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Anotacija

Magistra darba “Folkloras festivala ,,Baltica” publiska komunikacija Latvija no 2006.
lidz 2015. gadam” meérkis ir ieglit padzilinatu ieskatu starptautiska folkloras festivala
“Baltica” publiskaja komunikacija un noskaidrot, vai ta publiskas komunikacijas organizacija
ka butisks festivala Baltica populariz€Sanas instruments kops 2006.gada atbilst veiksmigas un
daudzpusigas komunikacijas kampanas organizacijai.

ST darba teorétiskaja dala Tpasa uzmaniba tikusi pievérsta tadiem jédzieniem ka kultiira
un radoSums ka cilvéku tradicionalas kultiiras izpausmju pamats, kultiiras un radosas
industrijas ka kultiiras mantojuma realiz&tajs miisdienas, mantojuma jédziens un ta tipi, ka ar1
publiskas komunikacijas kampanas, to nozime un organizacija.

Lai sasniegtu pétjjuma meérki, tika izmantotas tris petjjuma metodes: padzilinatas
intervijas, lai ieglitu informaciju par festivala Baltica vesturi, ta poziciju, pieredzi un
problémam tiesi publiskas komunikacijas aspekta, SVID analizi (Stipras, vajas puses, iesp&jas
un draudi), kas balstita uz padzilinatajas intervijas iegiito informaciju, ka ar anket€Sana
Interneta, kura tika iegtita informacija par iedzivotaju informétibu par festivalu Baltica un to
potencialo interesi festivala un ta apmeklésana.

Petijuma rezultati liecina, ka publiskas komunikacijas planoSanas un realizacijas
process katra no pétamajiem festivala Baltica gadiem dalgji atbilst kvalitativas un
daudzpusigas publiskas komunikacijas organizacijai. Festivals Baltica ir butiski atkarigs no
notikumiem valsts parvalde un to spécigi ietekme dazadas sociali politiskas un ekonomiskas
problémas valstt, kas attiecigi ietekmé festivala publiskas komunikacijas rezultatus un
tadgjadi ar1 festivala popularitati iedzivotaju vidi. Neraugoties uz to, festivalam Baltica ir
nozimigs potencials nakotn€, jo cilvéki ir ieintereséti festivala koncepta un to labprat

apmekl&tu, ja sastadita programma tiem liktos saistosa.



Annotation

The aim of this Master thesis “Public Communication Of ,,Baltica” Folklore Festival
In Latvia In 2006-2015” is to get a deep insight into the public communication of
international folklore festival Baltica and find out, whether the public communication
management as a crucial organizational tool for promoting the folklore festival Baltica since
year 2006 meets the practice of successful and proper communication campaign management.
In the theoretical part of this thesis a special attention has been paid to concepts such as
notions of culture and creativity as the basis of traditional cultural expressions of humankind,
cultural and creative industries as carrier of the cultural heritage in the modern society as well
as concept and types of heritage and public communication campaigns — meaning and
planning.

To achieve the aim of thesis three type of research methods have been used: in-depth
interviewing to gain information about the history of festival Baltica, situation, experience
and issues specifically of public communication of festival, Baltica SWOT (Strengths,
weaknesses, opportunities and threats) analysis based on the information received in in-depth
interviews and Internet survey on people’s awareness of the festival Baltica and potential
interest.

The results of the research show that the public communication organization process
of each of the research year of festival Baltica partially meets the model of wholesome and
qualitative public communication organization. Festival Baltica is crucially dependent on the
governmental affairs and is strongly influenced by the socio-political and economical issues
in the country, which eventually affects the success of public communication of the festival,
thus its popularity amongst people. There is a strong potential in the future of the festival
Baltica, as people are interested in the concept of the festival Baltica and they would like to

attend it if the programme would be appealing.
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Introduction

In year 2003 United Nations general conference of organization of education, science
and culture took place in Paris. During this conference parties agreed on development of
convention on Safeguarding of the Intangible Cultural Heritage (UNESCO, 2003). This
convention includes promotion of traditional knowledge and intangible cultural heritage and
all the necessary actions to support its wellbeing and development. In 2005 Latvia joined the
convention and on 20. April in 2006 the convention of Safeguarding the Intangible Cultural
Heritage was officially ratified in Latvian law system. (Convention of Safeguarding the
Intangible Cultural Heritage, 2004) As per the convention, one of its main aims is to create
understanding of the meaning of intangible cultural heritage and providing its mutual
recognition on local, national and international level. (Convention of Safeguarding the
Intangible Cultural Heritage, 2004)

This convention was one of the first official international agreements Latvia has
ratified that emphasizes the true value and importance of non-material cultural heritage. Even
though Latvia has created the conception of safeguarding and maintaining Latvian intangible
cultural heritage, the official law is still in the process of making. (Vilcane, 2014)

One of the government-funded events, which unite all the expressions of intangible
heritage and Latvian traditional culture as such, is international folklore festival Baltica,
which unites all three Baltic countries in the common goal to maintain intangible heritage of
each of the nations, promote and maintain the spirituality and cultural self-esteem. The first
folklore festival Baltica took place in Lithuania, in 1987 while Baltic States were part of the
Soviet Union. Since then, festival has been held every year without exceptions in one of three
Baltic States. Even though a lot have changed in the concept of the festival and it has
experienced its ups and downs, it is still a strong tradition, which has to be cherished and
maintained. In the press conference of the festival Baltica 2015, Minister of Culture of the
Republic of Latvia — Dace Melbarde, said: “Today we are experiencing an anti-globalization
wave, when people are tired of standards and uniformity. They have understood that the real
value is in the singularity and are trying to find their own sense of belonging — it provides
with the stability in this fast pace, uncertain environment”. (Lavina, 2015) On the Ministry
level, the importance of the festival has been defined, however, due to the facts that since
1987 the government has changed rapidly, also the support for the festival has been
ambiguous. Because festival Baltica is state-funded cultural event, all the public affairs also
affect the festival, its organizers and organizational units. Planning of such and event with

several thousand participants is difficult and requires a good organizational skills, experience
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and professionalism. Aside the necessary wholesome knowledge to plan a qualitative and
extensive art programme and technical issues, festival also requires a strong and timely
communication campaign, which would address the target audience and stakeholders on any
necessary matter, and build and maintain a long-term relationship with the target audience.
As Tom Dunkan states: “Communication is the human activity that links people together and
creates relationships. It is at the heart of meaning-making activities not only in marketing, but
also in a wide range of political, social, economic, and psychological areas. It serves as a way
to develop, organize, and disseminate knowledge.” (Duncan, Moriarty, 1998: 2) In fact,
communication about the festival Baltica is what makes the festival actually present — starting
from billboards on streets and publications on media to people discussing it at their local
culture centres and more. It is not only stakeholders — folklore groups, artists and musicians
that Baltica is created for. It is for all the folks and their culture, because what is present in the
festival Baltica is directly related to everyone, their ancestors and identity. Due to the aim of
UNESCO and Latvia as well as the whole Baltics — to safeguard and maintain the intangible
cultural heritage, the public communication of the festival Baltica should be the process in
which significant amount of recourses and attention are invested. This is also widely stated in
the convention of Safeguarding and maintenance of Intangible heritage, specifically the article
no.14, which includes: “member country should inform the society about the threats of the
intangible heritage and activities that are being held to carry out the convention.” (Convention
of Safeguarding the Intangible Cultural Heritage, 2004) Festival Baltica is the central activity
aimed to cherish the non-material heritage, therefore fully complies the aims of convention.

This year, in July 2015, Latvia for the 10™ time will host the folklore festival Baltica.
The theme of the festival this year is “Heritage” and directly refers to the meaning of folklore
itself. This year is also significant because it will reach the highest number of participant ever
— 3500 participants. (Information about Baltica announced during the press conference, 2015)
Due to the Latvia being a Presidency of the Council of the European Union in 2015 it gives
additional opportunities to demonstrate everyone that even though Latvia is comparatively
small country, folks of Latvia are unique and bold and are carriers of a strong cultural
heritage. Every country is investing recourses to attract tourists and attention form other
countries, demonstrating the values of each of the country. Festival Baltica is value of Baltic
States and therefore requires to be communicated as such.

Festival Baltica is important cultural event on pan-Baltic level, therefore the
awareness of the festival on local, regional and international level is important. Since the first
Baltica in 1987 there have not been any researches or simple surveys carried that would

somehow measure the success of the festival and its results. By saying that before the 10™
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anniversary of Baltica in Latvia, it is essential to assess whether and how people are informed

about the festival and how the previous public communication have been proceeded.

The aim of the research is to get a deep insight into the public communication

planning and execution of international folklore festival Baltica and find out, whether the

public communication management as a crucial organizational tool for promoting the folklore

festival Baltica since year 2006 meets the practice of successful and proper communication

campaign management.

3.
4.

The questions of this research are following:

Does the communication organization of each of the research year meet the model of
wholesome public communication campaign organization?

What issues and threats have been affecting the planning and implementation of public
communication campaign?

Are Latvian people aware of the international festival Baltica?

Are Latvian people interested in the international festival Baltica?

To achieve the aim, following tasks will be followed:

1.

To view and summarize the available academic literature, online publications and
Internet resources about concept of culture and creativity, cultural and creative
industries, concept and types of heritage as well as public communication campaigns.
These topics are chosen because they are directly related to the festival Baltica, its
meaning and message of value of traditional culture

To carry out a SWOT analysis for festival Baltica in 2006, 2009, 2012 and 2015 to
analyse what kind of internal and external strengths, opportunities, weaknesses and
threats of the festival Baltica has met throughout the years and how it had and could
have affected the public communication of the festival.

To carry out five in-depth interviews with: the chairman of the board of the
Association of the Folklore Andris Kapusts, organizer of folklore festival Baltica 2012
and 2015 Gita Lancere, public relations manager of Latvian National Center of
Culture and festival Baltica 2012 and 2015 Inga Bika, former public relations manager
of festival Baltica 2006 Inta Sorina and also a former public relations manager of
festival Baltica 2009 Rita Garnaka. Objectives of in-depth interviews are to gain
information about the festival Baltica throughout the time — its history and
development, as well as to get an insight in the public communication planning of the

festival and communication related issues.



4. To carry out an Internet survey to obtain the awareness of people about the folklore
festival Baltica, understand the reasons of awareness and whether people would be
interested to attend the festival if they would have information about it.

5. To congregate the results, draw conclusions about the public communication of the
festival Baltica since 2006 and offer proposals for improvement of the public
communication.

To achieve the aim of the research and answer research questions, theoretical part was
divided in numerous chapters where concept of culture and creativity, cultural and creative
industries, concept and types of heritage as well as public communication importance and

models are analysed.

10



1. Notions of Culture and Creativity as Basics of the

Cultural and Creative Industries

To speak about subject that is creative, concerns cultural heritage and happenings and
may be both private and state governed requires a special classification. There has been and
still is a difficulty to clearly distinguish what can and what cannot be considered a part of
cultural industries and whether the traditional culture is the part of cultural industries. There is
a thin line between various expressions and in this fast developing era it has been even harder
to draw any lines between disciplines. Students, scholars, professionals are going further and
understanding that they can do more than their profession and knowledge requires. There
have never been more grey zones than now, therefore cultural industries as a term includes

various spheres and activities.

1.1. Concept of Culture

When speaking about industries, it directly links to manufacturing, industrial
production of goods. But when placed together with concept of culture, contradictions may
appear as culture has always been presumed as something broad but still related to social
values and happenings that are directly linked to people and their principles of living,
traditions and more — artistic expressions.

The notion of culture is probably the most discussed issue that is still on the table of
scholars of cultural studies. Niklas Luhmann describes concept of culture as one of the most
detrimental concepts ever invented. Similarly to Luhmann, Adam Kuper, somewhat
continuing Luhmanns view notes that the notion culture should be abandoned in favour of a
range of more specific terms, such as belief, art, custom and tradition. (Bennett, 2013:7) What
Kuper is suggesting is simply avoiding the broad notion of culture in order to look into the
specific edges of culture that may not solve the problem of extremely comprehensive term,
but in praxis may lead to at least understanding the numerous aspects of it and perceiving its
content as something diverse and equally important.

Due to the generalization of the concept of culture, there are still various definitions
made and they diverse by the different perspectives. Michael Foucault, one of the most
controversial French philosophes and social theorists describes culture as “a hierarchical
organization of values, accessible to everybody, but at the same time the occasion of a

mechanism of selection and exclusion” (O'Farrel, 2007). How Foucault explains his approach
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is that at very basis there has to be a set of values that each society has, with as he describes,
“a minimum degree of coordination, subordination and hierarchy, [values] given both as
universal but also as only accessible to a few” that would therefore produce “a mechanism of
selection and exclusion.” Another condition by Foucault is that there is a “number of precise
and regular forms of conduct that are necessary for individuals to be able to reach these
values” and this conduct may be executed in case there are “regular techniques and
procedures that have been developed, validated, transmitted, and taught, and that are also
associated with a whole set of notions, concepts, and theories ” (Foucalt: 2005:179) Focault’s
concept of culture, which highlights the people’s selection and exclusion links back to what
has been said by the Minister of Culture of the Republic of Latvia — Dace Melbarde, that
people now try to find their sense of belonging, because it gives them the stability in
nowadays globalization. (Lavina, 2015) It means that people now — in the rapid development
globalization feel the necessity to return to their traditional culture and thus marks the
potential uplift of the evaluation of cultural heritage.

Description of concept of culture in Baltic region scientific literature is much less
related to the regime and social discourse that is related to social classes than it is seen in
French and German theoretical approach. It takes more practical methodology and describes
culture in various, but generalized ways: 1. Everything that society has created in physical and
spiritual way or the common sphere of people’s social morals and spiritual life. 2. Set of
archaeological objects and monuments in the specific historical timeframe. 3. The criteria of
quality and completeness — culture of behaviour, work, language, etc. 4. Historically
evolutionary set of abilities, methods and acknowledgments of humans. (Prieditis, 2006:18)
The notion culture has historically always related to the concept of civilization. This approach
initially comes from French culture whereas in Germany as on opposition to French culture
they do not use the term civilization. Civilization and culture in France and Germany
moreover means the same, however, in each of the country — not. France, for example do not
use the term culture, but Germans put the term civilization even as the process of degradation
of the culture. (Prieditis, 2006:16) It is possible to assume that even though there are many
similarities between concepts: civilization and culture, civilization is a higher level of culture,
or in other words a culture that has gained a significance among various cultures in the world

and could be considered as a strong, highly developed culture.
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1.2. Concept of Creativity

When speaking about culture, its meaning and importance in the context of culture,
also concept of creativity should be included. First of all because the cultural expressions of
people are also triggered by the creativity and second, because the reproduction and
maintaining of the cultural expressions primarily requires the creative thinking.

