Chapter 4:

Decoding the Brand – Visualising the Needs

“Both evidence from practice and interest in the press and theoretical contributions on the topic suggest that culture and entertainment have a major role to play in economic development” (Kavaratzis, 2004:1.)
This chapter presents an analysis of the data collected.  The data is grouped into seven major themes listed below.  Issues are highlighted and linkages to the literature made, but detailed discussion around the conclusions and possible recommendations will be made in the subsequent chapter.  The data is representative of interviews conducted with administrators and managers of Newtown as well as interviews with resident representatives of arts and culture.  A focus group meeting was held with members of the arts and culture sector of Newtown and a visual audit of the place conducted and included in the analysis below.  No individual names are used; only the names of the organisations represented are referred to so as to protect the identity of all individuals who participated in this study.

The data aims to identify what drives the brand of Newtown and the manner in which arts organisations (both for profit and not-for-profit) are supported or threatened by it.  Despite the presence of many brands, the question still remains – what makes Newtown a Cultural Precinct?  Through the data collected, this study also aims to explore the cultural branding of Newtown within the context of the economic resuscitation of the City of Johannesburg and to establish what gains there are for resident arts organisations located in the “cultural precinct” of Newtown.  The data is also used to determine the benefits of being part of the Cultural Precinct as perceived by arts organisations and how they manage to maintain their own identities while being part of the brand of Newtown.  With the information gathered from the research it is hoped that an understanding will be reached of the relationship between the various stakeholders in Newtown.

The themes were identified through patterns that emerged from the data and the types of questions included in the questionnaires.  There were certain ideas or opinions that could easily be grouped more neatly under common headings.  This allowed the researcher to deal effectively with smaller pockets of knowledge.   
Theme 1 Perceptions of the Branding of Newtown

This theme ties directly to the constant renewal that Newtown was subjected to as a result of population increases and disasters in the area as highlighted in Chapter 1.  Newtown was derelict and in a rather undesirable state and this sparked the idea of development and renewal.

From the research data it appeared that respondents from the arts and culture sector expressed that the branding of Newtown as a Cultural Precinct was a move in the right direction, but also that has not been sufficiently managed.  The impression gained from these respondents is that the identity of a cultural precinct was built on the existence of the arts and culture organisations in the area, but was never taken any further or developed beyond this.  The Market Theatre and MuseuMAfrica were in the area since the 1970’s and their identities were aligned to the newly formed brand of Newtown.  There are so many other arts and culture organisations that reside in the precinct and also contribute to the artistic community, so the expectation was that they needed to be recognised as well and have their place in the cultural precinct validated.  
The arts and culture organisations are well aware that they are a valuable commodity in the cultural precinct, but there appears to be a sense that they are not acknowledged as such.  In terms of true relationship marketing, it is key to create value for all stakeholders and consumers through determining, creating, delivering and assessing value.  All stakeholders need to feel that they offer value to the relationship (Christopher, Payne, Ballantyne, 2002: 191).  The arts and culture organisations of Newtown appear not to have been given equity in the stakeholdership of the Precinct.  Some of this insecurity comes out in the response below.   

“Most people can’t even spell precinct” said one respondent from an arts and culture organisation sarcastically.  People outside of Newtown are unaware of the entertainment and events that are part of the programming of the place.  There is the impression that generally venues and organisations are confused and mistaken for others in the area and these are things that the brand of Newtown needs to overcome through clear signage and directions.  Some, like The Market Theatre, MuseuMAfrica and the Bassline, are well known, but others are either not recognised or mistaken for other venues.  A common example is that Moving into Dance Mophatong is often mistaken for The Dance Factory and vice-versa.  

The frequent confusion of venues is indicative of a problem with signage.  Signage is categorically a central factor in branding.  As can be seen in the photographic audit in this chapter, the signage created by the NCP does not appear to be striking – it is not bold or eye-catching enough.  The purpose of branding is to create an unforgettable impression in the mind of the visitor or audience members (Blackett, 2003:7).  It is also what will separate the NCP from the competition (Mathieson, 2005:22).  There are so many other arts and culture activities and theatres that are in relatively close proximity to the NCP.  It will be the branding together with the programming that will create a consumer experience that will not be easily forgotten thereby ensuring a return experience.  

It also seems apparent that the brand of Newtown was built upon the fact that the Market Theatre was located in the area.  This fact is justified by the drive of the JDA to ensure that The Market Theatre is sustained through financial assistance.  (This will be elaborated on later in the discussions.)  However, a cultural precinct cannot be built on the reputation of one organisation.  Newtown has an existing arts community; therefore it appears that Newtown was a convenient option for a cultural precinct.  Zukin (1995) speaks of a case where culture is increasingly becoming the business of cities in that it is cheaper to subsidise culture than it is to subsidise business.  As far as Newtown is concerned, the artists were already here so it was the best location and the more economical option.                   

“The brand is important as it does give people a sense of identity; it adds value to the place, and that makes a great community.  There is, however, the concern that some people jump on the bandwagon with their own perceptions of culture and declare ownership of it” said another respondent from an arts and culture organisation.  The arts and culture organisations express concern that there is no understanding of the term culture.  They feel that there really needs to be some sort of definition pinned down as currently developments in the area appear not to speak to the brand of Newtown. 
Relationship marketing again speaks of value to all stakeholders and in order to establish value the stakeholders of Newtown need to be involved in the process of branding.  From the interviews with the arts and culture organisations there seems to be a general lack of consultation in Newtown.  Having the stakeholders involved in the branding process means having them buy into the process and the identity.  Stakeholders that identify with the brand will take ownership of the brand and have a personal affiliation with it – they will promote the brand and ensure its success.      

Some respondents expressed the positive notion that by developing the brand there would be a commitment to developing audiences though brand recognition.  This would stimulate visitor experiences as well as change the public’s perception of the arts, which would in turn develop the databases of organisations and promote growth that will result in an increased sense of stability within organisations.  This perspective was challenged by others who suggested that, “There seems to be a ratio of more corporate and less arts, creativity, live venues and affordability.”  

The arts and culture organisations of Newtown appear to be concerned that the idea of promoting arts and culture in the precinct is being over-shadowed by the more urgent need to attract business into the area and thereby regenerate the city.  The urban management organisation, Kagiso Urban Management, has not hidden the fact that part of their priority is to attract business into areas they manage.  This is clearly stated in their operational objectives.  It is also not concealed that this is a part of the agenda of the JDA and City of Johannesburg.     

The general consensus among the respondents from the arts and culture organisations is that the “imposed brand”
 needs a lot more work.  They felt that the website needed to be publicised more widely, as only the people in the area know of it.  The maps needed to have more information about the activities that organisations engage in.  People often only know of the live venues but not the other activities such as crafts, visual arts, drumming, etc.  This highlights the need to change the perceptions of people (visitors/potential audience) to the area.  This includes the perception of security.  Those that work in the area see the security as extraordinary, but outsiders still perceive Newtown to be a dangerous place.   

