Chapter 5:
The Problems are Evident but the Possibilities are Endless

“To this end, the identity and image of people and place becomes all important, partly to reinforce or alter brand perceptions, but also to differentiate one neighbourhood and city from another” (Trueman, Cook and Cornelius, 2008)
This chapter draws on issues raised in the data analysis and further elaborates on them.  These conclusions will be addressed under five headings, which emerged from the data analysis process.  Through these categories, Physical Elements of Branding; Relationship Management; Identity and Space; Branding Outcomes and Economic Development, the aim of the research will be explored.  The aim of this study has been to explore the cultural branding of Newtown and the manner in which existing for-profit and not-for-profit arts organisations are supported or threatened by this branding.  Recommendations are made under each of the headings.    
Physical Elements of Branding
Overall it can be concluded that Newtown does not have an efficient branding strategy, as implemented by the City of Johannesburg and the NID.  It does not appear to be well planned and properly managed and implemented.  There are several factors that are associated with Newtown that make it stand out.  The most prominent of these are the carved heads that surround the parameter of the NCP.  There is also the Nelson Mandela Bridge that symbolises the developments that began in Newtown and which marks entry into and exit from the NCP.  The elements of Newtown branding that are visible in the Precinct are far from bold and certainly do not draw much attention to themselves.  The branding is also insignificant.  The colours selected for Newtown are those of the rainbow, which resonate with Archbishop Tutu’s famous ‘We are a Rainbow Nation’ speech.  The colours should be bright and explicit, but the chosen colours do not draw attention.  The slogan for the NCP is “Spirit, Life, Culture” which indicates a sense of vibrancy and energy, but again this message does not come through in the branding.  Ideally, the combination of the colours and the slogan should be used to its full extent to proliferate the Spirit, Life and Culture of the space.   
The branding of Newtown is almost invisible in light of the other brands in the area.  South African Breweries stands out with its bold branding on all sides of the building and its huge water feature out front.  Another business example, the Westside Cafe, has huge signage on its outside wall that gives it prominence.   These are two examples of many smaller and larger businesses that have pushed their brands beyond that of Newtown
.  They have ensured visibility and easy identification of their services and products but being based in Newtown they need to share a joint identity as they too reap the benefits of the NMD.    
The brand of Newtown is also lost in the wave of sponsored events that come into the Precinct.  One such event is the Standard Bank Joy of Jazz Festival.  This particular festival completely overpowers Newtown with the Standard Bank brand and people come to the festival barely noticing the location.  The brand of Newtown is suffused and a marketing opportunity for the Precinct is also lost.    

The notion of allowing the brand of Newtown to be driven by The Market Theatre is problematic in that it only enhances the latter brand.  It is not a negative aspect that the brand of The Market Theatre is being pushed but many people do not even know where Newtown is until one mentions The Market Theatre as a landmark.  It is good branding practice that the Market Theatre be used as an igniter brand to promote the brand of Newtown, but all it should do is ignite the Newtown brand.  The brand of Newtown should work fervently toward becoming a stand-alone brand.   
Place marketing is imperative to Newtown.  It needs concerted planning and there need to be clear directives as to what Newtown offers to all people, who the target audience/visitors are and why it is necessary to market Newtown as a place to be.  Place marketing, while it involves branding, also involves additional components that add lure to Newtown the space.  One way to market Newtown in this way is through programming.  The programming needs to speak to the entertainment needs of the surrounding communities, which will in turn affect the critical mass that the administrators of the NCP speak of so often.

Recommendations
· A better thought out marketing plan needs to be structured through research, factoring in the needs of surrounding communities and what appeals to them.

· The branding needs to show the vibrancy of the space.  
· Untapped avenues need to be sought.  As one enters Newtown from any entry point there should be big and bold signs which say things like, “You are now entering the Newtown Cultural Precinct” or “Welcome to the Newtown Cultural Precinct”.  Exit points should have similar signage like, “You are now leaving the Newtown Cultural Precinct” or “The Newtown Cultural Precinct wishes you a safe journey; come back soon”.  

