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Preface


The world of media and technology has changed radically over the last decade. And, quite specifically, since 2004, which was a landmark year in this context.


The world prior to 2004 was a world without Facebook, Twitter, YouTube, Tumblr, or Google+. Though the term “blogger” did exist in our vocabulary thanks to services such as BlogSpot and WordPress, at that time, no one had completely acknowledged the full potential of the blogosphere. At the time, Nokia and Sony Ericsson were still claiming the market for mobile phones – without reason to fear words like “iPhone” and “Android”.


Since 2004, the circulation number of newspapers has decreased immensely and it is only within the last couple of years that the media industry has truly awoken and started to implement the new media in their strategies. This is why you can ‘like’ your newspaper on Facebook, why you can follow the doings of the individual journalists on Twitter, and why you can view videos on the newspaper’s very own online television platform.


Meanwhile, the world of arts and culture has also changed greatly. Many cultural players are now exploring and trying out new possibilities with great enthusiasm, and entirely new ways of incorporating and involving your audience have been created. This is a tendency that the audience, in most cases, is equally eager to partake in.


The media landscape has undergone a revolution, meaning that the challenges of the PR and communication industry have increased explosively. Therefore, based on a great number of requests, I have written this book, which takes its point of departure in the Western World as we know it today.


Note that the book is not an academic dissertation. It is based on something that in many ways is much more valuable in the real world – experience. With this edition, I present my personal perspective on how one is to behave within both the new social and digital media as well as the more traditional and analogue media. On when to prioritize social media above all others, when analogue and digital media should be combined, and when the most reasonable action is still a good old-fashion press release.


While I have made the effort to ensure that the cases in this book will make as much sense as possible for an international audience, most of them take their point of departure in the Scandinavian market. However, from personal experience I can say that the trends that shape the Scandinavian market are also very present in other parts of the Western World and therefore, everyone should be able to relate to the cases presented in the book.


In order to understand where I am coming from, allow me to introduce myself. My name is Christian Have, and I am the founder and creative director of Have Communications – one of the most influential European agencies within cultural event management. As part of Have Communications, I have been part of the communication and planning of some of major cultural events around Scandinavia, Europe, and the US. These efforts have resulted in Have Communications being nominated to and winning several awards. For more information on my work and that of Have Communications, please see the next section.


A central concept in this book is the Event DNA, which illustrates how to deal with media, how to understand the communicative challenges of culture, and how the dramaturgical process around an event is to be understood. To meet the reality that the event industry is facing today, I have divided the concept in two: The commercial event and the creative event.


I hope that this book will be useful, inspirational and a joy to read for all players within the now widely ranging field of culture. Arts, culture, and the event industry are meriting from increased exposure these days, which brings with it a more profound reason for existence – also in a broader societal perspective, as this field will only play an even larger part in the future.


Let me end this preface by pointing out a tendency that I am convinced will become only more significant in the coming years: Within the Western Hemisphere, arts, culture and events are fusing with areas such as sports, knowledge and health. This combination of previously separated areas will play a central role in the development of societies and contribute to securing the expansion and growth needed to survive in this world of globalization. This hybrid area needs support and why we need to focus on it.


Luckily, it seems as though many people already have understood this. This means that the requirements of players within PR and communications are increasing. Clearly, we have enough on our hands. I hope that this book will spark some motivation for facing these exciting challenges with the head held high.


Enjoy your read!


Christian Have


The creation of this book has been carried out in close cooperation with Kristoffer Holm Pedersen. Without his inspiration, engagement, and writing efforts, this book would not have been completed. Additionally, I would like to thank Jakob Vestbo and Johanne Asingh. Finally, special thanks to Mikkel Elbech for all of his important input.




Behind the book


About Have Communications


Since its humble beginnings in a small apartment in Copenhagen more than three decades ago, Have Communications has evolved into one of the leading communications agencies in Europe, carrying out approximately 150 projects every year.


The focus point of the agency has always been within the areas of culture and entertainment. However, in recent years, the agency has expanded its area of business, and now it also performs a broad range of tasks for private companies, humanitarian organizations, and public institutions.


The primary market of Have Communications is Scandinavia, and here the work of the agency spans the following four fields: PR & Visibility, Strategy & Analysis, Events & Awards, and Consultancy & Workshops. Within these, the core competencies include storytelling, strategic development of brands, experience based communication, and direct contact with the media.


