
At the Allianz Business to Arts Awards on Tuesday were, from left, Stuart McLaughlin, chief executive, Business to Arts; Brendan Murphy, CEO, 
Allianz Ireland; broadcaster Áine Lawlor, and Minister for Arts, Heritage and the Gaeltacht Jimmy Deenihan, TD
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Allianz Business to Arts Awards
A supplement on business and the arts in conjunction with Independent Newspapers, Allianz and Business to Arts

I
f the Allianz Business 
to Arts Awards in 2013 
prove anything, it will 
be this: there has been 
an evolution of busi-
ness and arts partner-
ships in this country 

as both realise just how wide-
reaching the benefits of their 
collaboration can be. 

Companies are looking 
beyond the traditional spon-
sorship model to the more 
holistic cultural, societal and 
community benefits that 
investment in the arts can 
bring. We here at Allianz 
believe this is a positive em-
bryonic development and are 
excited for the future of busi-
ness and arts partnerships 
both nationally and globally.

A huge amount of this pub-
lication will celebrate the mag-
nificent arts projects that have 
taken place around Ireland 
over the past year, and rightly 
so. The awards recipients and 
the shortlisted candidates have 
proven that arts and business 
can collaborate to create some-
thing extraordinary. 

Naturally, Allianz is animat-
ed about the business element 
of these projects, and more 
now than ever business’s in-
vestment in the arts is exceed-
ingly important - not just for 
the sake of the arts sector but 
for business success itself. 

In 2013, integrating arts 
sponsorship into your busi-
ness and being socially re-
sponsible can have a hugely 
positive impact on a compa-
ny’s bottom line. 

The most recent study from 
Nielsen, released in June, 
shows that half of global 
consumers are willing to pay 
more for goods and services 
from companies that have put 
programmes in place to give 
back to society. 

At home, Business in the 
Community’s latest survey of 
consumer attitude towards 
corporate responsibility, re-
leased last October, found 
that three quarters of con-
sumers believe it is more im-
portant that businesses show 

Watch this space Allianz Ireland CEO Brendan Murphy 
says that if current trends continue, the 

future of arts sponsorship will be exciting 
and full of innovation

foundation inspire the next 
generation of classical musi-
cians. We will help to encour-
age music performance as a 
means of social development.  
And, of course, the results of 
that are cyclical: if we encour-

It is an interesting evolu-
tion for an awards ceremony, 
which at its very foundation 
22 years ago was polarised. 
That model has changed sub-
stantially in recent times, and 
it’s quite evident looking at 

the entrants for the Allianz 
Business to Arts Awards 2013, 
that arts and business are be-
ing used jointly in a highly in-
novative and creative way.

Yet, again the highly com-
mended projects at this year’s 
awards have been incredibly 
impressive, and the growing 
emphasis on the community 
has intrigued us, stimulated 
us and kept us loyal to the Al-
lianz Business to Arts Awards 
initiative.

All of us have the capacity 

to think and be creative. It’s 
extremely exciting to see that 
businesses and artists are able 
to use this creativity to col-
laborate with people in their 
community. 

Each year as the nomina-
tions come forward, we are 
delighted by the variety of 
entrants, and the ability of 
this process to develop. What 
we’ve been buoyed by this year 
is the diversity that has come 
through. We’ve been spon-
soring the Allianz Business 

to Arts Awards for 12 years, 
and while one can be reticent 
about declaring a new dawn, 
we have certainly seen a trend 
appear whereby companies, 
artists and stakeholders are 
using this whole approach in a 
more creative way. There is an 
appetite there for a greater de-
gree of collaboration between 
the arts and business and now 
community. By following your 
instincts in that space, new op-
portunities will arise. 

As a business person and 

CEO of Allianz, I am not only 
proud to be associated with 
the Allianz Business to Arts 
Awards but I’m excited, de-
lighted and enthused to see 
the awards continue to evolve 
in such a healthy way. When 
I was a young boy I recall the 
excitement of the visit of the 
late John F Kennedy to my na-
tive Wexford.  

On the 50th anniversary 
of that great event it is per-
haps apt for me to end with 
a relevant extract from one 

of his speeches. “Aeschylus 
and Plato are remembered 
today long after the triumphs 
of Imperial Athens are gone. 
Dante outlived the ambitions 
of 13th century Florence.  
Goethe stands serenely above 
the politics of Germany, and I 
am certain that after the dust 
of centuries has passed over 
cities, we too will be remem-
bered not for victories or de-
feats in battle or in politics, 
but for our contribution to the 
human spirit.”

THE TRADITIONAL MODEL 
OF ARTS SPONSORSHIP HAS 

FUNDAMENTALLY AND 
PROFOUNDLY CHANGED 

OVER THE YEARS

a high degree of responsibility 
in difficult economic times. 

These figures are not revela-
tory but they do underpin Alli-
anz’s approach to the arts. Yes, 
there are direct, bottom-line 
results to arts sponsorship but 
our changing society means 
companies must extend be-
yond traditional sponsorship 
into something more com-
prehensive. Gradually more 
companies are taking risks 
and creating something spe-
cial, here at Allianz we’d like 
to think we’re doing the same. 

Globally, our organisation 
has teamed up with the inter-
nationally renowned pianist 
Lang Lang. This worldwide 
partnership has seen Lang 
Lang become Allianz’s brand 
ambassador. So far, so tra-
ditional. However, the rela-
tionship extends beyond the 
customary and right into the 
heart of the community, as the 
Lang Lang International Music 
Foundation now plans to run a 
dedicated youth programme – 
sponsored by Allianz. 

Music has immense power 
and global reach; by support-
ing this exclusive youth pro-
gramme Allianz will help the 

age social development the 
business benefits will come.

In taking the leap, compa-
nies give a very substantial 
boost to the social and fiscal 
economy – at national, county 
and community level. There 
is great reward for thinking 
outside the box and for engag-
ing in this wider societal and 
community aspect. It will not 
only produce considerable 
benefits to the company brand 
in terms of promotion, it will 
also unlock for businesses nu-
merous opportunities. 

Moreover, while supporting 
Ireland Inc is fine, what we’ve 
actually discovered over the 
years is that people in com-
munities across the country 
are using creativity to ad-
dress community and social 
problems.  Again, this years’ 
Allianz Community Art Prize 
entrants show just how arts 
projects can address complex 
social issues. 

The traditional model of 
arts sponsorship has fun-
damentally and profoundly 
changed over the years. It is 
something that we in Alli-
anz not only support but are  
excited by.  

T
he Allianz Busi-
ness to Arts 
Awards were 
bigger and bet-
ter this year, 
as the largest 
gathering in the 

awards’ recent history took 
place at the Bord Gáis Energy 
Theatre. Some 450 guests at-
tended a glittering ceremony 
at the theatre, which saw sur-
prise performances by Duke 
Special and the RTÉ Concert 
Orchestra. 

Hosted by Live Nation for 
the second year running, the 
event once again brought 
the world of arts and busi-
ness together. Working with 
producers Catapult, Business 
to Arts presented a stunning 
show, underscoring how en-
tities from both sectors can 
co-exist and mutually benefit 
each other. 

A wide range of stakehold-
ers gathered at the theatre’s 
mezzanine level for a prosec-
co reception at the start of the 
evening, tasting fine wines 
from Terroirs of Donnybrook, 
before taking their seats in 
the Bord Gáis Energy Thea-
tre’s auditorium. 

The curtains were pulled 
back to the sounds of Ac-
centurephonics, the in-house 
choir of management consult-
ing, technology services and 
outsourcing firm Accenture 
Ireland. Formed in April this 
year, it was only the choir’s 
second performance but led by 
choir master Catrin Prys-Cum-
mins they wowed the crowd 
with a note-perfect and uplift-
ing rendition of the Bill With-
ers’ classic hit Lean on Me. 

And then it was time for 
the speeches, with the much-
admired radio presenter and 
broadcaster Áine Lawlor act-
ing as a very-able master of 
ceremonies. It was her job to 
introduce Brendan Murphy, 
Chief Executive of Allianz in 
Ireland, and guest of honour 

Leaders from the business and arts worlds converged on the 
Bord Gáis Energy Theatre on Tuesday to celebrate the 22nd 
Allianz Business to Arts Awards

Round of applause

Minister Jimmy Deenihan, 
who spoke about the possi-
bilities that can emerge from 
creative partnerships.  

Brendan Murphy, CEO of 
Allianz Ireland, said he was 

inspired by the creativity and 
innovation of the winners.

“These awards demon-
strate yet again the contribu-
tion and creativity in both the 
business and arts community, 

and its importance to our 
economic and cultural recov-
ery. Whilst global economists 
talk of a fragile recovery, we 
are pleased to see the green 
shoots of creativity and col-

Award Category  Winner

The Allianz Business to Arts Awards Best  Bord Gáis Energy for the Bord Gáis  
Large Sponsorship – over €25,000 value Energy Theatre

The Allianz Business to Arts Awards Best  Accenture and GAZE Film Festival 
Small Sponsorship – under €25,000 value

The Allianz Business to Arts Awards  Dublin Airport Authority and Dublin Theatre 
Best Long Term Partnership Festival for Dubliners

The Allianz Business to Arts Awards Best  Brown Bag Films / Irish Times & Fighting Words 
Use of Creativity in the Community 

The Allianz Business to Arts Awards Best  Barry’s Tea and Cork Midsummer Festival for 
Creative Staff Engagement Parallel Cities: The Factory

The Allianz Business to Arts Awards   Presentation College Carlow and Blaise Smith 
Judges’ Special Recognition  for SCHOOLWORK

Jim Mc Naughton Perpetual Award for  Brehon Capital Partners/ McCauley Daye 
Best Commissioning Practice O’Connell Architects/ Fire and Enda Cavanagh 
 for the Marker Hotel commission

Jim Mc Naughton / TileStyle €10,000  Playwright Deirdre Kinahan for God’s Hotel 
Artist’s Bursary

Dublin Airport Authority €5,000 Arts Award Blue Teapot Theatre Company

Allianz Community Art Prize  Graffiti Theatre Company

And the winners are:

laboration are starting to bear 
fruit both at a local and na-
tional level.”

Finally, the waiting was 
over, with the recipients of 
this year’s Allianz Business 
to Arts Awards announced. 
Six recipients were presented 
with Balance, the sculpture by 
artist Donnacha Cahill.

The Jim McNaughton Per-
petual Award for Best Com-
missioning Practice, Jason 
Ellis’s Counterpoint sculpture, 
were presented to Brehon Cap-
ital Partners, McCauley Daye 
O’Connell Architects, Fire and 
Enda Cavanagh for The Mark-
er Hotel commission.

Three bursaries were also 
presented on the night – the 
¤10,000 Jim McNaughton/
TileStyle Artist’s Bursary, 
which went to playwright 
Deirdre Kinahan; the Dublin 
Airport Authority ¤5,000 Arts 
Award, presented to Galway-
based Blue Teapot Theatre 
Company, and the ¤5,000 Al-
lianz Community Art Prize, 
awarded to Cork’s Graffiti 
Theatre Company.

Bord Gáis Energy, Barry’s 
Tea, The Irish Times and 
Brown Bag Films were among 
the businesses recognised for 
their artistic partnerships. 

The judges were particu-
larly impressed with the in-
creasing engagement that 
many projects had with the 
community. 

After the presentation, Stu-
art McLaughlin, chief execu-
tive of Business to Arts, gave 
a hard-hitting speech calling 
for joined-up thinking be-
tween businesses, the arts and 
community organisations. He 
said the Allianz Business to 
Arts Awards had once again 
emphasised what can happen 
when the two worlds of busi-
ness and the arts collide and 
vowed that he and Business 
to Arts would do their utmost 
to work with businesses in the 
coming year. 

“The record number of en-
tries featuring projects worth 
almost ¤7.5m, reflects both 
an increasing commitment to 
collaboration, and shows new 
levels of innovation in the ap-
proaches taken to create mutu-
ally rewarding partnerships.”

When the speeches were 
finished, the audience were 
hugely surprised when Bel-
fast-based star Duke Special 
was introduced on stage to 
give a remarkable perfor-
mance. The musician was 
an apt choice of performer, 
given his stunningly eclectic 
range of work with everyone 

from The Muppets in Sesame 
Street to the Metropolitan 
Museum of Art in New York. 
He’s written music for and ap-
peared in Deborah Warner’s 
2009 production of Bertolt 
Brecht’s Mother Courage and 
Her Children at London’s 
National Theatre, and made 
Huckleberry Finn, the first 
ever recording of an unfin-
ished musical written by Kurt 
Weill and Maxwell Anderson.

Just as Duke Special started 
his second song – on a Stein-
way generously supplied by 
Pianos Plus – he was joined 
on stage to a tumultuous 

round of applause by the RTÉ 
Concert Orchestra. The crowd 
were wowed once more when 
the chorally-magnificent Ac-
centurephonics reappeared 
on the stage for a rousing 
rendition of Duke Special’s hit 
Diggin’ an Early Grave.

After the excitement of 
the awards ceremony, guests 
wound down the evening at 
a post-show reception in the 
lobby. Bord Gáis Energy’s arts 
ambassadors acted as hosts on 
the night, as Allianz and Busi-
ness to Arts once again walked 
the walk of fostering arts and 
business partnerships.

The audience were entertained at the Allianz Business to Arts Awards by 
Accenturephonics and Duke Special who came together for a surprise end performance 
with the RTÉ Concert Orchestra. Broadcaster Áine Lawlor was the MC



T
his year’s Al-
lianz Business 
to Arts Awards 
saw the highest 
number of ap-
plications ever 
with a 56pc 

increase year on year. While 
there appeared to be more ac-
tivity around the country, the 
judges also noted a marked 
broadening of business objec-
tives in the nominated part-
nerships. 

