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Antony Gormley’s ‘One & Other’,
produced by Artichoke, London 2009.
Photo © Matthew Andrews

Bringing art to a wider audience is a complex business. Anyone reading the
recent glut of newspaper reports lamenting a series of dramatic cuts to arts
budgets nationwide could assume that the current outlook was bleak.
We disagree.
At Sky Arts, we have faith in the
importance of shared cultural
experiences to the fabric of our
towns and cities, and the role of art
in creating those experiences. With
the advent of each new technology
comes a new opportunity to bring
people together. To reappropriate
existing spaces, adding vibrant
layers of colour and depth to the
contours we see every day. To foster

a sense of community, a spirit of
mutual respect and togetherness.
To expose the intricate process
behind some of the world’s most
beloved art forms. Collaborative
experience goes beyond the mere
placement of a statue or sculpture.
It should be organic. Fun. Challenging.
Emotional. Inclusive. Something to
be marveled at, remembered, and
shared.

In exactly this spirit, we helped the
British public take to Trafalgar
Square’s fourth plinth to
demonstrate their extraordinary
range of talents – and made it
possible for over 750,000 people to
watch it – live, through a 24-hour
web stream hosted at
www.oneandother.co.uk.
This is a time for looking forward.

Building Innovative Arts Partnerships Introduction
Sky Arts also believes that innovative
partnerships will prove an essential
component of the UK’s cultural
landscape from today forward. As
the arts sector relies increasingly on
the philanthropy of the people and
the support of private interest to
thrive, Sky Arts is eager to contribute
too, providing patronage for
new works; backing for existing
organisations; and above all, an
outlet through which the fruits
of these labours can be shared.

Collaborative experience goes
beyond the mere placement of
a statue or sculpture. It should
be organic. Fun. Challenging.
Emotional. Inclusive.
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transforming the spaces we inhabit
into gigantic, collaborative
experiences. This report is one of
the results of that partnership.
In it, we’ve identified some of the
most inspiring experiments in
collaborative cultural experiences
from around the world. These
partnerships are redefining how
brands, companies and artists can
work together to show the power
and potential of creativity, shared.
Just as artistic expression can come
in multiple forms, so too are the
ways in which it can be experienced.
At Sky Arts, we’re passionate about
developing and exploring these
forms in order to bring the arts to
more people, in more ways.

Antony Gormley’s ‘One & Other’,
produced by Artichoke, London 2009

Technology and the arts
Sky Arts has worked with creative
producers Artichoke over the past
two years, sponsoring a series of
events as part of the Sky Arts
Artichoke Season. Our first project
was One & Other; the most recent a
series of salons bringing the debate
on public art to the people of Britain.
Everyone from artists to journalists
and even chiefs of police took part,
arguing the merits and pitfalls of

The relationship between
technology and creativity is well
documented. On the most basic
level, the democratisation of
bedroom tech and proliferation of
cheap, easy publishing platforms
enable any aspiring artist, director or
musician to create and share their
work with a virtually unlimited
audience. New technologies, from
the real time web to social media

Secret Cinema © Mike Massaro
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and digital publishing platforms, are
also proving a fertile playground for
the extension of collaborative
experience. The communication of
events that take place in the real
world is part of the fabric which
underpins the digital counterpart,
and now, anything worth sharing can
be quickly posted, pushed out,
commented upon and passed
forward. Meanwhile, as broadcasters,
we can transmit and recreate an
experience, as it’s happening, to a
much broader audience, involving
them in the creative and distribution
process to inspire discussion and
debate from all over the world.
Perhaps it’s no surprise, therefore,
that some of the most extraordinary
and ambitious experiments come
from those whose pedigree is more
technologically oriented. Google has
shown surprising and determined
commitment to leveraging its own
platforms, most notably YouTube, to
encourage homegrown creativity.
Google leverages the power of its
own network to aggregate these
experiments into a broader picture
of how communities can be built
through technology, for example
through music with the YouTube
Symphony project, and through film
with its Life In A Day initiative.

Meanwhile, competitor Microsoft
has brought its technological nous
to bear through its partnership
with Secret Cinema: interactive
screenings of films like Blade Runner,
a dystopian example of the
potential impact of technology on
our future and therefore the perfect
canvas for experimentation with the
passive viewing experience.

New technologies, from the real
time web to social media and
digital publishing platforms, are
proving a fertile playground for
the extension of collaborative
experience.

Building Innovative Arts Partnerships Introduction
Our own Sky Arts initiatives have laid
bare the creative process behind all
aspects of performance, from local
theatre to a night at the opera,
via interactive, community-driven
art pieces and breath-taking
installations. We’ve broadcast ballet
in 3D, extending this brand new
technology beyond the realm of
animation and into an art form in
which perspective is everything.
Sky Arts has enjoyed a long
partnership with ENO (English
National Opera) as Season Sponsor
from 2003 to 2009; acted as
National Tour Sponsor for English
National Ballet; been Broadcast
Partner of the Hay Festival since
2007; brought over 50 local arts
organisations to the small screen
through our regional arts
partnerships and supported the
development of ground-breaking
experiments in public art with
creative producer Artichoke.