· Another arena that should be branded as much as possible is the Nelson Mandela Bridge, on the Newtown side.  People travel over the bridge towards Newtown but do not necessarily come to the NCP.  There should be a sense of curiosity created to inspire them to come and see what is here.

· Utilise the colours of Newtown to add a sense of Spirit, Life and Culture to the space.  Create a colour-filled atmosphere that ignites curiosity in people passing by.

· The branding has to be bigger and bolder.  At present there are many, small branding items, whereas there should be fewer instances of branding, but these should be bigger, bolder and more colourful.  

· There should be co-branding with business, whereby the Newtown logo accompanies all marketing.  Street signage should also feature Newtown, such as “South African Breweries World of Beer, located in Newtown Cultural Precinct” or “Newtown Cultural Precinct – The Home of The Market Theatre”.

· NCP should not rely on the brand of The Market Theatre, but instead work around this brand and establish its own.

· Place marketing is crucial to the success of the brand of Newtown.  There needs to be a comprehensive marketing strategy that promotes Newtown as a space and not as an individual identity such as The Market Theatre.  This could be done by establishing the brand of Newtown as an Umbrella brand for the other sub-brands that exist.  This also could be done through programming that speaks to the needs of surrounding communities.
· The branding of sponsored events in the Precinct also needs to carry the brand of Newtown in some way.  This may not be the easiest thing to do but perhaps it needs to be added as a clause in the contracts.  The audience needs to be aware that they are in Newtown and conscious of its vibrancy if they are to return for another evening out.  

· There has to be a hype created around Newtown as a space and the critical mass will soon follow.

Identity and Space
A key factor in Newtown and its marketing and branding is that there has never been a clear definition of what culture is.  This expansive term covers a wide range of possibilities and these needs to be taken into account.  Surely the NCP cannot cover this vast array of interpretations of culture and therefore there needs to be unanimous agreement among all arts and culture stakeholders as to what this definition is and how it will be directed into the marketing of Newtown.  This enhances the identity of the space.

By extension, with reference to identifying with the space, the stakeholders need to identify with the brand.  There has to be clarity on what the brand propagates and how each stakeholder can find a sense fulfilment in the brand.  Once the stakeholders have bought into the brand, a sense of affiliation is created with the brand of the NCP and with the spaces itself.  Once this is achieved, there is a greater support of programmes and events and marketing is enhanced by word of mouth.  Getting to the place where the stakeholders identify with the brand does take a lot of work and consultation.

Newtown is unique in that it has such a huge historical base which depicts the struggle of South Africa.  It also shows the victories in that The Market Theatre and Kippies were multiracial meeting places in the late 1970’s.  This has a lot to do with the identity of the space and should be incorporated as a part of it.  The architecture of the space should allow for it; not being all about developing beautiful new buildings, but also renovating the old ones that tell the stories of the historical struggle and strife and the present sense of community.  The identity of Newtown must be seen in its physical structures as well as in the people who have a stake in it.

Recommendations
· There needs to be a distinct definition of culture which is accepted by all of the NCP’s stakeholders.

· There is a need for clarity in what the brand wants to achieve and who the beneficiaries are.

· Cultural programmes and events in the NCP need to identify with the ethos of the brand.

· A sense of pride must be inculcated in the stakeholders of the NCP so as to promote positive word-of-mouth marketing.

· There should be more consultation regarding each stakeholder in relation to the brand of the NCP.
· The design and architecture of the space should take into consideration the history of the space as well as the new history that is constantly being created.
Relationship Management
The arts and culture sector are threatened by the presence of business in the NCP.  While they fully understand their importance for economic development, it is felt that they are and will be sidelined in terms of major decision making issues.  It is also felt that since they are not major economic contributors to the area, arts and culture organisations are not deemed as important and are therefore overlooked.  The arts and culture sector also feel that there is more focus on the levy-paying members of the NID and therefore these members have more say in the operations and developments in the NCP.  