In some sense creativity is related to something extraordinary and different from
average that is already seen before, however, the meaning of creative hides much more in
itself. The creativity as a field has been studied since 1930 more actively in 1950s. The roots
of the concept of creativity, however, can be found hundreds of years ago. To create means to
make, to produce, which is a significant part of the creativity — whether what created is
objects, thoughts/ideas, and words — anything that can be created. As per Oxford dictionary,
the term creative is being related with the use of imagination or original ideas to create
something. (Oxford dictionary definition of Creative, 2015). Indeed the imagination is the
strongest tool to create some one of a kind and creative ideas, however, there have been
negotiations of the importance of originality in it. As states Mark A. Runco and Garrett J.
Jaeger, without any doubt, originality plays an important role in the creativity, however, it is
not possible to put an equation sign between originality and creativity. A truly random
process will often generate something that is merely original. (Runco and Jaeger, 2012: 92)
What both scholars stresses out is that something to be creative it has to be both — original and
most importantly effective. In this sense the effectiveness is the aspect that makes the original

idea valuable. (Runco and Jaeger, 2012: 92)
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2. Cultural industries vs. Creative industries — Differences

and Similarities

Cultural heritage and its maintenance has always been an issue, at the same time the
activities related to traditional culture have as well been constantly present. Traditional
culture and its expressions are part of the industry as well — concerts, festivals, exhibitions,
markets, feasts — they all are part of industry that organizes these events. To understand where
does the intangible heritage and traditional culture as such stands, both most commonly used
titles of industries are further analysed.

The discussion about cultural industries and creative industries, its definitions and
difference have been on-going since decades, however, in 2006 it was an important topic in
European Union when the plan of the economy of culture in Europe was developed.
(KEA,2006:3)

There are various cultural economy policies, strategies and models that support them.
Each of the region in the global map deals with cultural economy in its own best way,
however, two of those models author found to be the most appropriate for the Baltic Sea
region and therefore will be further acknowledged and analysed.

Concepts of culture and creativity were discussed in the previous section, however,
when defining and comparing cultural and creative industries it is possible to stress out again
these two concepts. To simplify culture is more concerning groups of people, mass and
nations. Culture is born from the collective values and actions of people and throughout each
of the members of the group the culture is being cherished and expressed. Creativity,
however, is the subject of individuality and individual’s imagination and use of imagination
in order to create. The creativity begins with person and in its core the singularity, originality
and the opposition of collective values is crucial. Based on this it may seem quite simple to
differentiate cultural industries from creative industries. However, it is not definite.

“The cultural industries have usually been thought of as those institutions (mainly
profit-making companies, but also state organisations and non-profit organisations) that are
most directly involved in the production of social meaning. Nearly all definitions of the
cultural industries would include television, radio, cinema, newspaper, magazine and book
publishing, the music recording and publishing industries, advertising and the performing

arts.” (Hesmondhalgh, 2007:12)
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Hesmondhalgh in his definition speak about cultural industries as industries that
creates and sell aspects that somehow express the culture and common values of the exact
culture. The radio plays music and DJ speaks about topics and values that are relevant to the
culture, TV broadcasts TV shows and events that expresses the culture of audience,
newspapers publish information that is important for readers and satisfies their needs. Official
UNESCO definition of cultural industries is narrower and highlights the purpose of cultural
expression in the process of industries:

“Cultural industries produce and distribute cultural goods or services which, at the
time they are considered as a specific attribute, use or purpose, embody or convey cultural
expressions, irrespective of the commercial value they may have”. (UNESCO, 2005: 5) After
looking into two above-mentioned definitions there are still no clear comprehensions how
creative industries may be different from cultural as also creative industry can express a
culture. Hesmondhalgh comments on the use of cultural vs. creative by assuming that cultural
industries are the same creative industries with some amendments. In some other countries
also the title entertainment industries is being observed. (Hesmondhalgh, 2007:15). These
differences does not only confuse scholars, students and others interested in the field, but has
importantly complicated the analysis, researches and other procedures of policy making
process. There is no common system nor globally nor in Europe of defining and managing the
cultural industries. In 1980s collection of statistics initiated by UNESCO begun, but the main
issue to do so was the diversity of the data and different ways how the cultural industry
worked. (Towse R., 2000: 109)

“From the diversity of data that emerged from this process, it became obvious that one
country's 'cultural industry' was another's 'subsidised art' sector. Every attempt to compile
internationally comparable statistics required expert knowledge of each participating country's
cultural perceptions and policies; [..] Different countries took different views about how much
and for which reasons they subsidised their cultural industries, if at all.” (Towse R., 2000:
109)

It is a common belief that media plays a crucial role in globalization as well as shaping
identities thus building values and interests in peoples’ lives. Hesmondhalgh also speaks
about cultural industries as a significant party in the identity shaping process. As per the
scholar, “cultural industries draw and help to constitute our inner, private lives and our public
selves: our fantasies, emotions and identities.” (Hesmondhalgh, 2007:3). One of identities in
the context of traditional culture is our national identity and belonging to a specific group,
sharing a common cultural heritage. “They contribute strongly to our sense of who we are, of

what it means to be a woman or a man, an Africa or Arab, A Canadian or a New Yoker,
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straight or gay. For these reasons alone, the products of the cultural industries are more than
just a way of passing time — a mere diversion from other, more important things.”
(Hesmondhalgh, 2007:3) Here again meets the meaning of culture in everyday lives of people
and the fact that the whole culture is a set of various cultures of everyday affair. What we do
also defines some edge of people’s personality, simply to say — what we do defines who we
are, therefore gives as another level of identity. To summarize, cultural industries may be
considered as a set of different spheres that produce the cultural good and services and thus
works as a group of individual channels through witch the cultural heritage and actual cultural
values and interests to specific audience is being transmitted.

Max Horkheimer and Theodor W. Adomo were two representatives of Frankfurt
school of philosophy that emphasized the role of industrial dimension in characterization of
culture in 1980s society. (ANO, 1982: 9) As per Horkheimer and Adomo, 1940s may be
considered as the beginning of modern culture and true to that, since then the technological
and social development have taken the spin faster then ever before. (ANO, 1982: 9) World
War II was an important impulse of the rapid development of the most up to date
technologies, mostly for military reasons. The technological achievements gained, soon were
transformed into everyday used commodities. It all has been developed and is now been used
as the hardware and the medium of cultural content. Knowing this, the cultural industries have
become extremely important and are the central content provider that co-exists with
technological updates and new possibilities. Also UNESCO in its general conference in Paris
1980 stressed out the crucial role of modern communication technologies and its development
in the operation of cultural industries and its accessibility to people. It was already then
emphasized that due to the fast development it has also given a possibility for cost reduction
thus provided more possibilities for people from various economic backgrounds to access the
content of cultural goods and services. (ANO, 1982: 10) The accessibility plays a crucial role
in cultural industries where also the wealth of country, social level and physical abilities are
important factors. Even though there are numerous types of cultural activities and it is not
possible to say that all of them are accessible, because it is not rational to compare television
and live performance, the accessibility has never been as diverse as now.

As mentioned previously, cultural industries most often overlaps therefore creating
misunderstanding on the usage of the concept in various cases. Due to that the concept of
creative industries must be explained in more detailed manner. As per John Hartley, the
concept creative industries have evolved from concepts cultural industries and creative arts in
mid 1990s due to the technological changes and new possibilities. He also adds that the

concept of creative industries in USA is more related to the consumer and market but in
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Europe it is more linked with national cultural traditions and cultural citizenship. (J. Hartley,
2005:5) This assumption of Hartley may be justified with the impressive cultural diversity
that it has. Each of the country in Europe are somewhat different, speaks different language,
have various national characteristics, etc., whereas U.S.A combined with numerous states still
is one country and shares a lot of common. Creative industries may be looked at as an
umbrella that hides numerous activities, product and services under it that have three defining
features: they all require input of human creativity; they are vehicles for symbolic messages —
they contains intellectual property — it belongs to someone (group, individual, etc.). (Davies,
Sigthorsson, 2013:1) In this definition the present is the distinction of cultural as coming from
and representing the members of culture or just culture as such and creative as born from the
idea of the individual and to be the property of the individual. To support that (Hartley, Potts,
Cunningham, Flew, Keane, Banks, 2013:59) adds their definition of creative industries by
saying that creative industries are those “industries, which have their origin in individual
creativity, skill and talent which have a potential for job and wealth creation through the
generation and exploitation of intellectual property.” (Hartley, Potts, Cunningham, Flew,
Keane, Banks, 2013:59) It includes 14 industry sectors: advertisement, architecture, art,
antiques, computer games/leisure software, crafts, design, designer fashion, film and video,
music, performing arts, publishing, software, television and radio. (Hartley, Potts,
Cunningham, Flew, Keane, Banks, 2013:59) Similarly to this United Nations offers their
definition of creative industries that somehow adds more sophistication to the industry.
“Creative industries” can be defined as the cycles of creation, production and distribution of
goods and services that use creativity and intellectual capital as primary inputs. They
comprise a set of knowledge-based activities that produce tangible goods and intangible
intellectual or artistic services with creative content, economic value and market objectives.”
(UNCTAD, 2008:4) In this definition there are some parallels with Hartley and his emphasis
on the market and consumption driven aspects of creative industries as also UNCTAD
definition stresses the market and its objectives.

Concluding the overview of definitions of creative industries, the crucial components
the industry has is the input of human intellectual and creativity which is driven by market

needs and therefore has the economic value.

2.1. Models of Creative and Cultural Industries

Judged by the previously mentioned explanations of cultural and creative industries, it
may seem that creative industries is a part of cultural industries, a group of sub-industries that

originated from the large scale concept of cultural industries and someway could not be
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labelled by this title anymore. They cannot be equally compared as are two different standing
industries, but are linked with its intellectual and symbolical social meaning.

To visually see the common issues of both industries, two models of cultural and
creative industries will be further analysed — in 2006 created European model of cultural and

creative industries and UNCTAD model of the creative industries from 2008.

2.2. European Union Model of Cultural and Creative Industries

The European Model of Cultural and Creative industries was prepared by Study for
the European Commission (Directorate-General for Education and Culture) as part of the goal
made by EU in Lisbon, in year 2000 to make European Union the most competitive and
dynamic knowledge-based economy in the world by year 2010. (KEA, 2006:1). The model
was made to monitor the current situation in the field of cultural and creative industries in

Europe.

Delineation of the cultural & creative sector

CIRCLES SECTORS SUB -SECTORS CHARACTERISTICS
Crafts +Non industrial activities.
Paintings - Sculpture -
Photography « Output are prototypes and “potentiallu copyrighted works”
Performing arts Theatre - Dance - Circus - (i.e. these works have a high density of creation that would be
[ Festivals elligible to copyright but they are however not sistematically
< — copyrighted, as it is the case for most craft works, some
uq Muieumls - P'blfaf'es - i preforming arts productions and visual arts, etc).
8 E Film and Video Archaeological sites - Archives

« Industrial activities aimed at massive reproduction.

Television and radio « Outputs are based on copyright.

Video games

Recorded music market - Live
music performances - revenues
of collecting societies in the
music sector

CURTURAL INDUSTRIES

y
g
v

Books and press Book publishing - Magazine and
press publishing

g
&

Fashion design, graphic design, | . Activities are not necessarily industrial, and may be
interior design, product design | prototypes.

« Although outputs are based on copyright, they may include
other intellectual property inputs (trademark for instance).

«The use of creativity (creative skills and creative people
originating in the arts field and in the field of cultural industries)
is essential to the performances of these non curtural sectors.

INDUSTRIES AND

ACTIVITIES

PC manufacturers, «This category is loose and impossible to circumscribe on the
MP3 player bassis of clear criteria.

manufacturers, mobile It involves many other economical sectors that are dependent on
industry, etc... the previous “circles’, such as the ICT sector.

CIRCLE 3:
RELATED
INDUSTRIES

Picture no.1 European Union Model of Cultural and Creative Industries (KEA,2006.:3)
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A European Union model of cultural and creative industry primarily divides in sectors
— cultural and creative. The model has its core that consists of core arts field, including visual
arts, performing arts and heritage. The core arts field is defined as non-industrial sector and
the consumption of goods is direct, whether it is a concert, fair, theatre play or anything else
that can be seen and enjoyed live. The first circle that surrounds the core is are cultural
industries, such as film and video, television, radio, music and video games. This sector is
also classified as industrial sector because of its mass production. Even though these activities
of 1% circle is characterized as industrial activities aimed at massive reproduction, the
placement of video games in cultural industries seems to be inappropriate despite its
popularity in the world. Video games in comparison to other fields of cultural industries are
clearly classified as entertainment and its cultural value may be under discussion in the
context of European Union model. The 2™ circle that covers the core is creative industries and
activities, which include various kinds of design, architecture and advertising. The 39 circle is
all related industries that are linked to the goods and services created by the two previous
circles and core. These industries may also call hardware industries as they provide tools of
using the production of cultural and creative industries. In this model core arts field and
cultural industries are being placed in the cultural sector, but creative industries and service as
well as all other related industries that supports all previous ones are considered as creative
industries. European Union model of cultural and creative arts lacks certainty and at some
point is contradictory. Authors of the model describes the creative sector as an input in the
production of non-cultural goods where creativity is understood as the use of cultural
resources as an intermediate consumption in the production process of non-cultural sectors - a
source of innovation. (KEA, 2006:2) This is a good example of the ambiguity that may appear
in case of different use and interpretation of concepts as in the case of EU model, creative
industry is being presented as industry inspired by culture, but not directly related to it.

Even though the EU model may be considered good in generally dividing the
industries, it still lacks some more explanation and logical division that would express the

functional side of industry and its aspects.

2.3. UNCTAD Model of Creative Industries

UNCTAD model was created to emphasize the rapid growth and potential in the
creative industries in the world and to create a policy-making basis for developing countries

in the creative sector.
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UNCTAD classificiation of creative industries

Curtural sites ¥ TraldntnonaI.
Areheological sites, cultural expressions i
museums, libraries, Arts and crafts, He"tage
exhibitions, etc. festivals and celebrations
Visual arts Performing arts
Paintings, sculprures, Live music, theatre, dance,
photography and antiques. opera, circus, poppetry, etc.
Arts
Publishing and
printed media Film, television, radio,
Books, press and other brodcasting
other publictions Media
Design New media
Interior, graphic, Software, video games,
fashion, jewelery and toys digitalized creatice content
Creative services Functional
Architectual, advertising, .
creative R&D, cultural Creations

& recreational

Picture no.2 UNCTAD model of Creative industries (UNCTAD, 2008:14)

UNCTAD have used a different approach than European Union model and divided
creative industries in more units. If European model had three main circles and fourth
supplementary, all of that divided in 12 sectors and more sub-sectors, UNCTAD has divided
creative sector in nine individual circles that are classified in four large sectors.

Even though visually it is not highlighted, as the origin of all forms of art and also as
the basis of UNCTAD classification model is presented cultural heritage. This is important
aspect that was not highlighted enough in the European Union model and was equally set
together with visual arts and performing arts. Heritage in this model included traditional
cultural expressions, such as arts, crafts, festivals and celebrations, cultural sites
(archaeological sites, museums, libraries and exhibitions). Next classification unit in the
model of UNCTAD is arts and it includes visual arts such as painting, sculpture, photography,
antiques and performing arts (live music, theatre, dance, opera, circus, etc.). UNCTAD model
perfectly divides two separate parts of creative industries. This division was missing in the
EU Model as heritage and arts were put together and made a division of core arts, which does

not give out any information of the content of it. It is indeed true that cultural heritage and
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traditional expressions is an art, however, it is not possible to combine it together as heritage
has much more collective meaning and expresses more about national identity and history of
exact culture. The role of heritage is also less entertaining than for performing arts, however,
it is not possible to say that there is no entertainment at all as a lot of folklore have been
initially originated from people amusement in everyday situations. No doubt that performing
and visual arts embodies the social heritage, but they are still too diverse in the very root of
them to be put together, therefore UNCTAD has come up with a simple and precise division
that gives the essential respect to both of the sectors they deserve.