Sky Arts is committed not only to
supporting and investing in new
and challenging productions, but
also to ensuring that they reach
as wide an audience as possible.
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Through a powerful combination of
a broad range of media outlets and
a genuine enthusiasm for the arts,
Sky Arts is committed not only to
supporting and investing in new and
challenging productions, but also to
ensuring that they reach as wide an
audience as possible, and making
the art world more accessible to all.
The examples we’ve chosen here are
the current benchmarks of what can
be achieved with a little collaboration,
a little support, a little creativity, and
a lot of determination.

Antony Gormley’s ‘One & Other’,
produced by Artichoke, London 2009

We believe art is for everyone. We look
forward to seeing what comes next.
Sky Arts

Dance Dance Dance
© Alex Rumford 2010
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One & Other
Antony Gormley /
Artichoke / Sky Arts

In the defining arts event of 2009, Antony Gormley,
Artichoke and Sky Arts laid claim to London’s Trafalgar
Square, pulling off an extraordinary collaboration that
was not just for the people, but resolutely of the people.

Building Innovative Arts Partnerships One & Other
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event live online. This aim evolved into something
rather more complex. Sky Arts, already on the
threshold of a brand new two year partnership
with Artichoke to support their creative agenda
making up the Sky Arts Artichoke Season,
suddenly became a crucial addition to this
ground-breaking public art experiment.

The enigmatically empty fourth
plinth in London’s Trafalgar
Square is nothing if not a direct
challenge to public art. In 2009,
artist Antony Gormley answered
the call and a uniquely inclusive
event was born: One & Other.

For one hundred days and nights, the plinth
would be occupied by a succession of, well,
ordinary people. Each participant would spend
an hour perched 6.7 metres above the heads
of tourists and passers-by, free to perform,
to declaim, to protest or simply to be.
However, 2,400 individuals do not get to
clamber across a national monument without
a spectacular degree of planning, wrangling,
logistical insight, insurance and sheer can-do
chutzpah. All of this and more was brought to the
project by arts organisation Artichoke, talked into
the collaboration by Gormley, to help transform
his proposal from artistic concept to 100 days of
rain or shine reality.

The plinthers themselves were the most visible
part of the story: from the 35,000 who applied,
1208 men and 1192 women made the final
selection. They ranged in age from 16 to 84 and
represented communities in every corner of the
UK. Just 12 decided to go naked on the plinth, but
clothed or unclothed, all had an audience that far
outnumbered the onlookers in the square itself.
Central to the true success of the project was the
unseen but ever-present global audience
connected to the event via the internet thanks to
the broadcasting expertise Sky Arts was able to
mobilise. Generating 100 days of uninterrupted
coverage, One & Other became the world’s
longest HD broadcast, with continuous streaming
of HD images for 2,400 straight hours. The
website drew more than 750,000 unique visitors
across the three and a half months, posting 16,000
comments and viewing 7.7 million pages, from as
far afield as South Korea to Washington D.C.
One & Other? It most certainly was.

Gormley was determined that the London-based
event be as accessible as possible, with CCTV
streaming every moment of the summer-long

Read more at www.skyarts.com/arts
www.oneandother.co.uk (British Library Archive)
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Inside Views
From...
Helen Marriage, Nicky Webb,
Artichoke
Laura Green, Sari Blom, Sky Arts
Antony Gormley
Artichoke co-directors Helen
Marriage and Nicky Webb are as
impressively pragmatic as they come,
but even they were daunted at first.
‘I think it was obvious to us that we
needed a partner like Sky to make it
work, not only in terms of the 24-hour
streaming, but also in terms of the
democracy of the idea, which was all
about people from all four corners of
Britain taking part. We knew we could
never reach every potential
participant on our own. Working with
them was critical; we couldn’t have
delivered it without them, but it turned
into something much bigger than it
would have been without them.
‘When you’re working in the public
arena very often there’s a sense in
which everybody feels that everything

is up for grabs and that their idea is as
valid as that of the artist. Actually, it’s
not. The most important thing is that
the integrity of the work is respected;
you can’t dilute it by adding your own
message, however tempting. That’s a
really big challenge for us, to protect
the essence of the idea. The best
partnerships are the ones where
everyone works creatively together to
solve the same problem rather than
being jealous of their own preeminence. Sky really did understand
what that meant. Their ambitions are
the same as ours; to make something
as appealing as possible to as broad
an audience as possible.’
Laura Green, Sky Arts’ head of
production: ‘A key objective to Sky
Arts’ involvement in One & Other was
allowing the project to have a life
outside Trafalgar Square. The website
was integral in generating interest
and accessibility. It had its own
community and engaged people
worldwide. It allowed us to amplify the
life of the project outside of London
and to create a legacy in the archive
at the British Library.’ As well as the
live stream, a regular highlights
programme provided additional
depth to the coverage: ‘The weekly
show gave us an opportunity to find