For judge and Allianz HR 
director Ursula Murphy, 
the most obvious theme to 
emerge from the submissions 
was the strong emphasis on 
community. 

“Behind every arts project 
is a community and this was 
particularly evident this year 
through the diversity of en-
tries,” she says. 

“There is clear recogni-
tion of the importance of arts 
and culture in local commu-
nities, with projects seeing 
art in a doctor’s surgery, to 
programmes encouraging 
employees, school children, 

Tough call
Judging the Allianz Business to Arts Awards is challenging and 
fascinating in equal measure, and the diversity and quality of 
this year’s entries kept the judges on their toes

readers and people with  
disabilities.

“Main streets across the 
country were represented 
demonstrating the innate cre-
ativity we possess as a nation.” 

Creativity has been to the 
fore in all of the partnerships 
between all of the organisa-
tions regardless of their size, 
says Murphy. 

“Many small organisations 
are partnering with arts or-
ganisations in clever ways 
and placing art right at the 

heart of their business, she 
adds. 

The arts also continue to 
be an important part of the 
organisational life for larger 
companies whether it be 
through CSR initiatives, spon-
sorships or commissioning, 
says Murphy. 

“From a judging perspec-
tive, the process generated 
considerable debate and it 
was very difficult to choose the 
shortlist, never mind the over-
all winner for each category.”

Allianz Business to Arts Awards judging at the Merrion Hotel. Back row, from left: 
Stuart McLaughlin, Business to Arts; Sinead Gibney, Google Ireland; Alex Gibson, School 
of Hospitality Management and Tourism, DIT and The Persuaders Radio Show; Paul 
O’Kane, DAA. Front row, from left: Ursula Murphy, Allianz Ireland; Gerard McNaughton, 
TileStyle; Rosemary Collier, Opera Theatre Company; Eithne Harley, Accenture

This year also marked a 
deepening collaboration be-
tween business and arts or-
ganisations, again enhancing 
this theme of ‘community’, 
says Murphy. 

That theme is no longer 
just confined to the Best Use 
of Creativity in the Commu-
nity category and extends 
across many categories, as 
seen in this year’s Best Crea-
tive Staff Engagement group-
ing where HR projects have 
gone way beyond their origi-

nal brief to extend right into 
the community.

Above all, Murphy says, the 
submissions showed that the 
arts are very much part of the 
fabric of society.  

Paul O’Kane, director of 
public affairs with Dublin Air-
port Authority and judge at 
the Allianz Business to Arts 
Awards, agrees. He says the 
quality of entries for this year’s 
awards was “incredible”.

“The amount of effort put 
into the entry alone was as-
tounding. You’d like to com-
mend twice as many people 
and firms as you can.”

O’Kane was particularly 
impressed by the small com-
panies who continue to get 
involved with the arts. 

“There was a huge amount 
of really clever ideas. Judg-
ing day is always fascinating 
as everyone comes into the 
room with their own views 
and expectations of what pro-
ject they think is the best, and 
those opinions can change 
numerous times throughout 
the day.”

The projects were all im-
pressive in their own right, 
and judging was as always, 
intense, says O’Kane. 

Gerard McNaughton, retail 
director of TileStyle and judge 
at the Allianz Business to Arts 
Awards, says he noted a huge 
increase in risk-taking in this 
year’s submissions. 

“Some business and arts 
partnerships can be formu-
laic, but we saw very few of 
those this year. What we re-
ceived was a much broader 
expanse of the types of pro-
jects. People were thinking of 
more original ways to get the 
arts out to wider audiences 

and the community, and how 
to engage their workforce.”

That originality brought 
with it its own challenges for 
the judging team, however. 

“For us it created the big-
gest challenge ever because 
of the large volume of entries 
and the diversity of them. It 
became very difficult to ac-
tually pick the winners, and 
took a lot of conversation 
and working together. But all 
were delighted with the final 
selections.”

The bursary judging holds a 
particular place in Naughton’s 
heart as it is sponsored by his 
firm and named after his fa-

ther, Jim McNaughton, who 
died some years ago. He says 
it was extremely tough to 
choose a recipient this year. 

“I’ve enjoyed the bursary 
judging every year but it was 
difficult this year. As much as 
we valued Deirdre’s project, 
there were at least another 
five projects that I would 
have willed to get it also. It 
was very challenging and 
very tough to choose. I’d say 
to any business or organisa-
tion looking to get involved 
with the arts, Business to 
Arts has a long list of fantas-
tic projects out there so you 
should get in touch.”

BEHIND EVERY ARTS PROJECT IS A 
COMMUNITY, AND THIS WAS PARTICULARLY 

EVIDENT THIS YEAR

Commissioned by TileStyle and the McNaughton family 
in memory of Jim McNaughton, this perpetual award is 
presented each year to a company for best practice in a 
commissioning relationship.

Counterpoint was sculpted by Jason Ellis in Kilkenny 
Limestone on a base of white marble, designed to 
convey the principles of a successful collaboration. The 
sculpture takes the simple idea of two separate entities 
that are held together in a symbiotic and mutually 
beneficial relationship.

Jason Ellis is a well-known sculpture conservator 
who turned to producing his own work, which he now 
does exclusively. His work is represented in the State art 
collection, and in the collections of Bank of Ireland and 
KBC Bank Ireland.

The Jim McNaughton Perpetual Award 
for Best Commissioning Practice
‘Counterpoint’ by Jason Ellis

O
ne of the 
most unique 
stories of 
commission-
ing in Ire-
land comes 
from the Al-

lianz Business to Arts Awards 
themselves; for 22 years, the 
Dublin Airport Authority 
(DAA) has worked with an 
Irish artist to create a series 
of bespoke sculptures for the 
Awards. 

Galway artist Donnacha 
Cahill, an artist skilled in 
working with steel (often on 
a large scale), was the chosen 
sculptor of this year’s award. 
To mark this, DAA invited 
the artist to exhibit at Dub-
lin Airport in the run up to 
the Awards event. This has 
opened up both the artist and 
the Awards to a greater audi-
ence. 

His piece for the Awards, 
called Balance, aims to convey 
the sensitivity and delicate 
balance between business 
and the arts as they work to-
gether. The sculpture, which 
features a tree balancing on a 
ball, balancing on a triangle, 
shows the potential rewards 
of that relationship because 
what we see is a blossoming. 
Cahill says he hoped to evoke 
the true spirit of creative col-
laboration. 

The exhibition of his works 
– which include a feral goat, 
a dog and a couple of bathy-
spheres – was hosted at Dub-
lin Airport from July until 
September. He has received 
valuable support and public-
ity as a result, says Cahill. 

“The exposure has been 
great. I’ve done commissions 
in the past but this is the 
highest profile project I’ve 
ever done. It has really pro-
moted my work,” he says.

Free rein
Aside from the publicity 
of the exhibition and press 
launch for the Allianz Busi-
ness to Arts Awards, Cahill 
was highly impressed with 
the willingness of the stake-
holders to allow him free rein 
when it came to designing the 
awards. 

“My inspiration for the 
sculpture came during my 
very first conversation with 
Rowena Neville, director of 
marketing and PR at Busi-
ness to Arts. I’d known about 
the Awards but never re-
ally looked at the concept of 
business and arts coming to-
gether before. It was through 
that conversation in which 
we talked about the balance 
between business and arts, 
where businesses have to be 
very subtle and cater for the 
needs of the arts, while art-
ists have to be sensitive to 

On balance
The Galway artist who designed this year’s 
awards was inspired by the delicate balance struck 
by successful business/arts collaborations

Artist Donnacha Cahill 
with Balance, his sculpture 
for this year’s Allianz 
Business to Arts Awards

Stuart McLaughlin, chief executive, Business to Arts at the Allianz Business to Arts 
Judging day at the Merrion Hotel

A
s Business to 
Arts passed 
its 25th an-
niversary in 
August 2013 
I wondered 
whether such 

milestones are a time for re-
flection on what has gone by, 
or speculation as to what the 
future holds. The answer to 
this, more often than not, is 
a little of both. It is also true 
to say that one of the lessons 
learned in my early days with 
Business to Arts was that the 
history of the organisation is 
vital in informing our future.

The past six years have in-
volved tumultuous change for 
most of us. As a small organi-
sation which was historically 

These relationships are in-
spiring. They are an important 
contribution to Business to 
Arts’ ongoing efforts to encour-
age greater numbers to explore 
the opportunity that exists 
when these worlds collide. 
And, if the record entry level to 
this year’s awards is an indica-
tion, more organisations are 
embracing this opportunity.

I highlight Business to 
Arts’ own development in re-
cent years not because these 
achievements represent the 
transition to a new business 
model, but because they high-
light the agility required in all 
organisations, business and 
arts, to transform and grow in 
the current economy.

After 19 years of a consist-
ent income stream from busi-
ness, each of the last six years 
have seen significant variation 
in Business to Arts sources of 
income and we forecast this 
will continue for the foresee-
able future.  

In many ways we are lucky. 
Our scale and approach to 
our work gives us flexibility to 
think and adapt as necessary. 
Our stakeholders expect that 
of us and, I hope, our initia-
tives such as New Stream and 
Fund it have proven our ability 
to re-imagine and adapt our 
offer around a set of core prin-
ciples which meet the needs of 
business and the arts.

The greatest challenge, 
however, is in how in part-
nership, all interested parties 
integrate this thinking more 
effectively across the entire 
arts funding landscape. Only 
through shared learning and 
a commitment to working to-
gether will we achieve the full 
potential of collaboration. 

Looking back 25 years, the 
founding of Business to Arts 
involved the Arts Council and 
the Department of the Taoi-
seach in the formation of the 
fledgling organisation, collec-
tively realising the opportu-
nity in bringing the corporate 
and cultural worlds together 
by advocating for partnership. 

Today, when we face so 
many challenges, we must 
look to the past and ask how 
we might do more together 
to encourage the spirit of col-
laboration, while embracing 
the flexibility and agility that 
enables success in a changing 
world and work together to 
create a better future for busi-
ness and the arts. 

Our commitment in 2014 
is to work harder to establish 
new relationships with those 
concerned with arts funding 
across the public and private 
sector, to work hard to find in-
novative ways of working and 
establishing more partner-
ships that feature in the Alli-
anz Business to Arts Awards 
in future years.

Work in progress
Stuart McLaughlin, chief executive of Business to 
Arts, discusses the changing role of Business to Arts, 
and looks to innovating for the future

dependent on the support of 
the corporate community, our 
own path has been particular-
ly interesting in recent years. 
Our focus has moved entirely 
to understanding our impact, 
evaluating this and adapting 
our work in anticipation of 
the challenges that the cul-
tural sector faces.

Through diversification of 
income, a focus on achieving a 
high impact and constant evo-
lution and innovation we have 
developed new partnerships 
with the corporate sector; been 
ambitious in our collaborations 
with leading international or-
ganisations such as the Kenne-
dy Center in Washington DC; 
created new services such as 
Fund it; and continued to ad-

vocate for Government support 
for the principles of private in-
vestment in the arts.

We are proud of these 
achievements, but we are not 
unique. The Allianz Business 
to Arts Awards in recent years 
have provided many examples 
of organisations who have 
sought new ways of making 
work, new approaches to en-
gaging customers through col-
laboration, dynamic models 
of sponsorship activation and 
greater collaboration and flex-
ibility in approaches to finance 
to allow partnerships to evolve.

ONLY THROUGH SHARED 
LEARNING AND A COMMITMENT 

TO WORKING TOGETHER 
WILL WE ACHIEVE THE FULL 

POTENTIAL OF COLLABORATION

the business objectives, that I 
came up with the idea of Bal-
ance,” he says.

Cahill says the idea behind 
Balance is that the relation-
ship can go anywhere. “It’s 
fragile – it can go left or right, 
but is supporting something 
on top, which is growing,” he 
says. 

“I do believe that arts and 
businesses are a perfect com-
bination for promotion.”

Athenry-based Cahill is 
an abstract artist who works 
with steel to create intrigu-
ing and eye-catching works. 
His portfolio includes a sev-
en-metre tall gramophone 
sculpture, which was on view 
at this year’s Electric Pic-
nic, and Exploration, a large 
metal sculpture based on a 
bathysphere, which was de-
signed for sea exploration in 
the 1920s. He’s made three 
versions of Exploration so far, 
and toured with Exploration 
III in Hanoi, Vietnam. 

He says his work aims to 
create stories and conversa-
tions, and hopes that this 
year’s DAA commission can 
achieve that goal. 

“The commission for the 
Allianz Business to Arts 
Awards has been fantastic 
for me. Many artists question 
themselves and their ability 
but when a commission like 
this comes in we see that peo-
ple have faith in us. It’s a real 
boost of confidence and has 
gone beyond a financial com-
mission for me. It’s a huge 
recommendation.”

Allianz Business to Arts Awards
A supplement on business and the arts in conjunction with Independent Newspapers, Allianz and Business to Arts



E
very year the Al-
lianz Business 
to Arts Awards 
help fund some 
incredible pro-
jects through 
the Jim Mc-

Naughton/TileStyle ¤10,000 
Artist’s Bursary, and this 
year will support the writ-
ing of a play that is sure to 
touch the hearts of audiences  
everywhere.

Deirdre Kinahan has be-
come a force on the Irish the-
atre scene over the past dec-
ade due to her ability to write 
heart-warming yet comical 
pieces of drama.

Her latest project has seen 
her create part of a new large-
scale play, God’s Hotel, which 
“charts the journey of an Irish 
woman and her family after 
her diagnosis with terminal 
cancer”. But the play is yet to 
be finished, and that’s where 
the bursary will come in.