The fear also exists that there is an undeclared competition for space.  The sense is that arts and culture organisations will get pushed out to make way for income generating businesses that will proliferate the local economy.  These fears and concerns of the artists are genuine but do not seem to have been addressed.  There needs to be more interaction among the stakeholders of Newtown and this must be a collaborative effort involving equal input from all parties, so as to attract audiences to Newtown and promote the space.  

There has to be participation in the planning and execution of programmes and marketing endeavours by all parties so as to enhance the sense of value of each member of the NCP and to foster a sense of belongingness and camaraderie.  Place marketing involves opening up avenues to a variation of diversity and cultural compromise to enhance the space.  Basically, the ultimate aim is to make Newtown successful as a brand and if this is gained then all stakeholders benefit.

There needs to be fostered a mutual sense of respect and dual consultation.  This study has shown that there has been a sense of tokenism in the consultation process and sometimes there has been absolutely no consultation at all.  While this top-down development agenda moves forward, the tense relationships with the artists will continue and resistance will continue to felt by all parties as certain stakeholders feel that they have once again been isolated from the process.  The complication here is that the JDA and other administrators and managers of Newtown feel that they have the best interests of the area at heart and if they were allowed to proceed unabated then the bigger picture would please all stakeholders.  The artists on the other hand want to know what is going on, and have a say in it.  Most of them are from non-profit and non-government organisations and all they really want is a functional, safe and clean space in which they could get on with their business.

Both parties have valid perspectives but due to a lack of communication the artists see the development companies as ‘big bullies’ who come in and take over their space, doing as they please.  Artists have to surrender their parking spaces without prior warning and are subjected to noisy work environments without being told in advance.  As the literature showed, stakeholder participation is the only route to successful brand developments.        
Recommendations
· Every stakeholder has to have their sense of value in the NCP restored through process of constant consultation and communication.

· The fact that the arts and culture sector do not contribute levies should not be focused on as much as the fact that there would not be a cultural precinct without them.  Their importance to the space needs to be reinforced and should also be filtered into all decision-making processes.

· All stakeholders need to have a sense of security in the space that they work in.  There must to be fixed term leases and contractual clauses which state that alternate space in the precinct will be made available should it be necessary for tenants to move.  There should also be reasonable time frames for notification and evacuation.

·  There has to be more direct participation in all consultative platforms by all parties.  The arts and culture organisations must seize all opportunities to become involved in the processes that foster consultation and not just play victims of the development process.  This sector should not just sit on the periphery but join in the fight, being more proactive and putting on a united front to fight for their spaces and their crafts. 

· The Newtown administrators and managers have to be more aware of the insecurities and sensitivities of the arts and culture sector and they need to engage in genuine consultation at multiple levels to ensure that the arts and culture sector is well aware of developments and plans, with room for negotiation and compromise.  If sincere consideration is shown then the battle to promote the brand is won as the long term goal will be achieved.

· There should always be open and honest communication among all stakeholders, differences of opinions should be respected and issues should always be viewed from the other perspective.  This is the key to successful participation in brand development.

· More interaction among the stakeholders needs to be encouraged so as to eliminate any feelings of insecurity.   Improved working relationships have to be fostered. 
Economic Development 
The vision for the NCP needs to be clearly defined in terms of the development agenda and the positioning of business and the arts and culture sector.  The JDA does have a vision for the developments in Newtown which only they seem to know, but this must be a shared one with all the stakeholders.  The development agenda also needs to be shared with the Newtown stakeholders.  This won’t be an easy process as there will always be disputes, but at least it will ultimately lead to a consolidated vision for the space and eventually promote the marketing thereof, which will have long term benefits for all parties.  

