, 

conclusion that greater tax incentives induce greater private support can be drawn. The same 

logic can be applicable to business support in Serbia. This is supported by the research on 

business support to the arts and culture. The vast majority of business companies have confirmed 
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that greater tax incentives would be the most stimulating motivation tool for their support to the 

arts and culture. On the other hand, those who don’t support have stated that the main reason for 

that are not stimulating tax incentives. Therefore, it leads to the confirmation of the hypothesis 

that business sector support to the arts and culture in Serbia is low because the system of 

incentives that is currently in force is not stimulating enough. Nevertheless, it is not the only 

reason since it turned out that low visibility and recognition of their CSR and philanthropic 

activities are as well the reason for the low support to the arts and culture.     

 

 

 Tax incentives that are in principle proclaimed in present tax law are not being applied 

or used by business sector that is in general not aware or accustomed to exercise them 

 

The results of the survey on business support to the arts and culture has demonstrated that the 

vast majority of business companies are not using the existing tax incentives proclaimed in tax 

law. The reasons for that are both the fact that those incentives are very weak and therefore 

insignificant to companies and the fact that many companies don’t know about them. In any case 

the hypothesis that tax incentives that are in principle proclaimed in present tax law are not being 

applied or used by business sector that is in general not aware or accustomed to exercise them 

proved to be true. 

 

 

 Business sector support to the arts and culture in Serbia is low because the government 

doesn’t take measures of diversifying the sources of financing the arts and culture 

 

Serbian government certainly doesn’t have any strategy of diversifying and modifying the 

current system of funding the arts and culture. Within the new strategy that is about to be 

adopted there is no provision on diversification of the sources of financing the arts and culture or 

any kind of regulation of the funding system. While the budget is tendentiously being decreased 

there is no official strategy or plan for alternative funding. Besides, the government is not 

promoting the business support to the arts and culture, not encouraging it in any way and not 

offering relevant stimulating measures that would induce it. Therefore, it cannot be claimed that 
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the business sector support to the arts and culture in Serbia is low only because the government 

doesn’t take measures of diversifying the sources of financing the arts and culture and this 

hypothesis cannot be verified empirically. Nevertheless, it is certain that the government isn’t 

taking any measures of diversifying the sources of financing the arts and culture that would 

encourage the business support.   

 

 

 Business sector is not educated and animated enough about their potential interest in 

financing the arts and culture 

 

In world practice there is a rooted opinion that the arts and culture belong to those social aspects 

of great importance for one society at large. Taking that into account, all social agents, including 

business sector, within their strategic commitment to social responsible behaviour and 

philanthropy have their focus on the arts and culture as well. And they get significant recognition 

for that kind of support, which always goes in favour of their image in wide public and among 

stakeholders. Therefore they are aware that the development of the art and cultural scene can be 

beneficial for them, providing the enhancing effect on their reputational capital and competitive 

advantage. Furthermore, there is a leading world trend of innovation and creativity seen as the 

supreme distinguishing factor. Therefore, co-operation and associating with artists and art world 

can bring benefits in those terms as well, as in many other different combinations. On the other 

hand, the arts and culture in Serbia are sidelined up to those limits that neither there is official 

cultural policy nor it is regarded as important mutually to country’s development. Thus it is not 

unexpected that business sector doesn’t see much interest in supporting the arts and culture. The 

fact that benefits coming in tax relief almost don’t exist doesn’t help that fact either. 

Nevertheless, the mentioned world trend still hasn’t gained momentum in Serbian business, and 

the business sector is still unaware of potential benefits. But, as it was imposed to them to 

introduce social responsibility, since it was excessively established practise in Europe, they will 

as well come to recognizing the arts and culture as important social aspects whose support bring 

some of the most distinguishing benefits. For now the hypothesis that business sector is not 

educated and animated enough about their potential interest in financing the arts and culture is 

reasonable and true. 
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 Positive experience and practices (incentives and methods) in stimulating financing of 

the arts and culture by business sector from other countries can be applied in Serbia 

with expectations of positive results 

 