Next classification unit is media and this is a crucial distinction in creative industries.
Media sector includes publishing, printed media — books, press, publications, etc. and audio-
visuals — film, television, radio, etc. This is an important division as the reason of these
industries is to communicate with large audiences. In the EU model the title of these
industries were cultural industries and it is true that it embodies strong cultural information,
however, the object is the channel that creates, transmits and delivers the cultural content. It is
the role of channel that has to be emphasized when speaking about creative industries and the
media role in it. Comparing to EU model, UNCTAD model therefore excludes the presence of
video games in the same classification unit as audio-visuals — film, music, books, which was
criticized in previous chapter.

Another advantage of the UNCTAD classification of creative industries is the
presence of new media industries. New media has been put under the industry of functional
creations and it contains software, video games, digitalized creative content such as creative
web pages and applications for mobile phones, blogs, vlogs, etc. It is much more logical to
put video games among the new media section next to other fast developing technologies.
Video games have always been more about technological development and how to make the
content more realistic, more exciting, but less about the value of the content and its
information transmission. Due to that, new media industries as a classification unit is much
more suitable for this industry. Under the umbrella of functional creations proudly presented
full range of design — interior, graphic, fashion, etc. and supplementary creative services, such
as advertising, architecture and development, and more. These creative services are important
component to all other creative industries and in most of the cases support other general
classification units of creative industries. Functional creation sector in the model of UNCTAD
replaces creative industries as well as related industries sections in the EU model, however, is
more well-defined and logically not only divides industries but also tags them. Nevertheless,
there is still a gap that can be found in the UNCTAD model as it does not clearly states the

role of music and recorded music as such in the creative industries sector, however, it is
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possible to assume it has been positioned under the title performing arts and audio-visuals,
based on its form.

United Nations created the classification model of creative industries that is more
suitable and corresponds to the current social situation more effectively than the model of
creative industries prepared by The European Union. First of all it combines under common
circles industries that are scanty related to be addressed equally and it certainly feels
inappropriate to classify them together. For example, heritage, performing and visual arts, or
video games, books, and music. Second, it was necessary to title the media channels
accordingly. In the EU model of creative industries television, radio, books, etc. is titled as
components of cultural industry, however, the common and simple use of media is more
reasonable. Last but not least, also the label functional creations carries more meaning than
related industries presented in the EU model and also embodies discussed and fast developing
design industries in various its forms. Overall, EU model, even though includes all the same
industries as UNCTAD model lacks logic division, labelling and understandable simplicity
which is present in the UNCTAD model. Due to the critique, the UNCTAD model will be
used further to analyse and describe its primary classification unit — heritage, including

traditional cultural expressions.
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3. Concept and Types of Heritage

While understanding the definition of term cultural heritage, many other titles of this
field came across. Cleere and Smith called this field archaeological heritage, Darvill
McGimsey and Davis have offered archaeological resources or as Lipe states, cultural
resources as well as cultural property (Schofield, 2008:16). The last, however, meets the issue
with defining the ownership of the property as the word itself implies a stronger meaning of
the owner. There are also discussions about the difference between history and heritage as in
its deeper meaning there is a strong similarity between these terminologies. Indeed as
Humphries states there is a connection in these terms, however, they are definitely not
synonyms. Author insists that history speaks about events, artefacts and meanings that lasts
hundreds even thousands years long time period of the culture, however, heritage represents
something more selective and refined. It is not possible to say that everything that has
happened in the history is people’s heritage. Lowenthal argues “heritage is not a history, even
when it mimics history. It uses historical traces and tells historical tales, but these tales are
stitched into fables that are open neither to critical analysis nor to comparative scrutiny. [..]
Heritage exaggerates and omits, candidly invents and frankly forgets, and thrives on
ignorance and error.” (Davison in Fairclough, Harrison, James Jnr, Schofield, 2008:35)
Heritage therefore may be perceived as set of selected issues that are vulnerable and carries
important social and cultural meaning and knowledge.

Word heritage itself initially was meant to be a property that has been passed from
parents to children. Later also a set of knowledge was considered as a heritage important to
pass by to next generations. (Davison in Fairclough, Harrison, James Jnr, Schofield, 2008:31)
By Davidson heritage is “traditionally concerned with those special places and landscapes that
are worth preserving generally unchanged, for the benefit of future generations” (Davison in
Fairclough, Harrison, James Jnr, Schofiel, 2008:18). When this definition stresses the
necessity to keep only those environments that are worth to keep, there are still attitudes that
highlight the need for diversity therefore objects the Holfor’s approach. (Schofiel, 2008:18).
What also can be argued upon in the Holfor’s definition is the focus on tangible heritage and
archaeological places, instead of the diversity of heritage as such. In 1960 the separation of
heritage as heritage as ideals and heritage as things were made and became more used in
describing heritage. (Davison in Fairclough, Harrison, James Jnr, Schofield, 2008:32)
Halbwachs approach is different and as he argues “heritage is often used as a form of

collective memory, a social construct shaped by the political, economic and social concerns of
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the study of the past” (Graham, Howard, 2008:2). It is added by the conclusion of Graham,
Ashworth, Tunbridge and Smith that heritage is less about tangible material artefacts or other
intangible forms of the past than about the meanings placed upon them and the
representations, which are created from them (Graham, Howard, 2008:2). Therefore the
important are meanings and how we perceive them based on the past experiences and
knowledge as well as current context and information. This meaning also adds the material
value to the heritage that is important only for specific groups that have the knowledge and
are provided with the information about the meaning. Also, the meaning and value that is
being communicated and the attention paid to plays a crucial role in the appreciation of the
heritage. Harvey argues that “heritage itself is not a thing and does not exist by itself — nor
does it imply a movement or a project.” (Graham, Howard, 2008:19) It is added by Smith “it
[heritage] is rather the process by which people use the past — a ‘discursive construction’ with
material consequences.” Important aspect in this definition is — process of using the past.
When speaking about heritage people are speaking about the how they are using the past in
the context of present and therefore it is diverse and is a changing continuity. Heritage cannot
be perceived as something that is now, but not going to be later. It is a process that never
stops and people’s present decisions about current heritage define how people will appreciate
the heritage later in the future. These definitions in opposite to Holfor’s definition can be
considered as modern definitions and they are now continued to take the approach of
emphasizing the meaning of the heritage rather than seeing it as an artefact and/or product.
With slightly different point of view in the list of definitions is UNESCO official definition of
heritage, which states following: “heritage is the product and witness of different traditions
and of the spiritual achievements of the past and [..] thus an essential element in the
personality of the peoples of the world.” (Davison in Fairclough, Harrison, James Jnr,
Schofield, 2008:32) UNESCO definition highlights additional concept — heritage as a witness
of traditions. It is not completely clear whether witnesses are being considered objects and
artefacts that have been made because of these traditions or objects present when traditions
were on-going and valid. However, it is clear that traditions and spiritual achievements are the
crucial element of the very reason and meaning of heritage. Scholars have agreed upon two
types of heritage — natural and cultural. Further in this paper the concept of cultural heritage

will be studied.
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3.1. Cultural heritage

One of the first signs of concept of cultural heritage can be found in Renaissance
written by Enea Silvio Piccolomini in the Bull of Pius II. (Jokilehto, 2005:9) Now it is most
often present in documents of European and world’s officials rather than used in popular
culture. In addition, the content of cultural heritage has changed by the years and if initially it
was used when talking about places, monuments and artefacts, than in the last five decades it
includes intangible values as well and is more humankind oriented. In 1972 UNESCO
Convention on the protection of world, cultural and natural heritage was created, however, in
its definition it included only material heritage. At first, its definition was as follows:
“Cultural Heritage designates a monument, group of buildings or site of historical, aesthetic,
archaeological, scientific, ethnological or anthropological value.”

(UNESCO World Heritage Centre, 2005:10) Soon after the convention was signed,
more concepts concerning cultural heritage and its meaning was developed. Starting from mid
1970s the expression of cultural heritage was increasingly supplemented with the intangible
values of the object of protection. (Vecco, 2010: 323) It was clear that since then, defining a
cultural heritage would be challenging, as it will include erratic criteria. What makes the
defining process even more demanding is the cultural diversity that has to be considered and
without whom the recognition of the cultural heritage would be inaccurate. The diverse forms
of culture was distinguished and divided already in the mid 50°s, however, the heritage of the
culture and the actual forms of it were diversified just decades after that. (Vecco, 2010: 324)
As Vecco states, if initially the value of artistic and historic meaning were the main
characteristic of cultural heritage, now three new components have been added: the cultural
value, its value of identity and the capacity of the object to interact with memory. (Vecco,
2010: 324) The definition of cultural heritage by the Council of Europe is closely related to
the one presented by UNESCO, however, again excludes intangible values. It states: “Cultural
heritage comprises all movable and immovable property which in view of its cultural value
and significance, must be preserved and passed on to future generations.” (The Council of
Europe and cultural heritage, 2001: 260) This definition includes previously mentioned
concept of heritage of property, which is not common and is advised to be excluded.
Alongside with definitions of cultural heritage comes the division of it as well.

The most simply division of the cultural heritage is tangible and intangible heritage.
Tangible elements of the heritage are all the material objects made by humankind, such as
rural landscapes, buildings, villages, cities, art collections, gardens, handcrafts and antiques,

various artefacts, etc. Intangible heritage, however, includes non-material values, such as

25



music, dance, festivals, beliefs, various rituals and folklore. (Timothy, 2011:3) It is possibly
easier to classify tangible part of the heritage, and so it is done by categorizing them in three
groups: built environment, which includes buildings, monuments and archaeological remain,
artefacts, such as books, documents, objects, etc. and natural environment including rural

landscapes, agricultural heritage and more.

3.2. Intangible Heritage or Non-material Heritage

3.2.1. Concept of Intangible Heritage

Intangible cultural heritage is the practices, expressions, knowledge and skills that
communities, groups and sometimes individuals recognize as part of their cultural heritage.
Also called living cultural heritage, it is usually expressed in one of the following forms: oral
traditions; performing arts; social practices, rituals and festive events; knowledge and
practices concerning nature and the universe; and traditional craftsmanship. (Glossary,
UNESCO, World Heritage Centre) The most significant measures regarding the safeguarding
of the intangible heritage happened in 2003 when UNESCO Convention For The
Safeguarding Of The Intangible Cultural Heritage was created. In the Convention Of The
Intangible Cultural Heritage previously used common terms as “traditional culture”, “Oral
traditions” and “folklore” were replaced and instead the concept of intangible heritage was
used. (Rugles, Silverman, 2009: 9) All three expressions are still being broadly used,
however, they represent subcategories of the group of intangible heritage rather than represent
the field. Also, the use of the terminology depends on the discourse of the region and country
it is used; however, in international level the guidelines are common. These guidelines were
initiated in 1999 in the UNESCO conference in Washington with the aim to shift towards the
characteristics of modern culture, which includes the importance of global identities, regional
and local cultures and its diversity rather than the nationalistic culture of 19" century. (Order
of the Cabinet of Ministers Nr. 880, 2008:4) UNESCO Convention For The Safeguarding Of
The Intangible Cultural Heritage included descriptive definition of what is intangible heritage
and what the concept includes. In addition to the above-mentioned, intangible heritage also
describes: “[..] instruments, objects, artefacts and cultural spaces associated therewith — that
communities, groups and, in some cases, individuals recognize as part of their cultural
heritage.” (UNESCO, 2003: 2) As a part of the concept of heritage, UNESCO definition
highlights the fact that also intangible heritage is transferred through generations and is
recreated by communities and groups in response to their environment, their interaction with
nature and their history. Heritage is historic knowledge used in current environment and

equally it concerns intangible heritage as well. In addition, UNESCO definition states:
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“Intangible heritage provides people with a sense of identity and continuity, thus promoting
respect for cultural diversity and human creativity.” (UNESCO, 2003: 2)

The term intangible or non-material as used in many cultures means something that is
not material, cannot be touched or used as an object. In the culture discourse, tangible heritage
includes:

¢ OQral traditions,

* Performing arts (dancing, singing, theatre, etc.),

* Social practices including rituals and festivities,

* Knowledge and practices concerning nature and universe and

* Traditional craftsmanship or knowledge of crafts. (UNESCO, 2003: 2)

Oral traditions are closely linked to singing, however, it is directly associated with
telling and speaking. Oral traditions include proverbs or aphorisms, word puzzles, tales,
nursery rhymes, legends, myths, epic songs and poems, charms, prayers, chants, songs,
dramatic performances and more expressions depending on the region it is being practiced.
(UNESCO, Oral traditions and expressions) The meaning of oral traditions is to pass over
knowledge, values, history and myths to others as well as to entertain. Performing arts,
however, are all the creative expressions of human that include music — both sang and played
by music instruments, all kinds of dancing and theatre performances. (UNESCO, Performing
arts) This probably is one of the most common and the most historic cultural expression and
is more frequently practiced than oral traditions mentioned before. Social practices, however,
includes festivities, events and rituals practiced by the representatives of exact culture because
of the life cycle of a person, happenings in the nature or their everyday life including
agricultural issues. As per information provided by UNESCO, these social practises help to
structure the lives of people, groups and communities, it also transfer the worldview and
history to next generations, therefore works to strengthen the community and its identity.
(UNESCO, Social practices, rituals and festive events)

Knowledge and practices about nature and universe are expressed through traditions,
these are values, skills, practices and knowhow about the environment the culture it is living
in and surrounded by. This knowledge also includes shamanism and healing by using features
of local environment. (UNESCO, Knowledge and practices concerning nature and the
universe)

Last but not the least is traditional craftsmanship — this is the part of intangible
heritage that may raise discussion due to the fact that some object may be created in the
process of crafting. Nevertheless, the focus is on the knowledge of the craft rather than the

result. The issue of safeguarding of the traditional craftsmanship lies in the fact that artists
27



need to be encouraged to keep working and pass their knowledge to next generations as well
as to maintain their traditional approach to the process of crafting. Also the mass production
and expenses of the production makes difficult for craftsmen to compete with cheaper
products provided in shorter time. (UNESCO, Traditional craftsmanship)

Even though UNESCO is the main source of information regarding the intangible
heritage management, there are scholars who work with the heritage issue and in specifically
non-material. The definition of intangible heritage positioned by Darvill in Oxford dictionary
offers an important aspect of intangible heritage. It emphasizes the depository and the
expression of the knowledge by outlining: “The depository of this heritage is the human mind,
the human body being the instrument for its enactment or embodiment.” (Darvill, 2010) This
definition adds to the general UNESCO definition an important fact that people’s minds are
the transmitter of the knowledge instead of objects, places and buildings as it is in example of
tangible heritage. Similar approach has shown William Rogan cited by Ruggles and
Silverman, which positions, that “intangible heritage is heritage that is embodied in people
rather than in inanimate objects”. (Rugles, Silverman, 2009: 1) Indeed there are numerous
ways how to convey the knowledge to future societies, whether it is writing or multimedia
instruments such as photography, audio and video — these as well are just instruments. The
content that is transmitted is human-created and that is what embodies the value. Christofer
Wingfield by quoting Pierre Nora’s idea provides a simply but very accurate definition of
intangible heritage by saying that “it (intangible heritage) is blind to all, but the group it
binds”. (Wingfield, 2007:16) This approach by Nora adds the concept of identity shaping in
the intangible heritage, which is commonly used as well as in the UNESCO approach in
convention 2003. The common understanding of the knowledge, values and information as
such is a strong binder in all of cultures. It works as a way of self-identification in everyday
lives even in cases when they are not practiced on daily basis. The common intangible
heritage provides people with another level of identity. There is also a statement that in every
heritage there is a portion of intangible heritage. This assumption, as states Swensen,
Jerpasen, Sater and Tveit is popular amongst scholars (Swensen, Jerpasen, Seter and Tveit:
2013,204) and from more philosophical point of view there may not be created an object

without the presence of the reason, meaning and knowledge.
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3.2.2. Intangible Heritage: Latvian Perspective

As mentioned in the previous chapter even though there are common guidelines in
defining and operating with the concept of intangible heritage, each country and region has its
own local terminology system in the way of managing the heritage. This diversity was given
also by T.Rose in the previous chapter about cultural and creative industries. In 1999 concept
of intangible heritage was introduced, however, the term folklore is still broadly used in
everyday situations, whereas intangible heritage or non-material cultural heritage is used on
the official level.