The additional services in the NCP such as additional security and cleaning staff are the product of Newtown being a Management District.  These services are subsidised by corporates in the area that pay a levy toward the extra services.  The arts and culture organisations do not pay toward these, but they reap the same benefits.  Although the NMD has structures in place to ensure that all visitors have a rewarding experience in Newtown, many do not think of it as a place where they would feel safe.  

Changing the image of Newtown from the public perspective and promotion of the brand is as much a part of the responsibility of the arts organisations as it is of the NMD.  From the interviews it appears that the arts and culture organisations want to do as little as possible in terms of brand promotion, yet expect to receive maximum benefits.  Maybe part of this attitude comes from the non-consultative approach to development and maybe it is part of the mindset of the NPO/NGO arena, where one only does what one is funded to do.  It is quite understandable that funding is a problem for the arts and culture organisations as their project funding is very specific in terms of what the granted funding is to be used for.  However, there are ways to invest in the NCP without capital outlay, such as performances in public places or exhibitions.  These may not be income generating but they certainly can be used as a marketing tool.  Stakeholder buy-in is crucial to the success of the brand.  Murray (2002) speaks of six steps to ‘place marketing’ and his very first step is integration, which involves collaboration among all stakeholders, public and private, to ensure the efficient marketing of the place.  This integration involves not just residents, arts organisations, corporates and management organisations, but also architects, construction workers and engineers, among others.  

The managers and administrators of Newtown think that the “brand
 has grown, but it is still young and we are still not seeing a forward movement” said one Newtown manager.  One person said that the identity of the place has to be established, but this has been done through huge investments in events.  The problem of an ephemeral identity is created; an identity that will change as the events change.  The primary implications are that the place has not acquired its own identity, but only that of the events it hosts.  This would be potentially problematic when such events relocate out of Newtown.  
The brand is indeed fairly new and the interviews indicate that it does need to be developed.  The title of “Cultural Precinct” that the municipality pinned on Newtown does not automatically make it a brand.  The brand needs to be worked at constantly.  It comprises of structures and symbols, but it is also the imagery that exists in the minds of both the people who work there and its visitors.  If relationship marketing is to succeed then this is what constantly needs to be reinforced.  Forward movement of the brand could still involve the process of consultation with all stakeholders in order to ensure establishment of the brand.  The creation of an ephemeral identity through symbols and imagery is not as potentially problematic as failing to propagate the brand.  Binns (2005) speaks of the transition from an economic based regeneration initiative to holistic regeneration through the introduction of cultural programmes.  This does not entail moving away from the symbolic economy, but instead incorporating it into the programmes of the place.  These programmes will ensure increased audiences through a variety of programming and should some events move out of Newtown there will be others that still bring in audiences.  Through consistent arts and culture programming audiences will recognise the place as an arts and culture arena which is not only dependent on the single identity of a particular institution such as The Market Theatre.        

There have been instances of co-branding by the NMD marketing officials which entailed banners, similar to the Newtown ones being used outside venues to promote other organisations in the area and associate them with the brand of Newtown.  The administrators and managers say that extensive exercises were conducted to determine which organisations could associate itself with this style of branding.  The colours chosen for the branding of Newtown were the colours of the rainbow which is derived from Arch Bishop Tutu’s famous “rainbow nation” speech in which he imagined the equal representation of all people in government.  The carved heads that are synonymous with Newtown show that anybody from anywhere in the world can find their place in this arts and culture hub.  This can be seen in the carvings themselves that, upon close inspection, reveal different ethnic groups, tribes and nationalities.    
At present the brand of Newtown is encapsulated in banners that say “Spirit”, “Culture” and “Life” which seem to be the motto of the precinct and these are hung off lamp posts in the area.  Branding is also in the form of street signage, bands that go around the garbage bins and maps of the area. (See pictures below).  These are some of the physical elements that show the brand of Newtown.   
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Figure 1 Information Map in NCP providing no information on what the organisations do
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Figure 2 Crafted Heads that form Parameter of NCP but does not draw 
attention to Newtown as a place
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Figure 3 Branded band around bins in NCP not very bold or eye-catching
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Figure 4 NCP Branded Banners not very bold or eye-catching 
- rather small
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Figure 5 NCP Branded Banners not very bold or eye-catching - 
rather small
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Figure 6 NCP Branded Signage –does not draw attention to 
Newtown logo
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Figure 7 Welcome to Newtown Signage not very bold or eye-catching
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Figure 8 Mural of Newtown Slogan not eye-catch and placed on a 

unkempt wall
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Figure 9 Signage in NCP not very bold or eye-catching
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Figure 10 Different Information Maps in NCP providing no information on what the organisations do
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Figure 11 Different Information Maps in NCP providing no information on what the organisations do
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Figure 12 Different Information Maps in NCP not clearly demarcated with no information on organisations

The administrators and managers agree however that the branding has not been done effectively.  They say that there are many opportunities where people can have a unique experience in a day just by visiting the different venues in Newtown and if people wanted to experience music, dance or craft there are different venues in Newtown where these experiences could be shared.  Most people are unaware of what is available in the NCP.  There is a general sense among the administrators and managers of Newtown that organisations need to make people more aware and also need to ensure that their programming speaks to targeted audiences.
For branding to be functional it needs to eye catching and bold, but much of Newtown branding is inconspicuous.  (See pictures above Figures, 3, 4, 5, 6, 7).  The branding of other organisations such as The Market Theatre and South African Breweries (See pictures under theme 3) is more bold and “in your face” compared to the many small instances of branding of the NCP (See pictures above).  The bins have tags on them; there are maps (not many) which show the geographic area of Newtown; there are the banners that hang from the street poles (but not everywhere and not on all poles); there is a small bit of graffiti on one wall; NCP signage and road signs are in place and there are the usual municipality information boards which essentially demarcate Newtown.  These are the tools that push the brand of Newtown as a place, but none of these tools are eye-catching or very prominent.  They do not attract attention and therefore Newtown continues to be the place where The Market Theatre or the South African Breweries World of Beer is situated.  Branding is able to make or break cities – if it is well planned, managed and implemented then it is makes the city more desirable, but if it is not then it works to the detriment of the city (Kavaratzsis 2004: 59).  It appears that the above branding strategies limit the precinct’s visibility.  
“How does the current vision of Newtown fit into the vision of an organisation that has been based in Newtown for over 20 years?  Whose Cultural Precinct is this?  It appears to belong to the people that have created Newtown.  Newtown would not be a Precinct if it were not for the organisations that are here,” said one respondent from an arts and culture organisation.