08

out more about some of the people
on the plinth and the story behind
their hour.’
The endless parade of humanity
became intensely compelling, says
Sari Blom, who coordinated the
online side of the event. ‘Antony
Gormley himself became fascinated
by it; he would get in contact with the
production people editing it on the
plinth, emailing and calling them in
the middle of the night and asking
them to change the camera angle…
the fact that Antony Gormley still felt
like it was his project was probably
one of its big successes. It was still
actually about the people on the
plinth and a representation of our
society at that time.’
This reflects Antony Gormley’s
ambition for the project, which was,
he says, ‘to leave a reference to this
moment in history. If the Doomsday
book was a register of the material
condition of Britain a thousand years
ago I hope that One & Other is a
register of our immaterial condition:
how people feel and think at the
beginning of the 21st century.’
Reiterating the importance of legacy,
Gormley adds: ‘I hope that it’s going
to be a resource not just for art lovers

but for historians, sociologists,
anthropologists and people interested
in the way we represent ourselves,
whether that is theatre, art or
YouTube, for years to come.’
The value of public art events like
One & Other, suggests Gormley, is in
‘opening up the space of art to the
maximum number of people and
making everyone aware of art as a
place of debate, of changing identities,
of communicating hope and fear,
and the realisation that art is an
important tool in the construction
of a more open, responsible and
responsive future.’
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Secret Cinema
Microsoft Windows Phone

In the summer of 2010, Microsoft enhanced its
existing sponsorship of the Secret Cinema project
by integrating Windows Phone functionality into
a series of live, interactive experiences at the
screening of Ridley Scott’s cult classic sci-fi film,
Blade Runner.

Building Innovative Arts Partnerships Secret Cinema
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in Canary Wharf, London. Windows Phone 7
handsets were used to perform retina scans (a
Replicant test) with selected members taken
aside and subjected to more thorough
examinations and interrogations…

Secret Cinema – which currently
boasts 60,000 members and
70,000 fans on Facebook – is a
rapidly-growing community of film
fans, who each month, are invited
to purchase tickets for an
unspecified film shown at an
undisclosed location.

Footage from these tests was cut and edited live,
resulting in a pre-feature advert in which six
Replicant audience members were identified.
Actors posing as Blade Runners urged the
audience to ‘stay calm and stay vigilant’ as the
individuals’ faces were revealed in high-definition
on a giant Windows Phone screen. A live Twitter
feed was projected onto the remaining walls of
The venue is typically announced only days before the venue, showing other possible suspects along
the screening and attendees only discover which with the reactions of Tweeting audience members.
film is showing once they arrive. Each space,
however, is converted by global creative community Over 5000 people attended the screenings
Future Shorts into a living, breathing extension of across a six day period, with the additional
the film itself – an immersive environment populated interactive elements resulting in social mediawith live performers who draw audience members based buzz which far surpassed that experienced
for any previous Secret Cinema screening. The
into feature-themed activities and role-plays.
event also generated a tremendous amount
of publicity; not only was awareness piqued
As chief sponsor of Secret Cinema, Microsoft
amongst established film fans through coverage
Windows Phone’s visibility at events had
in publications such as Total Film and Empire
traditionally extended to branding on tickets
magazine, but more of the ‘uninitiated’ general
and programmes, along with adverts before
public were also introduced to the Secret Cinema
each screening. For the June screenings of Blade
project thanks to coverage on the BBC and ITV.
Runner, however, ad agency McCann London
brokered a deeper integration. As ‘Replicant’
cyborgs are hunted by an elite police force, actors Watch on YouTube
from a 70-strong cast directed every audience
www.secretcinema.org
member through a futuristic security scan process
as they entered the converted warehouse venue

Building Innovative Arts Partnerships Secret Cinema

Inside View
From...
Fabien Riggal, Future Shorts /
Secret Cinema
Fabien Riggal, founder of both Future
Shorts and Secret Cinema, explains
the importance of mastering a
consistency between the brand values
and the audience experience.
‘The nature of what we do in Secret
Cinema is about challenging and
repositioning where cinema might be
and what it means to people. The fact
that we manage to routinely sell out
15,000 tickets for each series of
productions without telling people
what they’re seeing, shows that
audiences are looking for something
different and want to be engaged in
new ways. When we work with brands,
it allows us to take further risks and
make the events bigger, more magical
and more of an experience. However,
advertising has to now be about
making people’s lives better or more
interesting - this is why we focus on
integrating and immersing the brand
into the event seamlessly.
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‘Central to what we did with the Blade
Runner production was bringing the
Windows Phone brand closer to every
single audience member, but in a way
which enhanced their experience and
didn’t feel obtrusive. For example, the
Phones were present at almost every
stage of proceedings and yet it never
felt forced, because the technology
fitted in perfectly with the narrative. In
this sense, Windows Phone was no
longer a sponsor but actually
contributing to the story of the event.
This all helps us to move closer to our
goal in Secret Cinema, of removing any
separation between the audience and
the production.
‘Hopefully what we achieved with
Windows Phone on the Blade Runner
events will allow us to do even more in
the future and show that sponsorship
doesn’t have to be pure style and
concept, it can have that rich charm,
detail and integration.’