In 2008 the Cabinet of Ministers created the Concept of conservation of the non-
material cultural heritage, which included guidelines of actions that should be implemented to
prevent the non-material cultural heritage from disappearing form the cultural agenda. This
concept offered the same approach as UNESCO convention presented in 2003 and most
possible is based on this exact document. What Cabinet of Ministers emphasizes additionally
is the role of intangible heritage as being crucial to life long learning and civic education.
(Cabinet of Ministers, 2008:8) Indeed there are a high number of various amateur activities
available in almost all cities in Latvia, including small regions and municipalities. Most of
these activities, including choirs, vocal ensembles, dance groups, theatres, craftsmanship
lessons and groups and many various other activities are being at least partially sponsored by
the local government. These activities are important in the social development and local
wellbeing as well as in the safeguarding of the local knowledge of cultural expressions of
people’s everyday lives. In Latvia, several legal institutions are responsible for monitoring
and implementing all the actions regarding the safeguarding of the non-material cultural
heritage. These institutions are The Ministry of Culture of the Republic of Latvia, Centre of
National Culture of Latvia and Latvian Folklore society, which is mainly focusing on the
conserving of folklore and expressions of traditional oral and dance culture. To give an input
in the safeguarding of various unique local and regional intangible heritage, UNESCO has
created a list of World’s non-material cultural heritage. UNESCO commission in cooperation
with various NGO’s (Non Governmental Organizations) and other institutions have analysed
and revised different cultural expressions all over the world and listed some of them (based on
set guidelines the most important) in the specific list. One of the reasons why it has been done
is to maximize the attention to these expressions and the importance of them both in the local
and global level. In the case of Latvia this attention has always been focused on the Latvian
Song and Dance Festival, which is the only expression of Latvian non-material cultural

heritage that has been listed in the list of UNESCO World’s heritage. Alongside with
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Estonian and Lithuanian song and dance festival also Latvia was included in the important list
in 2003. Even though it is a tremendous honour and still is considered to be an essential
acknowledgment for safeguarding of the cultural expression, there has been a critique
received for the exaggerated role of the listing as being rather similar to animal register
endangered than a way of stimulating the safeguarding of it with direct investments.
(Wingfield, 2007:16) From Wingfield’s perspective the real life value of beings listed in the
Heritage list is not as adequate as the importance and prestige built around it. It uses as a tool
of showing others — responsible local and regional parties that the cultural expression has a
great cultural and social value and need to be conserved. It thus works also as advertisement

tool for touristic purposes and country’s image building.
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4. Managing a Communication Campaign: Models of Rice &

Atkin, Anne Gregory

As mentioned in the chapter about the Concept and types of heritage, the
communication of the heritage has a major role in the public appreciation of heritage. What
matters is whether and how the heritage is being communicated. In the cultural industries
communication is crucial to promote and sell the service or product. The core of the cultural
industries (UNCTAD model of Creative industries) as mentioned before is the heritage and
more precisely intangible heritage. Because of the fact that intangible heritage is a part of
cultural industries, it occasionally has to be promoted and to do so, a qualitative public
communication campaign has to be developed. The promotion and information dissemination
have been an important part of the conservation of intangible heritage. It has also been
highlighted in the convention of Safeguarding and maintenance of Intangible heritage article
no.14. (Convention of Safeguarding the Intangible Cultural Heritage, 2004). The promotion
of Latvian creative and cultural heritage was already emphasized by one of the greatest
Latvian poets Rainis. He insisted: “The creative work in every nation is the most valuable
work, which determines the physiognomy of the nation and thus creates the nation and gives
not only the presence but the future, because the physiognomy of the nation is permanent.”
(Rainis, 1993: 80) Baltic countries should be aware of their small nations and that the
globalization has already done its harm by offering a wide range of cultural mixes. It is
important to educate, promote and attract as much people as it is possible to be at least aware
of their cultural heritage and importance of its safeguarding, and to do so, strong, strategic
communication campaigns may be a successful option.

The importance of public communication is crucial especially if the object that is
being promoted is event, which directly seeks for attention, as it has a need to build an
audience. In this case it is the international festival Baltica. Importance of the communication
has often been underestimated, however, communication is more important than people
sometimes think. Anne Gregory says that communication plays a crucial role when company,
organization, etc. wants to gain a support from the public. “It helps to further the strategic
objectives of an organization because it is the vehicle to enlist the support of all the various
groups or key publics by ensuring the vision and values of the chief executive and
organization are understood. [..] The communication is designed to influence the behaviour.”
(Gregory, 2010:10) Public communication, however, is a segment of communication as such.

It is communication with a large audience. In definition, public communication campaigns
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are: “Purposive attempts to inform, persuade, or motivate behaviour changes in a relatively
well-defined and large audience, generally for non-commercial benefits to the individuals and
/ or society at large within a given time period, by means of organized communication
activities involving mass and online, interactive media, and often complemented by
interpersonal support” (Rice, Atkin, 2013: 527) To sum up, public communication campaigns
are executed to influence large audiences in specified time with organized set of activities that
consists of pre-determined messages communicated in numerous channels. (Rice, Atkin,
2013: 527) Whether it is festival, political affairs, environmental purposes or other public
communication is being actively used and when well and wisely executed, the result may be
significant and reach the expectations. To implement a communication campaign
successfully, first it should be successfully planned. To do so there should be guidelines to be
followed.
Rice & Atkin divides list in few elements:

* target audience,

* message,

* communication channels,

* evaluation.

Rice and Atkin begin the list of elements of campaign by identifying the target
audience. (Rice, Atkin, 2013:5) Even though the managers would always want everyone
being aware of their campaign, sometimes by trying the achieve everything, you get nothing.
Therefore it is advised to focus on set target audience, which would be more effective than
communicating with “everyone”. Next important element of the public communication
campaign planning is the message what should be communicated. (Rice, Atkin, 2013:9)
Message includes a strategic selection of qualities from the communication subject.
Afterwards the messages are being used in creating communication material visual, written or
verbal that will be used to disseminate the information about the subject. Next by Rice and
Atkin are communication channels. (Rice, Atkin, 2013:10) When the target audience is
chosen following is the selection of respective communication channels through which
communicate the decided messages. The channel variety is directly related to the
characteristics of the target audience as well as the topic. Traditional communication channels
for example, are printed media, TV, radio (traditional broadcast channels), digital media
(Internet) and various interactive channels such as BTL (below the line advertisement), media
events and other. As mentions Rice and Atkin, also quantitative dissemination factors should
be taken into accounts, such as total volume of messages, repetition and scheduling of

messages. (Rice, Atkin, 2013:12) A.Gregory, however, offers 12 stages of planning that may
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be followed when planning the communication. These stages are: (1) Analysis, (2) aims, (3)
objectives, (4) stakeholders and publics, (5) content, (6) strategy, (7) tactics, (8) timescales,
(9) resources, (10) monitoring, (11) evaluation, (12) review. (Gregory, 2013:41)

Comparing to Rice and Atkin elements of public communication campaign, Gregory
divides the process of the communication campaign very detailed — somewhat being too
specific and somewhat adding important aspects to Atkin and Rice. Analysis as a part of
planning is very important, but was not mentioned in the model of Rice and Atkin. The
analysis helps not only to understand the current situation, but also to look back to the
previous campaign and decide what kind of improvements should be made and what should
be taken into account from previous experience. Aims and objectives should better be
combined in one element as very often aims are overlapping the objectives of the campaign
and are very linked together — too linked to separate in two elements. Which is mentioned as
target audience in the list of Rice and Atkin, in stages of A. Gregory are stakeholders and
publics. It is important to include stakeholders as a significant group because often
stakeholders are included in the organization of the campaign or related to the subject
therefore should be communicated differently. For example, in the case of festival Baltica,
stakeholders are local and foreign participants, regional organizers (hosts) and managers of
participating groups. They are being communicated differently — with different messages and
channels and require special approach.

What in Rice and Atkin is titled message, Gregory has named content, which means
the same and considers what is going to be communicated. Strategy and tactics can be
perceived as communication channels, however, in more detailed and well-founded way —
these stages define what should be communicated, where and with what kind of volume.
Timescales are such an aspect that covers the timeframe — how long will campaign be running
and most importantly — when the campaign will start. Determined start of the campaign
already defines a part of the campaign, therefore it is crucial to understand when is the best
time to launch the communication. Resources are the stage in the planning, which should be
considered before strategy and tactics are being created. Finances are extremely important and
therefore it is advised to base the tactics and strategy after resources are being identified.
Monitoring, however, is a process that should be started right after the first information has
been disseminated and continued at least 2-4 weeks after the end of the campaign. Monitoring
not only works as an identifier where the information about the campaign has been published,
but also helps to quickly identify any negative, incorrect or objectionable information that
appears on the media. Evaluation as a stage of planning of public communication campaign

could be combined with stage review, because similarly as aims and objectives also these two
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stages can somewhat overlap, therefore evaluation can be followed by review in the same
stage. Analysing both — Rice and Atkin and A. Gregory approaches on the planning of the
public communication campaign, it is concluded that both of these models carries some
significant elements, however, both of them are not ideal. Therefore to prepare a well-
grounded model they were combined and made into 8§ stage planning model:

1. Analysis,
Aims and objectives,
Target audience and stakeholders,
Resources,
Content,

Communication channels,

NS ke

Monitoring,
8. Evaluation.

This model combines two of the most common public campaign planning models and
will be used to analyse the communication campaign of folklore festival Baltica in years
2006, 2009 and 2012. As the festival Baltica is an event that takes place every three years in
Latvia, strong communication campaign is crucial for gaining the attention from the media
and target audience. The actual communication will be studied to see whether and if, then
how much the communication practiced by the communication department of the festival

matches the campaign model presented.
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5. International Folklore Festival Baltica: History and

Concept

The origins of the folklore festival Baltica can be traced more than 20 years long
history, however, the folklore of Baltic national culture has been present for hundreds of
years. When the Baltic states where still under the strong wing of Soviet Union (SSSR), the
folklore was the necessary impulse for consciousness of the Baltic people. As Arnolds Klotins
writes in the brochure of Baltica 1990: “Folklore not only initiated the so called Signing
revolution, it was also a strong power for the culture in Latvia for the last quarter of 20"
century and is still maintaining the presence of the national culture.” (Baltica 91, 1990: 4)
One of the aims of Soviet Union was to completely excluded aspect of Latvian tradition
culture of Soviet Latvian agenda and lives as such. Its aim was to create Latvian Soviet
culture that would be based on Soviet values and ideology, excluding Latvian traditional
culture as it was before the Soviet regime. In fact the strong intrusion of Soviet culture
worked as a driving force for traditional culture practitioners to value, treasure and spread the
Latvian traditional culture amongst others even more intensely. By involving various state
officials numerous folklore gatherings in Latvian regions were organized and so Baltic
folklore movement was reborn. In the context of on-going wave of traditional culture, in the
Moscow the Soviet managers of amateur arts decided that united festival of the folklore in
Baltics should be created. SSSR aim was to strengthen the political unity, however,
consequences were completely opposite. As Klotins writes: “Baltica became an indirect, but
important impulse of the idea of the independency of the Baltic States.”(Baltica 91,1990:6)
Guntis Smidchens in his book “The Power of Song: Nonviolent National Culture in the Baltic
Singing Revolution”, however, states that before the decision of SSSR the very foundation of
the festival Baltica was laid in Tallin, Estonia in 1985 during the conference of CIOFF.
(Smidchens, 2013: 273) This version can be considered as the closest to true, as the chairman
of the board of the Association of the Folklore Andris Kapusts states (See the attachment
no.l) that the very beginning of the Baltica and its membership in CIOFF has achieved
because of Ingrid Riiiitel, the current president of folklore association Baltica, who had a very
good international relations with Hungarian scholars of traditional culture. By that time
exactly Hungarians were very strong in the matter of the research of traditional culture and
cultural heritage. During the close cooperation with their scholars, the idea of joining the
CIOFF was born and the strong international relations therefore helped Baltics to join the

UNESCO partner organization. Two years later in 1987 Lithuania for the first time hosted a
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five-day festival in Vilnius, Lithuania. As the event from Soviet perspective was meant to be
as politically uniting action, around 300 performers from USA, France, Sweden, Poland and
the German Democratic Republic as well as from Hungary arrived. Joined by 400 from
Russian Federation, Belarus, Latvia and Estonia and 2500 performers from Lithuania, the
Baltica festival tradition was rooted. The first years of festival it was more about amateur
culture not traditional culture. Soviet government defined many strict rules and guidelines that
needed to be implemented, for example, national flags of Soviet countries were banned to use.
Next year in 1988 festival Baltica for the first time was held in July, in Latvia. All the strict
Soviet guidelines were still active in Baltica 88°, however, participants from the Baltic States
ignored the prohibition of national flags and in the opening ceremony as well as the official
procession Baltic flags waved determinedly. This action raised a significant dissatisfaction
amongst the Soviet officials. (Baltica 91, 1990:7) Despite the strict Soviet rules, that still was
not the main issue for Baltica. At the very beginning of the festival, as Andris Kapusts
informs the main issue was the conflict within the festival — amongst the organizers. In Soviet
times, traditional culture from the authentic perspective did not exist. All the groups and
ensembles were by that time modern traditional groups and was playing various traditional
finishes of songs, made by academic musicians. This approach, however, is against folklorists
and as Baltica was meant to be a festival of true folklore, they did not wanted to accept any
kind of variations about the folklore. These dual approaches raised a lot of issues in Baltica in
Soviet Union, however, after the regaining of the independency of the Republic of Latvia,
issue was not on the table anymore, informs A. Kapusts.

After the second Baltica festival, all three Baltic States came to conclusion that it was
crucial to maintain the newly introduced tradition. To do so, Latvia, Lithuania and Estonia
again united and founded the folklore association titled “Baltica” — one of the first pan-Baltic
organizations ever founded. However, the development of the festival throughout the years
has not been smooth and upward-going. Andris Kapusts tells that the first Baltica in Latvia
after the regaining of the independency of Latvia was not similar to first ones before 1991. He
calls it a great disappointment to everyone — the organizers, the audience, artists — everyone.
First of all it was about real authentic Latvian folklore, which was not common for Soviet
Latvians. Audience was waiting for Soviet variation of traditional culture and therefore was
confused when received a authentic Latvian traditional culture. It was not that people did not
appreciate it — they just did not expect it. Also organizers of the festival did not get the same
uplifting emotions that were in first festival held in Latvia. During 1990s people turned away
from folklore even more because of the fall of iron curtain and the global culture coming in.