The highest participation of the business sector in financing the arts and culture is recorded in the 

United States and United Kingdom. Beside the fact it is originating from the American tradition, 

both of these countries are liberal democracies that have introduced the concept of facilitator to 

their funding systems. In other words, these countries have the most advance fiscal politics and 

tax incentives regarding the private support to the arts and culture, as well as the other methods 

and instruments of encouraging the private sector support. When the other European countries 

sensed the need to increase the share of private sources in funding of arts and culture they looked 

up to the practice, experience and proven methods of US and UK. They have enforced 

diversification of the funding sources and introduced new tax laws and incentives model after 

those two, as well as other measures that would be the most appropriate for their individual 

setting of tradition and management. Application of those positive experiences and practices has 

shown the positive results in enhancement of private support to the arts and culture, and most of 

them are continuously emulating those practises that have shown good results. Accordingly, the 

positive experience and practices (incentives and methods) in stimulating financing of the arts 

and culture by business sector from other countries can be applied in Serbia with expectations of 

positive results.       

 

 

 Artistic and cultural institutions and organizations need to turn more to 

entrepreneurial way of thinking in order to attract business sector to support their 

production 

 

Entrepreneurial thinking is another impulse caused by world trends in business, but also in the 

social sphere including the arts and culture. Art and cultural managers, organizations and 

institutions are required to focus on business thinking. Since the world is going towards greater 

and greater global ‘marketization’ they cannot just produce the works of art without considering 

what value on market it will have. They have to keep their artistic vision and sense for artistic 



123 
 

quality but also to reimburse it with business skills and estimation. Their direct success depends 

on their entrepreneurial ability to transform the art production into a business chance, and that is 

what will distinguish them from the ordinariness. Therefore, there is certainly a need for artistic 

and cultural institutions and organizations to turn more to entrepreneurial way of thinking in 

order to attract business sector to support their production.    

 

 

 Existing practice of financing the arts and culture refers to an undiversified model due 

to the fact that business sector sees no interest in supporting the arts and culture which 

implies the necessity of strategic change in the field of legislation concerning 

stimulating tax incentives and introducing other stimulating measures  

 

All the facts presented in the preceding discussion as well as the confirmation of previous 

hypotheses consequently lead to the verification of the general hypothesis. The model of 

financing the arts and culture is in practice undiversified since the government or Ministry of 

culture have no strategies of adjusting it or promoting the alternative funding. The business 

sector sees no considerable motivation for financing the arts and culture except their personal 

moral interest. The legislation regarding tax incentives is so bad that the business sector doesn’t 

use them at most. Even though there are some positive initiatives considering motivating 

measures for the greater contribution of business sector to society, such as the establishment of 

Business Leaders Forum that promotes Corporate Social Responsibility and the introduction of 

VIRTUS award for corporate philanthropy excellence, they haven’t brought significant results. 

The business sector in general doesn’t regard them stimulating enough to enhance their support 

to the arts and culture. Furthermore, business sector is more interested in other social causes 

within their CSR or philanthropic practice as well as the general public that places the arts and 

culture as the lowest priority. Yet, no official acknowledgement aside with the low public 

visibility and recognition for business CSR and philanthropic activities works against the 

increase of their support, especially to the arts and culture as the least significant in such poor 

visibility. With no awareness of some advanced benefits of the support for the arts and culture, 

that were mentioned previously, business sector require measurable fiscal incentives as a 

motivation for their support to the arts and culture. The supportive legislation introducing greater 
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tax incentives has shown to be regarded as the most motivating factor for the stimulation of 

greater business sector support to the arts and culture, coming from the business sector itself. In 

addition, the practices and experience from the other countries have proven the efficiency of tax 

incentives in increasing the business support to the arts and culture. Thus, the general hypothesis 

that existing practice of financing the arts and culture refers to an undiversified model due to the 

fact that business sector sees no interest in supporting the arts and culture which implies the 

necessity of strategic change in the field of legislation concerning stimulating tax incentives and 

introducing other stimulating measures is valid.  