The client list is versatile, and Have Communications has been a vital part of many cultural events that have had a defining impact on the identity formation of their audiences. Such major cases include communication surrounding:




-   The 2001 Eurovision Song Contest


-   The world’s oldest movie award, Bodilprisen, since 2007


-   The promotion of the Danish Oscar winners (Babette’s Feast by Gabriel Axel, Pelle the Conquerer by Bille August, In a Better World by Susanne Bier)


-   The 2009 European Film Awards in Copenhagen


-   The Danish equivalent of the American Tony Awards, Årets Reumert


-   The 200th anniversary of the author of world famous fairytales, Hans Christian Andersen


-   Michael Jackson concerts in Scandinavia and the Baltic Countries in 1997


-   The semistage version of Les Miserables in Scandinavia in 2002


-   Two Whitney Houston concerts in Denmark in 1993





About Christian Have


Christian Have founded Have Communications 1983. As a former professional drummer in the Danish band Mabel, Have had quickly spotted a need for a communications agency specialized in culture and the arts.


Have has written several books on communication, audience behavior, and celebrity culture. He frequently lectures on the subjects at universities across the world. Moreover, he holds special positions and is a board member within a number of NGOs and cultural institutions such as The Royal Danish Theatre, Copenhagen Jazz Festival, The National Press Club of Denmark, and Danish People’s Aid.


In addition, Have has founded the following think tanks all of which he is chairman of:




-   Supertankeren (strategic cultural policies)


-   Spring Digital (social media innovation and development)


-   The Future Tank (futurology, specifically within communications, innovations and international cultural dialogue)





About Have Consult


Besides being the founder and creative director of Have Communications, Christian Have is also making himself noticed outside the sphere of the company. Particularly through his own consultancy business, Have Consult, where he provides consultancy for individual players within the cultural sphere. Major cases as a consultant include:




-   The nomination of Stavanger in Norway as the European Capital of Culture in 2006


-   Consultation regarding cultural and creative businesses in Lithuania and Latvia


-   The opening of the Library of Alexandria, Egypt in 2002, which hosts a wide collection of world history





About the book




•   What is effective communication in today’s media world?


•   How does the pervasive celebrity culture affect the situation of arts and culture?


•   How are social media affecting the way our media image is being formed?


•   What are the consequences of the massive emergence of communications channels, when it comes to the way we understand the arts and culture, our society, the world – and ourselves?





In this book, communications expert Christian Have uncovers the conditions of the arts and the cultural sphere in today’s globalized media world, and he explains how a professional communicator best ensures a clear, relevant and engaging communication.


Through numerous examples, cases, theories and easily applied methods and models, the book offers a clear introduction and guide to working with strategic communication – whether you are working with large-scale, international cultural events, place-branding of cities and countries, broad audience-involving events on social media platforms, or small, underground punk concerts.


The book also discusses and problematizes current megatrends, tendencies and developments in our society that are affecting the role of art and culture – as well as the way they should be communicated. Topics include:




•   The global movement from information society to communication society


•   The importance of social curation and peer communication


•   The communications consultant’s necessary loss of control


•   The new media reality of digital media


•   The growing necessity of co-creation


•   The necessity of strategic decisions when it comes to commerciality and creativity





Credentials


The credentials of Have Communications and Christian Have are illustrated by a solidified network within the business, a strong partnership with agencies around Scandinavia, and an array of nominations and awards within professional communication:


1997: Golden World Award (nominated)


2001: Golden World Award (nominated)


2003: Teater 1-prisen (individually won by Christian Have)


2005: Sabre Awards (won)


2006: Sabre Awards (won)


2007: Stevie Awards (individually won by Christian Have)


2007: European Excellence Award (nominated)


2008: Stevie Awards, Best Live Event of the Year (won)


2011: Stevie Awards (nominated)


2012: Sabre Awards (nominated)


2013: Stevie Awards, two bronze medals


Contact & follow Christian Have and Have Communications:


On the web:




•   www.havekommunikation.dk


•   www.christianhave.dk





Facebook:




•   www.facebook.com/havekommunikation


•   www.facebook.com/christianhave





Twitter and Instagram:




•   @christianhave





E-mail:




•   mail@have.dk





Phone:




•   (+45) 33 25 21 07







Part 1


“Many attempts to communicate are nullified by saying too much.” – Robert Greenleaf


Chapter 1


The communication wave


Tsunami is the name of gigantic tidal waves put into motion by an earthquake, a volcanic eruption or a meteor strike. The wave begins its march thousands of kilometers away and it is impossible to know that it is coming until it suddenly approaches the shoreline with its 100 feet tall headwaters cascading in like a deluge. In principle, it can strike anywhere and it is life threatening to the people who are hit or end up being swept away by it. Unfortunately, there have been many examples during the last couple of years – The Indian Ocean in 2004 and Japan in 2011 are incidents that are still clear in the minds of many people. Some people might view the tsunami as an opportunity for the ultimate surf ride – but it is a dangerous sport that requires knowledge, balance and security if one is to avoid being crushed.


