20 / MARKETING

Designers and agencies enjoy working with
arts organisations because — despite tight
budgets — they're creative clients. But are they
doing a good job? Mark Braddock investigates.
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So, where once the development of
culture and society was a somewhat
organic reaction to the prevailing
conditions, it is now a function of
engineering and planning. Cities

ind the world engineer grand
statements in culture not with the intent

of elevating their existing citizens but
to appeal to a mythical audience of
iential
yto
build your own {rom scratch. If you

‘knowledge workers' and ‘expe

tourists’, [t is not even necessat
have the resources you can buy

a franchise such as a Guggenheim
off-the-shelf and hit the ground
rUNning w ithout the ;3".‘:-;]4._\-' pl'i_‘llj:el‘.l

of having to build your own reputation
and infrastructure.

Urban planners and arts
bureaucracies believe they need cultural
venues and festivals and galleries, but
they've got little idea how to create,
promote or brand them beyond the
development of the physical structures.
The phrase, 'Build it and they will
come,’ isn't true. A sense of purpose
and personality can make the difference
between L‘.ri‘.:i['zn'__[ a mere ‘location’, and
stination’.

creating a 'de

[ am sure there are many examples

iml

where successful plac

destinations hav n created as a
result of pure good luck. But | think
it's more likely those places that work
do so because the team whose job it
was to imagine and build the project
had a strong shared vision that was
clearly and broadly articulated to the
entire team.

Most importantly, destination

marketing requires a vision that
1sn't jealously guarded by any one
group but is generously, collectively

owned, ©

Mark Braddock is creative divector
at Block in Perth. Block has
consulted on proj
International Arts Festival, Western
Australian Museum, Perth’s urban
redevelopment authority EPRA and
the city's new pevforming arts venue.
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“T’he phrase, ‘Build it and

they will come,’ 1sn’t true.
A sense of purpose and
personality can make the
ifference between creating
a mere ‘location’, and

creating a ‘destination’,’
Mark Braddock.
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