There is a need for clarity in terms of who is being targeted to visit the space.  This study has determined that the JDA, City of Joburg and Gauteng Arts and Culture Council are all in favour of Newtown as presenting a South African experience in a day.  Other challenges include that there is no designated tour operator in Newtown and tourists do not really frequent the space.  In light of this there needs to be more discussion around which group is targeted in order to bolster the economy of the space.  And there does not necessarily need to be one group.  Three have been identified and they are locals, national and tourists.  The nationals and tourists could be viewed as a single market and the local as a separate market.  Working to promote the space to these groups will certainly have a direct – positive – bearing on the economy.

There is a need for legislation to be generated around protecting the interests of the arts and culture organisations.  The power vested to businesses to direct their prices toward a tourist market does not work so well for the NGO and NPO sector and certainly does not work so well for the businesses, since there is not much of a tourist market.  Engagement in negotiations is required and there needs to be further discussion around mutual benefit for all parties.  The issue of expensive food and drinks need to be addressed and outlets that cater for student food requirements must be introduced in the Precinct.  

There needs to be more interaction between business and the artists.  Most of the big corporates’ staff does not even leave their place of work as everything that they require, such as cafeterias and recreational activities are on their premises. Their parking is even in the basement of their buildings.  Apart from driving through a set route to get to work, most do not leave their buildings.  There needs to be more engagement.  If the footfall is to be increased in the area then the corporates need to play a part in developing this.  Should these companies be more visible in the Precinct and entertain their clients here, there could be a direct impact on the footfall or critical mass and by extension the economy.  Joint events with businesses could enhance the knowledge of what the Precinct has to offer and what other organisations do.  

Finally, the issue of tourism has to be dealt with.  As stated in the interviews; there is no fixed tour operator in the area.  This is something that must be changed.  A tour operator in the area will make Newtown a tourist destination.  This has far reaching effects in that arts and culture organisations could also programme their activities around the tours and thereby generate income for themselves and for the NCP.  

A combination of joint marketing among the various stakeholders of Newtown, event programming around arts and culture and tourism and the promotion of venues in the area could lead to holistic marketing.  This strategy will definitely boost the economy of the Precinct.  
Recommendations
· A rigorous process of consultation must be undertaken so that there is a shared vision for the development of the NCP and that the development agenda is discussed.
· A strategic marketing structure needs to be set in place, on a consultative platform, so that marketing is not just the work of the NID but of all stakeholders in the Precinct.  It is understood that not all stakeholders have the same resources available to them, but it’s about simple things like including the Newtown logo on publications that go out or including Newtown as part of the organisations’ branding.

· In terms of the marketing structure there needs to be clarity around who is being targeted as a visitor/audience member in the Precinct.  
· Tourism needs to be looked into and a strategy needs to be implemented, together with stakeholders, to make Newtown a tourist destination.  Consultation with the arts and culture organisations could provide performances or exhibitions that could work on a rotational basis so that their daily operations are not interrupted too frequently.

· Legislation needs to be drafted around the economics of the space.  Charging tourist prices for NGOs, NPOs and students from underprivileged backgrounds does not impact the economy in any major way, especially if the corporates themselves are hardly supporting the food industry in the NCP.  There could be an arts and culture discount programme, or a Newtown stakeholders' discount.  Therefore, prices could still remain as they are for purposes of tourism but the Newtown stakeholders will not have to suffer the same expenses.

· Another suggestion regarding the food prices could be to introduce a few hotdog stands or pie stalls around the precinct.  This could service the student population and save them a walk into the city to purchase cheaper food. 

· Visibility of corporates and their staff should be encouraged.  There could be events like administrators’ lunches organised at a venue where administrators from corporate and arts and culture pay a small fee to have lunch at a restaurant in Newtown and then they get to hear a 20-minute lecture on effective office management skills.  This, too, would enhance the interaction among the stakeholders.