Kinahan will use the money 
to fund the writing of the play, 
and to hire actors to begin the 
process of seeing if certain 
scenes work. The aim is to 
have God’s Hotel ready for the 
Dublin Theatre Festival next 
year.

Kinahan’s writing career 
began in 1999 when she set 
up her own theatre company 
Tall Tales. However, a lack 
of funding a few years ago 
meant she was forced to shut 
the company down.

Not one to be deterred, 
Kinahan continued to write. 
She is artist in residence at 
Solstice Theatre in Navan. In 
2011, her play Moment was 
performed at the Bush Thea-
tre in London. Her latest play 
is the five-star These Halcyon 

Centre stage This year’s Jim McNaughton/TileStyle Artist’s Bursary 
goes to playwright Deirdre Kinahan for a play that 
tackles an issue affecting every family in Ireland – cancer

Days, which premiered at the 
Dublin Theatre Festival in 
2012. It has just toured at the 
Edinburgh Fringe Festival – 
with the help of the Fund It 
site, where it raised ¤10,000 
– and earned a prestigious 
Scotsman Fringe First Award 
in the process.

Throughout her work Kina-
han has received invaluable 
support from the Irish Thea-
tre Institute. An enterprise 
board for theatre makers, the 
institute is a resource organi-
sation that provides a range of 
services including mentoring, 
advice, planning and strategic 
development and internation-
al networking and promotion. 

“As arts policy has changed, 
the flourishing independent 
theatre companies are gone. 
That’s a fact of life. I find 
myself as a very successful 
playwright suddenly without 
a vehicle in which to put on 
plays,” she says. 

“I wouldn’t have a career 
without organisations like the 
Irish Theatre Institute, Cul-
ture Ireland and Solstice. The 
Irish Theatre Institute from 
day one was very supportive 
of Tall Tales and then of me as 
a playwright – constantly en-
couraging me as a practition-
er, playwright and producer 
to look beyond Ireland.”

Time and space
And now Kinahan can list 
another organisation that has 
helped her in her career. The 
Jim McNaughton/TileStyle 
bursary, she says, will give her 
the time, space and people 
support to finish God’s Hotel. 

Jane Daly, co-director of the 
Irish Theatre Institute, says 
the bursary is the difference 

between Kinahan being able 
to write the play and not.

“That’s the reality of it. It 
is far more important, par-
ticularly for playwrights, than 
people realise. Playwrights 
need time and support, and 
this will create time.”

She says it’s important for 
Ireland that people like Kina-
han are supported. 

“The Irish national reper-
toire is built on really quality 
playwriting. If you look back 
at the last two centuries of 
playwriting, from Synge to 
O’Casey to writers today, the 
good play has been a calling 
card for Irish theatre around 
the world. 

“Deirdre writes about real 
things, she writes about life 
that affects each and every 
one of us. There aren’t enough 
women writing plays. She is 
perpetuating a really impor-
tant tradition of playwriting 
in this country that appeals to 
audiences outside the country 
because she reflects a contem-
porary Irish view but is an ex-
traordinary storyteller.”

Gerard McNaughton, retail 
director of TileStyle, has spon-
sored the bursary for six years 
with the wider McNaughton 
family. He says competition 
for the bursary was extremely 
high this year. 

“Our dad Jim was a great 
supporter of emerging artists 
when he was alive, and that 
was one of the reasons he be-
came involved with Business 
to Arts. Even though we’ve had 
to batten down the hatches the 
last couple of years, the bursary 
is something that we fully in-
tend to continue in the future.

“If anything, I wish there 
were more companies will-

ing to do the same. This year 
we had a record number of 
entries for the bursary – over 
40 – so many individuals and 
many arts organisations put-
ting on so many amazing 
events. It was really inspir-
ing and also very challenging 
from a judging point of view.

THIS YEAR WE HAD A RECORD NUMBER 
OF ENTRIES FOR THE BURSARY... IT WAS 

REALLY INSPIRING
“But Deirdre is a worthy 

winner. Certainly from my 
point of view and my fam-
ily’s point of view, cancer is 
something every family has 
had to deal with, and Deir-
dre is becoming an important 
voice in Irish theatre,” says 
McNaughton.

Playwright Deirdre Kinahan who received the Jim 
McNaughton/ Tilestyle Artist’s Bursary at the 2013 
Allianz Business to Arts Awards

Actors Anita Reeves and Stephen Brennan in Deirdre Kinahan’s ‘These Halcyon Days’. 
Kinahan was awarded the Jim McNaughton/Tilestyle Artist’s Bursary at this year’s 
Allianz Business to Arts Awards. Photograph by Patrick Redmond

W
hen the 
r e c e s -
sion hit 
Ireland, 
the con-
s t r u c -

tion industry came to a halt 
and with it the development 
of the ‘checker-board’ build-
ing at Grand Canal Dock, 
serving as a reminder of the 
boom times and their demise. 

But in 2012, a beacon of 
light appeared when the 
building was acquired by 
Midwest Holdings, a Swiss-
based group, and Brehon Cap-
ital Partners, and the project 
was resurrected. The owners 
aimed to develop a five-star 
hotel, and something truly 
unique for Ireland. To reflect 
the quality of their service, the 
building was to be finished to 
the highest standards and its 
interior architecture was to 
play a key part in the brand-
ing and guest experience.

The designers and owners 
recognised the importance 
artwork would play in both 
enriching the architectural 
concept and in enhancing the 
local guest/patron visit. The 
objective of the artwork com-
mission was to choose local 
artists living and working in 
Ireland as well as Irish artists 
living abroad. The work of 
these artists needed to com-
pliment the hotel’s unique 
contemporary design. An im-
portant part of the hotel de-
sign concept was the inspira-
tion taken from the local Irish 
landscape and in particular 
the Irish coastline.

McCauley Daye O’Connell, 
architects and designers, set 
out on a sourcing mission 
with a budget of ¤250,000 
to find the perfect art for  
the hotel. 

It was during one of many 
expeditions that the archi-
tects came across Enda Ca-
vanagh’s exhibition in the 
Copper House Gallery, which 
is owned by Fire. Bowled over 
by the uniqueness and clarity 
of Cavanagh’s work, they put a 
call into Kevin McGillycuddy, 
managing director of Brehon 
Capital Partners, who visited 
the exhibition and liked what 
he saw.

McGillycuddy trained as an 
architect and felt very strong-
ly that the hotel art had to 
have art of the same standard 
as the hotel. 

“If you look at the hotel it-
self, the architecture and inte-

Making its mark
In 2012, Dublin’s new five-star Marker Hotel invested significantly 
in Irish art. Its commission of 88 pieces by Enda Cavanagh won 
the Jim McNaughton Perpetual Award for Best Commissioning 
Practice at this year’s Allianz Business to Arts Awards

riors are evocative of the Irish 
landscape and coastlines and 
we wanted artwork which 
complemented and contin-
ued that inspiration. We knew 
times were fairly tough eco-
nomically so we wanted to 
ensure we used Irish-based 
artists,” he says

Dan Daye, director, McCau-
ley Daye O’Connell Architects, 
says it was an enormous task 
because of the high number of 
pieces to be chosen.

“We were involved in deliv-
ering the overall concept and 
the interiors and because the 
architecture was inspired by 
local landscape we thought 
it was important to get art 
that reflected the ethos of  
the building.”

Some 428 pieces were pur-
chased or commissioned, 
including sculpture, print 
and photography. Enda Ca-
vanagh’s body of work com-
prised 88 of those. 

Daye says seeing Ca-
vanagh’s work printed at the 
Copper House Gallery made  
a big difference to the final 
selection. 

“You can’t really appreci-
ate his photos unless you see 
them on a large scale. His art-
work is edgy and urban and 
his technique inventive. Fire 
had taken the opportunity to 
print them in the best possi-
ble way using quite advanced 
techniques.” 

Cavanagh says the exposure 
from the exhibition certainly 
facilitated the purchase of the 
88 pieces by Brehon. 

“The way I photograph and 
the way I structure my pho-

tographs, size is everything. 
The acrylics on which I print 
my large pieces generally give 
that wow factor to the works 
but the problem is that kind 
of printing is expensive. With 
Fire, they facilitated the exhi-
bition of 11 large works, which 
I wouldn’t have otherwise 
been able to receive. They were 
very proactive during commis-
sioning and understood the 
essence of the artwork.”

He adds that the architects 
were also hands-on. 

“There was always the feel-
ing they wanted the best rath-
er than the cheapest. They 
were willing to go that extra 
mile and work with materials 
and images to present them 
in their best light. It was the 
same with Brehon Partners 
and the hotel – the philosophy 
was to push the boundaries.”

The Marker has embraced 
the artwork by bringing it 
right through to its restaurant 
menus and continuing to sup-

port the artist even after the 
commission. 

Leszek Wolnik, director of 
Fire and the Copper House 
Gallery, says Cavanagh is at-
tracting several prestigious 
commissions around the 
world as a result. 

He adds that the Marker Ho-
tel will get many benefits from 
placing quality art in its hotel. 

“Studies show that produc-
tivity and creativity increase 
when there’s art in the work-
place. A company that has art 
in the workplace is widely re-
garded as progressive, caring 
and innovative. 

“In Fire we are in awe of a 
group that would have vision 
and commitment to com-
mission such a huge amount 
of local artwork pieces. The 
hotel is incredibly forward-
thinking and we take our hats 
off to them. These times are 
difficult and few people are 
buying art, so we can only en-
courage it.”

BECAUSE THE ARCHITECTURE WAS 
INSPIRED BY LOCAL LANDSCAPE WE 

THOUGHT IT WAS IMPORTANT TO GET 
ART THAT REFLECTED THE ETHOS OF 

THE BUILDING

IT’S REALLY AMAZING TO SEE THE 
PEOPLE IN ACTION, AND THE JOY THEY 

GET OUT OF IT THEMSELVES

Cavanagh’s Man and Dog at the Forty Foot hangs in 
The Marker Hotel. The commission won this year’s Jim 
McNaughton Best Commissioning Practice Award at the 
Allianz Business to Arts Awards

A
s it finishes 
a run of its 
c r i t i c a l l y -
a c c l a i m e d 
production 
Sanctuary at 
the Dublin 

Fringe Festival today, Blue 
Teapot Theatre Company can 
look back on a hugely success-
ful week, where it picked up 
the Dublin Airport Authority 
(DAA) ¤5000 Arts Award at 
this year’s Allianz Business to 
Arts Awards.

In fact it can look back with 
pride on the past two dec-
ades. Since 1996, the theatre 
company has been breaking 
taboos around people with 
intellectual disabilities and in 
more recent times has started 
to offer FETAC accredited 
qualifications for people with 
disabilities.

Its productions have effect-
ed real change, as they alter 
the public perception of peo-
ple with intellectual disabili-
ties through the very effective 
medium of drama.

Throughout it all, Blue 
Teapot has worked with the 
Brothers of Charity Services, 
which established the compa-
ny in 1996, and more recently 
Ability West since 2009.

Petal Pilley, director of Blue 
Teapot, says it’s essential that 
people with intellectual dis-
abilities have a voice.  

“In this day and age, it’s so 
important. We’re a perform-
ing arts based project but 
what’s really vital is that peo-
ple with intellectual disability 
are given the choice of the 
kind of life they want to live 
and progammes they want to 
participate in,” she adds. 

Paul O’Kane, public affairs 
manager with the DAA says 
the authority is delighted to 
recognise the work of Blue 
Teapot with this year’s award. 

“DAA has been sponsoring 
the Business to Arts Awards 
for more than two decades 
through the commissioning of 
the annual awards sculpture. 
With the DAA Arts Awards, 
we are also able to reward 
an arts organisation that has 
particularly impressed the 
judges in a given year.

“Blue Teapot, which works 
with actors who have intel-
lectual disabilities, works 
with professionals to produce 
pieces of a very high standard 

Providing a creative outlet for people with intellectual disabilities for nearly two 
decades, Blue Teapot Theatre Company has done groundbreaking work in Galway, 
and is this year’s recipient of the Dublin Airport Authority €5,000 Arts Award

Giving sanctuary

that allow the entire cast to 
perform to the best of their 
own abilities.”

There are three project 
strands to Blue Teapot – a 
professional theatre company 
with nine permanent actors, a 
performing arts school with a 
three-year FETAC accredited 
programme and an outreach 
project Bright Soul. 

Blue Teapot’s professional 
theatre arm comprises the 
performers behind Sanctuary, 
a play that looks at sex and 
disability.

Pilley says the Brothers 
of Charity have taken many 
leaps of faith with the com-
pany over the years. 

“From moving into a new 
building to growing the thea-
tre company and starting the 
school, throughout it all they 
have been very supportive. 
There’s no two ways about it, 
without the Brothers of Charity 
Services, without the good peo-
ple in there, we wouldn’t exist.”

Sean Conneally, board 
member and manager of 

Brothers of Charity, says the 
organisation had one reason 
for supporting Blue Teapot – 
the amount of joy it gives its 
service users. 

“It’s really amazing to see 
the people in action, and the 
joy they get out of it them-
selves. Anybody who looks at 
it from the outside can’t but 
be affected by their enthusi-
asm. Some of the performanc-
es are phenomenal.”

Financing the project 
throughout a recession is a 
difficulty, so the DAA ¤5,000 
Arts Award will provide great 
assistance. “We’re stretching 
the pound all the time. The 
more support we can get and 
the more patronage we can 
get, the broader it can be-
come,” says Conneally. 

Adrian Harney, HR man-
ager, Ability West, says the 
arts are an area in which all 
people have potential. 

