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:: Introduction
Straight Out of Brisbane (or SOOB) is Queensland’s largest single showcase of young, emerging and independent arts, culture and ideas.

SOOB was started in 2001 by a community of young and emerging Brisbane artists who realised they needed much greater opportunities to network, market and showcase their work. 

The key goal of the festival is to create a national event that focuses on the exploding creativity of Brisbane’s young, emerging and independent artists, thinkers and creative entrepreneurs. 

: Festival Origins

Straight Out of Brisbane developed from a culture of artist-run and independently organised festivals in Australia, best showcased in Newcastle's This Is Not Art festival, which includes the National Young Writers Festival and the Electrofringe festivals as well as significant contemporary music and independent media events. 

Over the life of This Is Not Art, Queenslanders have always constituted a disproportionately large share of the audience, pointing to both a lively culture and lack of comparable platforms here. Over the course of several This Is Not Art festivals, a large number of Queensland and Brisbane-based artsworkers have spoken and performed at the event, forming national networks and sharing skills with the broader Australian independent arts and media community, helping to strengthen the significant underground and independent culture in this city. 
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In 2002, after working on two This Is Not Art festivals as Assistant Manager, Ben Eltham returned to Brisbane and was joined by Louise Terry to begin planning a similar event here. A four-person key management team was formed, composed of Ben Eltham, Louise Terry, Cal Wilson and Susan Kukucka. By February 2002, the management team had commenced writing grant applications and planning for the festival. 
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The inaugural Straight Out Of Brisbane festival ran for five days in late November 2002. There were over one hundred events in a program of gigs, talks, panel discussions, workshops, exhibitions and screenings, which was heavily weighted towards artist-run, underground and under-represented artforms and genres. A broad swathe of Brisbane's underground and young and emerging arts communities were involved as speakers, exhibitors or performers. 

Straight Out of Brisbane attracted significant media coverage, and responses to our feedback surveys were generally positive. The festival was well attended, with an estimated 3,000 attending in its first year. 

:: Consultation
The process of creating the Straight Out of Brisbane festival began with the identification of our target audience: young and emerging artists themselves. 

Through our experience working in the arts and contemporary music scenes in Brisbane and on similar festivals in Newcastle, we knew that the vast majority of people attending a given gig or gallery opening were all artists themselves. 

Thus the whole strategy of the new event was to reach out to the young, typically independent artists working in Brisbane’s suburbs – the “bedroom artists” – and get them to participate in the festival. With that in mind, SOOB held a series of focus group meetings which we advertised through contemporary music and youth arts networks, as well as setting up an e-group for discussion. 

: A need in the community

There were two key finding of this qualitative research:

· Young and emerging artists primarily wanted more opportunities to showcase their art, through more gigs, gallery space, performance opportunities and so on, and

· Young and emerging artists were suspicious of the term “youth” – they didn’t identify with it and instead thought it was a label used by government to describe them. 

Indeed, many held political reservations about being involved with a “youth festival,” as this had connotations of government-backed events such as National Youth Week which were largely seen as propaganda exercises. 

In the light of this research, we removed the term “youth” from our promotional material. 

: The name: Straight Out Of Brisbane

This research also had a significant impact on the name we chose for the festival: Straight Out of Brisbane. 

After all, a much safer bet in terms of gaining government funding would have been to call the event the “Queensland Young and Emerging Artists Festival”. But this would have been ignoring our target audience and instead tailoring our image to government.

The phrase Straight Out of Brisbane was chosen to reflect this dual constituency. The actual phrase is a reference to the 90’s rap band NWA’s album “Straight Outta Compton,” an origin reflected in the strong hip-hop component of the festival. 

For young and emerging artists, the phrase therefore had a resonance on an underground, oppositional level. But it was equally relevant as a description of the festival’s goal of showcasing young and emerging Brisbane talent to a regional and national audience. 

Finally, by strongly emphasising the term “independent” in our promotional material and slogan, we sought to appeal to the vast bulk of artists in Brisbane who are not part of any larger artistic movement, and who don’t have publishing or recording contracts. 
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:: The Straight Out Of Brisbane Organisation 

: Vision + Aims
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Straight Out of Brisbane evolved to address the critical lack of opportunities in the local arts and creative industries for young and emerging artists – across all artforms – to present, market and critically discuss their work. 

Currently there remain few opportunities for young and emerging artists and artsworkers in south-east Queensland (let alone the rest of the state) to showcase their work and develop markets and audiences for it. 

Although important programs (A-Venue, the Youth Arts Mentoring Program) have been recently set up to address this issue, they tend to address young and emerging artists on an individual level. There are very few events or projects which look to strengthen the larger community of existing independent and artist-run spaces, initiatives, venues and publications (the “independent sector” as it sometimes called). 

This is particularly true for Queensland artists working in emerging and experimental art practices (such as new media arts), in areas outside traditional arts funding guidelines (independent media and broadcasting, stencil art, politically “risky” art, etc), or in locations and backgrounds where commercial competition prices independent art out of the market (inner-city gallery space).

And yet, the quality and scope of the artistic product being produced in the independent sector is manifest. 

The lack of opportunities for young and emerging artists here means that young Queensland artists continue to leave the state to pursue their art practice. ABS statistics show that south-east Queensland actually lost jobs in the creative industries for under 35’s between 1996 and 2001. 

Straight Out of Brisbane exists to address these gaps in the current scene. It aims to build a platform to bring greater awareness – and to build audiences and markets for - the larger community of south-east Queensland young and emerging artists and artsworkers. 

Over the next 3-5 years, the festival aims to grow to become one of the signature fringe/underground/contemporary arts and culture events on the Australian calendar, bringing thousands of cultural tourists to Brisbane for the December event, and attracting international media coverage highlighting the vibrancy of the Brisbane scene. 

The long-term goal of the festival is to help establish Brisbane as an Australian and Asia-Pacific center for emerging and contemporary arts practice, and to reverse the migration of talented artists and thinkers in their 20’s away from the city. 

