




Luxury brands increasingly promote 
the arts, especially where opera hous-
es and music festivals are concerned. 
And it is absolutely providential. The 
revenue from ticket sales only cov-
ers a fraction of the cost of staging 
an event and maintaining a structure. 
In times like these, where the state no 
longer provides assistance, such con-
tributions from philanthropic sponsors 
are heaven-sent. Actually, exceptional 
benefaction has always been essential 
in countries with an Anglo-Saxon and 
free trade culture, where governmental 
- and in some cases welfare – forms of 
assistance are non-existent.

Rolex backs the MET Opera 
in New York



So which brands are the most benevolent, and 
what motivates them to sustain a theatre or a 
music festival? Firstly, the companies are main-
ly linked to automobiles, watches, and jewel-
lery, in addition to banks, which are especial-
ly active. Then it depends on the territory. In 
Switzerland, insurance companies are more 
committed than elsewhere, and Nestlé’s pres-
ence is particularly incisive. In Russia, theatres 
thrive thanks to companies connected to gas 
and oil. In the US, philanthropic foundations 
stand out, along with banks, of course. One 
thing is certain, as well as logical: patrons are 

motivated if the theatre is appealing and if 
it ensures a return of investment in terms of 
their image. The perception that a company is 
sensitive towards the public and is investing 
its surpluses in the community undoubtedly 
wins brownie points. It is also particularly ben-
eficial for the superintendent and musical di-
rector to be skilful in cultivating relationships 
with the brand. Case in point, Valery Gergiev, 
the charismatic conductor of the Mariinsky 
Theatre, personally knows the benefactors of 
his theatre who have faithfully followed and 
supported him for years. 

Nespresso et le Verbier Festival





The award for the patron par excellence goes to Rolex. Steadfast in back-
ing art and everything that embodies excellence, the luxury watchmak-
er collaborates with some of the finest theatres in the world, including 
La Scala, the Paris Opera, the Metropolitan in New York, and the Royal 
Opera House in London. It is also the main sponsor of the Vienna New 
Year’s Concert and the Salzburg Festival: thanks to Rolex, every year 
during the Salzburg Whitsun Festival, an opera performance is staged 
starring Cecilia Bartoli. Rolex has less visible projects as well. Rebecca 
Irvin, head of the Rolex Institute in Geneva, is the mind behind the Mentor 
& Protegé programme where emerging talents are trained by great mas-
ters of literature, music, architecture, dance, and theatre.

Vienna New 
Year’s Concert at 

the Musikverein

Vienna 
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Performance in Shanghai: Evgenia Muraveva and 
pianist Elena Larina sang arias from Queen of 
Spades, Il Trovatore, and Gianni Schicchi.
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/ Andreas KolarikIn Austria and Germany, Nestlé is extremely dedicated. This food giant has 

also been contributing to the Salzburg Festival since 1991, creating the 
Nestlé and Salzburg Festival Young Conductors Award to select the most 
promising young directors. Once upon a time a sponsor was relegated back 
into the shadows after having performed their ATM-like function, and their 
charitable deed was not to be mentioned in polite conversation. Instead, 
the Nestlé award is an example of how today’s patron is enthusiastic about 
being involved in the life of the institution it is funding, and loves having 
a role in the projects. Nestlé has also been associated with the Lucerne 
Festival Orchestra ever since it was founded, and supports the Festival of 
Verbier, which this year celebrates its 25th anniversary. For the Lucerne 
Festival, it is Zurich Insurance that is on the front line.



Among automotive companies, the Volks-
wagen Group stands out. Porsche of-
fers a luxurious sponsorship to ‘grease the 
wheels’ of the world’s oldest orchestra, the 
Gewandhaus Orchestra in the city of Leipzig, 
where Porsche assembles the Panamera and 
Cayenne. It is Audi, however, that reigns su-
preme among the Volkswagen brands. In 
fact, the Salzburg, Bayreuth, and Schleswig-
Holstein Festivals  are built on a solid partner- 

ship with Audi. Since 1990, every July the 
Audi Summer Concerts have been leaving 
Ingolstadt audiences spellbound by top art-
ists from around the world. Furthermore, 
the Audi Philharmonic Wind Orchestra has 
been operating since 1962: behind the mu-
sic stands are Audi employees. Then there 
is the Audi Youth Choir Academy that was 
founded in 2007 to help gifted young hope-
fuls develop into the stars of tomorrow.

AUDI orchestra





AUDI Summer Concerts



Porsche open air concert with the 
Gewandhausorchester, Alexander 
Shelley conducting





Since 1993, Credit Suisse has engaged in an ongoing and fruitful 
partnership with Lucerne Festival. The internationally renowned 
Credit Suisse Young Artist Award supports outstanding soloists who 
show the potential to develop a major international career. Along 
with a cash award in the amount of €65,000, the winners are given 
an opportunity to appear in concert with the Vienna Philharmonic 
during the Summer Festival in Lucerne. This award is given jointly 
by Lucerne Festival, the Vienna Philharmonic, the Vienna Society 
of Friends of Music, and the Credit Suisse Foundation. 

Lucerne Festival





Finally, the Metropolitan Opera of New York 
stands alone. It is the nation’s largest per-
forming arts organization and the consor-
tium is remarkable. It receives more mon-
ey from its patrons than anyone else in the 
world. The report for the 2015-2016 season 
reveals that philanthropic families are at the 
top of the list. At the pinnacle of the pyramid 
are Ann Ziff and the Ziff Family who donat-
ed €41 million, while the billionaire couple 

Mercedes and Sid Bass, William and Susan 
Morris, together with an Anonymous Donor, 
offered €25 million. Though the list of Met 
supporters is quite long, the astronomical 
donations are counterbalanced by the astro-
nomical expenses. The theatre spent €240 
million in the last fiscal year (within July 
2016), the lowest operating budget in sev-
en years, however, a deficit of €144,000 still 
remains.

Metropolitan Opera in New York
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