“Our aim is to support 
service users to realise their 
dreams and ambitions and to 
develop their potential as far 

as possible in all walks of life. 
The arts are hugely impor-
tant. There’s no reason why 
people with an intellectual 
disability cannot play their 
part in that area.”

Pilley says it’s vital that peo-
ple with intellectual disabili-
ties have an audience. 

“An awful lot of people with 
intellectual disabilities may 
only ever be seen in a care 
setting. Performing arts give 
them the opportunity to be 
seen in a different light. For 
them to be seen as an actor, 
performer or student is em-
powering.”

Both Harney and Conneally 
see much potential in Blue 
Teapot going forward. 

“We’re very keen to encour-
age and support Blue Tea-
pot and definitely see it as 
progressing and going from 
strength to strength. [The Al-
lianz Business to Arts nomi-
nation] is a hugely positive 
step for the organisation and 
has put its name on the map 
in a good way,” says Harney.

Allianz Business to Arts Awards
A supplement on business and the arts in conjunction with Independent Newspapers, Allianz and Business to Arts

Patrick Becker, Frank Butcher, Michael Hayes, Paul Connolly and Emer Macken 
in Sanctuary, a play by Blue Teapot Theatre Company, winner of Dublin Airport 
Authority €5,000 Arts Award at this year’s Allianz Business to Arts Awards. 
Photograph by Reg Gordon



T
he sponsorship 
of the Grand 
Canal Theatre 
by Bord Gáis 
Energy in 2011 
and the subse-
quent changing 

of the theatre’s name to the 
Bord Gáis Energy Theatre in 
2012 was a major leap of faith 
for both parties but one that 
has paid dividends. 

Winners of the Best Large 
Sponsorship award at this 
year’s Allianz Business to Arts 
Awards, the organisations 
have taken a hugely collabora-
tive approach to the sponsor-
ship, which has turned into 
a genuine partnership in the 
past two years. 

Irene Gowing, sponsorship 
and brand manager, Bord 
Gáis Energy, says the sponsor-
ship has surpassed all targets. 

“It is the full package. It 
allows us to reward our cus-
tomers, engage with local 
communities and donate to 
worthwhile charities.”

Feedback on the spon-
sorship itself has been very 
positive; it is seen as a key el-
ement in the firm’s customer 
retention and loyalty strategy. 
When evaluating the partner-
ship, Bord Gáis discovered 
strong synergies between the 
theatre’s core target audience 
and its bulls-eye customer – 
mums with families.  

“The original KPIs set out 
in year one were achieved and 
exceeded within the first eight 
months of this campaign. As 
a proactive partner, Bord Gáis 
Energy has enhanced the visi-
tor experience while achiev-
ing important business objec-
tives,” says Gowing. 

“It was also important to 
us that Live Nation could 
bring their expertise when it 
came to attracting world class 
shows and that the partner-
ship would expand beyond a 
naming rights deal and would 
see both companies work 
closely together on a day-to-
day basis to deliver common 
objectives,” says Gowing. 

At all times, Bord Gáis En-
ergy works very closely with 
the theatre team, as well as 
the wider Live Nation team. 
Stephen Faloon, general 

Showing how it’s done
The coming together of Bord Gáis Energy and Dublin’s Grand Canal Theatre was 
an inspired move, and the pair have deservedly bagged Best Large Sponsorship in 
this year’s Allianz Business to Arts Awards

manager, Bord Gáis Energy 
Theatre, says sponsorship by 
Bord Gáis has allowed the 
theatre to take more risks in 
its programming. 

tional shows and really ex-
pand our repertoire. There’s 
huge collaboration between 
us because we work together 
on different events. It’s very 

F
or 21 years, GAZE 
Film Festival has 
been celebrating 
Irish and inter-
national lesbian, 
gay, bisexual 
and transgender 

(LGBT) film, providing a plat-
form for LGBT cinema and 
filmmakers. 

However, the festival had 
never had a major sponsor 
and relied mostly on fund-
ing from the Arts Council and 
Dublin City Council. For its 
20th anniversary it needed to 
create something bigger and 
better, but in order for that to 
happen, GAZE needed a spon-
sor. Enter Accenture. 

The firm, which has fea-
tured in the Best Workplaces 
in Ireland list in the past, 

The bigger picture

sor, but Accenture wanted to 
sponsor it in a subtle way, and 
it fit perfectly.”

Dan Sheils, people advo-
cacy lead with Accenture, says 
the firm recognised the im-
portance of GAZE retaining 
that integrity. 

“We were always very con-
scious that the brand, the 
GAZE logo and basic editorial 
of what’s shown in the festival 
wasn’t taken over by Accen-
ture,” he says. 

Integral
Accenture’s initial sponsor-
ship investment was integral 
to the production of the festi-
val but the company offered a 
lot more, collaborating with 
festival organisers around so-
cial media, PR and marketing. 

The success of the spon-
sorship bore itself out in 
increased attendances. The 
festival upped its footfall by 
40pc, with audience attend-
ances increasing from 6,000 
in 2011 to 8,500 in 2012. Tick-
et sales increased by 31pc, and 
importantly the attendance of 
the youth market, ages 18 to 
24, increased by 10pc.

“Their [Accenture’s] collab-
oration with us was a much 
more important cog in the 
wheel than we imagined, and 
much more than financial 
support,” says Sutton. 

On the back of the success 
of last year’s festival, Accen-
ture has now extended its 
sponsorship deal with the fes-
tival for three years.  

Sheils says the sponsorship 
of GAZE has helped the firm 
walk the walk when it comes 
to inclusivity in the work-
place. 

“At an overriding level, the 
general support of inclusivity 

and diversity in the workforce 
is very much a core value of 
Accenture’s. We’ve tradition-
ally invested to try to ensure 
that people of all creeds and 
orientation feel comfortable. 
We like people to feel they 
can bring all of themselves to 
work,” he says. 

“It’s one thing to say you 
support an inclusive work-
force but there’s something 
very public about saying if you 
drive down the Liffey you’ll 

see flags promoting the GAZE 
festival with the Accenture 
logo on them. That creates a 
very public statement that our 
clients, staff and our prospec-
tive employees can see.”

Sheils says the three-year 
extension of the deal high-
lights Accenture’s commit-
ment to both the festival and 
diversity in the workplace. 

“From our perspective, we 
wanted to demonstrate that 
this wasn’t something we did 

for just one year. From GAZE’s 
perspective, this gives them a 
degree of certainty that they 
have a long-running title 
sponsor. 

“I would like to see this 
become very much a of our 
mainstream sponsorship 
where we have greater num-
ber of clients and staff attend 
the festival. It’s a sponsorship 
that is mutually beneficial 
and I expect will continue to 
be successful.”

Accenture’s sponsorship of the GAZE film festival has 
affirmed its commitment to inclusivity in the workplace, while 
for festival organisers it provides a degree of certainty. The 
partnership has won the Best Small Sponsorship award at this 
year’s Allianz Business to Arts Awards

THEIR COLLABORATION 
WITH US WAS A MUCH 

MORE IMPORTANT COG 
IN THE WHEEL THAN 

WE IMAGINED, AND 
MUCH MORE THAN 

FINANCIAL SUPPORT

Pictured at the GAZE film festival were Anna Rodgers, Lisa Connell and David Mullane. 
Its relationship with Accenture won the Best Small Sponsorship award at this year’s 
Allianz Business to Arts Awards

W
o r t h y 
winners 
of this 
y e a r ’ s 
B e s t 
Creative 

Staff Engagement award at 
the Allianz Business to Arts 
Awards, Barry’s Tea and Cork 
Midsummer Festival had to 
create a hugely collaborative 
relationship for their project 
to be a success.

As part of the festival, 
Barry’s Tea allowed director 
Gerardo Naumann create a 
theatre piece with its factory 
as the performance space, 
and its staff as the cast. The 
project was part of Ciudades 
Paralela: Parallel Cities, a ma-
jor site-specific documentary 
that has been taking place 
around the world.

Cork Midsummer Festival 
bravely brought the project to 
Ireland and approached one 
of Cork’s best-known brands 
for its help. Barry’s, which 
had already had some in-
volvement with the arts when 
it hosted the Barry’s Tea With 
series at the Royal Hibernian 
Academy a couple of years 
ago, agreed. 

The project culminated in 
the festival’s audience being 
taken on a guided tour of 
the factory by chief executive 
Tony Barry, and getting an 
insight not just into the fac-
tory itself but the lives of the 
workers.

A number of staff members 
– Barry’s Tea master blender 
Dennis Daly included – were 
given scripts based on conver-
sations with Naumann, and 
they performed them. Nau-
mann spent five weeks inter-
viewing and observing staff. 

Tom Creed, Cork Midsum-
mer Festival director, says the 
project was like nothing the 
festival had ever done before 
and required the establish-
ment of an extremely close 
partnership. 

“Barry’s Tea is such an icon-
ic Cork brand with a strong 
spirit, and we were really de-
lighted it agreed to come on 
board and work with us. It 
was a very close project where 
for five weeks, the director 
was based in the factory, got 
to know the staff and worked 
with his assistants to figure 
out what the route through 
the factory might be. He put 
together a one-hour perfor-
mance whereby, three times 
a day, an audience would be 
brought through the factory. 

“It was the first time most 
of the Barry’s staff had been 
involved in a cultural project 
like this. For us it was bring-
ing the festival into the heart 
of the workplace.”

Sell-out
The audience’s interest in the 
project was piqued and the 
show was the first in the fes-
tival’s programme to sell out.

“It’s a challenging project 
and a new kind of theatre that 
hadn’t been seen in Cork be-
fore. What we were really in-
spired by was how Barry’s Tea 
committed to it. Once Gerar-
do went into the factory and 
explained what he was doing 
and why he was doing it, they 
came on board very quickly.”

Camille O’Flanagan, mar-
keting director, Barry’s Tea, 
says the project presented 
Barry’s with the ideal op-
portunity to interact with its 
customers. Around 400 peo-
ple went on the tour over the 
week. 

“It showed that the compa-
ny is Irish and family-owned 
and allowed people to see the 
care and attention we put into 
our products. It was a huge 
success because we embraced 
it and in return saw a number 
of business and HR benefits.”

At the beginning Barry’s 
looked upon it as merely a 
factory tour, but O’Flanagan 
says it developed into human 
life and a story about how 
Barry’s did things. 

“The whole process was 
very involved and intense 
for the people who ended up 
being the participants. The 
staff wholeheartedly engaged 
in what was happening; be-
ing shortlisted for an Alli-
anz Business to Arts Award 
speaks to that involvement,” 
she says. 

Creed says the project pre-
sented a unique opportunity 
to see how business and the 
arts can co-exist.

“It’s the idea of work being 
art, and thinking about ways 
in which the arts can be em-
bedded into daily life. It was 
a real gift from Barry’s both to 
us and the audience.

“We can’t do what we do 
without partnerships, wheth-
er that’s the partnerships with 
businesses or communities in 
Cork. The festival is the sum 
of those partnerships; we’re 
always looking for new and 
even more creative ways of 
developing those partner-
ships,” adds Creed.

Denis Daly,  the tea taster from Barry’s Tea who featured 
in the Ciudades Paralelas Factory performance. The 
relationship between Barry’s and the Cork Midsummer 
Festival was recognised at this year’s Allianz Business to 
Arts Awards

Drinking it in
For Barry’s Tea to allow the  

Cork Midsummer Festival into its 
factory to create a theatre piece took 

a lot of courage, but it reaped many 
benefits in return, most of all creative 

staff engagement

FOR US IT WAS BRINGING 
THE FESTIVAL IN TO 
THE HEART OF THE 

WORKPLACE

The Bord Gáis Energy Theatre; the sponsorship of which by Bord Gáis won the Best Large Sponsorship category at this 
year’s Allianz Business to Arts Awards

much a partnership, two 
companies working togeth-
er,” says Faloon. 

Since the name change 
Bord Gáis Energy has made 
the most of the expansive 
stage in the country’s capital, 
running family-oriented cam-
paigns and CSR initiatives 
within the venue. An initia-
tive with local schools led to 
students from Sheriff Street 
in Dublin attending an Oliver 
production this year where 
they sang with the cast.

Bord Gáis Energy also 
sponsors charitable events 
at the theatre, hosting come-
dian Bill Bailey in 2012 and 
pop group The Saturdays this 
year, raising over ¤350,000 
for the Society of St Vincent 
de Paul in the process. 

It has also looked to its 

IT ALLOWS US TO REWARD OUR 
CUSTOMERS, ENGAGE WITH LOCAL 

COMMUNITIES AND DONATE TO 
WORTHWHILE CHARITIES

“Because of the money we 
receive from the sponsor-
ship it means we are able to 
develop our programme, and 
bring in many more interna-

human resources and has in-
cluded staff in the sponsor-
ship, creating a team of Bord 
Gáis Energy ambassadors 
with a passion for theatre and 
drama to promote the cus-
tomer rewards experience. 

Gowing says the most im-
portant element of a success-
ful sponsorship is to create 
clear common objectives that 
both the rights holder and the 
sponsor share. 

“For Bord Gáis Energy, our 
strongest objective is tapping 
in to our customers’ passions 
and so the arts and the thea-
tre are perfect for us. Our 
customer feedback is very 
positive about the Bord Gáis 
Energy Theatre and we are 
delighted to be able to con-
tribute in such a positive way 
to this iconic Irish amenity.”

promotes an inclusive work-
place and has made cultural 
engagement a feature of the 
workplace over the years. It 
was the perfect fit, but GAZE 
had to ensure that with any 
sponsorship deal it main-
tained its integrity.