With strong management, a realistic goal by 2010 is to establish SOOB as a leading cultural tourism event on Brisbane’s calendar. We think SOOB can create a culture in Brisbane that makes it a “destination city” for aspiring interstate contemporary artists, thinkers and creative entrepreneurs. 

In order to achieve these aims, SOOB endeavours to:

· Provide a program that develops long term support of the local arts scene;

· Provide what the scene cannot find by examining the current needs of each niche base of the community of emerging artists and satisfying these through their panels and events;

· Cater for and be accessible to new art forms;

· Establish cross-culture and cross-artform dialogue which will serve to enrich and develop the local arts community, often through exposure to new technology, but also through exposure to new ideas and experiences; 

· Promote DIY skill-sharing and networking opportunities for artists;

· Challenge the present local culture and national politics, and develop programming that explores wider political and social dimensions; and

· Be committed to serving the needs of and profiling local artists and cultures of independent and emerging practice.

: Structure

Straight Out of Brisbane incorporated in 2002 as a non-profit organisation under Queensland law. Our aim as stated in the constitution is to "produce a festival for young and emerging artists in south-east Queensland." 

Straight Out of Brisbane has a small but growing number of members, many of whom were present at the 2002 Annual General Meeting, when the 4-person management team was formally elected as the Management Committee of Straight Out of Brisbane Festival Inc.

As part of an ongoing management process, the 2003 AGM introduced a festival Mission Statement, setting out our goals and purpose, for feedback, discussion and eventual ratification by members. 

As in all incorporated associations, the members of Straight Out of Brisbane Inc. have the opportunity to elect the management team by voting at the Annual General Meeting.

: Management Committee

Executive responsibilities at Straight Out of Brisbane in 2003 are vested in this management committee. The Management Committee is chiefly responsible for the day-to-day management of logistics, finances, promotion and marketing, insurance and legals, scheduling and production of the festival – but not programming. 

The management team corresponds to the Management Committee (including the positions of President, Secretary and Treasurer) required by Queensland associations law. 

Since last September’s second Annual General Meeting, Straight Out of Brisbane has been managed by a 3-person management committee, elected by members at the AGM. The committee consists of Ben Eltham, Louise Terry and Susan Kukucka. Alex Tucker, our production manager, was informally added to the SOOB management team in October 2003. 

Ben Eltham (28) has worked with young and emerging artists for over a decade, beginning as a playwright and performer with Contact Inc. and progressing through work with young and emerging artists editing UQ's student magazine, Semper Floreat.

At Semper he published the first ever multimedia edition of an Australian student paper, a CD-ROM that included work from over 300 young and emerging Queensland writers, illustrators, musicians, multimedia artists and film-makers. After Semper he worked as Project Officer for the Millennium Youth Forum, a state-wide festival of youth arts and culture held at Woodford as part of Centenary of Federation celebrations. 

In 2001 he was appointed Assistant Manager of This Is Not Art in Newcastle, working closely with This Is Not Art manager Marcus Westbury in 2001 and 2002 to produce the largest event of its type in the Southern Hemisphere. Marcus has since been appointed Artistic Director of Melbourne's Next Wave festival.

Ben also works as a freelance arts journalist and performing arts critic for the Courier-Mail, and composes and performs for contemporary hip-hop act Briztronix. 

Susan Kukucka (25) has devoted much of the last few years taking, processing and developing photographs, which have featured in a variety of Brisbane galleries, zines and magazines. She has worked extensively as a freelance photographer, and for Brisbane publications such as Semper Floreat and Q News. 

Susan has also performed as a VJ, and has provided visuals at some the country’s largest dance-parties and music events such as Adven’jah and Harbour Beats (Sydney), and with musicians such as Stereolab and Derek May.

She graduated with a First Class honours degree in English at the University of Queensland in 2002. Her thesis examined the relationship between image and text in experimental writing. 

Susan currently works as a freelance writer and editor. She is the Queensland reporter and writer for the Australia Council’s The Program website, which is managed by the Noise festival. 

Louise Terry (24) is one of Brisbane's busiest and most experienced young artsworkers. She has worked with and produced work for nearly all of Brisbane's leading youth arts organisations, including Youth Arts Queensland, Catalyst Youth Arts Inc., Contact Inc., Playlab, Backbone Youth Arts, Debase Theatre Productions, Stage X, Out of the Box, the Two-High Festival, A-Venue, Ausdance, the IMA, and the Brisbane Youth Service. 

Building up an outstanding record as a documentary film-maker and contemporary musician, she has some of the most extensive networks throughout young and emerging arts communities in Queensland.

Our production manager, Alex Tucker (26), has worked on major Hollywood films (including Scooby Doo) as a senior production coordinator.
: Content Coordinators

Programming at Straight Out of Brisbane was carried out by a group of Content Coordinators appointed and supervised by the Management Team. Applications for these positions were called for in early May and several candidates were approached and encouraged to apply. 

The content coordinator’s role encompassed research and curation in specific artforms or content areas of the festival such as new media and video, visual arts, writing, film, sound art, independent media, fashion and music. 

Some content managers produced only one event, while others worked with the SOOB management team to organise large and important sub-components of the festival. For example, the new media and video component of the festival located at Metro Arts and curated by Thea Baumann included dozens of sessions and exhibitions, while our visual art component cured by Sally Brand and Amanda Cuyler included 22 separate exhibitions.   

Content coordinators were sought and selected based on criteria of expertise in their field and broad networks with communities of young and emerging Brisbane artsworkers. Many Brisbane artist collectives, organisations and peak bodies also contributed to programming events, such as record label Sound Malfunction, performance poetry group the Speed Poets, the Brisbane Indie-Media Collective, Fantastic Queensland, and A-Venue. 

Content coordinators were given large amounts of autonomy in deciding what to program. SOOB management helped to support and supervise this process, while concentrating on meeting the logistical, promotional and technical needs of content managers as they worked to produce the program. 