Respondents from arts and culture organisations have identified several benefits to being located in Newtown.  These include convenient access to public transportation, the historical importance of the site and the general sense of belonging that it creates for arts organisations.  All the respondents from these organisations were grateful to the City of Johannesburg for the place which houses artists and allows collaborations and interaction among them.  
A few of the responses from arts and culture organisations are in conflict, however.  On the one hand, the organisations are grateful for benefits that they have derived from being resident in Newtown.  On the other hand, they do not feel a sense of belonging in the place.  Most of the organisations have been in Newtown since before development was underway, but they now feel like outsiders in a place that was originally theirs – the artists’ home.  The fact that these organisations still question whose place it is speaks directly to rungs 3 – 5 of Arenstein’s Ladder of Participation (2006: 3).  These rungs which fall in the “Tokenism” level (Arenstein, 2006:3) include informing, consultation and placation.  In other words stakeholders – in this case the arts and culture organisations – are informed and made to feel part of the development and branding process, but still hold no real power.  The illusion is created that their thoughts and ideas are adhered to but in reality they are not.       
The managers and administrators of Newtown see the role of their organisations as creating and facilitating an environment that is conducive to public engagement and interaction.  They also see Newtown as being central to arts and culture as it has music and dance venues and places where arts and crafts are practiced.  They feel that they have offered the necessary support for organisations to flourish in an arts and culture environment.  The JDA also claims to monitor organisations that wish to move into the area so as to ensure that they do have some affiliation to the arts.  

The respondent from the Directorate of Arts and Culture Johannesburg said, “The driver for the development in Newtown has been the JDA.  I think that it should be the arts and culture department but it does seem ironic that the leading role player in the development is a consultation and development agency.  The JDA, however, has brought in their experience, lots of new infrastructure, so I guess that we should not complain.” 
It is an interesting realisation that major decisions regarding the cultural precinct together with the developments therein are made by a development company.  While the JDA claim that they promote the agenda of arts and culture when reviewing organisations that want to move into the area, the question remains – are organisations which will bring investment into the area turned away because they do not have an inclination toward arts and culture, or are they told to make a contribution so that they can stay?  Alternatively, companies that do not have arts and culture as a top priority will still opt to support it in light of the profit that could be made in the area.  Committing to the arts and culture industry is a small price to pay in light of the bigger picture.  Bianchini (1999) speaks of ‘the give and take principle’ where there has to be evident linkages between cultural policy and social, cultural and environmental improvement.  He also states that town planners need to be educated in art history and philosophy to fully appreciate the cultural planning of development.  Development organisations, like the JDA, need to understand the makings and operations of a cultural precinct and factor these into their development strategy.
In response to the question of what encapsulates the brand of Newtown one respondent from the arts and culture organisations said that the brand of Newtown is captured by “the people who have resided here long before the development thumb-print fell on this area”.  The respondents from the arts and culture organisations mentioned several factors that encapsulate the brand of Newtown, but ultimately it all boils down to the artists that occupy the area.  (See pictures of some arts and culture organisations below).
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Figure 13 The Bassline in NCP showing no NCP signage on building
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Figure 14 The Dance Factory in NCP showing no NCP signage on building
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Figure 15 Signage for Market Theatre in NCP showing no affiliation to Newtown
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Figure 16 The Bus Factory in NCP showing no NCP signage on building
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Figure 17 Moving in Dance Mophatong in NCP showing inconspicuous

Newtown logo
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Figure 18 MuseuMAfrica in NCP showing no NCP signage
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Figure 19 Cultural Development Trust in NCP showing no NCP signage
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Figure 20 Rooke Gallery in NCP showing no NCP signage
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Figure 21 Market Photo Workshop in NCP shows no association to Newtown
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Figure 22 Craft Council of South Africa in NCP shows no association 
to Newtown
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Figure 23 Visual Arts Network of SA in NCP shows no association to Newtown
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Figure 24 Artist Proof Studios in NCP shows no association to Newtown
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Figure 25 The Drum Cafe in NCP shows no association to Newtown
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Figure 26 List of Organisations that are resident in the Bus Factory 
shows no Newtown logo
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Figure 27 Afroville Media in NCP shows no association to Newtown

 “Newtown has always had arts and culture but the formalisation of a title, accompanied by development has further propagated it but a lot of the arts and culture has been lost or re-adapted as a result of the development” said a respondent from an arts and culture organisation.  (See picture of development below).
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Figure 28 Example of Development in NCP that marks the character of Newtown

The respondents from the arts and culture organisations argue that the notion of a cultural precinct always existed even if there wasn’t a title for it.  The area has been a home to artists since 1976 and it has always been a place where artists held on to their artistic integrity.  This means the ability to practice their art form without prejudice or compromise.  Newtown has also become an area synonymous with the various facets of arts and culture training.  This practice in and of itself further enlivens arts and culture in Newtown and exposes more people to the place.     
“While development has marked this area positively in some ways and negatively in others, it seems only fair to say that the only reason a Cultural Precinct exists is because there are several people who have built on an-already-established brand,” said an arts and culture respondent.  The implication here is that Newtown was an arts and culture precinct long before the formal title was pegged to it.   
“The brand of Newtown is captured in the development of a cultural precinct and the creation of a place that allows artists and business to co-exist.  It is a platform for artists to nurture their trade through the support of the City and other enterprise,” said a Newtown manager/administrator.  This aptly summarises the responses of the managers and administrators of Newtown.  The general feeling among them is that the life of the place attracts artists to it and therefore it is a place whereby business and arts could co-exist harmoniously.  It is also a place that encourages development and therefore the enhancement of arts and culture.  
The conflict surrounding the creation of the brand is clearly seen in the difference between the responses of the Newtown managers and administrators and the arts and culture respondents.  There is a unanimous voice from the arts and culture respondents that says it is the artists who capture the brand of Newtown and the cultural precinct existed long before the title was formalised.  However, three out of the four administrators and managers said that the brand of Newtown was encapsulated in the development of the cultural precinct.  This is probably the reason for the arts and culture organisations not feeling a sense of ownership and belonging in Newtown.  Murray (2002) speaks of place marketing as a collaborative effort between the community and the place.  The artists in Newtown are the community and having them involved in the process from the onset is of great benefit to marketing and branding endeavours, as they become “local ambassadors” (Murray, 2002).  Further, the artists are in tune with the flux and change of the culture of the place.  If the identity of the place was created by architectural design and did not take into account social change then the buildings would remain but the culture would have evolved and moved on or moved out.        
Only the respondent from the Directorate of Arts and Culture for the City of Johannesburg (CoJ) had a differing opinion on this subject, which was that “the history of the place captures the brand of Newtown.  There is so much of heritage
 in the place and that is the ideal platform for a cultural precinct.  We so often forget the cultural foundations of heritage.”  It is important to note though that heritage does fall directly in line with the respondent’s job profile.  