 

 

Nevertheless, the strategic change regarding the introducing the stimulating legislation and tax 

incentives is not the only strategic change that have to be enforced in order to endorse the greater 

business support for the arts and culture. There are many other stimulating measures, methods 

and programs that should go along. Hence, in the next chapter I have proposed some of the 

possible strategic solutions, considering those stimulating measures I have analyzed and wrote 

about, that have the potential to induce the greater support of the business sector to the arts and 

culture, which was the initial and the final aim.            
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9. Possible strategic solutions 

 

 

9.1. Development of a strategy, long-term plans and programs considering encouragement 

and promotion of business support to the arts and culture including some of the possible 

instruments: 

a. Public-private partnership; 

b. Grant matching fund; 

c. Public nominal fund; 

d. Awards. 

 

Encouragement of business support to the arts and culture needs to be grounded in a government 

strategy, which proposes concrete plan and programs that would regulate and promote that 

practice. The strategy must also provide methods and instruments that would ensure stimulation 

for business sector involvement. Both the strategy and its derivatives have to be publicly 

promoted and, which is more important, well-communicated to business companies, to all 

existing and potential stakeholders. These are the common instruments of many European 

countries, applied in the manner most suitable for each individually. Therefore, not all of these 

instruments can be enforced in Serbia, but those that are estimated to be most appropriate and 

efficient. 

 

• Public-private partnership – Partnership between the state on municipality level and 

private investors in financing some larger art and cultural projects; also partnership 

between the state and third sector with the aim of joint deliberation, sharing experience 

and knowledge, taking into account experience and advices from third sector and using 

them in further practice, especially in forthcoming legislation changes.  

 

This initiative could be undertaken by: 

 

a. Municipalities – for the partnership on local level; certain municipality could invite 

business companies, for the start members of Business Leaders Forum (BLF) and set up 
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the communication with the BLF with the aim of creating programs of public-private 

partnership that would be favorable for both sides. Besides this, each municipality, 

especially those upstate could invite business companies that operate in its territory and 

third sector representatives to joint formulation of methods of cooperation. 

 

b. Ministry of Culture – the Ministry could file a motion on establishing public-private 

partnership strategy on national level that would be verified in the government and 

consequently implemented to lower levels (municipalities). The Ministry could invite 

third sector representatives to participate in writing of the strategy and defining best 

methods for cooperation.  

 

c. Non-governmental organizations jointly or for instance Smart Kolektiv, Fund for an 

Open Society or Balkan Fund for Local Initiatives – could lobby with politicians, as well 

as Business Leaders Forum, and submit the initiative to the government and Ministry of 

culture.     

 

d. Association for the business support to the arts and culture – in case that its 

establishment precedes implementation of other solutions, the Association can animate 

mutually Ministry of culture, government, municipalities and NGOs, create a project and 

submit a proposal on establishment of public-private partnership.    

 

  

• Grant-matching fund – projects can be partially funded by state grants with a 

requirement for matching funds from the private sector. This type of fund can be 

established on ministerial level, but also, along with the growing trend of 

decentralization, on municipality level. The grants would stimulate and facilitate the 

private investor’s decision to take part in some art project, especially if afterwards they 

can get credit for it. Therefore, it is as well important to create a system of promoting this 

program and to provide a public recognition to those who participate in it. 
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This initiative could be undertaken by: 

 

a. Ministry of culture – beside the funds that Ministry allocates by the protocol and open 

contest, it could establish certain grant matching funds for few fields of interest to 

promote and stimulate the business to participate in funding. 

 

b. Municipalities – according to their strategies of local development, municipalities 

could establish grant-matching funds for local cultural sights and attractions.  

 

d. Association for the business support to the arts and culture – in case that its 

establishment precedes implementation of other solutions, the Association can animate 

mutually Ministry of culture municipalities and government, create a project and submit a 

proposal on establishment of grant-matching fund. 