This decentralised approach is almost unheard of at mainstream arts festivals, and indeed even at many events in the youth arts. Such autonomy allows the important political perspectives of programmers to emerge, as when SOOB’s film coordinator Sarah-Jane Woulihan wrote a letter to the Pacific Film and Television Corporation, inviting them to attend an open discussion on their role in the Queensland film industry. 

The example of Sally Brand and Amanda Cuyler, our visual arts coordinators, is instructive. At no other large-scale visual arts exhibition program in Queensland would two young curators – Sally is 21, and Amanda 22 – have a similar opportunity to curate a visual arts festival, with 22 separate exhibitions and hundreds of exhibiting artists. 
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Sally and Amanda’s visual art program demonstrates two of the most remarkable thing about the artists-run programming at SOOB.
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The first is the scale of the programming. Unconstrained by conventional ideas of what is “exhibitable,” and seeking to take emerging art into the public spaces of Brisbane in a way it has never been before, Sally and Amanda devised one of the most extensive surveys of 

emerging visual art in Brisbane in many years. Literally hundreds of young and emerging visual artists were exhibited at SOOB – making it the largest visual arts exhibition for young artists in Queensland, larger even than the Queensland Art Gallery’s secondary school exhibition program. This program will be documented in 2004 with the publication of Summer, a catalogue of emerging Brisbane visual arts funded through the Australia Council’s visual arts board. 

The second is the quality and diversity of the art profiled at SOOB. Nowhere in the festival did we succeed more in profiling the incredible depth of talent in emerging Brisbane artistic communities than in the visual arts exhibition, which was notable for the quality of the art on display. 

Alongside our content coordinators contribution to the programming of the festival, SOOB developed a strong program of volunteer participation in the events management and production of the festival. 

The 2003 Content Coordinators were:

Performance:

· Marcel Dorney

· Emily Tomlins

· Clare McFadden

· Karen Tait

Visual Art:


· Sally Brand

· Amanda Cuyler

Spoken Word

· Ben Doran

Writing / zines

· Riva Bohm

· Nick Powell

· Elliott Bledsoe

· Gerald Roche

· Lisa Lamb

Fashion:

· Hannah Brooks

· Kirsty Kross

New Media:

· Thea Baumann

· Tara Pattenden

· Lawrence English

· Jesse Sullivan

· Adam Ceremuga

Music:

· Gerald Roche

· Kim De La Haye

· Lawrence English

· Ben Eltham

· Jamie Whiteside

· Sam Kretschman

· Kirsty Kross

· Leon Dufficy

Screen:

· Sarah-Jane Woulahan

· Mistons Film Group

: Volunteers

The term ‘volunteers’ is somewhat of a misnomer in the context of SOOB. Very few people are paid a wage or a fee, including management and content coordinators.

SOOB identifies its high reliance on volunteer employment as a key issue. Extra funding will contribute to the professionalisation of the event demanded by its exponential growth.
In 2003, a workforce of volunteers come on board before and during the festival to work in organisational roles, or to help at the door and behind the bar. A number of students fulfilled their university course placement with Straight Out Of Brisbane in areas such as marketing, sponsorship and event management.
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: Partnerships

SOOB has become a key institution in south-east Queensland’s arts and creative industries, building broad networks with partner organisations such as the BCC’s Visible Ink program, Brisbane Marketing and the Museum of Brisbane, with local business through the Fortitude Valley Chamber of Commerce, and with a host of key arts organisations such as Youth Arts Queensland, Q Music, Artworkers Alliance, 
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the Brisbane Powerhouse, the IMA, Metro Arts, the Australian Business Arts Foundation, Speakout, 4ZZZ FM, and more. 

The festival has also developed significant commercial sponsorship partnerships with local creative industry suppliers such as PA Hire Companies, printers, Valley bars, clubs and venues, music studios, film and multi-media production houses, game developers, and Valley small businesses and retailers.

The main partners of SOOB are:

· Visible Ink (BCC)

· Arts Queensland 

Other partners include:

· Visible Ink

· Museum of Brisbane

· Valley Chamber of Commerce

· Brisbane Marketing

· Q Music

· Artworkers Alliance

· Metro Arts

· The Australian Business Arts Foundation

· 4 Triple Zed FM

· Stage X

· Youth Arts Queensland

· Institute of Modern Art

· Brisbane Powerhouse

· Queensland Writers Centre

· Numerous local businesses: Map magazine, TC Beirne Centre, the Elephant and Wheelbarrow, The Indie Temple, IJS Productions, etc
:: The 2003 SOOB Festival

: The development of the festival

In just two years, SOOB has grown into the de facto Brisbane “fringe festival,” but covering a much broader and more diverse range of artforms, practices, artists and creative industry workers than more traditional performing arts-based fringe festivals (eg Adelaide Fringe). For example, SOOB is the largest single gathering of new media arts, game development and digital arts in Queensland. 
: Program

SOOB’s programming emphasises skills development and networking events for emerging artists and small businesses in the creative industries. It creates vital new cultural infrastructure for Brisbane’s emerging and contemporary arts sector - new venues, platforms and media opportunities.  
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SOOB creates networking, marketing and publicity opportunities for young and emerging artists and creative entrepreneurs to reach new audiences and markets interstate – and eventually internationally as well

Through SOOB, large numbers of Brisbane’s young and emerging artists and creative workers gain first-hand experience in events management, arts business development, promotion, marketing, media, production, etc.
Programming at Straight Out of Brisbane is unique amongst large Queensland arts festivals, because it is almost entirely programmed by young and emerging artists and curators. Plenty of events and projects involve young people as audience-members and participants, but Straight Out of Brisbane has by far the most open, transparent and inclusive programming structure of any Queensland festival. Last year the oldest member of the management and curatorial teams was 27. 

Programming at SOOB is carried out by a large team of Content Coordinators advertised for and appointed by the management committee. Emerging artists interested in programming or organizing events at the festival also work with content coordinators and festival management on a case-by-case basis to put on events / workshops / exhibitions / screenings, etc. Each artform area also has a committee or collective which can suggest programming to the content coordinators and management. Finally, there is a well-publicised Call for Submissions that is open to all independent and emerging Queensland artists. 