This history of the NCP and the heritage that it houses is a huge factor in the brand identity of the place but it does not appear to have been adequately used.  If the history and heritage of Newtown was considered then there would be organised tours of the area resulting in greater footfall, but these still need to be structured and planned.  Yet again, perhaps this also implies that there needs to be better planning around the marketing and branding of the place in terms of the components that exist, including the arts, culture, heritage and history. (Below is a picture of the Workers Library which was once a mining hostel for black migrant workers).  Community participation in brand development is vital to the success of the brand (Murray, 2002).  There is no need in Newtown to redirect efforts around marketing and branding when the marketable features that exist are not being used.        
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Figure 29 Workers Library in NCP shows no affiliation with Newtown
Theme 2: Responses to Cultural Regeneration of City

“There has been lots of development in the area since (2001) but I feel that with all the structure and formalisation of the cultural precinct the area has lost the artistic vibe and creativity that it had back in the old days” (Resp 1a).    

The responses to the cultural regeneration of the city are very different from the perspective of the arts and culture organisations.  They say that public support is not linked to the development of Newtown since 2001.  Newtown’s support is linked to the venues in the area, and how these venues have managed to draw new greater audience numbers. There are, however, also many programmes that do not occur within the borders of Newtown and therefore public support could not be attributed to the development of Newtown as a Cultural Precinct but more so to the venues that have been developed.  “There also appears to be more footfall in the area by way of international and national visitors as opposed to local ones” said the respondent from the Directorate of Arts and Culture.  The arts and culture respondents also thought that it would be advantageous for Newtown to have more local public support instead of national and international, as there would be more consistent support as opposed to passing public support.

But in a more positive light they say that the Newtown Cultural Precinct is a place whereby they are able to have access to potential students who are interested in the arts. People are able to identify with the place as it is associated with some form of cultural activity or the other; the environment (post 2001) is cleaner, safer and far more accessible but the issue of increased public support is still unclear.      

The administrators of Newtown feel that urban regeneration has propagated a cleaner city, the area is perceived to be safer, there is more in terms of venues for entertainment and more performance places.  There is the Saturday Market and the Market outside the Theatre – all of which draw visitors.  People are more aware of programmes in the area – there is more promotion of products and services.  Once-off visitors can see what arts and culture in South Africa has to offer just by visiting Newtown.
Both the administrators and the arts and culture respondents agree that a positive spinoff of the cultural regeneration is that the city is cleaner and safer.  This is a benefit of being a City Improvement District.  The area of contention exists in the perceptions of footfall in the NCP.  The arts and culture respondents say that footfall is not strong and while there are national and international visitors, the local visitors are few.  The Newtown administrators speak of once-off visitors having a South African cultural experience just by visiting Newtown.  It is incredible that Newtown could be thought of as presenting a South African cultural experience, but while this experience is on offer still there needs to be an increase in footfall.  Tourism is limited, but if the local community and the community of greater Johannesburg see the NCP as ‘the place to be’ then there would be an increase in the number of people frequenting the area thereby impacting the economy.  Murray (2002) says that place marketing that involves people at the core of the planning and development generates a degree of ownership and allows people to incorporate their own living culture into their place.  The idea behind this is that if local people feel a sense of pride in the area then they will be the most effective source of positive word-of-mouth marketing for the place.  

In terms of the use of culture for economic gain one respondent said, “I think that it works both ways – arts and culture is being used to encourage, beautify and uplift the city giving it a new face and energy – but arts and culture can benefit enormously from the economic revival in the city.” (Resp 4)

There was a mixed sense of the use of culture for the economic gain of the city from the arts and culture respondents.  Two respondents saw it positively as enhancing an overall appreciation for arts and culture, showing more commitment to developing arts and culture, promoting cultural diversity, thereby attracting more visitors and reenergising the city through aesthetic value.

On the other hand, respondents from the arts and culture sector felt that the development lacked cohesion and vision.  It appears as though construction is a part of the image of Newtown and these renovations and buildings continue endlessly.  Nobody seems to know what the big picture is and what the ultimate look for Newtown will be.  An interesting note by one of the respondents was that in today’s economy, cultural capital is fast becoming a significant driver of economic growth.  Unlike labour or other traditional resources, cultural capital is not a given.  It is an amalgamation of a country’s national identity, history, social and cultural heritage, as well as its artistic and creative capabilities.  It is an enduring asset that is not easily nurtured or harnessed.  “Only with investments in arts and culture, can we begin to position our cultural resources for economic gain, and that is a huge challenge” said another arts and culture respondent.
The respondents were also concerned about the issue of mutual benefit.  It seems that as business moves into the area it becomes unaffordable for artists to co-exist.  A cup of coffee is about R15.00 and a simple sandwich is beyond the price of the student
 market that the organisations service.  It is good that the rental is subsidised, but what about other things such as food?  The area consists predominantly of a student population, mainly from disadvantaged backgrounds, who need to walk a distance out of Newtown to purchase food.  It therefore appears that the needs of a tourist market are being catered for and not necessarily those of the artists.  

The arts and culture respondents also felt that the sector has been ignored at the best of times and is often just seen as a necessary evil in the Precinct.  It seems to be looked at as an inconvenience that should just be tolerated.  Arts and culture is not perceived in economic terms and therefore is often sidelined.

Respondents seem to think that the arts and culture sector is being manipulated by the City to add to the status of a precinct, with no real benefits trickling down to them.  “The idea of a cultural precinct was conceived as a public benefit area and having a cultural vibe was also seen as a way to stimulate economic growth – hopefully it would be something that would create jobs, something to be proud of.  The City of Johannesburg sees it in terms of public interest not wanting to exploit organisations for rates.  The idea of having a cultural precinct is partly a status thing such as the V&A Waterfront in Cape Town.” (Resp 1a)

The administrators of Newtown are of the opinion that in order to secure Newtown as a Cultural Precinct it must be understood that Newtown used to be a “no-go” area –perceived as dangerous – there were potholes on the square and therefore the need for repair and development.  They seem to emphasise that one needs to be careful and not see the development as the enemy but support it in as much as it in itself is aligned to the overall development of arts and culture.  “Value lies in Newtown being a Cultural Precinct” one respondent said. (Res 2a).  

The administrators of Newtown were unanimous in their response that arts and culture was not being manipulated for the economic gain of the city.  They said that private developers were not even remotely considered if they did not have an affiliation with arts and culture or if they did not stay true to the arts and culture ethos of the Precinct.  “Private developers do make a huge contribution to culture in the area but the integrity of the place is respected.” (Res 4a)

The arts and culture respondents did note that the positive aspect of this urban renewal strategy was that the appreciation for arts and culture was enhanced through the creation of a cultural precinct.  Arts and culture, however, does not appear to be seen as something that could be of economic benefit.  The arts and culture residents of Newtown are under the impression that arts and culture is a draw card to bring people into the area but in and of itself it could neither drive the economy of the city, nor sustain it.  Due to this underlying thinking there is the notion that arts and culture might bring people in, but the businesses in the area is what will drive the economy.  This probably explains why the majority of student communities in Newtown cannot afford to purchase meals in close proximity.  The food businesses are not aimed at the student, NGO or artist, but at the tourist market.  So while the administrators claim that arts and culture is not being manipulated for economic gain; the evidence seems to indicate that it is.  Mommaas (cited in Hauben, Vermeulen, and Patteeyw, 2004: 38) speaks of the conflicts that arise out of the branding of the cultural city.  His very first conflict is the tactic to direct the city brand towards the income generating market, sidelining local culture and practices.  