· Collaborations between business and the arts and culture sector could be encouraged through an exploration of what each could offer the other.  An exchange of services mentality needs to be groomed.  Arts and culture organisations could offer drumming workshops to corporate staff for team building, sketching and painting for stress relief, or dance classes for recreation.  The corporates in turn could provide workshops on business writing, management strategies or business ethics. 

· All stakeholders, artists and business alike, should be encouraged to keep their programmes and activities functioning in Newtown.  There could be special rental rates for venues in Newtown if one is a resident in Newtown.  There are so many incredible venues here that just about any function or event could be housed in the NCP.  The area should be utilised in order to maximise its potential.  

· A tour operator needs to be identified and negotiations need to be embarked on for Newtown to become a tourist destination.  This can only be done through holistic cultural regeneration of Newtown and the City of Johannesburg.  
Branding Outcomes
The development of the brand of Newtown will inadvertently lead to the development of audiences and critical mass in the space.  There needs to be a sense of curiosity generated through the branding so that visitors will want to find out what happens here.  Of course the branding is one part; the other is events and programming which should speak to the vibrancy, energy and life of the area.  

Part of this image change is dependent on transforming the perceptions of the public.  Additional security, a cleaner environment and better management does little to speak to the public about why they should come into the area.  This again needs to be a joint initiative with all stakeholders by scheduling programmes in the area and using the appropriate venues there.  Hype about Newtown must be generated.  
There needs to be a distinct shift from economy driven regeneration to holistic regeneration.  The drive for economic regeneration has to be filtered into holistic regeneration.  The focus should not just be on economic development but every facet of development in the area.  This should include developments to attract business, to improve the current status of arts and culture organisations, to enhance events and programming, to create a visually appealing environment that is both safe and clean and to encourage a welcoming visitor/tourist experience that will ensure a return.

Recommendations
· The brand of Newtown has to be experienced everywhere.  Newtown itself needs to have big and bold branding so that people are constantly reminded of their location in the Precinct.  People who pass by must want to know what happens here.  Events and programmes must mention the NCP.  Inexpensive ideas include brightly coloured Newtown branded umbrellas fixed in strategic locations such as the park on the periphery of Mary Fitzgerald Square.     
· The transformation of the public’s perception of Newtown goes beyond safety and cleanliness but people need something that will bring them into the area and then make them stay beyond the event to experience what Newtown has to offer.  This will enhance the footfall in the area.  
· Additional activities should be incorporated into an event or programme.  For example, if you purchase a ticket to watch a particular show at the Market Theatre, you receive a voucher for a free drink at a local pub where there will also be a street art exhibition outside and storytelling by bonfire around the corner.  There needs to be planned event programming so that a holistic experience can truly be had.
· Part of the sense of safety and security in the area would involve improved lighting. Also brightness would be an added benefit to enhance the feel of the space after dark, encouraging people to visit and experience the nightlife here.  
Final conclusion
The aim of this research has been to explore the cultural branding of Newtown and the manner in which existing for-profit and not-for-profit arts organisations are supported or threatened by this branding.  The colourful heritage and history of Newtown was traced, accentuating the evolution of the brand of Newtown.  The history was illustrative of this place as a site for struggle and human rights, an area subjected to constant renewal as a result of population increases and disasters, a place for integration and separation and finally a place for togetherness and cultural diversity.  Although this site has always been one for conflict and upheaval, there has always been resolution through change in perceptions, attitudes and actions.  This research has shown that, as matters currently stand, there is a very real perception that artistes are not adequately consulted and that there is an underlying tension between the ‘for profits’ and the ‘non profits’.  There have to be structured and controlled channels of consultation where all stakeholders are allowed fair and equal access to information and decision-making.  The success of the brand of Newtown is dependent on the management of the relationships among all stakeholders.  There needs to be a move away from token decision making to relaying real decision making power to the stakeholders, as this process will ensure complete support and loyalty to the brand of Newtown, thereby ensuring its success and growth.  If the brand succeeds then all stakeholders reap the rewards.      
� See pictures in data analysis section for evidence of this.
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