This structure worked astoundingly well in 2003, enabling a spectacularly diverse and high-quality program to be developed for the festival. 

: Attendances










Audience figures at the festival were almost twice what we projected. All up, across all the SOOB 2003 events, more than 8,000 people attended the various festival events – almost triple the 2002 figures.  

It is important to note that these healthy audiences were not uniform. Some workshops had only a handful attending. On the other hand, events like Crossroads attracted more than 700, SOOB music events sold more than 1,500 tickets, and literally thousands of people visited the many SOOB galleries and arcade displays, and interacted with SOOB’s remarkable emerging public art program. 

SOOB’s development over the last 3 years is 

a remarkable story of audience development amongst younger demographics. The festival has researched and developed an entirely new audience for contemporary, innovative and “underground” art and culture in Brisbane: 20- and early 30-somethings who are artworkers and artists themselves. 

This was well demonstrated by last year’s audience survey: 89% of our audience was aged 30 and under. 

The success of the festival to date, and the large number of participating fine arts / creative industries graduates from south-east Queensland universities demonstrates that SOOB has huge potential for audience growth.
: Venues

SOOB primarily uses a number of small, independent and "found" venues that are located in Fortitude Valley and the Brisbane CBD. Due to its location the festival is easily accessible by public transport and has a great exposure. 

Additionally, SOOB partnered with new venues in the Valley, such as The Elephant and Wheelbarrow hotel, who provided a significant screening venue for film and video components of the festival. Other venues included the Farm Space, the Monastery Nightclub, the Loft Art space in the Valley, and a New Farm art space called Art Com. 

In 2003, SOOB has secured a number of new venues. These include the TC Beirne Centre, a warehouse at 21 McLachlan Street in Fortitude Valley as the SOOB Festival Club, the Brisbane Powerhouse and the Indie Temple. 
The TC Beirne Centre was designed as a shopping arcade located between the Brunswick Street and Chinatown malls, in Fortitude Valley. 2003 found most of the arcade’s retail spaces unoccupied. Straight Out Of Brisbane leased these unoccupied glass-front shops for the period of a week. Two of the shops were set up interactive new media exhibition spaces. One space was set up as experimental screening room. Another space served as a gallery for a 

photography exhibition. Two additional spaces housed visual arts exhibitions, and another two spaces were used for panel discussions, forums and presentation.

The TC Beirne Centre works remarkably well as a venue. Passers-by from both malls would be drawn in to inspect the exhibitions and installations, as would numerous employees and students from the area. The Centre worked particularly well on the Saturday of the festival, attracting large numbers from the Valley Markets.

An unoccupied warehouse / office space at 21 McLachlan served as 2003’s SOOB Festival Club. The space was situated in the hub of Fortitude Valley’s nightclub and bar district, right near the corner of Brunswick and McLachlan Streets.  The space was divided into two rooms, one which served as a bar, panel and socialising space, and the other which housed performances and nightly gigs.

A drawback of the space was its lack of amenities, which we compensated for by hiring a number of portable toilets.

This year also saw SOOB partnering with the Brisbane Powerhouse to deliver a number of its events in the Visy Theatre, the Turbine Platform and the Spark Bar. These events included Fabrique, Some Good Stories and The Low Block Rise.

Another significant venue in 2003 was the recently refurbished Indie Temple. Previously  a nightclub known as The Tube and then Technomaddiscotech, the Indie Temple has now become one of the few venues in the Valley showcasing live music. 

The Indie Temple housed the screen component of SOOB 2003. Experimental, shorts, music videos, documentaries and activist films were screened during daytime sessions each day of the festival.

Again in 2003, SOOB used the Visible Ink Space in Fortitude Valley for a series of popular panels and the highly successful zine fair.

Other venues included the Institute of Modern Art, the Judith Wright Centre of Contemporary Art, Metro Arts, The Chateau Le Blanc Trashe, the Elephant and Wheelbarrow Hotel, the Winery and Vitanza City Projects.

: Marketing and Media

The marketing communication strategies implemented by SOOB in its inaugural year successfully increased the profile of the festival, with the 2002 festival enjoying high attendance levels and surprising media coverage. Since SOOB is an entrepreneurial venture, an integrated marketing / communications plan has been implemented in order to change tack and exploit opportunities as they present themselves. 

Types of marketing communication channels that have previously been used to varying degrees of success include the SOOB website, posters, postcards and fliers, stickers, press releases, email campaigns, radio advertising, a ‘video zine’, a regular e-bulletin, branded SOOB documents (for grant and sponsorship applications) and the festival program. 


By far, the most effective form of advertising has been word of mouth. Furthermore, unplanned marketing communication messages were picked up by various publications, websites and radio media as a result of a viral media release campaign. SOOB has generated a mailing list of close to 1000 names and email addresses which it uses to email regular e-bulletins about the organisation and festival.

Advertising mediums – posters, fliers, stickers, print advertisements – have been extremely well integrated. Posters have been plastered around uni campuses and local businesses that are selling tickets; postcards are distributed to Avant Card displays in appropriate locations (e.g. universities, Valley restaurants, cafés and bars) and stickers and fliers have also been distributed in the local area. 

Print advertisements are placed with newspapers and street press with similar demographics to that of SOOB, hence Map Magazine, Scene, Rave and Time Off were chosen in 2003 for advertisement placements. 

Triple Zed has been a staunch supporter and promotes SOOB on-air in the lead-up to the festival. SOOB also invited Fenella Kernebone, Triple J’s art show presenter, to report on and cover the festival. The festival received considerable feedback from individuals who had heard about various SOOB events on Triple J. 

In addition, SOOB presented at series of independent media related panels at the Community Broadcasting Association of Australia’s Annual Conference held at the Gold Coast on the weekend before SOOB. This served to generate interest in SOOB amongst the conference delegates and attendees, and many stayed on to attend SOOB.