Noel Sutton, festival man-
ager, says that because of the 
festival’s work in the LGBT 
community, it also had to be 
careful about its identity. 

“We didn’t want to sell our 
brand and we didn’t want to 
sell our name. It was tough to 
find an organisation or spon-

Allianz Business to Arts Awards
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G
raffiti Thea-
tre Company, 
winner of the 
2013 Allianz 
Community 
Art Prize, 
took its out-

reach project to a different 
level last year when it began 
to make a positive impact 
on the lives of disadvantaged 
teenagers in Cork. 

Geraldine O’Neill, outreach 
director of Graffiti, says the 
organisation had a long asso-
ciation with Glen Youthreach, 
a youthreach programme in 
the disadvantaged Glen area, 
but it was far from consistent. 

Graffiti linked with Shane 
Casey, a writer from a similar 
background to the children in 
the Glen. He wrote a couple 
of monologues and presented 
them to teenagers of the Glen, 
many of whom were in foster 
care. 

It resulted in six teens giv-
ing up their time voluntarily 
to learn to write, devise and 
act in a play. The result was 
36 Hours, which the partici-
pants performed in Cork city. 
They also made a presenta-
tion to an audience of theatre 
professionals. 

O’Neill says it was an in-
credible opportunity for the 
teens. With the Allianz Com-
munity Art Prize of ¤5,000, 
she’d like to continue the 
work.

“I would like to set up a 
drama club with those young 
people beginning to serve as 
young leaders. There was a 
huge sense of ownership and 
authenticity arising from the 
programme, and it has made 
a huge impact on the lives of 
these children so far; we hope 
it will continue to do so.”

Ag Cruinniú
Bringing art into the health 

Making a difference
This year’s Allianz Community Art Prize category 
has showcased some highly effective projects that 
have a huge impact on local people’s lives

setting can play a hugely 
positive role on the emotional 
well-being of patients and 
staff, something North West 
Hospice in Sligo, a shortlisted 
candidate for this year’s Alli-
anz Community Art Prize, has 
found out firsthand. 

Ag Cruinniú is an innova-
tive collaboration between 
professional artists, musi-
cians and staff at an acute 
ward at the hospice. Local 
professional artists and musi-
cians have come into the ward 
twice a week – on a voluntary 
basis – and practised their art 
form, which includes every-
thing from painting to dance. 

Anne-Marie Ellison, execu-
tive manager, Ag Cruinniú, 
says the project has improved 
the quality of life of the pa-
tients – and the atmosphere 
among staff. 

“The project is quite unique 
in two respects. You’re bring-
ing professional art into an 
acute ward and also it’s a col-
laborative project. It’s very 
open in its development,” she 
says. 

Ellison is seeking funding 
to continue the project and to 
provide financial support to 
the artists for materials and 
their time.

Depaul Ireland
The arts can play a construc-
tive role in the lives of those 
experiencing homelessness, 
as Depaul Ireland, a short-
listed candidate for this year’s 
Allianz Community Art Prize, 
has found out in its work 
around the country. 

Kerry Anthony, chief execu-
tive of Depaul Ireland, says 
the arts can act as a therapeu-
tic intervention but can also 
help inform the general pub-
lic about homelessness and 
change some pre-conceived 
ideas. 

Throughout the years, Dep-
aul Ireland has carried out a 
series of art, poetry and music 
workshops, holding weekly 
workshops for service users, 
as well as photography and 
art exhibitions. 

The organisation is now 
hoping to carry out a Fam-
ily Services Video Project, 

which will engage children 
and parents supported by the 
organisation by asking them 
to create a film. The film will 
feature interviews with other 
young service users and their 
parents to creatively tell the 
story of homelessness from 
their perspective. 

“Quite often people get la-

belled as homeless and there-
fore they get categorised as 
a homeless person but every 
single person we meet has 
hopes and dreams and a story 
to tell. We’ve had some fabu-
lous art work come out of our 
projects. We think that art is 
a really big part of our com-
munity,” says Anthony. 

At the presentation of the completed ‘36hOURS’ script and research report ‘Voices from 
the Glen’ to Cork’s Lord Mayor were, bottom from left, Ellen Tobin, The Glen Youthreach, 
Lord Mayor John Buttimer, Shannon O’Donnell, The Glen Youthreach, and top from 
left, Eliz Egan, researcher, Geraldine O’Neill, Graffiti Theatre Company, Matt Reville, 
Glen Youthreach and Shane Casey, playwright. The project has won this year’s Allianz 
Community Art Prize

Musician Mossie Martin with one of North West Hospice’s patients Michael. The project 
was highly commended for the Allianz Community Art Prize

Depaul Ireland offers security, stability and strong 
foundations for families

W
h e n 
Presen-
t a t i o n 
College, 
a co-ed 
second-

ary school in Carlow, built an 
extension, funding was set 
aside to commission artwork. 
Ray Murray, who became 
principal in November 2007, 
saw the potential that fund-
ing had. 

“Before my time there 
would have been some discus-
sion at staff level about it, but 
we started looking at it again 
in greater detail. We engaged 
Sharon Murphy, a consultant 
who had worked on other 
Per Cent for Art projects, 
and created a steering group 
comprising board members, 
parents and students,” says 
Murray.

A brief was developed and 
nearly 100 artists applied, 
with the group shortlisting 
five who met with them to 
discuss their vision for the 
project.

“We wanted something that 
was going to connect with the 
school. We didn’t just want 
a sculpture or painting but 
someone who could make an 
impact. Blaise Smith was our 
final choice, and it was a per-
fect one,” says Murray.

Artist Blaise Smith, who 
lives in Kilkenny, won the 
commission with his proposal 
to come into the school and 

Master class
This year’s Judges Special Recognition award at the Allianz Business to 
Arts Awards goes to Presentation College in Carlow for its collaboration 
with artist Blaise Smith. Together, they created work that has made both a 
contemporary impact and a legacy for the future

spend three to four days each 
week engaging with pupils 
and teachers. 

Interaction
He wanted to depict the Irish 
education system today but in 
doing so would interact with 
the students of Presentation 
College and allow them to see 
and converse with an artist 
at work. That interaction be-
came a vital part of the pro-
cess, and led to Smith filming 
the students’ reactions to his 
work.

“I paint from life. I can’t 
take a photograph and paint 
from that. I have to stand in 
my environment and I wanted 
to be in the school and paint 
the classes as they happened. 
Although 20pc of the popula-
tion is involved in education 
at any one time, there really 
aren’t many images of the sys-
tem in action,” says Smith. 

“I wanted to create a time 
capsule of a big fact of Irish 
life. The images of the school 
will be seen by people in 200 
years.”

Not only did Smith sit at 
the back of the class but he 
also had students pose for 
“hours and days on end”. 

“The school community got 
to see somebody making art 
right in front of their eyes. 
For me, it’s very important for 
children to see someone who’s 
very good at something doing 
it. By Christmas, I could feel 

them start to engage with me 
more. They could really see 
the works come to fruition.”

Smith proposed to do 16 
pieces but ended up with a 
collection of 20, titled School-
work. He also provided the 
school with almost 100 sketch-
es of his work in progress. 

Paintings include an Irish 
oral taking place and depic-
tions from biology, home 
economics and IT classes. 
There are paintings of sports 
classes in progress, and one 
of rehearsals for a school play, 
Blood Brothers.

Smith has created Irish his-
tory in the making. One of his 
paintings depicts a mountain 
of books belonging to a first 
year. This year, 105 of the 142 
first-year students at Presen-
tation College will have iPads 
as bundles of text books be-

Blaise Smith at work in the computer room in 
Presentation College, Carlow

I
n the four years of Fight-
ing Words’ existence, a 
staggering 40,000 stu-
dents have attended its 
creative writing work-
shops and programmes, 

making it a worthy recipient 
of the Best Use of Creativity in 
the Community award at this 
year’s Allianz Business to Arts 
Awards.

Set up by Sean Love, for-
mer director of Amnesty In-
ternational, and renowned 
author Roddy Doyle in 2009, 
Fighting Words has grown 
beyond all of its founders’ ex-
pectations. The pair set up the 
centre in Dublin’s north inner 
city in an effort to address the 
absence of outlets for children 
and young adults to engage in 
creative writing.

Today, children from all 
parts of Ireland attend work-
shops and summer camps, 
and Fighting Words now 
plans to open a second centre 
in Belfast.

“The reason we started this 
was because we thought it was 
quite extraordinary for a coun-
try that is famous for creative 
writing not to have that reflect-
ed in our education system. 
There’s a massive demand for 
what we do,” says Love.

“Quite apart from the writ-
ing side of things it’s about 
self-confidence, self-esteem 
and opening a door for every 
child taking part.”

Interest in the centre has 

Words’ worth
been enormous, and has 
grown with the assistance 
of The Irish Times, which 
publishes a special Fighting 
Words supplement each year. 
The newspaper provides free 
professional mentoring expe-
rience, with many of its staff 
volunteering their time and 
expertise. 

Branching out
The centre has also gone out-
side its initial brief of creative 
writing, branching into other 
areas of creativity including 
film making, stand-up com-
edy and journalism. Last year, 
Brown Bag Films collaborated 
with Fighting Words to create 
animated films made by chil-
dren aged nine to 11. 

Love says: “When we start-
ed we thought we would fo-
cus pretty much exclusively 
on the area of fiction writing. 
Very quickly because of vol-
unteers and friends offering, 
we branched into the wid-
est interpretation of creative 
writing. All of our tutoring 
and mentoring is delivered 
by about 500 volunteers who 
work here.”

So far, The Irish Times has 
produced three annual pub-
lications of new writing by 
children and teenagers. The 
newspaper gets its staff to 
edit and design the supple-
ment, and then circulates it 
free with the newspaper.

“It’s a massively important 

publication because one of the 
tenets we use here is that it’s 
one thing to write your work 
but it’s another thing to see your 
work published,” says Love. 

Kevin O’Sullivan, editor 
of The Irish Times, says the 
workshops provide students 
“with the means and confi-
dence to develop their writing 
skills and themes”. 

“The voluntary nature of 
the workshops is an admira-
ble example of experience and 
knowledge being passed on to 
another generation,” he says. 

The paper believes that the 
opportunity for young writers 
to see their work in print in 
a national newspaper is both 
a reward for their efforts and 
an incentive for them to con-
tinue to write and remain 
creative. 

“It was felt, too, that in 
fostering a love of writing, a 
love of reading would follow 
– a valuable and life-long gift 
to any young person,” says 
O’Sullivan. 

Love says Brown Bag Films 
brings an expertise in the 
area of animation that Fight-

ing Words couldn’t begin to 
replicate.

Children get to experience 
the whole gamut of anima-
tion, from writing the story 
to visiting Brown Bag’s Smith-
field studios and voicing the 
characters. 

Cathal Gaffney, CEO of 
Brown Bag Films, says his 
firm was very excited about 
the project.

“This is very much for the 
kids by the kids and we can 
take very little credit for it. 
We really facilitated their 
creativity but we’re excited to 
get a chance to do something 
that sees them experience this  
industry.”

Brown Bag Films sees this 
as a long-term project, and 
is looking at ways to mix up 
its involvement, with possible 
plans to create an app.

“We do a lot of charitable 
work but something like this 
is very tangible. It’s about the 
process as much as the end 
product. If it inspires one 
person to work in the field of 
animation it will be worth it,” 
says Gaffney.

The extraordinary popularity of the 
Fighting Words centre in Dublin is 
testament to the power of writing as 
a creative outlet for young people

D
ublin Airport 
A u t h o r i t y 
(DAA) has 
s p o n s o r e d 
the Dublin 
T h e a t r e 
F e s t i v a l 

since 2007, but in 2012 the 
relationship went a step 
further when the authority 
became a presenting partner 
of the festival. 

With a miniscule activation 
budget, the evolved collabora-
tion created something spe-
cial with long-lasting results, 
making it a worthy winner 
of this year’s Best Long Term 
Partnership award at the Al-
lianz Business to Arts Awards. 

The uniqueness of the 2012 
partnership was kickstarted 
by its coinciding with the 
expiration of James Joyce’s 
copyright (70 years after his 
death), which meant that 
Joyce’s works could be repub-
lished and the work reinter-
preted for the stage for the 
first time.

This freedom of expression 
led to Corn Exchange Thea-
tre Company’s production of 
Dubliners as part of the Dub-
lin Theatre Festival, and the 

DAA’s month-long social 
media campaign Dubliners@
DublinAirport to celebrate 
and promote its sponsorship. 

The DAA purchased 150 
copies of the book, which 
were left around the airport 
over the month preceding the 
festival, with post-its attached 
asking people to tweet photos 
of the book at their destina-
tions to win prizes. The au-
thority received pictures of 
the book in Cape Town, Lon-
don and Dubai, and reports 
that it had also gone to Berlin, 
France and Denver.

“It worked out very well 
because Dubliners has a great 
resonance with people in 
Dublin,” says Paul O’Kane, di-
rector of public affairs, DAA. 

“Also, because Dubliners 
had gone out of copyright we 
were much freer to do things 
with sound clips and Tweets.” 

The total activation cam-
paign cost came to just under 
¤3,000, and was run in-house 
by DAA’s public affairs depart-
ment.

“One of the things we were 
most pleased with as a team 
was that it was done entirely 
in-house and the costs were 
so low,” says O’Kane.

On the back of running 
such a successful and tight 
campaign, DAA has been in-
vited to speak at a sponsor-
ship conference in London. 

Reaching out
Also, by creating both a physi-
cal and online presence, the 

DAA was able to bring the 
Dublin Theatre Festival be-
yond the confines of Dublin’s 
city centre and out to the air-
port, in turn extending the 
audience beyond the theatre-
going population. 