All Secret Cinema images: © Mike Massaro
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Dance
Dance Dance
Sky Arts / English National Ballet
Stunning 3D film brings to life the breadth and best
of British dance to new audiences.

Building Innovative Arts Partnerships Dance Dance Dance
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The film has a stellar line-up; presented by
the celebrated choreographer Arlene Philips, it
includes interviews with senior choreographers
and dancers, whilst the performances themselves
are choreographed by the likes of English National
Ballet’s Artistic Director Wayne Eagling, Shobana
Jeyasingh and Ashu Oberoi.

Dance is exploding in the UK; it
vies for top position in television
and film ratings, inspires new
fitness crazes and is celebrated
in festivals such as London’s
‘Big Dance’. The country is also
blessed with a superb and diverse
set of dance companies who work
tirelessly to bring the art form to
audiences old and new.

The renowned English National Ballet is one of
those and Sky has been a partner of the company
since 2003 as National Tour Sponsor. Last year,
the partnership inspired a timely and ground
breaking 3D film, Dance Dance Dance; an epic
celebration of the diverse dance styles found
around the UK featuring six commissions, two of
which were performed by English National Ballet.
In what was a breakthrough year for 3D television,
Sky launched the UK’s first 3D channel in 2010,
and so Sky Arts wanted to create breath-taking
content from the art world, which would use the
grace, beauty and movement inherent in dance to
leave people in awe. As well as airing the film on
its new 3D channel, Sky Arts also screened it as
part of English National Ballet’s National Tour,
showing it in theatre foyers for the general public
to view.

What’s clear from the film, though, is that in
addition to capturing incredible and beautiful
3D footage for the viewer, going beyond twodimensional moving images presented new
opportunities for innovation and reinvention for
the choreographers and dancers involved, who
also wanted to present their work in the most
captivating way for the new 3D format.
Combine that with that the challenge of pulling
together a melting pot of styles that included
Bollywood, classical ballet and swing, and Sky
Arts’ Dance Dance Dance soon mounts up to an
important and influential comment on the UK’s
thriving dance scene.
Sky Arts and ENB

Building Innovative Arts Partnerships Dance Dance Dance

Inside View
From...
Craig Hassall, English National Ballet
‘For Dance Dance Dance, we didn’t
simply aim to make a 3D broadcast
for ballet. Instead, we asked: “Why
don’t we democratise ballet?” So we
made it accessible alongside Indian,
HipHop and other contemporary
styles: it showed that ballet is one of
a number of forms of dance and that
Sky is as a champion of dance through
3D broadcast.’
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we tour across the nation, so we didn’t
want to be “London-centric”.
‘But secondly, there is also something
more amorphous about the Sky Arts
brand: like us it’s for everyone; that
rather hard to describe thing of quality
that everyone, everywhere can access
and you’re welcome to take part in it.
Sky perfectly fits with that, without
“dumbing down”.’

On the shared aspirations of Sky
Arts and English National Ballet,
Hassall explains: ‘Our aspirations are
exactly alike in wanting to take culture
to as wide an audience as possible.

As the partnership continues to
grow, he comments: ‘It has certainly
evolved. It’s been a natural evolution
as both partners want to increase the
profile of the arts in innovative ways,
either on stage or on TV: both partners
work hard at the partnership, but we
don’t clash on ideas because we think
the same way. As a result, we’ve also
been able to appear at the Hay
Literary Festival to run workshops on
the topic of partnerships.’

‘The partnership has enabled Sky to
use ballet to brand and profile Sky
Arts’ personality, and in turn it has
made ballet more open and accessible.
For us, it’s not simply about getting
ballet on Sky. It’s a much more
sophisticated partnership than that.
Firstly, Sky Arts’ national profile has
been tremendously important to us, as

On the current state of the arts and
business market in the UK, Craig
reflects: ‘The market is crowded:
brands are fighting for a USP so
companies are clamouring to get
broadcast partners. Sky Arts benefits
from us giving them quality and
differentiation. We need them a lot
and vice versa.’