The results of SOOB’s marketing and media campaigns are highlighted below : 

· Triple J’s specialist emerging arts program Artery devoted an entire episode to SOOB on Wednesday the 3rd December 2003. Triple J arts presenter Fenella Kernabone traveled to Brisbane to cover the event, and dedicated a special episode to SOOB featuring interviews, music, stories and all-Brisbane emerging content.

· The Courier-Mail carried a strong profile for the festival, devoting a full-page feature article to the festival and supporting it with blanket “My Choice” recommendations in their TODAY section

· Straight Out of Brisbane was positively reviewed by national contemporary arts publication RealTime. 
· Straight Out of Brisbane’s website, www.straightoutofbrisbane.com, received more than 90,000 hits and over 20,000 page impressions in November and December 2003

· Straight Out of Brisbane was profiled strongly in all the Brisbane street-press (Rave, Scene and Time Off). The street press represent a crucial media market for Straight Out of Brisbane’s predominantly young audience. 

· SOOB also developed specific publishing opportunities of its own for young and emerging Queensland artists. SOOB received two publication grants from the Australia Council in 2003: a Visual Arts board grant for Summer, a publication of emerging Brisbane contemporary visual art, and a Literature board grant for Between Space, a Queensland anthology of experimental and new writing. 

· Straight Out of Brisbane also developed a series of highly successful media partnerships in targeted niches:

· Straight Out of Brisbane and 4ZZZFM developed a strong mutual partnership, with the festival advertising on the station, and the station in turn providing almost blanket coverage of the festival in the run-up to the event

· Straight Out of Brisbane and MAAP Magazine developed a media partnership. In the November 2003 edition, Straight Out of Brisbane’s film coordinator Sarah-Jane Woulihan (a 26-year old independent film-maker who has made both clips for Silverchair and activist documentaries) was the subject of a feature article

· Straight Out of Brisbane built on its strong partnership with Brisbane Marketing, who featured the festival with a full-page spread in their Festivus summer festival magazine, and also with advertising, listings and venue support in Fortitude Valley
: Sponsorship

SOOB secured significantly more sponsorship in this year’s festival. Total in-kind sponsorship was in fact close to $30,000, and would total in the hundreds of thousands if the nearly-unquantifiable value of thousands of hours of volunteer time was taken into account. 

SOOB receives considerable in-kind support from the Brisbane City Council’s Visible Ink Space, in Fortitude Valley. Visible Ink supplies office space and general office resources such as printing facilities, internet, computers, stationary and photocopier use.

Other significant sponsorship this year included:

· Brisbane Marketing – mention in the Festivus magazine, donation of venues, general marketing advice

· Map magazine – media sponsorship

· Forwin – venue space

· IMA – venue space

· The Brisbane Powerhouse – venue space

· The Indie Temple –venue space

· The Elephant and Wheelbarrow – venue space

· Edwards Dunlop Paper – paper for poster printing

· Crystal Media – printing

· Videopro – a digital camera for the winner of the SOOB 2003 Logo Competition

· Kodak – prizes for the Kill Your TV film competition

· Taxi Film Production - prizes for the Kill Your TV film competition

· Cutting Edge - prizes for the Kill Your TV film competition

· Atlab - prizes for the Kill Your TV film competition

· QPIX - prizes for the Kill Your TV film competition

· IJS – pa’s and other equipment

:: Festival Successes

By any measure, the 2003 Straight Out of Brisbane festival massively over-achieved in its core goal of creating new outlets and opportunities for young and emerging south-east Queensland artists, and for the entire Brisbane independent scene in general. 

The raw numbers tell it all. At the 2003 SOOB Festival, there were:

· 152 events

· 620 local and inter-state artists and speakers

· this makes it the 3rd-largest festival in Brisbane by numbers of events and participating artists

· approximately 8,000 people attending (more if public art is considered)

· 89.2% of our audience was under 30 years of age according to our audience surveys (n = 420)

· 95.4% of our surveyed audience said there were satisfied or highly satisfied 

· a small but significant 6% of our audience travelled to the festival from inter-state

The Straight Out of Brisbane created 137 marketing, networking and showcasing opportunities for artists working in new and experimental arts practices, and for young, independent and emerging artists under-represented communities and backgrounds.

Individual successes include:

Louise Terry received a $5,000 grant from the Next Wave festival to work on an “audio-visual theremin” with internationally-recognised new media artist Anna Helme (who has worked in London and Paris with internationally famous electronica record label Ninja Tunes). The outcome of this grant will be a season of performance at the Next Wave festival in May 2004

Grant Stevens, who appeared in several SOOB exhibitions and is a former visual arts coordinator for the festival, will be exhibited at the National Gallery of Australia later this year.

Simulcast, who performed at several SOOB events, received significant contemporary music recognition, culminating in a national video-mixing slot for SOOB band Puhzaki at this year’s Big Day Out – an important career advancement.

SOOB’s visual arts coordinator Amanda Cuyler has been approached by the Public Art Agency to curate a component of their Public Art exhibition as part of this year’s Internation year for the Built Environment

Anita Johnstone and Luke Illet, who curated Game Sy:sect for SOOB, have since been employed by the Banff New Media Centre in Canada, a world leader in new media arts practice.

Riva Baum, who coordinated the zines and young writing component of SOOB, has been appointed the Director of the National Young Writers Festival in Newcastle later this year.

Tara Pattenden, who coordinated part of the new media program of SOOB, has toured internationally with her avant-garde contemporary music act Kunt. She played dates in Europe and North America.

Marcel Dorney, who coordinated the theatre and independent performance component of SOOB, has since received a $10,000 grant from Arts Queensland to further develop some of his playwriting projects. Several of his new works of Queensland theatre will be performed later this year.

Thea Baumann, SOOB’s other new media coordinator, gained national recognition by curating an exhibition and screening of new media and digital video works for 2003’s Electrofringe at This Is Not Art. Since SOOB, Thea has been consulted by the Multimedia Asia Arts Pacific (MAAP) festival.

Luke Jaaniste, who participated heavily in SOOB programming and featured in several panel discussions, was profiled on Triple J for his work with the COMPOST collective. The COMPOST collective also received Arts Queensland major grant funding in the September 2003 round

More than 50 Queensland artists spoke or performed at 2003’s This is Not Art festival. 