“We had a James Joyce 
lookalike come to the airport, 
which was great because we 
had this old fashioned im-
age set against the backdrop 
of the modern airport,” says 
O’Kane.

“Our core aim was to create 
a bit of a buzz and to help the 
festival put bums on seats.”

Increase sales it did. Tick-
et sales for Dubliners were 
23.5pc ahead of target, with 
the show ultimately having a 
full house for its seven perfor-
mances. 

Willie White, director of the 
Dublin Theatre Festival, says 
the campaign contributed sig-
nificantly to public interest in 
the show.

“It’s always good to reach 
new audiences, and to sur-
prise people with work in 
places where they perhaps 
don’t expect it. It was a very 
sweet fit,” he says. 

As DAA has broken away 
from its traditional sponsor-

ship role, it has opened up 
new and exciting avenues for 
the festival. 

This year’s Dublin Theatre 
Festival, which takes place 
from 26 September until 13 
October, will see DAA sponsor 
a production of another Dub-
lin great – Samuel Beckett’s 
Waiting for Godot. 

White says it’s an exciting 
time for the relationship. 

“For any relationship, 
whether it be short or long 
term; it needs to be a partner-
ship. There’s two ways to go; 
it can either improve or dis-
improve, and my ambition is 
to keep our relationship with 
the DAA strong,” he says. 

“The kind of engaged rela-
tionship we have with DAA is 
really valuable.”

O’Kane, a judge at this 
year’s Allianz Business to 
Arts Awards, absented him-
self from the Best Long 
Term Partnership category  
discussion. 

“Arguably one of the rea-
sons we activated the Dub-
liners sponsorship in this 
way was because I had been 
a judge at the Allianz Busi-
ness to Arts Awards previ-
ously and had seen the depth 
and breadth of relationships 
of the award winners, and I 
wanted to be more creative in 
ours with the Dublin Theatre 
Festival,” he says.

Jumping for Joyce
Sometimes rethinking a long-standing relationship can 
go a long way, as Dublin Airport Authority’s sponsorship 
of Dubliners at the 2012 Dublin Theatre Festival showed

Ruth McGill in Corn Exchange’s Dubliners, performed in 
last year’s Dublin Theatre Festival

come a feature of the past.
“We were very happy with 

the whole process and very 
happy with Blaise,” says Mur-
ray. “Sometimes schools and 
teachers can be a little bit in-
sular and wary of people com-
ing into the classroom – but 
there was no issue at all and 
Blaise was there in the back 
of many a classroom. He just 
fitted into the school.”

“I was really lucky to get 
the commission, which was 
very highly subscribed, at a 
time when all the artists in 
the country had been eviscer-
ated,” says Smith.

“The work provided me 
with some stability. The good 
news now is there are signs of 
the industry picking up and 
we’re getting early indica-
tors that people are spending 
again.”

President Higgins with students from Fighting Words, 
which won the award for Best Use of Creativity in the 
Community at this year’s Allianz Business to Arts Awards
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A c o m m o n 
theme runs 
throughout 
the highly 
commended 
Large Spon-
sorship pro-

jects at this year’s Allianz 
Business to Arts Awards: 
through highly creative and 
collaborative relationships, 
all have brought some of the 
greatest aspects of Irish cul-
ture to the wider community. 

Arbutus Yarns, Cavan 
County Council and Eriu 
Dance Company
When Rhonda Tidy, public 
arts manager with Cavan 
County Council, came up with 
the idea to extend the Fleadh 

Cheoil celebrations in 2012 
she turned to dance artist in 
residence at the council, Bre-
andán De Gallaí.

After months of work, 
15,000 people merged on Ca-
van’s town square to watch 
a re-interpretation of The 
Rite of Spring, the Stravinsky 
Ballet told through contem-
porary Irish dance, in a col-
laboration with aerial dance 
company Fidget Feet.

Not only did the event at-
tract new audiences to the 
Fleadh, but the community 
got involved in the produc-

Opening up the arts
The projects highly commended in the Best Large 
Sponsorship category of this year’s Allianz Business 
to Arts Awards all succeeded in bringing aspects of 
traditional Irish culture into the wider community

tion, with contributions from 
Civil Defence, Comhaltas 
Dublin, Gateway House and 
the Irish Defence Forces.

“One the most ambi-
tious elements was to de-
velop the cultural identity 
of Cavan through public/

private partnership. It was 
very significant but a lot of 
the stakeholders had similar  
objectives,” says Tidy. 

De Gallaí had a long-held 
dream to put on The Rite of 
Spring.

“I don’t know how to ex-

press my gratitude to Cavan 
County Council. Not only 
was it done, but it was done 
to such a high level of profes-
sionalism, both from a pro-
duction point of view and 
through the dancers I was 
able to employ.”

Production company Arbu-
tus Yarns created a promo-
tional video further extending 
the show’s reach. Tidy says it 
was integral to the project.

Myles O’Reilly, creative di-
rector, Arbutus Yarns, says 
sponsorship of events like The 
Rite of Spring and those rec-
ognised at the Allianz Busi-
ness to Arts Awards, is hugely 
important for Irish artists.

“We need massive injec-
tions of culture in places like 
Cavan. It was spectacular and 
you could see thousands of 
people were gobsmacked by 
it. It felt like we were part of 
something fresh, new and ex-
citing at a time when we most 
need to feel proud.”

The Irish Times and 
Adobe and the Royal Irish 
Academy
In just seven months, the 
partnership between the 
Irish Times, the National Mu-
seum of Ireland, the Royal 
Irish Academy (RIA) and 
Adobe saw Irish heritage 
come to life through a book, 
an app, tourist trail, exhibi-
tions and a primary-school 
education resource all creat-
ed from the starting point of 
the weekly series ‘A History 
of Ireland in 100 Objects’ cre-
ated by Fintan O’Toole in The 
Irish Times.

“There were another 30 
partners and facilitators in-
volved in the project, and 300 
people contributed their time, 
knowledge and expertise, in-
cluding two full-time interns 
at the RIA who put their heart 
and soul into the project,” 
says Ruth Hegarty, managing 
editor, RIA. 

Bringing heritage into the 
heart of the community, 100 
Objects is a worthy highly 
commended project at this 

year’s Allianz Business to Arts 
Awards.

There were 34,857 down-
loads of the app and e-book 
from more than 40 countries, 
which Mark Phibbs, VP of 
Marketing in EMEA for Ado-
be said was “powered by Ado-
be Digital Publishing Suite to 
showcase Ireland’s cultural 
heritage across platforms 
through immersive interactiv-
ity and stunning visuals”.

Some 6,500 books were 
sold and 158,000 trail maps, 
detailing where Irish arte-
facts are shown, distributed. 
A further 25,000 specially 
designed cards with all part-
ner logos and an invitation to 
download the gift were dis-
tributed worldwide at St Pat-
rick’s Day events, including 

to every EU head of state as 
part of the Irish Presidency of 
the Council of the European 
Union.

The project continues. “The 
Royal Irish Academy and 
The Irish Times are develop-
ing proposals to build on the 
work with Adobe to create 
more apps and plan to build 
a centenary project together,” 
says Hegarty. 

Bank of America Merrill 
Lynch and National Gallery 
of Ireland
In 2010 as part of their ‘Sav-
ing a National Treasure’ pro-
gramme, Bank of America 
Merrill Lynch selected The 
Marriage of Strongbow and 
Aoife by Daniel Maclise from 
the National Gallery of Ire-

land’s collection, for signifi-
cant investment.

The three year conserva-
tion project has been highly 
commended at the Allianz 
Business to Arts Awards, and 
has become the most request-
ed project for private visits 
by international, government 
and diplomatic visitors.

Peter Keegan, country ex-
ecutive for Ireland, Bank of 
America Merrill Lynch says 
funding from the firm’s con-
servation project has ensured 
this vital artistic treasure 
was conserved to the highest 
standards.

“We are delighted too that 
the process has being record-
ed throughout, so that schol-
ars from around the world 
can learn about the tech-
niques Maclise used as well 
as the methods employed by 
the National Gallery’s conser-
vation team in the painting’s 
restoration,” he says.

An online resource on the 
project provides a virtual in-
sight into the conservation 
process.

“As a global financial in-
stitution, we believe we have 
a role to play in providing 
innovative solutions that 
foster economic growth. Art 
enables us to create connec-
tions around the world, from 
our own employees through 
to clients and communities,” 
says Keegan.

With the Maclise expected 
to return to public view in 
2016 to coincide with the re-
opening of the gallery’s his-
toric buildings on Merrion 
Square, Orla O’Brien, develop-
ment officer with the Nation-
al Gallery, reflected on the im-
portance of the conservation  
investment.

“The work is a way of teach-
ing Irish history. It’s so impor-
tant for the National Gallery, 
it’s very important for Ireland 
and in two and half years’ 
time when it’s unveiled as the 
centre piece of our exhibition 
we hope it will be an impor-
tant part of our centenary  
celebrations.”

The conserved Maclise at the National Gallery of Ireland. 
The project was sponsored by Bank of America Merrill 
Lynch and highly commended at this year’s Allianz 
Business to Arts Awards

The late, great Seamus Heaney at the launch of the 
History of Ireland in 100 Objects earlier this year

The Rite of Spring, highly commended at the Allianz 
Business to Arts Awards, was a huge success in Cavan

T
he Highly Com-
mended Small 
Sponsorships 
at this year’s Al-
lianz Business 
to Arts Awards 
demonstrate 

how a true meeting of minds 
can reach new audiences.

McCann FitzGerald and 
Abbey Theatre
McCann FitzGerald wanted 
to create an event that would 
provide a unique experience 
reflecting the culture of Ire-
land as part of the Interna-
tional Bar Association con-
ference held in Dublin last 
October.

Having previously collabo-
rated on a number of projects 
with the Abbey Theatre, it 
was the ideal partner with 
which to create such an event. 
Together they came up with ‘A 
Celebration of Ireland’s Nobel 
Literary Heritage’, a bespoke 
script and performance as 
part of a gala dinner in the 
Royal Hospital Kilmainham.

Una Ryder, director of mar-
keting and business develop-
ment at McCann FitzGerald, 
says the existing relationship 
meant they could brainstorm 
creatively and frankly to de-
velop the brief together.

The Abbey commissioned 
writer and actor Arthur Ri-
ordan to represent its four 
laureates in an engaging per-
formance. “The quality of exe-
cution and the unique nature 
of the event along with the 
collaboration with Ireland’s 
national theatre contributed 
greatly to the stature and 
positioning of the McCann 
FitzGerald brand as one of 
Ireland’s premier law firms,” 
says Ryder.

According to Oonagh De-
sire, director of public affairs 
and development at the Ab-
bey, benefits to the theatre 
included: creating work for a 
non-theatre setting to show-
case Irish theatre to new au-
diences; the ability to make 

Perfectly formed
There are many highly innovative collaborations between 
business and arts on a smaller scale, as this year’s Highly 
Commended Small Sponsorships category demonstrates

and premiere a new piece 
of work, which then became 
part of its repertoire; and an 
opportunity to build its brand 
and reputation among a glob-
ally connected audience. Such 
benefits stood out to the judg-
es at this year’s Allianz Busi-
ness to Arts Awards. 

Pricewaterhouse- 
Coopers (PwC) and NCAD
Each year PwC produces a 
calendar for distribution to 
26,000 stakeholders interna-
tionally. For 2013, wanting 
to do something a bit dif-
ferent, the firm approached 
the National College of Art 
and Design (NCAD) and The 
Gathering was decided on as 
a theme. The result was 12 
unique pieces of artwork and 
a highly-commended recogni-
tion at this year’s Allianz Busi-
ness to Arts Awards.

“Once we began discussions 
with PwC it was agreed the 
best way to meet their needs 
was to work with third-year 
students from visual commu-
nications who could respond 
to the brief by creating unique 
prints. The early stages were 
critical in establishing details 

of the partnership,” says Gem-
ma Duke, NCAD development 
manager.

“Students were briefed on 
the concept by both NCAD 
staff and representatives from 
PwC’s marketing team. This 
project could only be success-
ful if there were clear lines of 
communication, a mutual un-
derstanding of objectives and 
timelines and an integrated 
approach between the college 
and PwC.”

“Members of PwC’s in-
house design team visited the 
students and documented the 
process through photography. 
The conversations during 
these visits added an unex-
pected layer of interaction be-
tween the students and PwC.”

Head of communications at 
PwC Johanna Dehaene says 
the students took ownership 
of the project, not only achiev-
ing their brief but also in de-
livering outstanding artwork.

“PwC is strongly focused on 
supporting the development 
of young talent and this pro-
ject was a fitting way of rein-
forcing that by providing an 
authentic business project for 
the students to work on. 

“It provided an opportunity 
for the students to be profiled 
internationally through the 
distribution of the calendar 
as well as publicity and online 
coverage. The 2013 calendars 
provided an innovative way 
for PwC to engage with its 
audiences and also support 
the Gathering initiative,” says 
Dehaene. 

Marine Institute and Cois 
Cladaigh
The ongoing collaboration 
between the Marine Institute 
and choir Cois Cladaigh in Co 
Galway, called The Longest 
River, reached a new high this 
year when it was presented at 
the Eglise du Saint-Sacrement 
in Brussels as part of Ireland’s 
Presidency of the Council of 
the EU. 

Highly commended at 
the Allianz Business to Arts 
Awards, the partnership pro-
motes science and technology 
through contemporary choral 
music and other art forms such 
as marine photography and 
video footage of the deep sea. 

It has enabled the Marine 
Institute to highlight the im-
portance of multidisciplinary 
marine research and how 
working across international 
borders is essential in achiev-
ing healthy marine systems, 
according to the institute’s 
CEO Dr Peter Heffernan.