There was a whole new world to discover — Hollywood and pop culture, and Latvian
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traditional culture was not included in the daily agenda. Andris Kapusts, however, says (See
the attachment No.l) that nobody in the folklore society felt underestimated or abandoned
because indeed there were extreme amounts of information coming in and new world to
discover. He also adds that by the year 2000 people were dealing with the freedom and the
new era more easily and more “down to earth”, and the interest in the local culture slowly
recovered. Since year 2000 the popularity of the festival Baltica and the participants as well as
number of folklore groups are just increasing slowly but steadily.

Since the beginning of the festival it has taken place in the cultural industry of Baltics
and is happening every year in each of the Baltic States. Even though the festival is pan-Baltic
and every year representatives of all three countries are attending the festival, the link
between them are not that strong as in the first few years of the festival. In Estonia the
organizers of the festival is the Estonian Folklore council founded in 1992. Since then it has
been organizing the festival with the support of the government and various sponsors. In
Lithuania also similar situation can be seen as the main organizer and headquarter of the
festival is Lithuanian folk culture center, but it is supported by the Ministry of Culture of the
Republic of Lithuania as well as regional municipalities and sponsors. The coordination and
organization of the festival Baltica in Latvia has overcome some various difficulties and
organizational changes throughout the time. Until 2006 Baltica was organized by Latvian
Folk Art centre that was funded by the government and also was responsible for various other
cultural events. Later in 2009 the organization of the festival was taken by Latvian
Association of Folklore, which was partially founded to take care of the main organization of
the festival. Centre of National Culture of Latvia was renamed and reorganized Latvian Folk
Art centre and in year 2009 and 2012 in total three institutions were in charge of the festival
Baltica - Centre of National Culture of Latvia, Association of Folklore and Riga City council.
In 2015 festival Baltica is fully organized by Centre of National Culture of Latvia which is
fully state funded, however, various sponsors are supporting the festival and there is still
strong connection with the Association of Folklore. The aim of the folklore festival Baltica is
to maintain, develop and promote traditional culture and intangible heritage of Latvian, Liv,
Latgalian and other cultures. It also takes care of maintenance of moral values, spirituality and
self-awareness of the nation and their traditions. (Association of Folklore, In 2015
International folklore festival Baltica will take place in Latvia from 16-19.July).

Every three years Latvia welcomes around 10 folklore groups from around the world
including Estonia and Lithuania and approximately 170 local folklore groups from Latvia,
including craftsmen of applied arts, storytellers and other individual artists — together around

2000 participants. Locations of the festival in Latvia vary, but every year the opening of the
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festival is being held in Riga. Every festival one out of four central region is being chosen and
activities then are being organized in its regional cities in places that are spiritually and
culturally significant for the local people. Also themes of the festival are being chosen every
hosting year based on various factors.
Themes of folklore festival Baltica in Latvia are:

* 1988 The Sun

* 1991 Family fairs

* 1994 The Sun, the World, the Other World

* 1997 The Man and work

* 2000 The Sea

* 2003 The Land

e 2006 Our Home

* 2009 Signs

e 2012. The Road

e 2015 Heritage

System how the theme is being chosen also differs throughout the years and based on
the organization institution, however, Andris Kapusts insists (See the attachment No.1) that
the selection of the topic has always been very democratic, by including various institutions
and specialists. Until the year 2012 general managers of the festival and artistic advisors
usually chose the theme. In 2012 official competition was announced and groups were invited
to apply offers of creative concept of the festival and therefore made the organization of the
festival more transparent.

Important episode of the history of the festival Baltica happened in 1990 when Baltica
was approved to become a full member of CIOFF - International Council Of Organisations Of
Folklore Festivals And Folk Art. To reach this membership association Baltica applied for it
in 1989. The aim of this membership was to strengthen the role of the folklore in the Baltic
States as well as to develop better international relationships amongst other countries. (Tautas
makslas centrs, 1991:2) As it is seen, association applied and gained the membership while it
still was the part of Soviet Union, however, it wasn’t an issue for Baltica and soon it joined in
the work with sector of Nordic countries (organization NORDLEK). (Tautas makslas centrs,
1991:2)

CIOFF is an official partner of UNESCO and it is represented in all of continents in

the world. CIOFF was founded in 1970 and its focus in its work is to safeguard, promote and

38



diffuse the traditional culture concentrating on the intangible cultural heritage, Aims of
CIOFF are as follows:

* Promote the intangible heritage (Dance, music, games, rituals, customs and
other non-material cultural expressions)

* Serve the objectives of UNESCO (which in this is case is both already decided
ones and future decisions)

* Support the activities of its members and those of non-governmental
organizations working in the areas of folklore and cultural heritage (this
includes all the festivals and countries and their NGO institutions that are
members of CIOFF)

* Additionally CIOFF aim is to serve the cause of peace and non-violence
through the implementation of the above objectives. (CIOFF, About CIOFF)

Currently there are 110 member countries in CIOFF and it is estimated that over Imillion
people have been associated with the CIOFF and the number is still increasing.

One of the most important part of the CIOFF work is the maintaining of various
folklore festivals around the world, 300 in total among which is also festival Baltica. CIOFF
not only provide volunteers and informational support for many of the festivals, it also plays
an important role to support the legitimacy and quality of the festival itself. (CIOFF, About
CIOFF) In this matter, for people representing traditional culture and spectators and other
visitors can be sure that the festival is internationally recognized and culturally significant
therefore definitely worth to attend. The support helps organizers of the festival to attract
international guests and also to manage their logistics much easier. On the national level, in
each country CIOFF coordinates the festivals, local folklore groups performances and trips to
other countries, organizes seminars and conferences, monitors the publications on CIOFF
activities and work with youngsters and children to increase their interest and knowledge of
traditional culture. (CIOFF, CIOFF Festivals) In Latvia, the representative of CIOFF in the
national level currently is Liana Ose. She is also an official of the Riga city council and is
taking a position of coordinator of amateur groups of the section of cultural institutions and
amateur arts. (Association of Folklore, Contacts)

Festival Baltica has been organized since 1987, this year it is going to be held in
Latvia for 9" time. A lot have been changed during more than 20 years and a lot will change
in the future as well. As Andris Kapusts mentioned in the interview (See the attachment
No.1), the development of the festival has not been smooth for all of its history as well as
people’s perception of the festival Baltica and folklore as such. There are numerous things

and processes that have affected the life of the festival. On the organizational level of the
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festival also have been lots of changes and reorganizations and therefore somehow always
influenced the course of the festival on many levels. One of the organizational levels of
festival Baltica is the communication management. It plays a crucial role in the success of
each of the festival and is very significant part of management. Through communication with
the society festival transmits the folklore and meaning of it thus working on safeguarding the
intangible cultural heritage the festival carries. Therefore in the following chapters author will
analyse the public communication planning and execution of the festival Baltica. Years that
will be analyzed are 2006 “Our Home”, 2009 “Signs”, 2012 “The Road” and the beginnings
of 2015 “Heritage”.

The chapter of the research is divided in two parts: first it is SWOT (Strengths and
weaknesses, opportunities and threats) analysis in which each of the year of the festival
Baltica will be analyzed by considering both internal and external environments of the
festival. Second part is survey. During the research process, a questionnaire was distributed
via Internet and more than 400 respondents (418 in total) filled the form thus shared their
opinion on their experience and possible future relations with festival Baltica. Both of the
research parts is supplemented with comments of interviews with Andis Kapusts, Gita
Lancere, Inga Bika, Inta Sorina and Rita Garnaka — in total 5 interviews that was made during

the research since February 2015 till April 2015.
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6. Research Method and Objectives

To reach the aim of the research and answer all of the research questions three
research methods were chosen: SWOT analysis, Internet survey and qualitative research
method — in depth interviewing. In the research both type of research methods were used —
quantitative and qualitative in order to reach the most extensive insight and valuation of the
public communication of the festival Baltica in Latvia since year 2006. The research consisted
of three sections: first, SWOT analysis of communication campaigns of the festival Baltica
since 2006, in-depth interviews with representatives of the festival Baltica, and Internet
survey where 418 people answered brief questions about their awareness of the festival and
the possible communication of it.

To get overall and specific information of the festival Baltica and its communication 5
in-depth interviews were made. Respondents of the interview were chairman of the
Association of Folklore Andris Kapusts, expert of folklore, organizer of folklore festival
Baltica 2012 and 2015 Gita Lancere, public relations manager of Latvian National Center of
Culture and festival Baltica 2012 and 2015 Inga Bika, former public relations manager of
festival Baltica 2006 Inta Sorina and also a former public relations manager of festival Baltica
2009 Rita Garnaka.

In-depth interviewing is related to the unstructured, unstandardized free type of
interview, which is more like a conversation with two persons rather then list of strict
questions and answers. (R.Bogdan, SA.Taylor, 1998:78) For in-depth interview questions are
not previously listed there are still guidelines that are being followed — questions are
appearing in the process of conversation. In-depth interview is necessary to receive
information and comments about the communication management process of the festival
Baltica. It includes issues that were met as well as to get deeper insight in the various aspects
of the context of the year when festival was organized.

SWOT analysis is considered to be one of the most effective tools in the analysis of
marketing data and information because it is simple, straightforward and provides direction
and serves as a catalyst for the development of viable marketing plans. SWOT analysis helps
to understand what organization can and cannot do in the process of promoting the brand. (O.
C. Ferrell,M. Hartlin, 2010: 122) SWOT analysis has been executed for all four years of the
festival since 2006. In SWOT analysis information from each of the year since 2006 has been

classified in sections.
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Due to the fact that audience is the main consumers of the festival alongside
participants it was necessary to meet their opinion about the festival — do they even know that
there is such festival as Baltica, how they know it and if they knew about it whether they
would be interested in attending the festival. Internet survey was chosen because of two
aspects: first of all, it is the fastest and cheapest way how to collect answers for survey,
second, as Inga Bika, public relation manager of the festival Baltica 2012 and 2015
highlighted during the interview (See the attachment No.4) — for Baltica it has been important
already since year 2012 to attract more younger audience for the festival. Due to these
objectives, Internet was chosen to be the most suitable platform where to execute the survey.

Based on theory, survey is a method of data collection where the information is being
collected from the answers given by respondents. The information can be used in research,
descriptions and judgments. Survey includes data collection from the large amount of
respondents and in this research it is 418 people. (Earl, 2000:147) Questionnaire consists of
11 questions, however, it depends from answers because in the questionnaire there are two
selective questions included. Questionnaire was created in platform Google documents and

was shared via e-mail, Facebook, Twitter, Latvian social site Draugiem.lv and real life.
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7. SWOT  Analysis of Public Communication of

International Folklore Festival Baltica since 2006

7.1. SWOT Analysis of International Folklore Festival Baltica 2006

First SWOT analysis was made for Baltica 2006. Information in the SWOT analysis is

based on the documentation provided by former public relations manager of festival Baltic

2006 Inta Sorina (See the attachment No.2). Information is reliable and authentic.

8. Happens every three years — therefore 5.
somehow exclusive
9. Inta Sorina, public relations manager of | 6.
festival Baltica was previously (one year |7.

before Baltica 2006) working with 8.
Latvian school youth song and dance
festival,

10. Already existing media contact list, 9.

11. Video advertisement for dissemination
on television,

12. No third-party confirmation needed, 10.

13. Organized two press conferences. 11.

12.

13.

14.
15.
16.

17.

18.

Internal

Strength Weaknesses
1. Non profit, 1. No target audience defined,
2. Stabile event, happening over 20 years, |2. Missing qualitative, descriptive
3. Free of charge, communication plan to execute
4. Main events happens outdoors, 3. Various events of the festival are
5. Initial communication plan, happening in regional cities, that may be
6. Easy to access in the capital city — in the difficult to access other than locals,

very centre of Riga 4. Financial support (the planned budget for
7. Is happening also in regions, communication) was delayed,

Chaotic project execution after the
confirmation of the budget,

Programme of the festival was delayed,
Lack of information from organizers,
Lack of information about previous
communication activities of festival
Balltica,

Lack of information about the festival —
historic, factual information — themes,
topics, participants,

Weak homepage of festival Baltica,
Lack of internal IT support for web page
administration,

A lot of time spent unnecessary by public
relation manager on dealing with
practical issues, such as web page
administration,

No public relations manager position
internally, manager working on project
basis,

Only one person responsible for both —
marketing and public relations,
Underestimated role of communication
in organization of the festival,

Aim — just to inform people about the
festival,

Not enough recourses for communication
and marketing in general,

No communication oriented towards
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minorities

19. Need to inform others (foreigners) more
than local minorities

20. Lack of resources to communicate more
with foreigners

21. Only foreign media cooperation with The
Baltic Times.

External
Opportunities Threats

1. Possibility to find partners, 22. Timing — at that time many other

2. Guaranteed publicity on national media, important events are taking place,

3. Regional media — very supportive, 23. Poorly supported by the government,

4. Guaranteed attendance by participants, 24. Bad weather,

5. Supported by CIOFF, 25. Foreign guests — folklore groups were on

6. In the government agenda — safeguarding hold till the last minute due to the
of intangible heritage, financial delays from Latvian

7. In 2005 policy of Song and dance government,
festival was adopted, 26. Internet media not highly developed in

8. Good publicity in 2005 Latvian school Latvia,
youth song and dance festival, 27. Lack of diversity of Internet portals,

9. Cooperation with Latvian National 28. No social media available,

Television, 29. Various information materials not

10. Cooperation with Latvian National Radio available on electronic format, including
station, Logo of the festival,

11. Due to the cooperation with Latvian 30. Visual identity was made not taking into
National Television, live broadcasting of consideration communication aspects,
opening and closing ceremony of the but symbolical,
festival, 31. Issues with copyrights of the visual

12. Interesting and media attention-attracting identity of the festival,

foreign guests,

13. Active regional managers of cultural
affairs,

14. Internet portals re-publishing press
releases,

15. Cooperation with The Baltic Times.

Table no.1 SWOT analysis of international folklore festival Baltica 2006

As it is seen in the SWOT analysis, internal weaknesses of the festival are more than
strengths, however, what concerns external aspects, opportunities are as much as threats.
Festival, its history and location

To begin with, judging from the communication aspects, the fact that festival Baltica
is a non-commercial event, sponsored by the government plays as a significant preference for
the festival. Media are extremely sceptical when they have to choose between the content,
which will be published. Also finding supporting sponsors is easier if they know — the benefit
of the event is not the profit. The government support gives the festival an guaranteed

publicity in the national media that is financed by the government — this has to be taken into
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consideration when planning the communication, because if you have something guaranteed
public relations managers should use the opportunity for all that it gives. For festival Baltica
favourable aspect is that the festival is taking place every three years thus maintaining the
exclusiveness and importance. When communicating this can be considered as an advance
because similarities may be found with song and dance festivals that are also taking place
every few years and are important and popular to the nation. In addition, Baltica is a long-
lasting tradition with a history of more than 20 years, which gives the festival an important
role in the cultural agenda. Events during the festival are happening not only in the capital
city, but also and sometimes even mainly in regions. This allows festival to be attended also
by regional citizens that are genuinely interested in new cultural experiences. This aspect can
also be considered as a weakness in cases where events are happening somewhere far in
regions and it is difficult for others to attend the event. Those events that are happening in the
capital city Riga are taking place in the very centre of the city and are easy to access by
everyone. All the events are free of charge, which also should be seen as a great advantage for
the festival. With all the above, festival has great conveniences because of the geographical
locations and concept. That should increase the potential of excessive publicity and audience.
As per information provided by Inta Sorina in 2006 (See the attachment no. 1), also a
significant support was given by the CIOFF. It helped not only with practical issues regarding
foreign guests, but also indirectly forced the Latvian government to support the festival and
maintain its existence. In addition CIOFF published the information on Baltica also in their
own channels, which was visible for all of the members of the organization.
Social and political context

Important fact that significantly affected festival Baltica was the adaptation of policy
of Song and Dance festival (Law of Song and Dance festival, 2005). The policy requires that
Song and Dance festival for youth and Latvian have to be maintained, developed and passed
to next generations. Due to that, also Baltica as a folklore festival — an event, which aims to
treasure traditional culture and intangible heritage were included as an important cultural
treasure. This policy not only strengthened traditions of song and dance festival, but also
highlighted festival Baltica and its true meaning. The adaption of policy directly influenced
the media and they also perceived the importance of covering the event.
Media Cooperation

As mentioned in 2006 Baltica had a good cooperation with media — both National,
regional and commercial as well. When National media, like Latvian National television and
radio had an obligation to cooperate with festival, commercial media was supportive due to

the cooperation grounds that were created a year before in 2005 by the public relations
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manager of festival Baltica in 2006 Inta Sorina. She was previously working with Latvian
school youth song and dance festival that took place in 2005 where strong media cooperation
was made thus gaining an impressive media coverage. This combination of internal and
external strength and opportunities of the festival 2006 guaranteed a strong basis for
communication manager and provided channels where the content would be disseminated.