All Dance Dance Dance images: © Alex Rumford 2010
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Decode

CBS Outdoor/
Victoria & Albert Museum
London museum’s ground breaking digital art
exhibition invited remixes of its open-source
identity to be displayed on high definition
projections on the London Underground

Building Innovative Arts Partnerships Decode
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that was open to the public. By creating an open
source identity, aspiring artists and designers
could download basic digital infrastructure of the
identity, and then manipulate and reform it with
their own ideas

Curated in collaboration with
leading digital arts organisation
onedotzero, ‘Decode: Digital
Design Sensations’ saw the
Porters Gallery of London’s V&A
Museum taken over by an array
of innovative and interactive
installations by both established
and emerging designers from
around the world.

The partnership with CBS Outdoor not only saw
Schmidt’s identity for the exhibition taken to
Londoners on the media company’s Alive network
across London Underground, where the identity
seen by up to three million commuters every day –
it also gave three winning entrants to Recode
Decode the chance to have their version of the
design displayed on the network too.
Each installation addressed one of three themes;
code as raw material, interactivity and the network.
The result was an incredibly diverse collection of
experiences for visitors, ranging from Golan Levin’s
Opto-Isolator, a human-sized mechanical eye
which follows the gaze of the viewer, blinking one
second after its visitor blinks, to Jonathan Harris
and Sep Kamvar’s ‘We Feel Fine’, a data mining
project. This installation saw comments by
bloggers around the world represented by
colourful floating spheres, with different colours
expressing the sentiment of each.
Encapsulating the ideas and ethos behind the
exhibition required an equally innovative and
visually arresting identity that could be taken to
and involve the public. V&A commissioned artist
Karsten Schmidt to develop an ‘open-source’
identity, and then partnered with CBS Outdoor to
create Recode Decode, a co-creation competition

Incentivised by the network’s potential for
exposure to millions of London commuters, the
application was downloaded 2,000 times and
600 downloaded the source code in order to
experiment with the design. A panel of judges
consisting of representatives from the V&A,
onedotzero, along with CBS Outdoor, chose the
best Recoded designs to be used on the network..
V&A Recode Gallery Microsite

Building Innovative Arts Partnerships Decode

Inside Views
From...
Jane Rosier, V&A
Mike Hemmings, CBS Outdoor
V&A Head of Marketing Jane Rosier
explains: ‘The result was a dynamic
and totally fresh marketing campaign,
which the public could actively
contribute to and influence. The
campaign has subsequently won a
number of awards.
‘The very nature of the exhibition
called for an innovative platform for
the marketing campaign and CBS
Outdoor’s XTP digital screens, which
capture the attention of the 20
million commuters who use the
London Underground every week,
provided the perfect medium to bring
art, advertising and digital innovation
together to engage the consumer. The
project also enabled CBS to generate
news stories in the trade press.
‘Synergy between the arts organisation
and the partner brand is essential. The
partnership has to be believable for the

target audience; if you have to explain
why you’re working with someone, then
the brand fit isn’t right. It’s also
important that both partners feel
they are getting equal value from the
partnership, although what this value
is will be different for each partner. It
may be about positioning, exposure to
a wider audience, association with a
well-respected organisation, driving
visitor numbers or a combination of
these factors.’
Going on to discuss the evolution
of business partnerships with
arts based initiatives, she adds:
‘Partnerships are becoming much more
about a creative collaboration, rather
than simply an exchange of benefits.
Whilst this can be a more involved
process to set up, the result is a much
more engaging experience for both the
visitor and the partners. As the ways
in people communicate with each other
and access information about cultural
events continues to change, I would see
partnerships which allow active
audience participation, particularly
using digital and social media,
continuing to develop.’
Mike Hemmings, Head of Strategy
and Marketing at CBS Outdoor,
believes that there was an alignment
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All Decode images: © Karsten Schmidt

of objectives between the company
and the exhibition: ‘Karsten Schmidt’s
identity was fantastic and looked
brilliant on the screens, but the
creative wasn’t the only reason for
our involvement.
‘The V&A and Decode were creating
more innovating ways of engaging
consumers and developing interactive
digital content in the exhibition. We
work closely with agencies and brands
to do the same thing, so there was a
connection there.
‘Essentially we want to see more
engaging and interesting content on
the screens, as it serves to enhance
the environment around the screens,
the experience of viewers and hence
there’s a halo affect for clients too.’

With its far-reaching network of
outdoor and digital outdoor media,
CBS is an attractive partner for
exhibitions and institutions hoping
to take culture to a wider audience.
Hemmings points out that the
company is keen to do this, but
only with the right type of partner:
‘From our point of view we are careful
who we choose to partner with, as we
always aim to show something that is
relevant and involving. Decode offered
both of these, especially given the XTP’s
network within a thriving cosmopolitan
innovative centre. For us, it was bang
on strategy.’
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Lucrezia Borgia
Sky Arts / ENO / Mike Figgis

Opera as an art form has a longstanding reputation
as ‘highbrow’; Sky and ENO, on the other hand, are
both determinedly audience-friendly. Bring the two
together and interesting things start to happen…
© ENO

Building Innovative Arts Partnerships ENO
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Seats Extra (14,000 seats available online for
£20) and Sky Subscribers Night where every seat
in the house was £5, in support of ENO’s ongoing
policy of keeping tickets affordable.