 

 

• Public nominal funds could be established on municipality level in accordance with the 

objectives of local cultural policy and the type of arts or cultural projects of local 

importance. The purposes of funds should be discussed on public debates and the 

inclusion of all interested community members should be ensured.  

 

This initiative could be undertaken by: 

 

a. Local non-governmental organizations – that could submit the initiatives to 

municipality officials concerning those priorities that are specific for the local 

communities; they could also organize public debates and start a public petition in order 

to define those priorities and file a claim to the government. 

 

b. Associations of artists – such as existing Association of Dramatic Artists, Association 

of Visual Artists and Association of of Musical Artists – could lobby with politicians, 

government, Ministry of culture and media to promote this initiative in public; also can 

start a public campaign and petition. 
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c. Municipalities – according to their local cultural policies or could organize a public 

campaign that would examine the local needs and requires on type of nominal public 

funds; this kind of initiative would certainly bring the political benefits to parties that are 

in power in municipalities.   

 

d. Association for the business support to the arts and culture – in case that its 

establishment precedes implementation of other solutions, the Association can start a 

public petition, animate mutually NGOs, associations of artists, municipalities and 

government, raise a public attention trough media, create a project and submit a proposal 

on establishment of public nominal funds. 

 

 

• Award – The government or the Ministry of Culture should introduce the award like 

“The Patron of Arts” in order to reflect the official recognition and appreciation of those 

who finance the arts and culture. It could be the matter of prestige especially if there is 

established circle of award winners and nominees, where they are treated in special way, 

organizing VIP cocktail parties and even balls where they could associate etc.   

 

 

9.2. Creation of favorable legal and fiscal environments for the private support to the arts 

and culture by: 

a. Supportive legal frame and 

b. Stimulating tax incentives. 

 

Fiscal laws and fiscal system can encourage or conversely discourage private support to the arts 

and culture in many ways since the fiscal incentives can be attached to many factors, from cash 

donations to sponsorship in kind, services or equipment, from gifts to creation of foundations. 

Therefore, certain adjustments within existing laws or introducing the new ones is a necessary 

step if the aim is a greater involvement of the private and particularly business sector. Thus the 

fiscal system must be modified in a way that provide greater benefits to potential donors and 

sponsors, fiscal environments must be friendly to those who are willing to contribute. Since those 
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fiscal measures are not even considered for tax incentives in Serbia and the most of private 

companies do not use them, they also cannot be regarded as stimulating measures. According to 

my interview with leading companies, beside the fact they do not use current tax deductions, 

they all agreed that they would be motivated to support more if the tax incentives were better. 

Hence, here are some suggestions of possible solutions within a fiscal system, modelled 

on practices in other countries. But as I am not an expert in law, I cannot decide on which one or 

few are most suitable and applicable to Serbian market. 

 

• An amendment in the Law on the Profits of Legal Entities that would allow deduction up 

to 10% for donations made to culture, which is common practice of majority of 

European countries. 

 

•  An amendment in the Income Tax Law that would prescribe that non-profit 

organizations and cultural institutions are not submitted to gift tax. 

• An amendment in the same law that would permit deduction up to 10% for individual 

donations and contributions to culture and charity. 

 

• 1% percent Law – Introduction of the Law that allow citizens to donate 1% of their 

personal income tax due to nongovernmental organizations 

 

• Introduction of so-called 1% percent Law - Citizens are allowed to donate 1% of their 

personal income tax due to nongovernmental organizations 

 

• Introduction of so-called 1% rule that represents the obligation for building companies to 

spare 1% of the budget of every construction project for artistic components in or on the 

building. Also, resources raised by the 1% rule can be allocated to some public fund –

even to grant-matching fund or another specialized fund. 

 

• Allocation of 5% state lottery resources to art and culture purposes: programs and 

projects of public importance and to the art funds; incorporating funding model of UK 

national lottery for instance. 



130 
 

• Since those measures that encourage the increased consumption of cultural products and 

services are regarded as of the most importance in tax policy, the application of 

preferential VAT rates on cultural products and services is the way to stimulate it. The 

reduced rate of Serbian VAT is 8% but it is applicable only on books, tickets for music 

manifestations and cinema tickets. Thus, the other art and cultural products and services 

ought to be submitted to this preferential rate. 