Actively in the communication participated regional media. As large part of events
happened in regions, local responsible coordinators for cultural affairs proactively engaged in
the information dissemination for local media therefore eased the work of central coordinators
profoundly. It is very common that regional media engage in communicating local events that
are unusual for them. In fact, the communication coordinators should have used the positive
attitude of the regional media even more extensively and begin the communication earlier or
use some creative approaches. In addition to local Latvian media, Baltica also managed
cooperation with pan-Baltic media The Baltic Times. This cooperation worked as the only
international channel for festival to address foreign audience. The cooperation was possible
because of the importance of festival Baltica in the agenda of Baltic cultural life.
Unfortunately, the cooperation with The Baltic Times could have been broader — the
information should have been published at least two weeks before the opening of the festival.
This could work as a tourist attraction for region and increase the foreign audience. There are
other media in the Baltic Sea region that could have been addressed, for example The Baltic
Review and The Baltic Course/ bantuiickuii kypc — both of these newspapers were active in
2006. As informed Inta Sorina (See the attachment No. 1), press releases were translated in
English therefore it would have been wise to send them out also in Baltic Sea Region media
as well as largest media that also covers Baltic region. The combined public communication-
planning model of Rice & Atkin and Gregory includes content and channel as important
elements. In this situation the channel was there and also information was available, however,
they were not used to gain additional publicity

What concerns the minorities, no media cooperation was made with media
representing minorities (mostly Russian as the largest minority in Latvia). As informs Inta
Sorina (See the attachment No. 1), press releases were translated more in English than
Russian and no additional communication was aimed towards minorities. Even though the
lack of recourses may be the key to this issue, it should be taken into consideration that if the
minorities are such a large amount of the total population of the country and capital city, they
should be addressed as well, in the perfect case, adjusting the communication to the exact
media. In festival Baltica also some folk groups of Latvian minorities are always

participating, consequently the lack of minority participants is not an issue. As the organizer
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of the festival Baltica is government, it has an obligation to work towards the decreasing the
gap between locals and minorities, therefore the poor communication with Russian-speaking
audience can be considered as a big disadvantage of the public communication of festival
Baltica in 2006.

Public Relation activities

When starting the planning of the communication campaign there was a little pre-
investigation of the festival Baltica 2003 (See the attachment No.2). It mostly included
contacting former communication managers who informed about the previous partners and
supporters of the festival. With this in mind Inta Sorina partly fulfilled the first stage of the
model of planning the communication campaign. Analysis and investigation of previous
communication plans, content, partners and results would help to timely clarify potential
issues and avoid them as well as make improvements to maintain the development of the
festival.

In 2006 before the start of the public communication, the goal for the public
communication of the festival was set. As Inta Sorina tells (See the attachment No.2), it was
important to understand that Baltica was not anymore the event for uniting all Baltic States. It
was an event — fest to demonstrate the diversity and liveliness of Latvian traditions by
highlighting the theme — “Our Home”. By setting the main goal and its objectives common to
all the organizers of the festival, they made clear to everyone what they stand for and why the
Baltica is still organized. If one does not have an aim for something, he will get anywhere and
this aspect is also supported by the combined model of Rice, Atkin &Gregory mentioned
before. In their model, next stage would be setting the target audience and stakeholders,
however, Inta Sorina that in 2006 a specific target audience was not set. Instead they worked
to inform people in general by using all the leading mass media. It may somehow seem
difficult to divide general public into specific audience because organizers would always like
everyone to know about their product, service, event, etc. Reality is different and to
communicate qualitatively one have to understand, which audience would potentially be
interested, which would like to be attracted and so on. In the combined public communication
campaign planning model of Rice, Atkin and Gregory the necessity of set target audience and
accordingly adapted public communication is also emphasized.

During the interview Inta Soripa informed (See the attachment No. 1) that there was
initial communication plan created. However, because of the issues with timing (in regard of
budget and information providing) it did not go as planned and when the communication on
the festival begun, the organization was lagging behind the schedule. Since then, as Inta

Sorina states, the main goal was just to inform people. To do so classic information
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dissemination method — press releases were written. This is a standard approach, which is still
an integral part of everyday communication practices. Due to the fact that Inta Sorina, public
relations manager of festival Baltica had already created media list, the dissemination of press
releases were productive and information was published on Internet news portals and daily
newspapers. In 2006 Internet portals in Latvia were only in the development stage therefore
the lack of quality journalism as well as diversity of Internet portals existed. Due to that
media usually re-published the press releases without any amendments, which can be
considered as a great advantage from the public relation perspective as the target audience
receives the content that the organization desires.

It is impossible to communicate the festival if there is no information about it. This
issue affected the timing of the communication campaign. As Inta Sorina states (See the
attachment No. 1) because of the organizational issues, the programme of the festival were
not confirmed, so there was no information to communicate. There was a serious lack of
information regarding the programme, the foreign guests and even the background
information on the festival itself. Information is crucial for communication manager and
without the information there is no communication campaign to launch, which consequently
leads to disinformation of the audience this is harmful for the festival. After the confirmation
of foreign guests and programme, media was interested in foreign groups that will visit the
festival. This information was used broadly and both background information and
photography were disseminated to the media thus gaining an extra coverage. It is always
advisable especially when promoting and calling people to action (to visit the festival) to add
some exciting content that would supplement the information about programme and other
important messages. This diversity also allows addressing different type of media, for
example, entertainment and lifestyle media.

To communicate the information about the festival effectively two press conferences
where organized. The press conference is also a classic communication tool that is used to
inform the media and give them a possibility to approach the organizers and other
spokespersons that are relevant for them and thus readers. When organizing a press
conference, strong media relations are crucial. In this case, Baltica has a good media ground
and therefore these two press conferences were definitely a success and despite the delay in
communication campaign, emphasized the opening of the festival Baltica quite well.

In 2006 social media was also in a poor developing stage, therefore it should be taken
into account that traditional media, Internet and advertisement were the main communication

channels, aside the word spreading amongst people themselves.
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After the festival Baltica, the work that was done was partially evaluated. Basically
what was analysed was the number of attendance of the festival as well as monitoring
executed to understand the number and diversity of publicity. Also combined model by Rice,
Atkin & Gregory includes the evaluation of work as the last stage of the public
communication planning, however, there are much more to be analysed than two aspects
mentioned by Inta Sorina (See the attachment No.2), such as inner and outer issues —
technical, organizational, conceptual or content-related.

Organizational issues

The organizational issues that concerns internal weaknesses seems to be the most
common in the SWOT analysis thus creating the most negative effect for the public
communication campaign. First of all, as Inta Sorina informed (See the attachment No. 1) in
2006 in the management of Baltica 2006 the role of communication and also marketing was
strongly underestimated. Latvian Centre of Folk art did not have a in-house position for
marketing and communications. Inta Sorina as a public relations manager of the festival was
responsible also for marketing, which made the work much harder for such a large-scale
event. Aside the multitasking as being responsible about public relations and marketing, there
was a lack of resources as such, both — financial and labour. In cases where there is not
enough resources to fulfil the tasks, it does not matter how good the plan is made, but if there
are no people to execute it, it is definitely a waste of time. The amount of resources should
always be taken into consideration before the communication plan is made. The combined
public communication-planning model of Rice & Atkin and Gregory supports this assumption
as putting the content and channels after the stage of estimating the recourses. After the
confirmation of the budget that everyone amongst the organizers were waiting for, there was
quite of a chaos in the project execution. As Inta Sorina states (See the attachment No.2) so
much time was spent that it was extremely necessary to go ahead with the launch of the
campaign. In this kind of situation it is essential to remain organized and strategic. Many
communication errors may appear in the case of hurrying, therefore it is helpful that in these
kind of situations there are more than two people involved — to double check the information
that is being distributed about the event. In this matter Inta Sotina states that some information
was disseminated without confirmation of other parties, only proofread. This scenario can be
considered as both — a strength of the process of the communication campaign as well as a
threat. It is significantly easier to avoid the long confirmation process that can extend the
dissemination of the information, which may be very crucial. However, confirmation and

double-checking process may help to avoid errors, which can escalate into communication
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crisis, for example — incorrect information, confidential information exposed, language and
even vocabulary errors, and more.
Technical issues

It does not matter how prepared are you, there still may be some issues that appears
unexpected. As per information provided by Inta Sorina (See the attachment No. 1) during the
communication campaign of the festival Baltic 2006 various technical issues were present.
The official homepage of the festival was poorly developed and was maintained on the
platform of Song and Dance festival, which made no sense from the communication aspect.
When searching the homepage of the festival on Internet, people write key words. Without
additional information, people could not know that they should be using different key words
than folklore festival Baltica, therefore the traffic to the homepage was poor. The time that
was spent on maintaining the homepage did not pay its worth, as it was necessary to update
the content both in Latvian and English language on regular basis. Inta Soripa shared her
experience with administrating the homepage:

“Myself — I needed to know the programming language. How to make the text bold
and underlined, how to format the text as such — I was responsible for that and I had to learn
how to do that. The insertion of the text on the homepage was so difficult, that I was sitting
there and wasting time for weeks just to publish the information there, not mentioning the
insertion of pictures. Most of them were not even in electronically format so I was sitting and
scanning them all. It was year 2006 and these were the technical abilities in the centre of
culture.” (Inta Sorina: attachment No. 1)

Regarding visual identity there were also issues. As Inta Sorina informs (See the
attachment No. 1) the visual identity was created by the leading organisers of the festival
Liana Ose and chairman of the board of the Association of the Folklore Kapusts, without
consulting the communication department. This action led to various difficulties, for example,
there were issues with copyrights and formats of materials. In addition the logo of the festival
was not in digital format, therefore more extra time was spent to deal with problems that
should have not been. In this matter there might again be seen the underestimation of the
communication department in the process of management. Communication managers see
thing not from the perspective of artist, but from the perspective of public. A good
communication manager by introducing with the material can immediately identify possible
issues of the content, therefore its opinion is crucial in planning the content of visual
materials. In fact, visual materials are directly linked to the message of the festival, which is
defined in cooperation with the communication department, therefore the visual material

should also be created in cooperation with communication specialists involved.
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Conclusions

Overall year 2006 was a difficult year for the communication department of
international folklore festival Baltica. The government was not significantly interested in the
maintenance of the festival, however, international obligations imposed the obligation to
continue with organizing the festival. Nevertheless, due to bureaucratic issues the launch of
the communication campaign of Baltica was postponed and started later than planned. The
postponed financial support triggered a chain of actions that consequently were delayed, such
as the confirmation of the programme of the festival, advertisement related actions and
information dissemination and more. There were already strong media relations developed
because of previous work of the communication manager Inta Sorina, however, there was still
the lack of communication aimed to pan-Baltic audience and minorities in Latvia, such as
Russians, Belarusians and other, which could have been previously planned and because of
already planned translation actions would not require large additional expenses. In general in
2006 the meaning of marketing and communication especially in governmental institutions
was extremely underestimated and often only few people like in Baltica case — only two
people were responsible for all the communication-related issues. In addition to that also the
technical abilities were limited, as governmental institutions does not have enough recourses
to follow the technical development as fast as other more developed countries or private

institutions.
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7.2. SWOT Analysis of International Folklore Festival Baltica 2009

Internal
Strength Weaknesses

1. Non profit, 1. Three parties organized the public

2. Stabile event, happening over 20 years, communication campaign of the festival

3. Free of charge, — Association of folklore, Centre of

4. Main events happen outdoors, National Culture of Latvia and Riga city

5. Easy to access in the capital city — in the government,
very centre of Riga, 2. Missing qualitative, descriptive

6. Is happening also in regions, communication plan to execute,

7. Happens every three years — therefore 3. Obsolete webpage,
somehow exclusive, 4. Uneven division and execution of tasks

8. Close cooperation internally with the in the communication unit of the
Association of Folklore, festival,

9. Association of Folklore was the leading 5. Delay of advertisement preparation
office of organizing the communication 6. Target audience was set people who are
of Baltica, interested in the traditional culture and

10. Already existing media contacts, are related to the culture,

11. Specially organized children day about 7. An aim to attract new audience, new
which information was disseminated to people was excluded,
parenting media, 8. Disseminated information was not

adjusted to various media or audience,
. No media plan,
10. Communication with minorities mostly
in Latvian language,
External
Opportunities Threats
1. Regularity of large cultural events that

1. Cooperation with one of the largest appear to overlap,
publishers, 2. Migration to abroad started to increase

2. Possibility to find partners, significantly,

3. Guaranteed publicity on national media, 3. Financial crisis,

4. Regional media — very supportive, 4. Overall weak media support, could not

5. Guaranteed attendance by participants, seen the value of Baltica,

6. Supported by CIOFF, 5. Information was sent to regional media

7. Active regional managers of cultural without adjustments and further
affairs, coordination of publicity,

6. Lack of finances,
7. No information on minorities’ attitude
towards the festival.

Table no.2 SWOT analysis of international folklore festival Baltica 2009

The information on year 2009 was significantly more difficult to reach because of the
internal organizational issues of the management of the festival Baltica as well as the changes
that have happened during the time.
Social and political context

In 2008 world was overshadowed by the economical crisis, which epicentre was USA.
It all got worse after the bankruptcy of investment bank Lehman Brothers. Very soon already

in 2009 the crisis reached Latvia and hit it hard. The consequences were increase of
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unemployment, many people lost their real estate because of unpaid mortgages and in the
public sector many people got reduction of salaries down to 50%. It was a very difficult
period for Latvia and Latvians. People started to loose trust to the government and the anger
against the country increased. This negative socio-economical background also affected
public events and thus international folklore festival Baltica. People did not have the desire
for enjoying their roots and belonging to the country, which have led them to financial crisis
and as for them, it was not time to sing and dance, it was a time to survive.
Media Cooperation