© Mike Figgis

On February 23, Sky Arts and ENO
are undertaking the transmission
of an arts event in a manner so
complex that a new term has
been coined to describe the
process; a quadcast.

The partnership also took a pioneering approach
to the medium, understanding the importance of
experimentation to keep the art form vibrant and
relevant. Two years ago that resulted in the
world’s first live ‘simulcast’, a performance of La
Bohème broadcast in parallel with footage which
revealed to the TV audience the backstage action
normally hidden from view.

Under the experimental and experienced eye of
filmmaker Mike Figgis, Donizetti’s 19th century
melodrama Lucrezia Borgia will be relayed to
viewers in four ways: two Sky channels will screen
the performance live in both 2D and 3D, while
audiences up and down the country will experience
the show on 15 cinema screens during this time.
The fourth strand will see Figgis create his own
version of the action, drawing on feeds from the 2D
and 3D cameras and calling on a roving cameraman
to capture behind-the-scenes moments and
commentary to be broadcast on Sky Arts 1 HD.

The new partnership with Figgis - directing an
opera for the first time - has presented the
opportunity for even richer audience experience.
His vision for Lucrezia Borgia includes six prefilmed vignettes shot just outside of Rome,
offering additional context to the events
unfolding on stage. Figgis’ unique visual and
storytelling approach has created a perfect
opportunity for Sky Arts to bring its own
expertise to bear, ensuring that the production
reaches as wide an audience as possible, on
screen as well as on stage.

This epic combination of high art and high tech is
the result of an ongoing relationship between Sky
Arts and ENO. From 2003 to 2009, Sky Arts
supported more than 83 productions, 50 of them
new to the stage. The collaboration brought
opera into millions of Sky homes, and new
audiences to live performances, thanks to Sky

Opera lovers and cinephiles alike will be eager to
see the impact his movie-making experience has
on the staging of a performance that promises to
show tradition and technology working together
to tell a compelling story.
Sky Arts and ENO

Building Innovative Arts Partnerships ENO

Inside View
From...
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rather than just spewing out content .
The experience on television and in
the cinema will have so much more
depth to it given how many layers
we’re adding.

John Berry , ENO

‘You should only do this type of work
if you feel that you’re really adding to
‘Sky Arts really connect with ideas and the piece. Lucrezia Borgia the opera
they’re incredibly proactive,’ says ENO has some fantastic music but it’s
artistic director John Berry. ‘They
quite thin in terms of the storyline. To
came to us to suggest the Mike Figgis add a parallel film with such punch
quadcast. They’re incredibly brave in
and such audacity, I think really
terms of the projects they take on and heightens the experience for the
they’re interested in reaching out to
audience. Not everyone is going to
new audiences, which makes for a very agree with it and some people don’t
easy partnership.
like change, but ENO and Sky Arts are
two organisations that are about
‘Pushing out content to television and change and there’s no stopping them;
to cinema simply as a matter of course people will have to come along with it.
isn’t terribly interesting. At ENO we
only wanted to extend our presence
‘Commercial companies are missing
on TV by doing a project that was
real opportunities by not collaborating
really innovative, that gave audiences
with arts organisations – especially
a chance to view the opera in a
when they have a really interesting
different way with different choices.
broadcasting profile. It’s really hard in
this country at the moment but to go
‘What we’re doing here is a fantastic
backwards and to keep the status quo
way of giving power to the audience.
is not the way to survive. ENO and Sky
Having Sky Arts 1 and 2, plus the 3D,
Arts have shown that if you do new
plus Mike directing his own film of
and innovative work and are bold,
behind-the-scenes, feels more like
people listen to you and engage with
curating a broadcasting project
what you’re doing.’

© Mike Figgis
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YouTube /
Life in a Day
YouTube calls on the Oscar-winning expertise of
director Kevin McDonald and executive producer
Ridley Scott to mastermind a film which charts
24 hours of life on earth - as told by amateur
contributors from across the world.

Building Innovative Arts Partnerships YouTube / Life in a Day

Promoted as the world’s first
user-generated feature-length
documentary, the Life in a Day
project began with a call to arms
on 24 July 2010, in which
YouTube users were invited to
contribute video clips showing
a portion of their daily lives.

