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The purpose of this study is to systematically describe the impact of
various corporate-sponsored art forms, particularly arts places which include arts-related
facilities and areas, on public relations inside and outside the organization. From interviews with
practitioners affiliated with sponsors and arts organizations, we identified two determinants and
characteristics of art places that have an impact both inside and outside the sponsoring
corporation. One is interactivity, consisting of appreciation and exchange types, which is a
trade-off between reach and communication power. The other is the operating entity, consisting of
paid and owned art places, and the trade-off between content control and cost. Furthermore,
experimental studies suggest that the perceived prestige of corporate brands and arts organizations
have mutual spillover effects on attitudes toward both organizations.
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