 

 

The initiative for submission of these amendments or new draft laws could be undertaken by: 

 

a. Business sector – BLF or some big business companies with developed strategic 

practice of supporting the arts and culture such as Delta Holding, Telekom Serbia, 

Telenor Serbia, Victoria Group, ABS Holdings, etc. – could raise a question on 

introducing favorable fiscal measures, lobby with politicians, put up media attention and 

prepare the amendments and new draft laws to be submitted.    

 

b. Ministry of culture – could introduce new strategy of cultural development regarding 

financing the arts and culture that would include requirement and proposal for new fiscal 

laws or amendments in current law. 

 

c. NGOs - Smart Kolektiv, Fund for an Open Society or Balkan Fund for Local Initiatives 

– could as well raise the question on changing tax legislation within professional circles 

and public, invite the business sector to collaborate and apply pressure on politicians, 

Ministry and government.  

 

d. Association for the business support to the arts and culture – in case that its 

establishment precedes implementation of other solutions, the Association can animate 

mutually business sector, NGOs, the Ministry and government, prepare and submit new 

draft laws and amendments regarding fiscal policies and tax incentives.  
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9.3. Establishing an independent body that would mediate between art and business sector 

inducing their co-operation: Association for the business support to the arts and culture 

 

 

The establishment of independent body – Association for the business support to the arts and 

culture – that would encourage engagement between business companies and art and cultural 

organizations could even be the first move to be taken. This association would help in creating 

reciprocal understanding of both sectors, of their principles and interests, as well as it would 

raise public awareness. Its mission would be to advocate and facilitate co-operation between 

business and art sector in order to accomplish greater involvement of business sector in financing 

the arts and culture with the mutual benefit. The Association should organize educational 

programs, seminars and workshops, to both business companies and art and cultural 

organizations. It should also act an advisory body offering consultancies on all matters 

concerning both sides and additionally to the Ministry of Culture and other decisive bodies on 

upcoming strategies or legislation, lobbying for best solutions of mutual interest. On top, it 

should provide free membership and database of both business companies and art and cultural 

organizations. Beside basic information, it can create open contests for artistic projects that need 

additional funding and accordingly a database of all the projects would be available to business 

companies as potential supporters. Finally, the Association should conduct researches and 

surveys, keeping up with accomplished results in practice, current needs and issues, new trends 

and tendencies and the best practices. In order to communicate and keep up with international 

practices and trends it should become a member of International Federation of Arts Councils and 

Cultural Agencies (IFFACA) and similar networks.        

 

Existence of this type of specialized agencies and organizations is already regular practice in 

Europe and US. Among others, one of such organizations that can serve as a benchmark is Arts 

& Business (A&B) established in the United Kingdom. The organisation is devoted to advocacy 

and lobbying at a national and international level and to dissemination of the information about 

the interests of arts-business partnerships through leading research and evaluation in order to 

enable businesses to be more successful by engaging with the arts which, in turn, increases 

resources for the arts from business. It delivers a wide range of services to both sectors: from 
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helping in fostering innovative and long-term partnerships between business and the arts through 

the investment program “New Partners”, running a series of highly professional development 

programmes which promote the exchange and development of skills between the business and 

arts communities, to offering advices, training, networking and consultancy on a wide range of 

issues to business and the arts. It is funded from both the private and public sectors.  

 

 

The initiative for establishment of the Association for the business support to the arts and culture 

in Serbia could be undertaken by: 

 

a. Business sector – Business Leaders Forum or joint petition of business companies that 

overcome members of BLF – by putting pressure on Ministry of culture and government 

or by managing the project of establishment of the Association as an independent 

themselves. Still, there is a remark that the Association should be financed from both the 

public and private sector, which will be discussed further. 

 

b. Ministry of culture – within the Cultural Development Strategy of the Republic of 

Serbia or as a part of a new strategy on encouraging business sector support to the arts 

and culture. 