Manipulation here could also be seen from another perspective in that the developments of Newtown did not arise from the fact that an area for arts and culture was established but that an area, decrepit and derelict, occupied by artists, was chosen to be redeveloped.  The impression by the arts and culture organisations is that Newtown was not regenerated for the artists; it was regenerated for business and corporates to come in.  This ties in very clearly, again, with what Mommaas (2004) propagates about focusing the city toward the income generating market.  
Theme 3: Arguments for and Against Business Being Attracted into Newtown
Another theme that was identified in the history of Newtown shows the emergent theme of integration and separation.  Here again, this theme is clearly evident in the data.  The gathered data reveals the struggle of the arts community to be integrated into the precinct while they appear to be sidelined by corporate business being attracted into the area.

The arts and culture respondents see the idea of businesses being attracted to Newtown as both positive and negative.  They see it as desirable in the sense that they could contribute to an increase in footfall in the NCP; they use the facilities, participate in the arts and culture programmes and contribute to help change the overall public perception of the area.

“I think it is good and can benefit cultural organisations; however the benefit of cultural activity and non profit organisations must never be forgotten”. (Resp 4) 
On the reverse side, it is seen as a danger to the arts and culture organisations because an increase in corporate money in the area results in increases in prices that affect all in the area.  While cultural organisations benefit from the lowered rate of rental there are still other things that are not monitored and controlled, such as the food prices.  This could easily be managed by the precinct introducing hotdog stands or smaller cafes that cater to the student market.  These are ideas that need to be explored and expanded on.
A few respondents felt that there was no reason that the arts organisations and business could not co-exist harmoniously but there was the concern that there is no policy protecting the arts and culture organisations against the impact and influence of the corporate interests in the precinct.  The perception seemed to be that the most influence in the precinct was held by the levy-paying corporates and not the funding-dependent arts organisations.  The corporate entities have the power to relocate out of Newtown should they feel disempowered or sidelined, thereby decreasing the income of the Precinct, but the artists may not have that kind of power. 

 The assumption held by city managers and the City of Johannesburg is that of big money that the corporates invest in the area and therefore they are given first priority.  This would be potentially good if legislation protected cultural institutions.  But, in the absence of this, corporates will marginalise cultural values.  In the short-term they bring in investment but in the long-term the needs of cultural institutions still suffer; there needs to be a platform whereby those needs are negotiated on equal stand and from an equal platform (Res 6).  The corporates have the Corporate Social Investment Programmes that they use to get tax breaks from.  They benefit from investing in arts and culture anyway.  Any benefit that they gain from being based in the NCP is additional to the tax benefit.
The administrators of Newtown seem to think that the co-existence of business and arts in Newtown has worked successfully thus far.  An example cited was that recently a large development company wanted to develop the Potatoe Sheds and one of the first things that was insisted upon was contributing to the NID and then for them to go to the Market Theatre to find out what their needs were (Res 4a).  Corporates also benefit in that they have easy access to the precinct via the newly developed on and off ramps.  The Metro Mall taxi rank is close for their workers without vehicles and Newtown is unique in that it cuts across markets from low income to high.  The Quinn Street development is a unique example of the demand for living space despite high rental.  

The Newtown administrators also cited the example of AngloGold and the their entire development of Turbine Hall which sits well with the ethos of the area –“ the Turbine Hall has been restored and wonders done to the building” said one respondent (1a).   

Another benefit of having corporates in the NCP is that the definite potential to work together exists.  Another example given was that there are 700 employees at Anglo, which is an audience that has not been reached.  There are also residences and the place itself could become a ‘mixed use’ place and this could certainly get the micro-economy moving.  There will be more security with numbers, increased programming at Mary Fitzgerald Square and if people could come out of their offices and watch – there would be increased engagement within the place.   

Definitely, both corporate business and arts organisations have to find a meeting point whereby services could be rendered that are beneficial to both groups.  Arts organisations could engage in creative teambuilding workshops, dance classes, drumming etc.  The arts organisations need to eliminate their dependency but should more readily explore the value of the products and/or services they offer.  (Res 3a)
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Figure 30 South African Breweries World of Beer in NCP shows no association          

      with Newtown
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Figure 31 Xarra Books in NCP shows no association with Newtown
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Figure 32 Rennies Foreign Exchange in NCP shows no association with Newtown
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Figure 33 Astor Stores in NCP shows no association with Newtown
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Figure 34 Osbro Store in NCP shows no association with Newtown
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Figure 35 Sophiatown Restaurant in NCP shows no association with Newtown
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Figure 36 Westside Cafe in NCP shows no association with Newtown
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Figure 37 Pick n Pay in NCP shows no association with Newtown
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Figure 38 Funeral Service in NCP shows no association with Newtown

While the economics of the place is problematic in terms of it being directed toward a corporate or tourist market; the concept of having business and arts together in a shared place opens up endless possibilities for the arts and culture organisations to explore.  Again, cultural legislation could easily be used to manage the relationships among the different stakeholders in the place.  Bianchini (1999) speaks of achieving holistic (social, cultural and economic) regeneration and the only way that this could be done is through enhanced dialogue and investigation into the relationship between cultural policy, and social, cultural and environmental improvement.  In this case rules of engagement between business and arts and culture need to be established.   
The arts and culture organisations have seen the impact of business in Newtown as increasing the competition for building occupancy, increase in prices and altering the overall environment so that it is no longer conducive to artists and their various craft making.  There is also the possibility of artists moving out of the area due to marginalisation and issues of affordability.  “Corporates are able to purchase property and become landlords leaving original inhabitants in a fix – unable to make a living and to some the effects are devastating.” (Res 5) 
A case in point is The Bus Factory, which housed many arts and culture organisations.   Since the JDA moved into the place and began to renovate it and create their offices, some organisations were forced to leave on account of development, without consultation, that affected their operations.  This is one instance of how development had affected arts and culture but Bianchini and Parkinson (1993) speak of the arts and culture branded cities of Berlin and Barcelona, which saw economic developments through such branding exercises, but increases in property prices and rentals showed the effects of gentrification.  If this happens in the NCP then there will be a cultural Precinct without any artists.   