SOOB has also worked closely with Next Wave festival Artistic Director Marcus Westbury to include significantly increased numbers of Queenslanders in this year’s Next Wave festival. The final figures will not be known until Next Wave officially release their program later this year. 

A significant number of interested young Sydney, Melbourne and Newcastle artists travelled to Brisbane to attend Straight Out of Brisbane in 2003, as a result of SOOB’s marketing and word-of-mouth campaign at the 2003 This Is Not Art festival. 

Our survey data indicates that a small but significant 6% of our audience travelled to attend SOOB from inter-state.

:: Survey Results

Frequency Table

Detailed below are the preliminary results of the analysis of the SOOB 2003 survey data.  Further analysis is being undertaken on the data and will inform a series of audience surveys to be undertaken in the lead up to the 2004 festival.

The results follow the order of questions on the SOOB survey.

Where relevant, cross tabulation of data from multiple questions have been performed.

The total festival audience is estimated to be around 8,000. Of those 8,000 festival-goers a little less than 500 individuals submitted audience surveys, or around 6% of the total audience.  This is a very good figure leaning to more than 30 individuals in most sub categories.  This means that the survey data will tend to accurately reflect the actual makeup of the SOOB festival audience.  

However, because of the nature of the festival as an event with a strong public art component, a certain proportion of the audience is peripheral and ephemeral in nature. This group of casual passer-bys and accidental visitors is likely to be underrepresented as compared to individuals who spent a number of days at the festival. Never the less, it is believed that the survey data is an accurate reflection of the actual SOOB audience.

Survey plans for future festivals include single question “tear questionnaires” of the type used by the BIFF to measure audience satisfaction of individual films.  This should allow the festival to start to measure the success of individual events and panels. It will also allow the festival to better survey its peripheral audience.

Participant Age Break Down

	Age
	Frequency
	Percent

	Under 18
	12
	2.4

	18-21
	126
	25.4

	22-25
	186
	37.5

	26-30
	90
	18.1

	31-35
	38
	7.7

	35+
	34
	6.9

	Missing
	8
	2.0

	Total
	496
	100.0


More than half (63%) of the festival population falls into the 18 to 25 year age bracket and 92% of festival goers were under the age of 35.  

Gender of Festival Goers

	Gender
	Frequency
	Percent

	female
	246
	49.6

	male
	226
	45.6

	Missing / other
	24
	4.8

	Total
	496
	100.0


There was a fairly even gender balance amongst festival goers, with sightly more females (49.6 %)  than males (45.6) attending the festival.

Gender vs. Age Cross-tabulation

	 
	Age
	Total

	 Gender
	Under 18
	18-21
	22-25
	26-30
	31-35
	35+
	99
	 

	female
	.8%
	13.5%
	20.1%
	10.2%
	2.9%
	2.5%
	
	50.0%

	male
	1.2%
	11.9%
	15.6%
	7.4%
	4.9%
	4.5%
	.4%
	45.9%

	2
	
	.4%
	
	
	
	
	
	.4%

	Missing / other
	.4%
	
	2.5%
	.8%
	
	
	
	3.7%

	Total
	2.5%
	25.8%
	38.1%
	18.4%
	7.8%
	7.0%
	.4%
	100.0%


The gender balance of the festival-goers across age groups was also fairly even.  There appeared to be slightly more females than males under the age of 30 at the festival. The balance tipped the other way for those festival-goers over 30.

Artist or Creative Industries Practitioner

	
	Frequency
	Percent

	no
	98
	19.8

	yes
	376
	75.8

	missing
	22
	4.4

	Total
	496
	100.0


SOOB’s audience members self-identify as artists - up to 90% of festival-goers consider themselves to be “artists”. Around 75 percent of festival-goers reported that they considered themselves to be creative industry professionals. The disparity between these results possibly reflects the unemployment / underemployment of artists attending the festival (as is explored later)

Main Area of Creative Practice

	
	Count
	Percent of 

Responses
	Percent of Cases

	Music
	118
	22.2
	28.9

	Writing, Publishing, Zines
	90
	16.9
	22.1

	Radio / TV / Digital Media
	64
	12.0
	15.7

	Theatre / Performance Dance
	60
	11.3
	14.7

	Craft / Fine Art / Visual Arts / Illustration / Sculpture
	52
	9.8
	12.7

	Other
	42
	7.9
	10.3

	Community Engagement / CCD / teaching / vocational training
	30
	5.6
	7.4

	Film and Video
	22
	4.1
	5.4

	Photography
	16
	3
	3.9

	Design
	14
	2.6
	3.4

	Fashion
	12
	2.3
	2.9

	Architecture / Built Environment
	12
	2.3
	2.9

	Total
	496
	
	100.0


There is a good spread of creative practice represented at the festival with sufficient numbers in each area to enable people to network within their own area of art practice and to ensure that no art form is under represented. 

Overall the high numbers of festival goers reporting as creative industry professionals or artists and the broad spread of artforms represented paint a picture of the festival as an extraordinarily creative ferment of art forms, old and new, and a critical audience able to appreciate and critique the work presented at the festival.  

It also is indicative that the environment between exhibitions, panels and performances is likely to be just as creative as the work that is being officially presented for display and discussion. 

Participant Employment Breakdown

	 
	Count
	Percent of responses
	Percent of Cases

	Full Time
	136
	23.3
	27.8

	 Casual
	122
	20.9
	24.9

	 Self Employed
	96
	16.4
	19.6

	 Part Time
	94
	16.1
	19.2

	Seeking Work
	76
	13.0
	15.5

	Not Seeking Work
	44
	7.5
	9

	 Home Duties
	16
	2.7
	3.3

	Missing
	6
	
	

	Total
	590
	100.0
	119.2


Around 75% of festival-goers are employed and 25% are unemployed or seeking work.