 

 

The Association for the business support to the arts and culture should concretely organize 

programs with following themes as issues in order to enhance the present situation: 

 

• Entrepreneurship in culture for art and cultural managers; 

• Fundraising techniques: proposal writing, sponsorship packages; 

• Cultural economics: financial management, budgeting and marketing; 

• Creative economy: connecting the arts and businesses; 

• Motivations for business companies to support the arts and culture; 

• Stimulating the donor’s culture; 

• Public-private partnership in the field of arts and culture; 
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• Public indirect support to the arts and culture trough tax incentives; 

• Measurable reputational capital; 

• The role of arts and culture in Corporate Social Responsibility; 

• The role of arts and culture in Corporate philanthropy; 

• The role of arts and culture in achieving sustainable development; 

• Popularization of good examples of business support for the arts and culture; 

• International practice in business support for the arts and culture; 

• Emulation and adjustment of international positive experience and best practice. 

 

 

Possible target groups: 

 

• Cultural managers working in arts and cultural organizations;  

• Directors and managers of public cultural institutions; 

• Students of management in arts and culture; 

• Managers of foundations and funds; 

• Managers of NGOs; 

• CSR and corporate philanthropy managers of business companies; 

• Marketing and PR managers of business companies; 

• Financial managers of business companies; 

• Representatives from the Ministry of culture; 

• Decision-makers from the government, regional bodies and municipalities; 

• Members of Business Leaders Forum and Smart Kolektiv; 

• Professionals from the field of arts and culture; 

• Cultural journalists and other media representatives. 
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Operational structure of the Association: 

 

The Association should be constituted as an independent body and therefore financed by the 

public and private sources. The financing should be diversified to secure the sustainability and 

also the independence in decision-making. Therefore the Association budget should be 

constituted from: 

1. Government funds – 1/3 

2. Membership fees – 1/3 

3. Indirect public support – 1/3 

 

Three income sources will ensure the stability of the Association as well as its position as equally 

responsible to state, publics and its members. Government funds should be assigned annually 

from the budget for culture. Membership fees should be symbolic and affordable to all members, 

both business companies and arts and cultural organizations and institutions. Indirect public 

support sources should come from the state lottery or/and from taxes. This budgeting scheme 

would as well keep the functioning of the Association cost-effective and efficient.     

 

When it comes to the organizational structure, the Association should be very economic and 

sustainable, by employing up to five operators full-time and involving more external associates 

honorary when there is a need. It can also use already existing resources and help from 

stakeholders - professionals working in the Ministry, Belgrade Secretariat for Culture, arts and 

cultural organizations and institutions, NGOs and business sector’s experts. Additionally, it 

could use voluntary work, which relates to CSR strategies of business sector and the students of 

cultural management who can realize their obligatory internship in the Association.   

 

The Association should be located in Belgrade, using some already existing building or offices. 

It requires space for the full-time employees and an auditorium for trainings, seminars, 

workshops, etc. Since all databases can be stored in computers and the main platform set up on 

the internet all that it needs are few strong computers with a strong internet support. As the main 

function of the Association is in providing services, its establishment and daily functioning 

cannot be expensive.          
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Possible strategic solutions proposed in this thesis derive from the affirmed hypotheses and 

other findings that have been reached through the analyses. They are an assortment of 

instruments and measures that have been proved in other countries and that could influence the 

increase of the business support to the arts and culture. To achieve the best effects they should be 

enforced at the same time, introducing the new strategy and programs of development of the 

business & arts and culture cooperation, along with introducing new and adjusted fiscal measures 

and establishing the Association for the business support to the arts and culture. That would 

ensure the optimal outcome. Hence, it is upon decision-makers from all three sides – the arts and 

culture sector, the business sector and the government to resolve the current situation by taking 

some concrete measures. Some of them are recommended in this thesis, and others can be 

appointed by further research, nevertheless, the strategic approach to this matter is long-awaited 

and strategic solutions are compulsory to achieve the goal of greater business sector support to 

the arts and culture. 
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