Theme 4: Opinions Regarding Newtown Driving the Regeneration of the City

Some of the arts and culture respondents see this as positive in the sense that nowhere else in the city is there an area that focuses solely on the diversity of arts and culture in this country.  This enhances the image of Newtown as the home of arts as well as an entertainment zone, to attract new visitors and new investors and to prolong the life of the already existing businesses.  In other words, business would thrive if the arts attracted increased numbers of people into the area.
The developments in Newtown have made this place ideal and comfortable for artists.  But, while the artists love the security and beauty of the place, they also worry that the ultimate aim of the development is not really for them, but to attract more business into the area.  
On the flipside, however, it seemed as though money and capital was the determining factor in pushing the development agenda.  “To market the area to tourists and not necessarily building on the identity of those who have built the area.  As such, locals also become tourists – having to pay tourist prices for entertainment.  Slowly the market will force us out.” (Resp 5).

The administrators of Newtown on the other hand seem to see the development as a necessity in line with the Director of Arts and Culture’s strategy to make Johannesburg a World Class City by 2030.  One respondent boldly said, “The City of Johannesburg wants to be a world class city by 2030 and one of the prerequisites is that the city must have a cultural precinct – therefore the massive investment in cultural activity in this place – not because the mayor has a particular passion for arts and culture”. (Res 2a) 
It was said by a manager/administrator of Newtown that the inner city regeneration idea came into play around the mid 1980s.  In 1985 the inner city office conducted a feasibility study of Newtown.  Between 1995 and 1998 spatial planning and business plans were drafted.  In 2000 the first infrastructural development began.  “One of the first projects was the relocation of squatters.  The development began on Mary Fitzgerald Square and Metro Mall.  The on and off ramps were the first projects and this propagated further development.  The JDA is using a catalytic approach to get people to invest in Newtown.” (Res 4a)
One respondent summed up the driving force behind the development as, “Johannesburg wanting to be a world class city by 2030 through cultural capital, and for international tourism”.  According to the administrators, the way in which Newtown played into the urban regeneration plan for the city was that Newtown was the initial development as the city came out of its period of financial instability and the idea was to find a point to start the development – so the city regeneration began on the periphery of the city being Newtown and the aim was to work inwards into the city.  It also fitted into a progressive enterprise of uniting the lower, upper and middle classes of the city.  

On the reverse side the JDA said that the driving force of the developments was that before any of the other venues were here in Newtown, The Market Theatre was here.  Most of Newtown was going to be demolished, but the artists fought as this was “their” place.  The Market Theatre was already here and Kippies and they were the only multicultural venues.  So it was decided to build on the brand of The Market Theatre and drive the idea of an arts and culture space.  From this, it does appear that the brand of the Market Theatre was manipulated to drive the brand of Newtown.  

Zukin (1995) speaks of the symbolic economy and she emphasises that urban cultural regeneration is associated with certain symbols that would drive the brand.  Usually, culture itself is the symbol but in the case of the NCP it was The Market Theatre that became the symbol.  She goes on to say that this notion of the symbolic economy is actually a system that filters who belongs in a place and who does not, by creating economic structures of exclusion.  Looking at this in terms of the Market Theatre, not everybody finds theatre accessible and many people have not had a the experience of live theatre.  This inadvertently will lead to a privatised public culture according to Zukin (1995).  Culture is leading the regeneration of the City of Johannesburg but it is economic development that this endeavour seeks and not the development of arts and culture.  Unfortunately, with the situation being as it is with arts and culture in South Africa, there is little hope of it realistically driving the economy of the city. 
The Arts and Culture respondents said that they would like to see Newtown being an economic driver for the city, but on their terms.  In order for this to happen the sector would have to develop more cohesion and put out a unified voice.  The sector would also have to display more activism.  Cultural tourism is a major factor in South Africa and Johannesburg is the major entry point to SA.  “If tourists and business visitors are offered cultural/entertainment opportunities they will increase the duration of their stay in Johannesburg before dashing off to look for wild animals.” (Res 2)  

They did agree that Cultural Tourism is a growing industry that supports jobs, generates government revenue, and is the cornerstone of tourism.  It also gives the City of Johannesburg an international reputation for excellence because of the many resident world-class venues and great performance artists/organisations.  Arts and culture could work hand-in-hand with commercial industry to drive the economy of the city.  Arts and culture is experiencing a revival; however this revival must be kept sustainable.    

However, there was some scepticism from the arts and culture respondents.  They felt that from an economic point of view, arts and culture is merely at the mercy of the regeneration forces such as the JDA, which continues to push its development agenda.  The respondents articulated that arts and culture ignites development and growth and then slowly it is pushed out.  While they believed that arts and culture has the potential to develop a strong economy for Johannesburg they did say that one should not underestimate the historical development of Johannesburg. 

The administrators of Newtown had a completely different perspective about the economics of Newtown.  They said that it has actually cost the city quite a considerable sum of money – but there are limits as to how much money the city can keep investing into the area.  Now that the city has a base, private investments could be brought in.  Public money has been invested in events, but time and strategy will tell whether or not the area will kick-start the economy of the city.  On the other hand, arts and culture organisations are dependent on funding and if they are going to drive the economy of the city then there have to be structures in place for the organisations to become self-sustaining. 

The administrators say that it could contribute to the renewal of the economy but only through careful planning.  They acknowledge that there has been money invested in urban upgrade and renewal; there have been many processes which drive the economy such as new business in the area, development and renovation and increased numbers of visitors in then city to name a few.  Newtown is not the sole driver of the economy of the City of Johannesburg.  

The JDA, however, had a very different perspective.  They said that Newtown is certainly a big economic driver for the city in terms of investment and job opportunities.  “Last year alone, just on the Moving into Dance development project, 178 jobs were created.  Besides private investment, which is a major contributor, the economy of Newtown does drive the city.  Investment in the area continues.  The JDA had recently signed a R400 million contract to develop Transport house and R800 million for the Potato Sheds.” (Res 4a)  The JDA, however, looks at this from a development perspective.  The jobs were created in the construction industry which is where the JDA’s focus is and while the development was for the arts and culture sector, it was the development that drove the economy as the JDA built the new home for Moving into Dance.

The idea of the Arts and Culture sector contributing to the economy of the city is not a far-fetched one but it would certainly require planning and strategy.  This would involve structured marketing around the notion of a cultural precinct.  Murray (2002) says that the idea of place marketing involves community participation.  The community of Newtown involves all stakeholders and must entail a cultural planning approach.  While the JDA does claim that in terms of cultural development R1.2 billion was invested on just two projects and 178 jobs created on a single project, the idea is that it is actually the construction industry that has benefited.  There is no tangible evidence to show that any of that money or those jobs directly affected the arts and culture sector.  The developments do add to the beauty of the place, but usually that is how far they touch the arts and culture sector.  Another factor to consider is that the Moving into Dance Mophatong (MIDM) building was an off-shoot of much negotiation by MIDM after the JDA requested that they evacuate their old building, because it was to be demolished to make way for a Hotel.  After four years of struggle the JDA finally relented and decided to build them a new place.       