The response was phenomenal, with over 80,000
individual clips submitted from 192 different
countries. Every video submitted was made
available on the Life in a Day YouTube channel,
where users could browse using popular tags and
categories, viewing location-based results via a
series of sophisticated data-visualisations.
To complete the historic cinematic experiment,
The 4500 hours of collected video footage was
handed over to Oscar-winning director Kevin
McDonald (The Last King of Scotland, Touching
The Void) and his trusty team of editors who
set about whittling down the user-generated
content into a 90-minute documentary. On
hand to support McDonald and his team in an
executive producer role was Ridley Scott – his own
expertise honed on such seminal films as Alien,
Blade Runner, Gladiator and American Gangster.
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The resulting documentary premiered at the
prestigious Sundance Film Festival on 27 January
2011 and was live-streamed via YouTube to
millions of viewers across the world. The screening
was followed by an interactive Q&A session
in which questions posed by the YouTube
community were answered by both McDonald and
the 20 top contributors - credited as co-directors.
Life in a Day will be made available online and is
also scheduled for a more traditional release in
cinemas later in 2011.
Raw footage of life. Director Kevin Macdonald and
editor Joe Walker discuss Life in a Day
Call to action
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Inside Views
From...
Lee Hunter, YouTube EMEA
Tom Uglow, Google and YouTube
‘Essentially we’ve come at distributors
with an entirely new model which
they’ve had to get their heads around’,
explains Lee Hunter, head of
consumer marketing, YouTube EMEA.
‘People may decide to watch Life in a Day
from the convenient comfort of their
laptops, or they might choose to visit a
theatre with friends – what’s important
is that we give them the choice.’
Hunter goes on to explain the
importance of empowering the
YouTube community through the Life
in a Day project: ‘We have a motto
which is “we succeed when others
succeed”. However, what we have to
forgo, is any traditional perception of
a marketing campaign – even if the
YouTube brand doesn’t directly benefit
from an initiative any measurable
way, this is still ok because it was
something cool, something fun.’

Tom Uglow, creative director at
Google and YouTube’s Creative Lab
team for marketing in EMEA, expands:
‘This film is hard not to watch without
taking away a profound sense of
awe at the spectacular diversity and
richness of our existence - and there
are not many films that do that. It
is a film of many, many voices; and
captures both the disharmony and
the intimacy of YouTube, as well as its
common-ness, the homogeneity and
the stark contrasts. So it is cohesive,
but also an accurate portrait of the
miscellany of life. It felt very true, the
“truest” film I have seen.
‘Personally I believe it is indicative of new
forms of creative collaboration. YouTube
has a 2-5 minute short-form footprint
that is quite different to most other
forms of film-making, and the power of
the web to collect together massive
quantities of time focused on creative
projects is certainly new.
‘We also tend not to trust “art” that isn’t
validated by traditional cultural bastions
and the web doesn’t provide that yet
- instead it provides popularity - which is
a bit of anathema to the institutional
culture. But it’s hard to say; time will tell
whether web-powered creative has any
authentically new DNA.’
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YouTube /
Symphony
YouTube reimagines its resoundingly successful
Symphony project of 2009 by inviting musicians of
all abilities and genres to audition for the chance to
debut a specially commissioned work at the Sydney
Royal Opera house.
Sydney Symphony © Keith Saunders
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Courtesy YouTube © Stefan Cohen

The original YouTube Symphony,
which took place in 2009, invited
classical musicians to upload
audition videos which were then
voted on by the YouTube
community. Ninety-six were
eventually picked and flown from
across the world to New York
where they performed in a soldout concert at Carnegie Hall,
conducted by the Grammy Awardwinning Michael Tilson Thomas.

Sydney Symphony © Keith Saunders

New York Times reviewer Anthony Tommasini
described the event as both ‘worthy’ and ‘inspiring’,
concluding: ‘after all the spoken and video tributes
to YouTube and Google, you can only hope that
this project becomes permanent’.
The ‘second act’ of YouTube Symphony is seeking
to combine the classical kudos of the first (via
partnerships with the London Symphony
Orchestra, the Sydney Symphony and the Berliner
Philharmoniker) with a lower barrier to entry
which has enabled musicians from all walks of life
to audition. This was made possible through a
specially commissioned piece of music written by
San Francisco-based classical composer and DJ,
Mason Bates. The work – titled Mothership –
contains improvisational passages which can be
played on any instrument, classical or otherwise.
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The YouTube community once again voted on
the thousands of audition videos submitted,
selecting each and every member of the final
orchestra who will meet in Sydney for a week long
music summit in March 2011. As well as working with
returning conductor Michael Tilson Thomas, the
players will also receive the once in a lifetime
opportunity to learn with classical musicians from
the partnering professional orchestras. For those
musicians remaining at home, the ‘Unsung Heroes’
series of videos on the Symphony YouTube
channel shows influential performers discussing
the most important nuggets of wisdom imparted
on them by their favourite teachers.
A final layer of online interactivity has been
enabled by an Augmented Reality (AR)
application, also hosted on the Symphony
YouTube channel, which allows users to make
music with physical movements via a virtual
interface. By printing out and holding a visual tag
in front of a webcam, the user can ‘pluck’ strings
shown on the screen, sounding notes to a
backing track before sharing their creation
with friends.
Introducing the YouTube Symphony 2011:
Play your Part
Meet the Winners
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Inside Views
From...
Lee Hunter, YouTube EMEA
Tom Uglow, Google and YouTube
‘The key word we use when describing
the value of projects such as
Symphony, is “access”’, explains
Lee Hunter, head of consumer
marketing for YouTube EMEA.
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Tom Uglow, creative director at
Google and YouTube’s Creative
Lab team for marketing in EMEA,
concludes:
‘The project is about education and
access to the classical music world
and no community reacts negatively
to that ambition. The orchestra itself
will have to play for themselves! But
we know that we will be bringing some
of the most extraordinary musicians
together from around the world and
I am looking forward to the concert
confident that it will be an amazing
and unforgettable night.’