Employment related to artistic career or creative industries practice

	 
	Frequency
	Percent

	No
	264
	53.2

	Yes
	178
	35.9

	missing/other
	54
	10.9

	Total
	496
	100.0


Currently have an ABN used for creative industries work

	 
	Frequency
	Percent

	No
	288
	58.1

	Yes
	182
	36.7

	missing/other
	26
	5.2

	Total
	496
	100.0


Nearly 40% of festival goers hold an ABN that is used for creative industries work, this reflects the move away from traditional forms of employment for creative industry professionals towards their operation as small businesses. This highlights the importance of the professional development components of the festival.

Breakdown of employment within chosen area of creative practice

	Employment Breakdown
	Count
	Percent related to Creative industries practice
	Percent unrelated to Creative industries Practice
	Not a creative Industries practitioner

	Full Time
	136
	26.5
	70
	3.5

	Casual
	122
	32.8
	65.6
	1.6

	Self Employed
	96
	87.5
	10.5
	2

	Part Time
	98
	44.7
	53.2
	2.1

	Seeking Work
	76
	34.2
	42.1
	23.7

	Not Seeking Work
	44
	22.7
	36.3
	41

	Home Duties
	16
	37.5
	37.5
	25

	Missing
	6
	
	
	

	Total
	590
	
	
	


When asked if their employment was related to their creative industry practice, 11 percent of respondents reported that they were not creative industry professionals. This is roughly in line with their response to the direct question “are you a creative industries practitioner” where 19% of respondents answered “no”. SOOB’s audience is predominantly composed of artists. 

Of the remaining 75 to 89 percent of festival-goers who identify as creative industry professionals or artists, there was a relatively high rate of underemployment in their area of creative practice. The exception to this generalisation is the self-employed, representing 20% of the overall festival audience, nearly 90% reported that their employment was related to their creative practice.  Casual and Part-Time employees represented around 40% of the overall audience, but only a third of them reported that their employment was related to their creative practice.  

Close to a quarter of festival-goers reported themselves to be unemployed or seeking work. However, this figure does not begin to accurately reflect the level of unemployment or underemployment of festival-goers in their chosen field of creative practice, where around 50 percent of those who identified as creative industry professionals or artists reported that the work they were performing was unrelated to their creative practice.

Enrolled to vote?

	 
	Frequency
	Percent

	no
	56
	11.7

	yes
	412
	83.1

	missing/other
	26
	5.2

	Total
	496
	100.0


It is possible that up to 16% of eligible festival-goers are not enrolled to vote.  This represents a similar level of disenfranchisement and disengagement to the data relating to low levels of employment within the creative industries as discussed above.

Internet Access Breakdown

	 
	Frequency
	Percent of responses
	Percent of Cases

	Work
	118
	20.5
	24.5

	School / Uni
	124
	21.5
	25.7

	Cafe
	34
	5.9
	7.1

	Home Dialup
	216
	37.5
	44.8

	Home Broadband
	84
	14.6
	17.4

	Total
	576
	100
	119.5


Given that we are talking about a youthful and supposedly “connected” population it is surprising that more than 50% of festival goers reported not having access to the internet from home. Recent figures from the USA show that internet penetration in households has reached 75%, so given the relatively low level of access amongst festival-goers, the importance of the festival as an opportunity for emerging artists to explore new artforms and practice is highlighted.

Cultural Creation Participation

	 
	Count
	Percent of responses
	Percent of Cases

	Music
	234
	15.9
	54.2

	Exhibition
	186
	12.6
	43.1

	Writing / Publishing / Zines
	182
	12.3
	42.1

	Theatre / Performance
	152
	10.3
	35.2

	Web Content
	150
	10.2
	34.7

	Film / Video
	130
	8.8
	30.1

	Radio / TV / Digital Medial
	112
	7.6
	25.9

	Design
	92
	6.2
	21.3

	Fashion
	68
	4.6
	15.7

	Craft
	68
	4.6
	15.7

	Dance / Movement / Circus
	58
	3.9
	13.4

	Architecture / Built Environment
	42
	2.8
	9.7

	Total
	1474
	100
	119.5


These results largely conform to the results from audience members nomination of their major area of creative practice. 

Music performance and production is the most common form of participation in cultural content creation; more than half our audience said they were involved in it. It is worth commenting that visual artists and photographers reported a much higher level of participation in cultural creation (“exhibitions”) than their representation by number amongst the festival-goers would suggest. This suggests they are able to exhibit their work more easily than festival-goers working in other artforms; conversely, while new media artforms are popular amongst festival-goers, many find the barriers to entry quite high.

Cultural Content Consumption

	 
	Count
	Percent of responses
	Percent of Cases

	Music
	428
	17.5
	89.8

	Exhibition
	402
	16.0
	82.4

	Film
	390
	15.5
	79.9

	Theatre
	302
	12.0
	61.9

	TV Radio
	294
	11.7
	60.2

	Library
	292
	11.6
	59.8

	Comedy
	218
	8.7
	44.7

	Games
	174
	6.9
	35.7

	Total
	2510
	100
	414.3


It is a similar story for the consumption of cultural content. Music was the most commonly consumed art form, however the distribution of cultural content consumption across the festival audience is much more evenly distributed than the creation of cultural content.  Many festival-goers reported consumption in all of the categories and the majority reported consumption in 3 or more categories.

The results above suggest that the festival audience are active consumers of cultural content generally – and do not recognise the “silos” of artform or practice that are often represented in arts funding policies and traditional discussions of the arts.  This is also particularly significant for the ongoing viability of the festival as it suggests that efforts to grow the audience of any one artform will have positive flow on effects for the rest of the festival.

Attendance at  SOOB 2002

	
	Frequency
	Percent

	No
	336
	67.7

	Yes
	148
	29.8

	missing/other
	12
	2.4

	Total
	496
	100.0


Nearly 70% of the festival audience had not been to the inaugural SOOB festival in 2002. However, the festival audience grew from around 3000 to 8000. This means approximately 80% of the 2002 audience returned for the 2003 festival. The importance of this core audience is highlighted by the data relating to how the new audience found out about the festival, which was largely by word of mouth.  These results are discussed later.