 Theme 5: Perspectives on Benefits to Stakeholders

The art and culture respondents felt that they often get opportunities to participate in events and gain access to markets and contacts and their students get to attend events.  Also the NCP is geographically central in position, ensuring accessibility for staff from all regions – it is close to the taxi rank and train stations and there is easy access to the M1.  The place is socially desirable because of the greenery, low rise status and it is conducive to social meetings at the new facilities.  The respondents also said that they have easier access to artists, networking opportunities, first hand information about issues relating to arts and culture and easy access to cultural events.

Newtown is central; people generally find it easily and it has some great non-commercial arts and heritage offerings.  The establishment of the NID and JDA has made changes in terms of the functioning of the Precinct and this seems to have increased footfall.  

The administrators of Newtown see the benefits of being in the Precinct as arts organisations having opportunities to network with sister organisations.  There is a sense of prestige from being located in the area.  An example of this is that Gauteng Tourism relocated from Rosebank to Newtown.  Newtown is a people-friendly and accessible place; it also provides a pleasant environment, good urban management, is safe for students, convenient, well located, and a place which has the potential for all kinds of people.  It encourages clustering, critical mass, offers the potential to explore the city and benefit from joint marketing.  Essentially the administrators are saying that Newtown has all the key ingredients to attract people and to become a popular people-place. 
There is also retail, housing, recreational space which could be opportunities for arts and culture organisations to make all of this work in favour of arts and culture.  All activity needs to be directed and formalised.  The residential area itself is a vast arena of opportunity through which arts and culture programmes could be directed to the children; and parents could afford to pay for the services rendered. 
The JDA sees subsidised rental which is far below market rate as a benefit of the area and this is made possible by levies that are paid by the private developers.  Programming and theatre support is also provided for by the JDA.  There is also the Newtown Management District which ensures a safe and clean environment.  Theatre places have special arrangements in terms of rental as they are not used every day but only when a production is on.
While there are some genuine benefits to all stakeholders, the benefits seen in Newtown fall directly into the three factors that Zukin (1995) says government uses to create customer value in the city through culture.  Firstly, she says that government has realised that it is cheaper to subsidise arts and culture.  Secondly, using culture shows that the government aims at improving the quality of life for everybody (while delivery is another story).  Finally, the government’s support of culture shows that it wants to encourage a positive reputation of the place amongst visitors.   

All of this is not to say that the situation in Newtown has not improved for the arts and culture sector.  Newtown certainly is cleaner, safer and more people friendly.  Still, there is the issue of non-consultation and non-negotiation.  It is almost as though the powers that be (City of Jo’burg, City Managers and Developers) are saying to the arts and culture organisations, “you will have a cultural precinct, you will like it and you will be happy”.  As unfair as that sounds, that is pretty much the impression that one gets.      

The arts and culture respondents were unanimous in their response to tourism in Newtown. “Are there tourists who come into Newtown?” (Res 5).  Tourism has had a very limited response and the respondents say that there they will be happy if it improves but they fail to see what tourists will do in Newtown.  They appear to be critical of tourism with regard to the impact it would have on arts and culture organisations here.  They feel that tourism has to be structured around arts and culture programmes for tourism to benefit arts organisations in the precinct.

The administrators say tourism is not on the increase and it is a determining factor in the development of the NCP economy but the main reason for this is that the City of Johannesburg does not have a good tourism company which organises activities around arts and culture or tours that show the history and development of Newtown.  The NID says that they are making a more concerted effort to increase tourism in the area.  On the flipside the administrators also say that maybe arts organisations should work with a tour operator and have their organisations as set tour destinations whereby the organisations could provide a show for the tourists that would show off elements of South African culture.  The benefit is that organisations could generate some income.  Tourism seems misdirected at present.  The administrators also said that ideally, they would love tourists here as it would impact upon the economy of the place but there have to be events programmed around tourist activity.  
Theme 6: Negative Rationalisations
Respondents said that currently there is so much uncertainty in terms of the developments in Newtown.  More specifically, all the building that is going on in the Bus Factory at the moment is significantly hindering the operations of some of the organisations resident there.  With the ongoing construction, buildings in which most organisations are housed are old, damp and cold and really need to be attended to but this does not seem to feature anywhere on the construction agenda.

One respondent says that they feel threatened by the corporates in the area as it feels as though the precinct was designed to accommodate them and the economy of the place reflects that “You cannot even get a beer for less than R18.00 here” (Resp 6).  Some of the fears of the respondents relate to being marginalised in relation to the bigger commercial industries.  Development in the area continues but without an apparent long term vision as to how culture could be or is incorporated into the developments.  Another negative aspect of being in a place that is constantly being developed is the dust and noise.  Also the businesses around seem to direct their interest more toward a tourist and business market/clientele which is completely unhelpful for the student market and their needs.  Therefore, the hype created around Newtown becomes an obstacle in that the students are exposed to an environment that is an arts and culture hub, but in turn marginalises them through the commercial priorities of the place.
It does seem that developments continue and nobody in the arts and culture sector is really aware of what is next, or when plans change, what is priority and what is not.  It is apparent that development in the area focuses on attracting a small and insignificant, tourist market which inevitably leaves little for the arts and culture community to grab at in terms of income generating opportunities.  The corporates hardly seem to notice as for them it is business as usual.  Bianchini (1999) refers to the example of over £2 billion being invested by the British Government in making Liverpool the European City of Culture between 2004 and 2008 only to receive £50 million in return.  He uses this example as justification for holistic regeneration; in other words not just through development but also through the introducing of cultural programmes, event hosting and cultural tourism. The same applies to the NCP.  

The theme of struggle and human rights is one that is ever-present in the history of Newtown and shows the space to place evolution of Newtown.  This theme was highlighted in Chapter 1, but is evident here again as different stakeholders aim to manage their relationships.
The tenants of the Bus Factory complained about poor consultation on the part of the Johannesburg Development Agency (JDA) prior to the beginning of developments in the place.  Arts organisation representatives from the Bus Factory expressed concerns that tenants were being played off against each other and despite several protestations they were ignored or belittled.  They were often treated as having little or no value and that they were not allowed to have any input into the development of their place.  They had often tried to schedule meetings with the CEO of JDA and when a representative was sent the JDA would either cancel at the last minute or when they did meet with them on the rare occasion they could not spend much time as they were rushing off to another important engagement.  

One of the Bus Factory tenants said, “How ironic that we, as arts organisations, are fighting for our place in the cultural precinct”.  

The tenants continued to complain that they had requested to see the plans for the developments that were already underway but were denied the opportunity.  They have since suffered a flooded basement at the Bus Factory, days without water, electricity cuts, lack of parking since construction had hampered parking places – and with all of this – formal complaints, lawyers letters, verbal complaints, protestations – still there has been no response and all seems to have fallen on deaf ears.