‘If a musician wants to reach Carnegie
Hall or the Sydney Opera House, the
level of expertise and experience
required are extremely high; but
through an initiative like Symphony,
the process suddenly becomes more
accessible to a much wider group.
However, we are not trying to be
disrupt the classical music scene, but
rather help established members of
the classical music community and
encourage them to perhaps find a new
way of doing things.’

All YouTube Symphony
images courtesy YouTube
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The work that we’ve
chosen to highlight in
this report is remarkable
in many ways, but the
common thread in every
case is active partnership.
By that we mean all the
stakeholders rolling up
their sleeves and
working together to
create something that is
truly greater than the
sum of its parts.
The accepted wisdom is that art and
commerce make uncomfortable
bedfellows. That creative integrity is
somehow weakened by association
with brands and corporations.
However, in a climate of cuts that
daily threatens the withdrawal of
crucial government funding, and
with arts organisations large and
small increasingly having to look to
cultural philanthropy for support,
Sky Arts feels compelled to highlight
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There is a better way of doing things.
When each partner contributes
their own core expertise, the
potential of the project to exceed
expectations is increased. Logistical
insight, cutting edge technological
capabilities, an artist’s or director’s
unique vision or concept – these are
important skills in their own right.
But together, they can achieve
something truly inspiring.

Antony Gormley’s ‘One & Other’,
produced by Artichoke, London 2009.
Photo © Matthew Andrews

not the threat, but the tremendous
opportunity that innovative,
intelligent partnerships offer both
brands and the arts.
While there is always likely to be a
role for the straightforward
sponsorship of artistic endeavour,
the reality can be an unsatisfying
exercise in badge-slapping, a stiff
mutual endorsement that offers
artist and sponsor a safe but
anodyne partnership.

YouTube is setting new standards in
enabling complex collaboration,
distilling extraordinary shared
experiences from thousands of
disparate contributions. It’s an
approach that challenges the
traditional top-down nature of art in
the most fundamental way and is
gradually piquing institutional
interest as well as demonstrating
clear popular appeal. This
provocation is important. Prompting
us – any of us – to question art, to
consider what it is, what it isn’t and
what it could be is a crucial catalyst
for cultural progress.
And of course, the audience is a
partner too. Creating public art or
cultural experiences that have the

Building Innovative Arts Partnerships Summary
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power to make people feel involved
is an important goal. For Sky Arts,
this means not simply broadcasting
a single performance of Lucrezia
Borgia, but extending that into a
layered experience that reaches
thousands more people and offers
them choices about how they can
watch. Why? Because finding ways
to heighten their sense of inclusion
can only increase the relevance and
resonance of a given event.

Innovative partnerships confound
and expand the expectations of
everyone they touch
A true partnership will protect the
integrity of the idea at its heart.
There needs to be clear vision
guiding the realisation and execution
of a public event. Gormley’s ambition
for One & Other was amplified by the
input of others - not diminished or
appropriated. The skill and
experience of Artichoke and Sky Arts
facilitated an event of fabulous
complexity, but never took over; the
fourth plinth became a public
platform and much of the magic of
lay in resisting the impulse to
intervene and ‘tidy’ the stream of

Google Art Project
www.googleartproject.com
Detail from: Museum Kampa / The Cathedral, František Kupka

those 2,400 individual performances.
Looking back, Gormley says: ‘The
most revealing things were in the
pauses, gaps and uncertainties.’
The point of innovative partnerships
is that they confound and expand
the expectations of everyone they
touch. We see this illustrated in the
recent launch of the Google Art
Project, impossible to ignore in the
context of this report. The tech giant
has spent 18 months working with 17
galleries around the world to bring
the jewels of their art collections –
with information, depth and context
- to a global audience via the internet.

Developments like this enrich and
expand lives in unimaginable ways,
but do not happen by chance. They
take vision, determination, and many
hands. But when organisations that
embrace innovation pool their
resources and expertise, the synergy
is worth it. No, it’s not easy, but as
anyone who’s ever worked in the
arts will tell you, it never was.
Sky Arts collaborator and Artichoke
co-founder Nicky Webb sums it up
perfectly: ‘If it’s not a challenge we’re
not doing it right’.
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