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Art in the subway 

Problem description: 
The premises that guided the São Paulo Subway conception and implantation showed a concern 
about the selection of the most modern technology for a high capacity transportation, its 
integration with other transportation modes and its high level service. The valorization and the 
respect to the user established a safe, fast, reliable, regular and comfortable transportation. Art 
and culture, in wider sense, were humanization instruments of this transportation system, 
staying until today as one of the best relationship channels of the Subway with its clients / users, 
with the city and with its visitors.  
The Subway of São Paulo has been representing, since its implantation, an interference of 
technological character in the life of São Paulo citizens and, by a strategic option, integrates the 
system to several society manifestations. Assuming the permanent position of innovations 
promoter and consequently of social transformation agent, of urban, architectural and 
revitalizing renewal of the metropolis, the São Paulo Subway worries about the quality of the 
rendered services, its users' quality life and the widest integration with the community. 
The inauguration of the complex which connected the largest Subway station and the re-
urbanized Sé Square, in the center of São Paulo, signaled the appearance of a true outdoors 
museum just in the zero mark of the capital. 

 
Starting from 1978, sculptures, murals and panels, signed by famous plastic artists, invaded the 
Square and Sé's Station internal spaces, composing unusual scenery for most eyes. Besides 
vivifying the cultural and artistic patrimony of the city, that initiative had the merit of placing a 
very important subject in the line of debates of the São Paulo Subway Company. The proposal 
of introducing works of art in the architectural project of the stations turned into a controversy, 
which mobilized the technical body of the company, gaining space in the press. 
In 1988, noticing that the constructive conceptions of the stations allowed the use of art in its 
lines, the Subway began a program that aimed at a closer contact with the user.   
In an experimental process of approach user-work of art, with the placement of works in some 
available spaces and in some special moments, those first experiences allowed to evaluate, 
through “in loco” observation and through opinion research, the positive reaction by the 
acceptance, appreciation and preservation of the work. After that the Subway decided to invest  
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in the integration with the user, definitively installing the project Art in the Subway, which 
creates a new form of art perception, physically integrated to the Subway atmosphere, valuing 
the architecture and strengthen the communication with the user, stimulating the respect and the 
notion of conservation of the collective spaces used in the quotidian. 

Description of the campaign / measure: 
The project Art in the Subway cannot be treated as a campaign, because it is a perennial project 
that possesses a logo easily identified by the users, which they associate to the quality of the 
services rendered by the Subway, establishing a relationship of mutual respect and of 
conservation of the public patrimony. In all the stations exist informative panels of the works 
installed there, its locations and its respective technical information. In the Subway site 
(www.metro.sp.gov.br) an exclusive link was created for the project Art in the Subway, where 
images and information are available about the whole collection, including a map of the system 
for better location of each work. 
 

 

Who is the driving force behind it? Who is the 
beneficiary? 
The campaign is part of the marketing actions accomplished by the Subway Company 
Marketing and Communication Department, which finances and defines the communication 
plan. The people in general are considered to be the main beneficiary of the results, because the 
Subway Company is a public transportation company and therefore the results obtained are 
transferred to the citizens. 

Main slogan / statement: 
A slogan doesn't exist for the project. Its mark “Art in the Subway” appears in all pieces, 
including the identification plates of each work. The current call: “Art in the Subway, a cultural 
trip” has the additional objective of provoking the user to accomplish displacements in the 
system with the aim of knowing the works of the collection, motivating the cultural tourism. 

Results: 
The installation of contemporary works of art in the São Paulo Subway allows the common 
citizen's coexistence and involvement with the exposed object in proportions many times 
superior to those obtained in the most renowned museums. Daily the São Paulo Subway 
provides 2,6 million trips and the user's opportunity to notice and appreciate the works of art 
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that invariably will be within his eyes’ reach along the itinerary. The socialization of the 
contemporary art, the Brazilian artist's valorization, is another important current benefit of that 
project, because the exhibition of important contemporary works to a volume of such significant 
public has the effect of popularizing the artists, allowing the great public to recognize them in 
other facilities.   

Opportunities / barriers: 
Today it is already conceived an architectural project of a station foreseeing space for works of 
art. The São Paulo Subway permanent collection of Contemporary Art - "Art in the Subway 
Project", presently has more than 100 works of art of the most renowned Brazilian plastic 
artists. There are sculptures, panels, installations and paintings that integrate into the 
environment’s architecture, daily within the users’ reach. The São Paulo Subway collection is a 
reference in the city of São Paulo and it forms a part of innumerable tourist and cultural routes. 
Besides the investments necessary to the installation, the maintenance, conservation and 
restoration needs of the works should be considered, which many times can involve a 
considerable budget because of the materials and amounts employed. The adoption of easy 
cleaning materials, which can be washed, will considerably reduce those expenses.   

Steps for implementation – Frequently asked 
questions: 
The Program Art in the Subway has built its collection along the last 25 years, based on the 
Advisory Commission of Art opinion, composed by Subway representatives plus five renowned 
entities of the plastic arts, which are: MAM – Modern Art Museum, MASP – São Paulo Art 
Museum, APBA – São Paulo Fine Arts Association, IAB – Brazil Architects Institute and São 
Paulo State Art gallery.   
The installation of the works always involved investments and political will for 
accomplishment, which lately have been supported by partnerships that usually involve the 
artist, the Subway Company and the private enterprise. Another important aspect is the 
definition of the place where the work will be installed, because the integration of the work with 
the history and the memory of the place where it will be installed, the humanization of spaces 
immersed in great concrete volume, proposing the valorization of the architecture without 
interfering in the functionality of the spaces, are subjects thoroughly discussed by the 
Commission.   

Examples: 
See the link: www.metro.sp.gov.br/cultura/tearte.asp  

Cost / Benefits: 
In the costs composition, which in the present case are considered investments, should be 
included the costs of the works and its respective installations. Of course the value of the 
investment will vary depending on the size and importance of the works and on the artists 
selected. Consequently the establishing of partnerships and the achievement of sponsorships 
dilute the volume of invested resources and maximize the gain for people involved, as 
improvement of the partners' image and quality perception by the public.   
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Link and or article for more information 
Sâo Paulo Metropolitan Company - Metrô: www.metro.sp.gov.br   
FLÁVIA AUDRÁ CUTOLO - Boss of the Marketing and Communication Department, São 
Paulo Subway ; Rua Augusta 1626, 14º andar, ZIP CODE 01304-902 São Paulo / Brasil, 01304-
902 São Paulo / Brasil   
tel.: +55 11 3371-7219 +55 11 3371-7243 fax: +55 11 251-0688;   
e-mail: facutolo@metrosp.com 
 