“Showcasing marine sci-
ence, research and develop-
ment through ocean literacy 
has proven to be an innova-
tive way to engage new audi-
ences. Ocean literacy events 
such as The Longest River 
show how the results of ocean 
science and observation ad-
dress pressing issues facing 
people, the environment and 
the world,” he says.

Dr Brendan O’Connor, di-
rector of Cois Cladaigh, says 
creating the partnership has 
highlighted the importance 
of delivering key messages 
through the arts.

“This event has enabled 
Cois Cladaigh to raise its pro-
file among a wider audience 
as well as contributing to the 
ethos of evoking innovative 
arts and science literacy, of-
fering better communication 
to a wider audience,” he says. 

E
ach year, the Al-
lianz Business to 
Arts Awards rec-
ognises compa-
nies that use the 
arts to engage 
staff. The busi-

ness benefits of the collabora-
tions are many, and include 
greater creativity, a boosting 
of staff morale and increasing 
loyalty. For the artists, the en-
gagements can open them up 
to new audiences and provide 
much-needed work. 

Hairdressing by Connie 
Byrne Hyland & Carlow 
Regional Youth Services
A creative pursuit in its own 
right, hairdressing was the 
backdrop for the formation 
of the Pure Thinking group 
– the brainchild of Connie By-
rne Hyland of Hairdressing by 
cbh in Carlow. 

Staff members form the 
group, whose mission is to 
develop personally and artis-
tically while making a differ-
ence to their community, a 
theme emerging at this year’s 
Allianz Business to Arts 
Awards. 

Their most recent project 
was Wall R Us, a 30ft perma-
nent art piece outside a local 
pub. In collaboration with 
Carlow Regional Youth Ser-
vices and local sponsors, they 
also launched Bridging, a se-
ries of workshops for young 
adults, which culminated in 
a piece of art in a local park. 
Those local sponsors included 
Arboretum Carlow, Unum, 
Merck Sharpe & Dohme, 
Castlerath Construction, Gor-
don Engineering and Carlow 
County Council.

Byrne Hyland says Pure 
Thinking has reaped dividends 
for staff members and the 
business itself. “The work has 

bonded the team, and they are 
excited about the future not 
only for their creative work in 
the salon but for their creative 
work with Pure Thinking.”

From a business point of 
view, she says the advantages 
are manifold. “[It has] created 
relationships with other busi-
nesses that have embraced 
our Pure Thinking ethos, who 
in turn became clients.”

Pure Thinking has also 
struck a chord beyond the lo-
cal community. The various 
awards received to date by the 
group have attracted unfore-
seen publicity and marketing 
opportunities.

Ultimately, though, its most 
notable achievement, from a 
business perspective, is that 
it has given staff a real under-
standing of local people. This 
connection between business 
and community is essential, 
says Byrne Hyland.

“In these challenging eco-
nomic times it is vital to be 
aware of who our clients are, 
what makes them tick, and 
what their lives are about.”

UCD College of Science 
and Hanlon & O’Boyle

Art and science might not 
be the most obvious bedfel-
lows, but for the past three 
years, artist Emer O’Boyle and 
Associate Professor of Astron-
omy at UCD Lorraine Hanlon 
have been working to bring 
them together and this year, 
they are featured in the Alli-
anz Business to Arts Awards.

Tunnelling Art and Science 
is a module that sees under-
grads from NCAD and UCD 
College of Science collaborate. 

Last year the launch of an Art-
ist in Residence programme 
at the College of Science 
brought together four artists 
and 12 scientists to create 
science-related artwork.

O’Boyle says the meeting 
of science and art has been 
eye-opening. “There’s noth-
ing quite like working with 
someone who shares your 
passion for a subject, espe-
cially when they can bring 
new perspectives and meth-
ods of discovery to what 
you’re looking at.”

Prof Joe Carthy, Principal 
and Dean of Science, UCD Col-
lege of Science, says students 
deserve not just excellent sci-
ence education but also a wid-
er exposure to the arts.

“It will enrich their lives 
and make them better sci-
entists. What Lorraine and 
Emer have managed to do is 
provide UCD science academ-
ics the opportunity to pursue 
interests they always had in 
the arts.”

The practical nature of the 
collaboration makes it a far 
richer experience than more 
usual approaches to learning. 
“This is the kind of reciprocal 
exchange that’s not available 
in books but can reinvigorate 
our shared sense of human-
ity,” says O’Boyle.

Arup/Joseph Walsh
In November 2012 Arup Ire-
land hosted its first Penguin 
Pool event, which sees mem-
bers of staff engage with 
various creative professionals. 
The guest speaker that night 
was self-taught furniture de-
signer Joseph Walsh.

Walsh displayed his 3D 
models for guests to engage 
with, and took part in a Q&A 
session. The designer pro-
vided his time and expertise, 
while Arup provided a plat-
form for his work, and an 
opportunity to engage with 
an audience of varied back-
grounds.

Claire Curtis, associate at 
Arup, says many new rela-
tionships were formed on the 
back of the event; some of 
these even translated into col-
laborative projects. 

“It positioned Arup as a 
creative organisation in the 
minds of potential collabora-
tors and advocates, and also 
helped us to draw parallels 
between our working process 
and how different designers 
approach creative problem 
solving,” she says. 

Feedback from Arup em-
ployees was a testament to 
the success of the initiative. 
Eoghan Lynch, group leader, 
Arup, said the event “hit the 
target in terms of reaching 
out to creative people whom 
we wouldn’t normally inter-
act with in the course of our 
work”.

Curtis says the company 
believes that staying in touch 
with and supporting the crea-
tive arts is really important, 
something the Allianz Busi-
ness to Arts Awards have al-
ways recognised. 

“We see a strong link be-
tween creativity and inno-
vation. From a design per-
spective, we can also draw 
parallels between our engi-
neering design work and the 
creative process,” she says.

Companies can encourage employees 
to engage with the arts in many 
ways, but some businesses excel in 
the ingenuity of their particular 
approaches, as this year’s Allianz 
Business to Arts Awards prove

Staff of life

The Bridge, an installation by the Pure Thinking Group, 
which was highly commended at the Allianz Business to 
Arts Awards

The McCann FitzGerald and Abbey Theatre event, highly 
commended at the Allianz Business to Arts Awards

From left: Professor John Delaney, University 
of Washington at The Longest River event in 
Brussels, 2013; Mica Warren; Rónán Murphy, 
senior partner, PwC; Kirstyn Byrne; Nicole 
McMahon; Professor Declan McGonagle, director 
NCAD, and Chris Fullam at the launch of the PwC 
collaboration with NCAD; a portrait of Bairbre 
Fox, senior executive assistant in the School of 
Physics at UCD, by Emer O’Boyle, as part of The 
Art of Physics project with Lorraine Hanlon; Arup 
employees and guests at the Penguin Pool event, 
Dublin. All projects were highly commended in 
the Allianz Business to Arts Awards

Allianz Business to Arts Awards
A supplement on business and the arts in conjunction with Independent Newspapers, Allianz and Business to Arts



C
ommiss ion-
ing a piece of 
art can end 
up showcas-
ing a lot more 
than the indi-
vidual artist’s 

talent; it can also tell a lot 
about the company behind 
it. The shortlisted entries for 
this year’s Jim McNaughton 
Perpetual Award for Best 
Commissioning Practice 
highlighted the willingness 
of the businesses involved to 
truly engage with the artists 
they commissioned.

Bord Gáis Éireann for John 
Kindness
Multimedia artist John Kind-
ness’ GASWORK was com-
missioned by Bord Gáis Éire-
ann as a tribute to the unique 
history and heritage of Dub-
lin’s gas industry. The frieze 
was inspired by the genera-
tions of people who worked 
at the Sir John Rogerson’s 
Quay Gasworks for almost 
200 years up until the 1980s, 
and the winning proposal 
was selected by a panel of art 
experts, Bord Gáis employ-
ees, and members of the local 
community.

Bord Gáis note the artist’s 
enthusiasm for working with 
current and former employ-
ees as well as members of the 
Dublin Docklands community 
as being central to the project 
in that it enabled him to cap-
ture the wealth of personal 
experience tied up in the gas-
works’ history.

Sean Casey, MD, Bord Gáis 
Networks, says it is a privilege 
for the company to work with 

The art of commissioning
The competition for the Jim McNaughton Perpetual Award for Best Commissioning Practice at 
this year’s Allianz Business to Arts Awards was tough, as judges felt all of the Highly Commended 
projects could have made worthy winners

Ireland’s creative talent. “We 
are committed to our role 
in supporting community 
through a range of activities. 
We truly believe that support-
ing the arts is important in 
keeping our cultural values 
alive and in maintaining a 
societal landscape enriched 
with creativity.’’ 

Kindness says commissions 
such as this one are about a 
business having the courage 
to go on a journey into new 
territory, not about “hiring 
someone to blow your cor-
porate trumpet for you”. He 
believes that projects can be 
symbiotic, of benefit to both 
parties, something the Allianz 
Business to Arts Awards have 
always recognised. 

“Artists get an opportu-
nity and a decent budget to 
push the boundaries of their 
practice. For the business in-
volved, they are associated 
with something that adds to 
the visual culture of the coun-
try and lasts way beyond any 
commercial promotion.”

Chapter One Restaurant 
for Magnhild Opdøl
In 2011 Chapter One restau-
rant in Dublin launched an 
initiative to promote the work 
of young and emerging art-
ists in Ireland, while building 
a collection of pieces focus-
ing on the links between art  
and food. 

Highly commended at the 
2013 Allianz Business to Arts 
Awards, ProjectArt@Chap-
terOne sees pieces by the se-
lected artist displayed in the 
restaurant, printed on menus 
and sold as limited edition 

prints. The works will also 
feature in a cookbook. The 
commission process is ad-
vised by a working group of 
arts professionals, including 
Patrick T Murphy (RHA) and 
Barbara Dawson (The Hugh 
Lane). 

Irish-based Norwegian art-
ist Magnhild Opdøl was the 
first artist to have her work 
displayed as part of the series. 
Her interpretation of the brief 
resulted in a still life of two 
dead hares called ‘Running in 
Pairs’. She says she found the 
commission interesting and 
fun to work on.

“I was very inspired by 

the passion of Ross Lewis 
[Michelin-star chef and co-
owner of Chapter One] and 
an interest in the circle of life 
has always been part of my 
own ‘brief’. So in a way, this 
was the perfect commission 
for me.”

Jessica Lewis of Chapter 
One says the restaurant want-
ed to raise brand awareness 
within a different community. 

“Due to our geographic 
location, between the Gate 
Theatre, The Hugh Lane Gal-
lery and The Abbey Theatre, 
we felt this was definitely 
something that would benefit 
the restaurant. The idea that 

you can work with an art-
ist to develop an individual 
piece which is tailored to the 
specific requirements of the 
business has great benefits. 
It has given a new dimension 
to the restaurant and has cre-
ated great vibrancy around 

the project.”
Opdøl says that, from the 

artist’s point of view, linking 
up with business is a great  
opportunity.

“The art world and busi-
ness world can seem far apart, 
but something interesting can 

happen when people meet 
and talk. [Chapter One] has 
brought the work to a large 
new audience, which is very 
helpful, being an emerging 
artist.”

The final highly commend-
ed project for the Jim Mc-

Naughton Perpetual Award 
for Best Commissioning Prac-
tice was Presentation College 
with Blaise Smith, which 
won the Special Recognition 
Award at this year’s Allianz 
Business to Arts Awards. See 
page 5 for further details.

Gaswork by John Kindness and commissioned by Bord 
Gáishas been highly commended for the Jim McNaughton 
Perpetual Award for Best Commissioning Practice

Michelin-star chef Ross Lewis with the commission piece Running in Pairs by Magnhild Opdøl in Chapter One. 
The project was highly commended at the Allianz Business to Arts Awards

T
he projects not-
ed in this year’s 
Awards ranged 
all the way 
from synergies 
between art 
and medicine, 

to supporting a major cultural 
event in a city, to inspiring a 
nation to write short plays.

Amaranta Family Practice 
and deAppendix
Cultural space deAppendix in 
Blackrock, Co Dublin was set 
up by Ciara McMahon at the 
same time as she started her 
GP practice there in October 
last year.

“My initial training was 
as a GP but I subsequently 
returned to college at the 
National College of Art and 
Design. My art work looks for 
the junction point between 

All aboard
Getting the man and woman on the street involved in arts initiatives 
requires a combination of enthusiasm and a very good idea. There 
was no shortage of either among the projects highly commended in 
the Best Use of Creativity in the Community category at this year’s 
Allianz Business to Arts Awards

art and medicine, and it made 
natural sense to me that that 
interest would spill over into 
my surgery,” she explains.

The highly commended 
project at this year’s Allianz 
Business to Arts Awards hosts 
art exhibitions and talks, and 
has an artist-in-residence 
programme with a sharing 
of resources between the two 
disciplines.

“The presence of an artist in 
the studio while patients are 
visiting alters the atmosphere of 
the practice by subtly present-
ing an awareness of our aes-
thetics and suggesting empha-
sis on the role creativity plays 
within our health, our lives and 
our society. Patients are curious 
and that can provide me with a 
more rounded picture of them,” 
says McMahon.

“The day-to-day work of a 

GP involves large amounts 
of instinct, observation and 
right-brain thinking – activi-
ties associated with creativity 
and art.

“The feel-good factor from 
having professional artists 
actively incorporated within 
a business is overwhelmingly 
positive. Given Amaranta 
Family Practice is a start-up, 
the influence of deAppendix 
on its image is enormous, al-
most fundamental.”