As informs Rita Garnaka (See the attachment No.3), there were already existing media
contacts as well as some new were developed. However, with all these connections not all of
them were publishing the information as it would be desired. For part of the media the
information disseminated about Baltica was nothing interesting and did not received as
something extraordinary. In this case, there may be issues with the content of what was
communicated or inappropriate communication channels were used. Of course it should be
also taken into account that probably the media had something more important in their
agenda, however, it may be a combination of everything. In addition due to the lack of time
and large amount of work, it was not possible for communication managers to call the media
and negotiate, which is a very commonly used approach in public relations to gain more
publicity. Rita Garnaka admits that there could have been more international public
communication delivered, however, again due to the lack of time it was not possible.
Regional cooperation was mostly left drifting as non-adjusted information was disseminated
to regions.
Public Relation activities

As per Rita Garnaka, press releases were disseminated in order to “get the information
out” and inform people. Also a press conference were organized, however, there are quite
limited information available on that fact. To attract younger audience, a special children day
was organized where programme was specially adjusted to children’s interests. Information
on the children programme was disseminated to the family and parenting media, which by
that time was only few in Latvia on TV, print media and Internet. Even though the parenting
media was not significantly developed in Latvia, it is still necessary to specially adjust the
message and address the media that may be interested in the information. In this case,
important is clear media knowledge — which media, journalists write about which topics and
importantly — the readers’ interests. Judging by the information available online and by the

interview with Rita Garnaka, additional public relation activities were not implemented. In
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addition, also an aim to attract new audience was excluded from communication plans. Thus
the organizers limited the possibility of development of the festival.
Organizational issues

During the interview with Rita Garnaka the most information about the public
communication planning and executing was about the organizational issues that were present
starting from the planning period. In 2009 three parties were involved in the organizing the
Baltica — Association of folklore, Centre of National Culture of Latvia and Riga city
government. This model of organization with the Association of folklore in the front made it
difficult for communication department to work successfully and many internal issues were
present thus affecting the work — starting from colleague relationship issues and personal
misunderstandings ending with differences of professional opinion. Even though when it
comes to work one should leave their personal issues behind, it is still relevant to have a good
collegial relationship and people you can trust and rely to, because relationships are a
significant part of the organizational process and it can affect the working process and the
result. Along with internal issues, also the lack of budget played an important role in the
limiting the potential of the festival. Not only the budget in the peak of crisis was extremely
limited, also the timing was an issue. Because of the internal difficulties and lack of budget,
the public communication campaign including advertisement was launched late and all the
processes from the beginning of the campaign were rushed. When communication is executed
in rush, there may be a place for lot of errors and failures regarding the content and also
channels, which are two important elements of public communication planning by Rice, Atkin
and Gregory. When there is an aim to “get the information out”, imprecise selection of
communication channels — media can be chosen. This may lead to ineffective communication
where already poorly existing resources are being wasted. In a rush also unreasoned and
unpolished content may be disseminated. Timing issues may also be reason of weak
communication with minorities and international communication as well as regional
communication management (adjust messages, regular updates, interviews, etc.).
Conclusions

2009 maybe be considered as confusing year not only for Latvia as it was a time of
economical downfall, emigration of Latvians and suspense about the upcoming future, but
also for government activities. When there are economical, social and political issues in the
country, traditions and culture are not in the top of agenda and that reflected in the festival
Baltica. The three party organization did not ease the organizational process and definitely did
not save the festival, it made everything more complicated at least for communication

department. The chaos in the country somehow reflected in the chaos of the Baltica itself. It
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should also be taken into account that not all the communication specialists are equally

qualified and can work with international, large-scale festivals.

7.3. SWOT Analysis of International Folklore Festival Baltica 2012

Internal
Strength Weaknesses
1. Non profit, 1. Diverse visions about the target
2. Stabile event, happening over 20 audience
years, 2. Missing qualitative, descriptive
3. Free of charge, communication plan to execute
4. Main events happens outdoors, 3. Various events of the festival are
5. Easy to access in the capital city —in happening in regional cities, that
the very centre of Riga may be difficult to access other than
6. Is happening also in regions, locals,
7. Happens every three years — 4. Obsolete webpage
therefore somehow exclusive 5. Organization of communication
8. Clear mission to maintain the divided amongst Centre of National
intangible heritage alive and moving Culture of Latvia (CNCL),
9. New marketing manager with fresh Association of Folklore and
approach Administration of culture of Riga
10. Increasing the role of youngsters in City Council
participating in the organization of 6. For the opening of the festival
the festival Baltica unsuitable place was chosen
11. Activities targeted to the youth 7. All the press releases about Baltic
audience are going also to regions without
12. Prepared Media plan adjustments to region
13. Press conference with participation 8. Weak social media account on
of Minister of Culture of the Draugiem.lv — was created at the
Republic of Latvia very last minute
9. Lack of professional support with
social media
10. Already existing social media
accounts for various CNCL events
11. No communication aimed to foreign
guests
12. No cooperation with pan-Baltic
media
External
Opportunities Threats
1. Cooperation with one of the largest 8. Regularity of large cultural events
publishers that appear to overlap
2. Possibility to find partners, 9. Migration to abroad
3. Guaranteed publicity on national 10. Organizers have to take into account
media, elderly people and 50+ audience
4. Regional media — very supportive, 11. Only ATL places offered by
5. Guaranteed attendance by government and partners — gave
participants, what was available
6. Supported by CIOFF, 12. Interesting foreign guests not invited
7. Cooperation with Latvian National determinately to attract the attention
Television, 13. Lack of support from other Baltic
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8. Cooperation with Latvian National states

Radio station, 14. Various important experts that can
9. Active regional managers of cultural limit the actions by symbolic and
affairs, traditional means of the action
10. The pitch for the theme was 15. Financial crisis
announced

11. The pitch for the visual identity of
the festival was announced to
students of Latvian Academy of Art

12. Additional modern activities, such as
cinema days for children

13. No other events were happening
during that time, therefore attention
was aimed to Baltica

14. Representatives from Unesco
attended the event

15. Various important experts that can
advice and support with information

16. ATL places offered by government
and partners

Table no.3 SWOT analysis of international folklore festival Baltica 2012

Social and political context

In 2012 the emigration of Latvians maintained a high level and 25 163 people (Central
Statistical Bureau (Cental Statistical Bureau, Thousand Latvian residents chose to emigrate in
2013) left Latvia. Emigration affected the social climate of the country and there was still
frustration from citizens towards the government and country as such. The emigration was
triggered by the financial crisis, which also was not overpassed yet and unemployment, which
affected many lives in Latvia. The government had a lot to worry about and the industry of
culture was not in the man scope of bureaucrats. Even though the Ministry of Culture
conceptually supported the festival and insisted of its importance, more socially vital spheres
were set on top, for example, health and social care, education and more.
Organizational issues

In addition to internal strength and weaknesses, external opportunities and threats that
were present also in folklore festival Baltica in year 2006 and 2009 and are general features of
the festival throughout the time, there were new items to be added in all four categories after
the analysis of year 2012. Even though there was still diversification in opinion amongst the
organisers of the festival Baltica when the general organisers insisted of focusing on people

related to and directly interested in the folklore and expressions of Latvian traditional culture,
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communication department of the festival claimed to broaden the audience and generalize the
audience by attracting new ones. Quality versus quantity, to be precise. This issue indirectly
could have been affecting the communication process, however, there is no evidence of that.
In case where numerous parties that are thriving for one aim, but focusing on different
audiences to achieve the aim, may lead to ineffective result. Previously set target audience is
also a significant element of a successful public communication campaign defined before by
Rice & Atkin, Anne Gregory, therefore should be followed. Nevertheless, the one thing that
all structures and CNCL agreed upon was the fact that intangible heritage must be kept alive
and active. To achieve this CNCL as informs Inga Bika (See the attachment No.4) works no
only with festival Baltica, but throughout every year works on various other similarly aimed
events. For the first time in the history of Baltica, organizers did an additional work to address
youth audience by organizing events and activities aimed to attract younger people. As Inga
Bika notifies (See the attachment No.4), they organised cinema competition for young
directors and then demonstrated the work to youngsters in the cinema. This definitely could
be seen as a first step to approach younger audience that should be maintained. Even more,
the attention to the young people and their interests regarding traditional culture should be
increased significantly, thus increasing the audience of the festival. In 2012 also a new
marketing manager joined the Baltica team and as per Inga Bika (See the attachment No.4),
the fresh vibes in the staff came with fresh ideas that somehow even needed to be smoothen
down due to the manner of the event and the institution that organizes the festival. This fact
somehow supports the approach of the communication organization where agencies or
professionals are involved on the set period of time. This approach gives a possibility for
organizers to assess every aspect of the festival critically from aside and helps to improve all
the elements of the festival including the planning, execution and communication. Aside the
updates in the staff of communication department, involved parties made the organizational
process difficult. In 2012, still the same three parties were involved in the organization of the
festival Baltica - CNCL, Association of Folklore and Administration of culture of Riga City
Council, The same approach was present in 2009 where a lot of issues appeared due tot his
combo. Each of three institutions has their own view on how government-financed events
should look and work like, therefore the confirmation process of all the communication
materials related to the festival was long and exhausting, thus making the organizational
process difficult. Inga Bika about three-party confirmation: “One sent a model and seven e-
mails responded. Then we realised that it cannot work like that. We spent a lot of time on
these kinds of small daily issues. At the end it is hard to tell — who have the final word.

Indeed the management of the festival has always been difficult.” (See the attachment No. 3)
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The democratic approach was more suitable for the choosing of the theme of the festival and
visual identity. For this matter for the first time in the history of festival Baltica a pitch for
students of Latvian Academy of Art was announced. For the theme of the festival everyone
could apply and present their concepts on what theme the festival should be carrying in 2012,
but regarding visual identity, young students had the opportunity to demonstrate their visions.
The approach of using pitches is a good solution and carries a lot of benefits — Baltica
received a fresh outlook on the festival, attracted younger audience and received their ideas as
well as made festival more transparent and “closer to people” as everyone had the opportunity
(at least per se) to participate in the making of the festival. Aside of the progressive approach
of pitching, unfortunately the lack of recourses was reflecting in the homepage of the festival,
which was working more as for thick in a box than meaningful information platform.

Public Relation activities

What concerns public relations events for the festival, there were two events
happening — one was the press conference of the opening that took place in the centre of Riga.
As mentioned in the case of press conferences in year 2006, it is always advisable to organize
a press conference for announcement of the festival or any other large event. This helps to
gather media, give them an opportunity to ask questions and present the programme in a
creative way. In 2012 in the press conference participated Minster of Culture of the Republic
of Latvia Zanete Jaunzeme Grende, which conceptually supported the festival and as Inga
Bika informed (See the attachment No.4), was one of the only government representatives
that has expressed the support of the festival and its maintenance in future. The other public
relations event was the opening ceremony of the festival. As Inga Bika informs (See the
attachment No.4), it can be considered as a bit of a failure due to the location that was chosen
for the event. The location — cinema Splendid Palace was architecturally and conceptually too
far from the Latvian traditional culture therefore the feeling was not right. The situation when
the concept of the event about which the communication is happening does not correspond to
the way it is communicated can be explained with the model of Rice & Atkin, Anne Gregory.
In this case not enough were considered objectives of the festival, its stakeholders — the
participatns and content and its relation to the location of the opening, thus not gaining the
desirable effect and making impression about the event.

Even though there is a possibility of Baltica overlapping the events with other ongoing
cultural activities, in 2012 this was not an issue. This overlapping may happen due to the fact
that Baltica is organized every three years, so as other cultural events such as Song and Dance
festival, Song and Dance festival for yout, Nordic Song festival and more which are

happening every few years. In addition to the attention gained to Baltica, an extra respect to
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the event was gained by the representative of UNESCO visitng the event. Even though the
presence of the representative was not in the focus of media, it still added an extra importance
of the event especially from the government perspective.
Media Cooperation

Generally the main media with whom Baltica communicated was local media —
national and regional media, with whom they already had communicated before — Latvian
National Television and radio. What concerns regional media, as Inga Bika informs (See the
attachmenet No.4), press releases were not adopted for regions, but sent out to all the media
equally. This approach is not the most convenient for regional media as very often they are
not interested or just are not affected by the affairs of the capital city, therefore the
information for them are not relevant. As it has been before, repsonsibles for cultural affairs
in regional municipalities were fulfilling the task of communication in their own regions. No
additional effort was made to spread the information outside Latvian borders. If in 2006 there
was a cooperation with the Baltic Times, in 2012 when there are more pan-Baltic regional
media, nothing additional was done. This may be considered as a loss, because the
representative of UNESCO could be used as a significant source of information for media
alert that would be interesting for international media.
Technical issues

Due to the technical development, in 2012 there were significantly less issues to take
care of than in 2006 and 2009. However, for the first time, the social media account for
festival Baltica in social network Draugiem.lv was created. The technical difficulties come in
to the picture when the account has to be administered. Inga Bika tells: “By that time the
Baltica account for Draugiem.lv was useless. We made it very fast and due to the lack of time,
we just published the content in without thinking. By that time it felt absolutely useless.”
Most probably it was useless because there were no communication plan created for social
media and no people that could adjust and publish the information for it. In 2012 social media
started to become more and more popular and various companies and institutions started to
realize its power, however, not everyone knew how to use it effectively. This may partially be
considered as the exact case.
Conclusions

Year 2012 was more difficult in the matter of socio-political and economical aspect.
The emigration was still very common as more than 25 thousand people left Latvia. This year,
therefore, was a challenge for the communication managers of Baltica and also other
organizing departments to somehow lift up the National spirit of Latvians. Economic crisis

was still ongoing, thus limiting the financial support even more than before. In addition the
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organizational process were difficult and longer because of the three-party organizational
process between Centre of National Culture of Latvia (CNCL), Association of Folklore and
Administration of culture of Riga City Council. Also issues where within the leading office in
CNCL because there were diversification of opinions about the target audience of the festival
Baltica. This is crucial when developing a communication plan, because without the common
understanding of the audience of the festival the communication is not targeted and thus
cannot reach the potential consumer. One new aspect of the festival, however, should be
highlighted. For the first year, in the communication campaign of the festival was included
activities directly targeted to the youth audience. This was important step to make, because
already since the beginning of millennium the youth was one of the target audience set
bytheAs it was in year 2006 and 2009, also in 2012 was weak pan-Baltic media cooperation,
which could be developed and also minorities additionally were again not addressed. After
few years, again technical issues are being met, however, this time regarding social media,
which is rapidly developing. If in 2006 the issue was homepage and digital information, this
time it is social media and the lack of time and specific knowledge to successfully administer
it. Overall in 2012 already previously existing issues were met again. This at one point can be
happening due to the fact that since 2006 different communication managers were planning

and executing the communication and thus have not had an experience regarding Baltica.
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7.4. SWOT Analysis of International Folklore Festival Baltica 2015

Internal
Strength Weaknesses
1. Non profit, 1. Still there are diverse opinions on the
2. Stabile event, happening over 20 target audience of the festival
years, 2. Various events of the festival are
3. Free of charge, happening in regional cities, that
4. Main events happens outdoors, may be difficult to access other than
5. Easy to access in the capital city —in locals,
the very centre of Riga 3. Discussions whether to work on
6. Is happening also in regions, social media
7. Happens every three years —
therefore somehow exclusive
8. Clear mission to maintain the
intangible heritage alive and moving
9. CNCL is the main organizer of the
festival, also regarding
communication
10. Clear mission to maintain the
intangible heritage alive and moving
11. For the first time since 2006 the
communication managing team of
the festival is the same two years in a
oW
External
Opportunities Threats
1. New, somehow modern webpage 1. Festival Baltica is competing with
2. Visual identity of the festival made itself on the organizational level due
by student of Art Academy of Latvia to other large events in Summer
3. National signs and symbols are 2. Regularity of large cultural events
widely used in modern design and that appear to overlap
fashion 3. Experts and craftsman of traditional
4. Various important experts that can crafts are getting older and there are
advice no next generations with their
5. The communication of the knowledge
government and the mind-set has 4. Feeling or assumption that folklore is
become more modern and for elderly people
transparent 5. Various important experts that can
6. Promo book presentation in Latvian advice
design shop