To me, the tsunami is an appropriate metaphor for the movements I have witnessed within the global sea of information. Tremendous forces have been unleashed and piles of information have toppled down upon us to an extent that we have never before witnessed. The tsunami is also a symbol of what cannot happen – but what happens anyway. Thus, it makes it a good metaphor for the current media revolution we are finding ourselves in and which has caused a fundamental shift in values and paradigms within our society that no one thought possible.


One after the other, media-tsunamis are crashing down on us. The task for my colleagues and I is to know their whims and, if lucky, take advantage of the density and energy in a constructive way. In the middle of all the turmoil, the keyword is visibility. If one is not visible, one will be dragged away in the information wave and disappear. Not least, this applies to the cultural sphere and its activities. Here, reality and terms have changed completely in the past 20 years. Here, there is no longer room for the ordinary, for the quiet existences. Today, the arts are dealing with an enormous pressure to constantly create something new, spectacular and extraordinary. This may seem like tough conditions but if the arts and the cultural sphere decide to turn their backs on these requirements, they will end up drowning in the wave of information.


However, this information wave only shows one side of the development. The other is what one might call the ‘wave of communication’. Within the last couple of years with the rise of the Internet, social media, and the reality genre, the media tsunami largely has gone from being a passive wave of information carrying an enormous amount of one-way communication to being a communication wave where we all contribute actively to the tsunami. Be it through websites, blogs, tweets, tumblrs, comments, Facebook, YouTube, communities or some ninth possibility. Information is no longer something we just receive but rather something that we, to a large extent, produce ourselves – all at once and often at the same time. Here, the demand of visibility has developed into a fight for personal self-representation, ego branding and self-promotion. A contest fought by every single one of us and which lists a set of unique demands for the type of products, events, and people we choose to concern ourselves with.


In this book I seek to describe art and the conditions it is subject to in the middle of this turbulent media ocean. I attempt to provide some practical guidelines with reference to communication and the visualization of art and culture based on how the possibilities look from my point of view. The book thereby raises some questions of the self-understanding of the arts and culture communities and their place in future society. It has become a professional necessity to draw attention to yourself or to your messages if one is to survive in the public sphere in the beginning of the 21st century. If you neglect the importance of visibility, you limit your possibilities for communication and the reality is that you might wind up losing both your identity and your existence.


To begin with, the threat is most evident within the public sphere. A lack of visibility in the public sphere can easily turn into a weakening of physical existence. The support of sponsors can disappear, political support can vanish, customers may start purchasing the products of the competition, and talented employees may seek better employers. Within the cultural sphere, which I primarily concern myself with, the artistic product - the content itself, is on its own no longer enough. It needs to be properly accompanied and have its visibility ensured. Additionally, it has to appeal to modern day cultural consumers who look for self-promotion and to a large extent demand to be co-creators of their own cultural experiences. If one underestimates the importance of professional and strategic communication, one risks to drown in the waves of the sea of information.


Some time ago, the cultural sphere was of the honorable opinion that in the end, it was the artistic product that was the center of attention, that it was solely the content that mattered – not the experience and the reception of the content. This attitude will no longer do. Not even art can be sustainable on its own. Here as well, the saying goes that “visibility equals existence”. Put differently, visibility has become a prerequisite for existence.


The demand for visibility is also present in a number of situations in everyday life. Politicians, artists, business people, students, the elderly, grownups and kids, companies, institutions, organizations, nations – everyone who is professionally or personally dependent on communicating with other people, authorities, business partners, etc. - has to be visible if their message is to be heard.


The ABC hit show, Grey’s Anatomy, is a success, only because close to 9 million Americans viewers tune in every week. The final episode of the talent show Britain’s Got Talent 2012 was equally a great success because it had 11.4 million British viewers.


In addition, news headlines stating that “performing for more than 12,000 people every week, and standing ovations at every show, We Will Rock You has now been seen by more than 5.5 million people at the Dominion alone and over 13 million worldwide” tell the same story. In all three instances, we consider these products as success stories – solely based on the size of the audiences they reach. Whether each of them represents good or bad art of high or doubtful quality is reduced to a detail in the overall assessment. It is the visibility, the number of “customers”, which determines the rate of success.