BAM Contractors and Cork 
Midsummer Festival
Tom Creed, festival director 
of the Cork Midsummer Fes-
tival, first saw documentary 
project Ciudades Paralelas in 
Zurich in July 2011 when he 
was looking for unique and 
exciting artistic projects that 
could transform Cork city. 

“I was keen to introduce 
new kinds of documentary 
theatre to Cork, in which 
real people and real lives 
are presented on stage. BAM 
Contractors are transforming 
Cork city with their ambitious 
development projects and I 
knew they would be an ideal 
partner for a project like this, 
which transformed familiar 
places in the city into pop-up 
cultural venues,” he says.

Mike Jones, business devel-
opment director, BAM Con-
tractors, agrees that Ciudades 
Paralelas was an opportunity 
for the company to demon-
strate its commitment to the 
city and its people and to 
develop a reputation as civic 
and cultural heroes in Cork.

“We were happy to do it 
and viewed it as part of our 
overall corporate social re-
sponsibility approach which 
focuses on the principles of 
people, planet and profit. Our 
profile was lifted by the pub-
licity surrounding the project 
with customers noticing it 
and communicating with us 
about it.”

Creed says that from the 
first meeting, Jones, chief ex-

ecutive Theo Cullinane and 
the BAM team were “extreme-
ly supportive”, giving the fes-
tival free rein to develop the 
project to its full potential.

“The financial support 
was essential in making the 
project happen. In return, 
we featured BAM’s branding 
in the festival brochure and 
other marketing materials, at 
festival launches and at the 
Ciudades Paralelas perfor-
mances.”

This project enabled the 
festival to work with over 100 
people from diverse parts of 
the community, empower-
ing them to engage with it 
and the arts in a way they 
wouldn’t otherwise have 
done – another example of 
arts in the community at this 
year’s Allianz Business to Arts 
Awards. 

The Irish Times and 
Fishamble: The New Play 
Company
In late 2011, Fishamble: The 
New Play Company invited 
the Irish public to submit 
short plays for its ‘Tiny Plays 
for Ireland’ project, an-
nounced in partnership with 
the Irish Times. The project 
at the time was highly com-
mended at the Allianz Busi-
ness to Arts Awards.

Due to the overwhelming 
response from the open call 
through the Irish Times – 
1,700 plays were submitted – 
Tiny Plays for Ireland 2 was 
developed to coincide with 
Fishamble’s 25th anniversary. 
It earns yet another highly 
commended position at this 
year’s Allianz Business to Arts 
Awards. 

“The level of response was 

a direct result of the Irish 
Times’ involvement in the 
project,” says artistic director 
of Fishamble Jim Culleton.

“The collaboration was 
very supportive and produc-
tive, with Fishamble and the 
Irish Times working together 
on all stages of the project – to 
announce it on and offline, to 
publish selected plays in the 
paper and promote two pro-
ductions of 50 tiny plays in 
2012 and 2013.”

Culleton says the project 
got people who had never 
written plays before to give  
it a go. 

“People from all 32 counties 
on the island of Ireland sub-
mitted plays, as well as people 
from a dozen other countries.”

Shane Hegarty, then arts 
editor of the Irish Times, says 
creatively the project was as 
successful the second time 
around. 

“Obviously it was originally 
envisaged as one round of 
plays, but the second round 
was completely justified. I 
liked seeing new people com-
ing in to see plays who maybe 
wouldn’t normally go to the 
theatre. 

“[A project like this] is re-
ally good for a paper like the 
Irish Times, which takes its 
arts coverage very seriously 
and has a good connection 
with its readers. Any time we 
have ever tried to get people 
involved, the creativity that 
has come back is amazing. 
You realise that people aren’t 
just passive readers interested 
in reading reviews and good 
writing. They want to contrib-
ute as well.”

Myra Jago art on display at deAppendix space at Amaranta Practice, which was 
highly commended for Best Use of Creativity in the Community at the Allianz 
Business to Arts Awards

Performers at Cuidades Paralelas, the Cork Midsummer 
Festival event, which was supported by BAM 
Contractors and highly commended at the Allianz 
Business to Arts Awards

Mary Murray and Sorcha Fox in Fishamble’s Tiny Plays 
for Ireland 2, highly commended at this year’s Allianz 
Business to Arts Awards. Photo by Pat Redmond
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T
he Allianz Busi-
ness to Arts 
Awards recog-
nise what can 
be achieved 
when business 
and arts organ-

isations work together. Deep-
ening partnership between 
the business sector and the 
arts community is something 
that I strongly support.

To help private funding 
of the arts to grow, in 2012 I 
launched a philanthropy ini-
tiative in my department to 
incentivise arts organisations 
to seek out new relationships 
with private sponsors. It was 
hoped that for every ¤1 of tax-
payer money invested, private 
sector funds of ¤2.50 would 
be generated. In fact, the 
scheme was more successful, 
with ¤4.26 coming from pri-
vate sources for each ¤1 from 
my department.

This meant that a fund of 
just over ¤200,000 from the 
Department of Arts, Herit-
age and the Gaeltacht helped 
unlock funds from the private 
sector of more than ¤860,000. 
This was a very considerable 
boost to the arts community, 
especially at a time when 
funding from the taxpayer 
continues to be under pres-
sure. Projects that benefitted 
included the Limerick Corri-
dor Art Programme, Temple 
Bar Gallery, The Butler Gal-
lery, the Dublin Theatre Fes-
tival, Boston College, and the 
GAZE Film Festival. 

This year, the philanthropy 
scheme is again being offered 
by my department. Arts or-
ganisations can access up 
to ¤5,000 if they can match 
each ¤1 from the taxpayer 
with ¤2 from private sector 
funding. The taxpayer sup-
port can increase to ¤15,000 
if each ¤1 is matched by ¤4 

from private fundraising. Arts 
organisations that wish to 
apply for support can down-
load the application form on  
www.ahg.gov.ie.

My department’s initiative 
gives immediate assistance 
to arts organisations through 
taxpayer funding, but also has 
a longer-term impact. We are 
increasing the number of arts 
and culture organisations that 
have – with support from the 
initiative – successfully raised 
funds from private sponsors. I 
hope that the skills they gain 
from this process will stand 
them in good stead for future 
fundraising.

Today’s constraints on the 
taxpayer mean that we have 

to look for innovative ways to 
address funding issues. How-
ever, the experience can also 
be a very positive one, both 
for arts organisations and for 
those members of the busi-
ness community who have 
the vision to see what can be 
achieved through partnership 
with the creative sector. 

Business to Arts has been 
building partnerships be-
tween the business and arts 
communities in Ireland for a 
quarter century, while the Al-
lianz Business to Arts Awards 
are a great way to see the best 
case studies.
Jimmy Deenihan TD
Minister for Arts, Heritage 
and the Gaeltacht

Proof of partnership
Minister for Arts, Heritage and the Gaeltacht Jimmy 
Deenihan TD says the Allianz Business to Arts Awards are 
evidence of what can be achieved by creative partnership

Minister for Arts, Heritage and Gaeltacht Jimmy 
Deenihan TD speaking at this year’s Allianz Business 
to Arts Awards

I
n November 2013, five 
unforgettable days 
await the participants 
of the Lang Lang Jun-
ior Music Camp sup-
ported by Allianz, 
which will be held in 

the beautiful city of Munich 
in Germany. 

Twelve talented young ap-
plicants from around the 
world will be selected to get 
to know like-minded people 
from other countries and to 
perform music together. New 
friends and new experiences 
await the successful appli-
cants, together with a once in 
a lifetime opportunity to meet 
the world-famous pianist 
Lang Lang. 

Allianz’ mission is to in-
spire children to become mu-

Learn with Lang Lang
International superstar Lang Lang is set 
to run a junior music camp in Germany 
in November, supported by Allianz, and 
Irish children can apply

sic ambassadors and to pass 
on their passion for music to 
other children and so we are 
proud supporters of the Lang 
Lang Foundation which also 

shares our passion. For full 
details on this unique and ex-
citing opportunity please visit 
www.langlangfoundation.org 
and click on the Allianz link.

B
ringing longevity 
to a business and 
arts relationship 
requires trust, 
commitment and 
ongoing creative 
evolution, as the 

highly commended longterm 
partnerships at this year’s  
Allianz Business to Arts 
Awards show.

Moët Hennessy and the 
Hennessy Literary Awards
In the 42 years of their ex-
istence, the Hennessy Liter-
ary Awards have celebrated 
emerging writers in Ireland, 
with past winners becoming 
a veritable who’s who of the 
Irish literary scene.

Frank McGuinness, Dermot 
Bolger, Neil Jordan, Anne En-
right, Sebastian Barry, Joseph 
O’Connor and Martina Devlin 
have all won awards or ap-
peared in the New Irish Writ-
ing Page, when they were un-
known writers. In fact, Joseph 
O’Connor was about to throw 
in the towel after numerous 
rejection letters, when he 
won the award and the agents 
started knocking at his door.

Not all winners have gone 
on to have such distinguished 
writing careers – and not all 
of the distinguished writers 
have actually won the First 
Fiction, Emerging Fiction or 
Emerging Poetry categories 
at the awards. But what the 
Hennessy Literary Awards 
have done for the past 42 
years is build awareness of 
Irish literary talent among the 
wider public. 

Ciaran Carty, editor of the 
New Irish Writing Page, has 
seen the page’s monthly publi-

Dermot Healy, Hall of Fame inductee at the 42nd 
Hennessy Literary Awards. The awards were highly 
commended at the Allianz Business to Arts Awards

cation move from the Press to 
the Sunday Tribune and now to 
the Irish Independent, through-
out which it has had the long-
term support of Hennessy.

“Literary awards and spon-
sorships are invariably about 
major writers; the Hennessy 
Literary Awards are unique in 
that from the start they cham-
pion unknown first time writ-
ers,” says Carty.

“The relationship works 
very well because they are a 
very undemanding sponsor in 
the sense that they leave the 
judging to the editorial side, 
however, they publicise the 
event as much as they can.”

Highly commended at this 
year’s Allianz Business to Arts 
Awards, that longstanding re-
lationship has developed over 
four decades as the awards 
have been brought online. In 
2003, a Hall of Fame Award 
was introduced, and last year 
a New Irish Writing magazine 
was published. 

Caroline Sleiman, market 
development manager, Moet 
Hennessy says the company 
has helped build awareness 
of the award winners in order 
to support their careers, while 
sponsorship of the awards has 
helped create new customers 
for the Hennessy brand.

“The cultural arena is some-
thing that Hennessy firmly 
believes should be supported 
and nurtured. It’s so intrinsic 
to the Irish way of being.

“Over the years we’ve tried 
to freshen up our sponsor-
ship, in how we interact with 
the winners. We support the 
writers with readings and 
promote the page through our 
social media sites.”

As Hennessy approaches 
its 250th anniversary in 2015, 
Sleiman says its sponsorship 
of the awards is something it 
sees as long term. 

KBC Bank Ireland and KBC 
Great Music in Irish Houses
With a willingness to innovate 
and bring chamber music to 

a wider audience, the KBC 
Great Music in Irish Houses 
festival put on one of its finest 
and most varied programmes 
in 2013.

Following on from its sub-
tle but brilliant name change 
last year – and its win at the 
2012 Allianz Business to Arts 
Awards – the festival hosted 

11 concerts over six days by a 
variety of Irish and interna-
tional musicians. 

The name change from 
Music in Great Irish Houses 
meant it continued to expand 
its reach, with events held eve-
rywhere from stately homes 
to the ‘box on the docks’, the 
Irish Waterways visitor cen-
tre, in turn attracting new 
audiences and increasing its 
public profile. It also put on 
a mini-festival within the fes-
tival with four events held on 
the final day in the Smock Al-
ley Theatre. 

KBC assisted with publicity 
for the show, playing an im-
portant role in marketing.

John Reynolds, CEO, KBC 
Bank Ireland, says while the 
relationship with the Great 
Music in Irish Houses in-
volves more tangible financial 
support, it goes beyond that. 

“Less obviously, it involves 
a lot of interactivity between 
our marketing department 
and the festival. The small 
team at Great Music benefit 
very much from the market-
ing assistance, whether that’s 
assistance in graphic presen-
tation of material or online 
interactivity. If it was only 
money it would have died 
away as a connection.”

In the last two years social 
media has played an increas-
ingly important role in the 
festival’s publicity, as it seeks 
to attract a younger audience 
of 25 to 35 year olds. 

The online campaign per-
formed particularly well with 
over double the average click 
through rate and new fans 
coming in via Facebook and 
Twitter.

Playing the long game
Keeping a sponsorship vibrant and effective year after year takes a special kind of commitment

The Heath Quartet who performed at this year’s KBC Great Music in Irish Houses, a 
collaboration highly commended at the Allianz Business to Arts Awards

The festival also extended 
its reach into the community 
by joining with the Irish As-
sociation of Youth Orchestras 
to offer talented young musi-
cians a valuable opportunity 
to work with the inspirational 
clarinetist Michael Collins in 
a masterclass session.

Laurie Cearr, general man-
ager of the festival, says such 

innovation would not have 
been possible without the 
support of KBC.

“Their continuing assis-
tance was the principal fi-
nancial foundation for this 
year’s programme. This core 
funding was an incentive for 
us to seek and secure further 
support from the Arts Council 
and the Department of Arts, 

Heritage and the Gaeltacht 
for which we are extremely 
grateful,” she says.

Also highly commended in 
the Best Longterm Partner-
ship category were Brothers 
of Charity Services and Ability 
West and Blue Teapot Theatre 
Company, DAA Arts Award 
winner. See page 3 for more 
details.
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