The tenants were frustrated and felt as though they should be the most important factor in the equation of Newtown as “how does one have a cultural precinct without arts and culture organisations?” said another respondent.  

All the tenants of the Bus Factory were held to six month leases and were all uncertain of their future in the Precinct as the lack of information from the JDA continues and tenants are bullied into accepting things because of their lack of options.  

There has been a request to see the 5-year development plan for Newtown but to date, more than a year later, nothing has been presented.  The tenants of the Bus Factory feel very isolated and as though they fight a losing battle – trying to go up against a huge organisation like the JDA seems futile, but their survival depends on them continuing to lobby their cause.

The issue of rental was also addressed – while there was supposed to be a fixed cultural rental rate that was affordable to all arts and culture entities, there were huge discrepancies in the rates; some organisations were not being charged at all and others were not subject to a special rate and were finding it very difficult to meeting the rental demands.  

There seemed to have been consensus among all respondents that arts and culture organisations in Newtown need to speak out more and take full advantage of the training and NGO sector forums to air their concerns and become more aware of the concerns of other organisations.  

Another respondent spoke of the way all the organisations came together to fight for Moving into Dance (MIDM) when they were being threatened to be kicked out of the Precinct – which was ironic since they were invited to move into the precinct in 1992.  This fight however proved successful as the JDA resolved to build another building for MIDM as their property was to be demolished to make way for a hotel – “a focus on arts and culture indeed!”

Concerns of being housed in the precinct were expressed as arts and culture seems secondary to the core business of the area.  Developments were underway but more to improve the overall public perception of the precinct, as opposed to improving the environment for practitioners of arts and culture that bring life to the title, Newtown Cultural Precinct.  While this adds to the branding there is the sense that there needs to be consideration of the artists who work in the area and their needs in terms of development.
Arts and culture residents questioned their place in the precinct and often felt as though they needed to step aside and allow the needs and demands of the levy paying commercial sector and property owners to be met first.  The question kept coming up – should arts and culture organisations be fighting for their place in a cultural precinct?

The organisations expressed concerns with the funding crisis in the industry at present and felt very vulnerable.  They were also afraid because fellow, reputable arts organisations were closing down around them and they felt that their support base was being weakened and the isolation they faced from the JDA made them feel even more exposed and susceptible to exclusion and non-consultation.         

It was suggested though, by a respondent that was not based at the Bus Factory, that the tenants of the Bus Factory arrange a meeting with the JDA to discuss the vision for the Bus Factory and the future of the organisations there.  Some clarity needs to be given on development and how it affects the Bus Factory and all the tenants as a whole.  This needs to be done by all tenants as one united front, however.

Another suggestion was that the tenants of the JDA at the Bus Factory need to present a vision document of the Bus Factory to the JDA, so that all differing visions could be consolidated.  The tenants appeared to be happy with these suggestions and negotiated a date for a further meeting among them to concretise these arrangements.
The management of the relationships between the stakeholders and the developers could have been less conflicting if proper consultation processes were implemented from the onset.  It does not appear as though the artists are being difficult but more that they are afraid of losing their place, which they have established over many years.  Giddens (2002) speaks of brand loyalty as being the highest achievement for a company or organisation, but getting to that point involves research and development and communication.  So it is with Newtown – if the JDA and City of Johannesburg want buy-in from all stakeholders there has to be consultation and communication and genuine interest in satisfying all parties.  

Theme 7: Future of Newtown
The theme of ‘togetherness and unity in cultural diversity’ as identified in the history of Newtown, is also evident here.  Despite differences among the stakeholders there is still a positive outlook for the future of Newtown.

For the arts and culture respondents, the future of Newtown should hold more well managed public events e.g. such as concerts, festivals, children’s days, creative workshops;  more publicity, more public art, more trees and green places; more interesting and unusual shops that reflect the creativity and artists nature of the place.  
They would also like to see an increase in the footfall of non-residents/visitors during the day, by having eateries where art performances entertain the diners, which is a source of revenue and increases visibility.  Another idea is the painting of names of organisations on their roofs so they can be seen from the M1, be located and also catch the public eye.  The arts and culture sector wishes to see enhanced marketing of organisations.  There should also be a balance between commercial industry, training and arts organisations and communication among them where each ‘side’ recognizes the value of the other.

These organisations would like to see legislation toward cultural rental, and real definition of what culture means (as defined in Chapter 1) so that all organisations can aspire towards in an environment of diversity.  Student’s commercial needs must be met.  There needs to be real social interaction as opposed to social responsibility and there needs to be a clear understanding between residential and commercial so that young professionals who have trained through Newtown’s organisations could have low residential rates until they establish themselves.  Finally, a clearly defined public transport and parking policy needs to be initiated. 

The administrators would like to see different kinds of organisations come into the area.  The identity of the area will fundamentally change, so that there could be a shift away from The Market Theatre and The Power Station and the area will develop its own identity.  They see the potential for growth but the balance among all the stakeholders must be maintained.  Also at present rental is eclectic and there isn’t a fixed policy on rental for all arts and culture organisations.  There are also differing leases; some organisations have one-month leases, some six-month. Organisations are more vocal and more proactive and should try to secure five year leases, for example. 

The administrators of Newtown also see the future as being ‘very rosy’.  But there needs to be an integrated effort to make sure that whatever is to be achieved within the parameters of Newtown, be it commercial or cultural, needs to be done in a manner so that all stakeholders experience equal benefits.  But in light of all of these, arts organisations should remain exactly where they are.  The administrators wish to increase the number of arts organisations and continue to focus on arts and culture as a driving force for the precinct, in the hope that more successful economic relations could solidify in the next 2 to 3 years.  
There does seem to have been some balance struck, whereby both the Newtown administrators and the arts and culture sector see a positive and pleasant future for the place.  There is also balance in that everybody wants to see the development and growth of arts and culture in the area.  The arts and culture sector want to see more income generating events for them and the administrators want to see more arts organisations come in and the economy flourish.  Everybody seems to have the right idea, but a lack of communication and consultation continues to plague relationships and continues to frustrate and annoy all stakeholders.  The ideal situation for engagement for all of Newtown’s stakeholders would be the rungs 3 -5 of Arenstein’s ladder of participation which entails Partnership, Delegated Power and Citizen Control.  This involves having all parties equally represented with equal say in decision making; not having stakeholders with pseudo power but with a genuine say in all matters.

The data has been analysed but no conclusions drawn and few recommendations are made.  The themes have honed the data into a clearer understanding of perceptions around the branding of Newtown and ways of managing relationships among the various stakeholders.  This chapter has set the platform for the next, which will present conclusions and further recommendations.

� The imposed brand being the brand of “Cultural Precinct”.


� Refers to “imposed brand”


� As outlined in chapter 1


� Most of the arts and culture organisations provide subsidized training for youth from underprivileged backgrounds
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