For artists and culture professionals, this demand for visibility becomes more and more difficult to live up to. This is due to the earlier mentioned shifts in values and paradigms of society, where it is no longer enough to be passively entertained. We want to be the center of attention – we want to be the one who possesses “the x-factor”. With the arrival of reality shows such as Survivor and Big Brother and talent shows such as American Idol and the UK’s Got Talent, well-established stars and artists get reduced to a role as wallpaper. Instead, ‘ordinary people’ are claiming their place in the spotlight. The ordinary becomes the center of adoration, something that has usually only been assigned to actors, rock musicians, and movie stars. This shift will undoubtedly result in an identity crisis for many artists when they realize that they are no longer receiving all the attention in the media, and that the media, instead of writing about the latest theater play, would rather cover the private escapades of the newest reality star. Artists are still dependent on visibility in the media – but today they are no longer receiving this automatically.


(However, there are examples of the reality genre and the traditional artistic world coming together as a sort of joint venture, e.g. in Andrew Lloyd Webber’s 2006 version of the Sound of Music in London, where the main actors were found through talent shows on television where the winners were chosen by the viewers).


This book describes and discusses how communicators are to navigate within this new reality but it is wrong to assume that I myself work from an outset where sales statistics and number of audiences are the only parameters for success. The phrasing of the famous old Danish tycoon, Simon Spies, who said, “all publicity is good publicity” is not the way I see the world. Yet, my line of work does provide concrete possibilities for – in fact it demands – working actively with topics such as the artistic self-understanding, identity, reason for being, and place in the society of the future, where visibility and existence go hand in hand. Thus, with point of departure in my personal experiences this book takes a closer look at an array of terms and practical disciplines within the field of communication in the public space. It also deals with some of the problematic areas and paradoxes that are becoming more and more central and intrusive within both the public debate, the general development of society, and in working with communication and mediation of art and culture.




Chapter 2


The origins of the demand for visibility


Since 1989, characterized by the fall of the Berlin Wall, market forces have crashed in on the cultural sphere like a tidal wave. In Denmark, the process really took off a couple of years earlier with the introduction of a second television channel, TV2, and thereby the introduction of Danish commercial television.


The unification of East and West and the establishment of new borders in Europe changed our way of seeing the world and brought along a definite break with authoritarian patterns of thought. Neither the state nor anybody else had the right to or monopoly on determining the criteria for success and quality. With focus on individuality, we increasingly turned our gaze inwards and started to see ourselves as the natural point of departure for every process of change and assessment. We started to want to make our own choices within all spheres of life.


For electronic media, the number of viewers and listeners became a natural parameter for measuring success. The idea that a large amount of customers cannot be mistaken paved the road for the development that dominates today, where programs with too few viewers are written off as not interesting and inevitably disappear from the television screen. The development in the media world rubbed off on the artistic and cultural spheres and when we compare to the years prior to 1989 it becomes evident just how important it has become for artists and producers to include the visibility factor if they want to influence an experience market where the offers for the audience has multiplied many times. Not least, the development of the Internet and mobile technology has intensified the speed of communication, making the amount of communication grow to a level where the impressions and messages we register during one year corresponds to what our grandparents maybe had an entire life to digest.


But if the fall of the Berlin Wall in 1989 kick-started our process towards demanding increased autonomy, then in 2004, there was another important but less promoted shift in our media reality. A shift with just as significant consequences for our identity and the way in which we see the world and ourselves.


The year 2004 one of the most noteworthy social media came to life: Facebook. The following year, YouTube was launched. From their humble beginnings at American dorm rooms, they have gained worldwide dominance in the matter of only a few years and they have fundamentally changed the way in which we use and experience mass media. Today, Facebook has more than one billion (and counting!) users worldwide and every month more than 30 billion links, pictures, stories etc. are shared between the users of Facebook. Every day, YouTube is streaming four billion video clips and every minute more than 60 hours of video – or one hour every second - are uploaded.


Behind these enormous numbers, a truth is hidden: Social media has now become our main occupation online. In 2012 in Britain, online users spent a whopping 22% of their time surfing the social media, whereas they only spent 5% on news media. The importance of this development should not be underestimated. That the emergence of social media has changed our world fundamentally is beyond discussion. Who can really remember the world prior to 2004?


The victory march of the social media has radically changed the way in which we view and use information. From just receiving and reading information, we are given the opportunity to create our own communication in the form of status updates, videos, blogs, and links. This development goes perfectly hand in hand with – and is intensified by – the increased self-centeredness and need for individualization that undoubtedly represent the most dominant development of our society within the last 20 years. A development into what I call ‘the dream of fame – the most profound dream of our culture’.
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