Number of Days Attendance Planned for SOOB 2003

	 
	Frequency
	Percent

	1
	76
	15.3

	2
	76
	15.3

	3
	84
	16.9

	4
	56
	11.3

	Many / All
	140
	28.3

	mising/other
	64
	12.9

	Total
	496
	100.0


Nearly 30% of the festival audience planned on attending each day of the festival – again showing a strong “core” audience for the festival. More than half of the festival-goers surveyed planned on attending 3 or more days of the festival.

Number of people came to the festival with

	 
	Frequency
	Percent

	0
	28
	5.6

	1
	44
	8.9

	2
	40
	8.1

	3
	42
	8.5

	4
	26
	5.2

	5
	28
	5.6

	6
	18
	3.6

	7
	10
	2.0

	8
	20
	4.0

	9
	2
	.4

	“lots”, “many”,  etc
	166
	23.4

	missing/other
	72
	14.5

	Total
	496
	100.0


The above table gauges the number of people audience members came to the festival with. Reponses such as “lots” or “many” were grouped together and represent 23.4% of respondents.

Going to SOOB is a very social experience for audience members. Only 5.6% of respondents said they travelled to the festival alone. When the “many” category was combined with the numerical data, over half (52.7%) of those surveyed said they travelled to the festival with 3 or more people. 

Attendance at other festivals in the past 2 years

	 
	Frequency
	Percent of Response
	Percent of Cases

	Big Day Out / Livid
	228
	12.1
	52.3

	West End Fest
	216
	11.5
	49.5

	APT
	184
	9.8
	42.2

	BIFF
	180
	9.6
	41.3

	River Festival
	130
	6.9
	29.8

	Brisbane Festival
	134
	6.6
	28.4

	Woodford
	130
	6.4
	27.5

	Ideas
	104
	5.5
	23.9

	Brisbane Writers Festival
	96
	5.1
	22.0

	Other Major Capital City Festival
	86
	4.6
	19.7

	Noise
	84
	4.5
	19.3

	This Is Not Art, Newcastle
	80
	4.2
	18.3

	Visible Ink Festival
	60
	3.2
	13.8

	Stage X
	58
	3.1
	13.3

	Two High
	52
	2.8
	11.9

	QBFM
	38
	2
	8.7

	Brisbane Outer Fringe Festival
	24
	1.3
	5.5

	Adelaide Festival or Fringe
	20
	1.1
	4.6


More than half of Straight Out of Brisbane’s audience (52.3% of respondents) have been to a large outdoor music festival in the last two years. This echoes earlier data on the popularity of music production and consumption amongst out audience. 

Interestingly, the West End Festival was the next most attended festival at 49.5% - attesting to this festival as an important event for young and emerging artists in Brisbane. Conversely, the “youth” oriented festivals such as Stage X (13.3%), Visible Ink (13.8%) and Two High (11.9%) were attended by much smaller numbers of SOOB audience members. This suggests that more than 4/5th of SOOB’s audience is not attending or accessing existing youth festivals in Brisbane. 

The distribution of art forms by festivals backs up earlier data that show the omnivorous nature of SOOB audience members’  tastes. Being a “high art” festival is apparently no barrier to attendance by SOOB‘s audience – for example, more people said they went to see the Asia-Pacific Triennial than went to the Brisbane International Film Festival, and more had been to the Brisbane Festival than to Woodford.

Are you interested in attending SOOB '04 as an audience member?

	 
	Frequency
	Percent

	no
	8
	1.6

	yes
	274
	75.4

	mising/other
	114
	23

	Total
	496
	100.0


More than three quarters of our audience members surveyed would like to go to another SOOB in 2004. A tiny 8 out of 496 (1.6%) said they would not. 

Are you interested in attending SOOB '04 as a participant?

	 
	Frequency
	Percent

	no
	60
	12.1

	yes
	308
	62.1

	mising/other
	128
	25.8

	Total
	496
	100.0


The desire to participate as an artist in SOOB is very strong amongst surveyed festival-goers, with 62.1% saying they are interested in participating in the 2004 festival. 

Are you interested in attending SOOB '04 as an organiser?

	 
	Frequency
	Percent

	no
	146
	29.4

	yes
	122
	24.6

	mising/other
	232
	46.8

	Total
	496
	100.0


The majority of respondents did not answer this survey question, probably indicating disinterest in being an organiser. However, 122 audience members (24.6%) said they would like to attend SOOB as an organiser. This figure again underlines the strong participatory ethos of SOOB’s audience, and is an interesting measure of the willingness of the festival’s audience to invest their “social capital” back into the festival through organising and volunteering. 

Did you find SOOB …

	 
	Frequency
	Percent

	very expensive
	6
	1.2

	expensive
	48
	9.7

	Inexpensive
	254
	51.2

	very inexpensive
	146
	29.4

	missing/other
	42
	8.5

	Total
	496
	100.0


SOOB audience members overwhelmingly found the festival cheap.  80.6% of those surveyed said SOOB was either “inexpensive” or “very inexpensive”. 

Rate your satisfaction with SOOB’s program in 2003:

	 
	Frequency
	Percent

	Very Satisfied
	168
	33.9

	Satisfied
	248
	50.0

	Dissatisfied
	16
	3.2

	Very Dissatisfied
	4
	.8

	missing/other
	60
	12.1

	Total
	496
	100.0


Festival-goers gave Straight Out of Brisbane the thumbs-up. 83.9% said they were either “satisfied” or “very satisfied” with SOOB’s program; only 4% of respondents were dissatisfied.  

Surveys indicated that attendees found the hands-on natural of the panels very “relevant” and “helpful”.





The SOOB Screening Room





The extremely successful Creative Industries Micro Business Forum





Crossroads: Fusing art, music + new media





SOOB: art on the street





The Loose Threads  Public Art Exhibition featured in a number of Valley shopfronts.





“Here, Now” – a popular photography exhibition.





SOOB identified a need in the community for artists to showcase, market and network their work.