Table no.4 SWOT analysis of international folklore festival Baltica 2015

This year of folklore festival Baltica so far seems to be the year of success. A lot of issues that

have been present before have been solved already and the work is going in full speed.
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Social and political context

The socio-political situation in the region is intense due to the war in Ukraine and
Baltics being located next to the Russia, however, judging from the economic point of view,
Latvia significantly has improved all the economic measures and the unemployment from
19,5% in 2012 has dropped to only 10,7% in 2014 (Eurostat, Unemployment rate by sex and
age groups - annual average). This decrease has improved the overall welfare of Latvian
people as well as the cultural industry. As Inga Bika informs (See the attachment No.x), there
are issues with the aging of craftsmen and lack of younger generation taking over the
traditional craftsmanship. The issue of information and knowledge transferring to next
generations currently exists.
Organizational issues

Important aspect of the organization of the festival Baltica in 2015 is that the
communication team is the same, which worked on Baltica 2012. The experience in 2012 has
given a time for analysing issues of the previous year and find solutions for improvement.
Most importantly in 2015 finally after two years of difficult work with three party
coordination (Centre of National Culture of Latvia (CNCL)), Association of Folklore and
Administration of culture of Riga City Council) this year the leading responsible institution is
CNCL with cooperation with local governments. This approach may give the CNCL a
possibility to improve timing of coordinating and executing the communication activities as
well as mobilize the work and responsibilities of parties involved. The issue that can affect the
popularity and media coverage of the festival Baltica is other on-going events in the summer
period that could overshadow the festival, for example VIII Nordic-Baltic Choral Festival and
Latvian School Youth Song and Dance festival. This issue, as mentioned before cannot be
avoided due to the time period these events are taking place.
Public Relation activities

After the failure of the opening event of the festival in 2012, the communication team
has learned from their mistakes and organized a presentation event for Baltica 2015 in
corresponding location. They chose a location that expresses the Latvian traditional culture in
tis best — crafts, music, dancing and all the other arts. In May the first press conference of the
Baltica was held with presence of representatives of the festival, Minster of Culture Dace
Melbarde and artists. Differently thank previous time (2012) the press conference was held in
historical building Maza Gilde (Small Guild) in the Old Riga where various cultural events
are taking place very often. This location is more suited for the press conference than the
previous one — Splendid Palace, because of the historical meaning of the building and its

location in the very heart of Riga. Even though the Small Guild is as beautiful and exquisite
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as Splendid Palace, it is more aimed towards all the social levels of society and is more suited
for traditional culture events. Even the fact that the title of the venue is in Latvia does its own.
Media Cooperation

As it can be seen on the homepage of the festival Baltica, currently the festival is
supported by only three media — daily newspaper Latvijas Avize, which focuses on the
regional news, 2nd leading online news portal TVNET and 1188 — leading information
database. For a significant media attention and coverage, festival should definitely increase
the list of cooperation partners, including regional media, culture and entertainment media as
well as pan-Baltic regional media.
Technical issues

First of all festival Baltica have finally re-created their webpage, which was presented
in April. It has a modern design and contains for stakeholders and visitors necessary
information, however, it is not yet available for foreigners as it is only in Latvian language.
Nevertheless the improvements of the homepage are significant and it looks technically and
visually appropriate. It also has a section for press, where information for media will be
published thus allowing media to receive information when they additionally need it, whether

they are or are not in the media list.
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Photo No.1. Homepage of international folklore festival Baltica
Festival Baltica has also created an official account on one of the largest social media
site — Facebook page. This action will allow younger people to receive information on the
festival Baltica in the way, which is appropriate for them. This is an important communication
channel, which have been added after long discussion (See the attachment No. 3) and requires

and important approach to its maintaining.
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Photo No.2. The official Facebook page of international folklore festival Baltica

Judging by the information available on social network Draugiem.lv where Baltica
used to have a profile, the profile is deleted and no longer will be used as a communication
platform. This step may have been done because of the decrease of users of Draugiem.lv and
lack of effectiveness of the exact social network.
Conclusions

To begin with, for the first time in a long time period, the same communication
management team is working for the festival Baltica two years in a row. This aspect gives a
lot of advantages for the team, such as already known colleagues and awareness of their
working style, strong media contacts developed during the years of experience as well as
awareness of the organizational structure and the most important, insight in the previous
year’s festival — understanding of what should be improved, what are the main threats and
issues. Last two years of Baltica was organized between three parties, but this year it is on
hands of CNCL, which significantly ease the process of managing the communication
campaign, starting from easier confirmation processes and decision-makings. It is already
visible that the communication managers of Baltica learn from their own mistakes and
organize the press conference in more suitable venue for the Baltica as well as have launched

new homepage www.festivalbaltica.com as well as actively and timely communicating on

social media site Facebook. There is no additional information visible regarding their
cooperation with international pan-Baltic media, however, they have three information
supporters — Latvijas Avize (regionally-aimed daily newspaper), TVNET (2™ leading online
news portal) as well as 1188 (Information provider). Three media supporters are very small
number for such a large scale event and it is not clear why Latvian National television and
radio is not mentioned as supporters. Also Baltica is missing a very important media —
publishing house Diena, which was a supporter in previous festivals. It is very common that

supporters changes through the time, however, having only three media to rely on is not
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enough. This year is also challenging due to other on going events, such as Nordic-Baltic
Choral festival and Youth Song and Dance festival — all organized by CNCL. Overall
improvements are already visible and there is a strong potential to lift up the international
festival Baltica and increase its audience.

Since 2006 Baltica has experienced a lot of changes not only in the matter of
employees, but also in the matter of the organizers of the festival. During the years, Baltica
has changed 3 communication managers and 3 responsible institutions for organizing the
festival. These facts definitely have not eased the development of the festival, and somehow
seems that the festival have lived its own life and overcome the various difficulties because of
its stakeholders — participants, Latvian people who respect and live through traditions on daily
basis.

Year by year, Baltica has met the same issues — lack of budget, late timing of launch
of public communication campaign, lack of government support, inability to follow the latest
technological and communication trends, lack of public interest and more. Judging by the
information provided by the communication managers of Baltica since year 2006, as most
successful years for the folklore festival Baltica might be considered 2006 and upcoming
2015. Year 2009 was a downfall mostly because of the economical crisis and internal issues
of the team, but year 2012 was a year when the Baltica was not fully recovered after the crisis
and downfall, however, demonstrated a glimpse of chance to level up. Year 2006 was
successful partially of the importance of intangible cultural heritage defined by the newly
accepted law of Song and Dance festival as well as experience of the communication
manager. This year, Baltica 2015 is represented by the same communication managers that in
2012. This not only mean that the team have analyzed their previous performance, but also
that they have prepared improvements and will be more experienced and determined in year
2015. Inga Bika thus has a great advantage that was not possible for previous communication
managers To compare the performance of the Baltica communication managers with the
model of public communication planning by Rice, Atkin and Gregory, it can be concluded
that each year the communication managers of the festival partially go through the defined
stages, however, due to the various external influences and lack of internal resources and

issues it have not been so far completely possible.
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8. Survey About People’s Awareness Of The Festival Baltica

The last part of the research was survey (See the attachment No.6). It was distributed

via Internet and consisted of 11 questions and collected 418 respondents from all around the
country and abroad.
Briefly about the respondents: 77% of respondents of the questionnaire are in the age group of
19 — 30 years; 31— 40 years old are 11,3 % of all the respondents, but 8,4% from 418
respondents are 41 and above. From all the respondents only 10 or 2,4 % are under age of 18.
Overwhelming predominance is seen in the matter of gender, as 74,6 % of respondents are
woman, leaving men with 25,4%.

Judging by the place of residency, most of the respondents are from the capital city of
Latvia — Riga (62%), 17,4% of all the respondents are located in the suburbs of Riga, but 18%
in regions — Latgale, Vidzeme, Zemgale and Kurzeme, therefore it is possible to say that all
the regions are represented in this survey. Additionally the questionnaire was filled also by
Latvian diaspora, which is 2% of respondents (10 people). Education is the question where
the highest diversity of answers appeared. The questionnaire was filled the most by
respondents with highest education — Bachelor degree (30,1%), high school education
(17,5%), Bachelor’s to be expected (16%), College education (14,6%) and Master’s degree
(12,9%). The least respondents were with Mater’s to be expected (6%) as well as PhD (3%).

1. Have you ever heard about the 2. Have you ever attended the
festival Baltica? festival Baltica?

Chart no. 1 People awareness of the festival Baltica  Chart no.2 Attendance of the festival Baltica
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Question no.1 and no.2 of the questionnaire was to assess the overall awareness of
people about the festival Baltica and no.2 also works as a selective question. As per results,
most of the respondents (60% or 251 out of 418) have never heard about the festival Baltica.
When looking into some possible collerations between the education level and age group of
those respondents who have and those who have not heard about the festival Baltica, no
significant tendences appeared. Respondents who have previously heard some information
about Baltica are showing a high rate of highest education and the same appears for those who
have not. Due to that it is possible to say that the education level is not relevant when
measuring the awareness of the festival Baltica.

From those respondents who have admited that they have heard something about the
festival Baltica (40% or 167 people), only 11% (48) have actually attended the festival. It
means that only 28% or 47 of 167 repsondents that are aware of the festival Baltica, have
attended it. 89% of respondents have never attended the festival and judging by the results,

most of them are young people in age from 19 to 30.

You have attended the festival Baltica as:

Other: Technician 1
Organizer 2
Supported a participant | 5
Participant 23
Viewer 27
0 5 10 15 20 25 30

Chart no. 3 Reasons of attendance of the festival Baltica

Looking into the reasons why those 47 people have attended the event, it is seen that
the main reason has been the event itself as the most popular answer is “viewer”, almost as
popular reason is being mentioned participation in the festival itself. In the responses it is seen
that from 27 people that have ticked the viewers choice, 17 have actually attended as only the
viewer, other 10 people have attended the festival as participant and viewer, supporter and
viewer or organizer and viewer. Judging by this information, it can be possible to assume that
only 17 (4%) people out of 418 have had an interest to see the festival because of its concept,
programme or any other personal reason. The small number of attendance can be somehow
justified by the limited selection of respondents. 418 respondents may be not enough to give
definite assumptions, however, it gives an important insight in the tendency of people’s

attendance of the festival Baltica.
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Where have you gained the information about the festival
Baltica?

4% >

0

4% I have participated in the folk group that have
participated in Baltica

“From family

29%

From my friends and acquaintances

18%

& 1n school, university and other educational
institutions (including interest education)

In mass media (TV, radio, Internet, newspapers,

8% o magazine)
17% In advertisement

' 15%
In leaflets and brochures

Other

Chart no. 4 Most common information sources of the festival Baltica

From those respondents who have heard about folklore festival Baltica and have
attended it mostly received information from participation in the folk group that have
participated in the festival (29%). This means that people most probably were informed about
the festival because they were part of stakeholders of the festival, not the target audience. The
second most common source of information was the mass media, which includes TV, radio,
Internet, newspapers and magazine. This source of information is directly linked to the work
of communication department of the festival Baltica and therefore may somehow be
perceived as the result of their work as well. 17% of respondents who are aware of the festival
Baltica information gained within the family, but 15% from friends and acquaintances. In the
question number 4, more than one answer was allowed therefore combined answers were
possible. The most common combinations are family + mass media; family + friends,
acquaintances; mass media + participant + family; friends, acquaintances + mass media. Less
common information sources were mentioned education institutions, advertisement and
leaflets.

From the communication point of view, the advertisement should be one of the most
visible media, because mostly the success of advertisement depends on its creative solution,
quantity and placement. However, all these three features are depended on the amount of
budget — the lower the budget, lower the effect of the advertisement. Due to the always-
limited budget, the benefit of advertisement for the festival Baltica is reflecting in the results.

To understand whether people would have an interest to attend the folklore festival

Baltica if they knew about it, answers were ambiguous.
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Would you be interestd to attend the festival Baltica if you
had information about it?

Yes
1%, 2

10%, 38 “No

9%, 34

®Yes, if the programme of the festival would be
6%, appealing to me
21 K Yes, if the activities of the festival would
happen somewhere in the nearest lcoation

18%, 67

“No, I am not interested in the folklore and any
kind of activities related to it

B Other

Chart no. 5 Respondents’ willingness to attend the folklore festival Baltica in the case of
awareness of the festival

The question number 5 was the question to which respondents who answered that they
have not attended the festival Baltica were directed to. The results of respondents were
surprising comparing to the existing situation. 209 people out of 371 (56%) who have never
been to the festival Baltica would like to attend the festival, however, the programme so far
has not been appealing enough to attract the attention of the respondents. From those
respondneents who would like the programme of the festival to be more appealing, 90% or
188 people are in the age group till 30 years and is considered to be youth audience, but only
10% are above 31 years old. From this can conclude that the concept of the festival itself is
interesting to the young audience, however, the programme of the festival is not appealing.
18% of people who have never attended the festival Baltica would like to visit the festival if
they would have information about it. From all the respondents who have never been to
Baltica, 16% or 59 people in total have admited that they are not interested in the concept of
the festival and thus would not want attend it. It means that indeed there are people that are
not interested in the traditional cultural expressions, however, the number comparing to

positive attitudes is significantly small.
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For those people who are interested in information about the festival Baltica, it was

important to find out, which channel would they prefer to receive the information about the

festival.
Where would be most convenient for you to receive the information on
festival Baltica
Mass media (Internet, Print media, TV, radio) 270
Social media (Facebook, Draugiem.lv, Twitter, 329
Advertisement (ATL, leaflets, brochures) 107,
E-mail | 32
The homepage of the festival 46
School university, work 56
Other 13
0 50 100 150 200 250 300 350

Chart no. 6 Most convenient information sources on festival Baltica

If some years ago conclusevly mass media would be in the first place of the most
suitable information sources, because social media was not developed enough, then now the
situation has changed. As per the results of question number 6, respondents would like to
receive the information on festival Baltica exactly on social media. Gradually, on 2015
Baltica has launched its Facebook page and started the communication with the audience on
its platform in advance the festival. 270 respondents also would like to receive the
information on folklore festival on mass media, which includes Internet, print media, such as
newspapers and magazines as well as classic media — TV and radio. In the third place of the
most conveniet information source is advertismement, which is follwed by educational
institutions, homepage of the festival and e-mail. Social media, mass media and
advertismemtn are media, which will be used in Baltica communication for year 2015 and are
directly linked to the work of communication department. Because of the wide usage of social
media, this is the channel where a significant amount of resources should be invested and it
also requires a detailed plan of communication.

To conclude the results of survey, respondents conceptually are mainly interested in
the festival Baltica, however, the attendence rate is very low judging by the responses. Mainly
people receives information because they are stakeholders of the festival, but also some
visibility have been monitored in media — where people also gained some information on the
festival Baltica. Only 17 respondents out of 418 have had an interest to see the festival
because of its concept, programme or any other personal reason and 56% of respondents have

admitted that they would like to attend the festival if the programme would be interesting
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enough. From this can conclude that the concept of the festival itself is interesting to the
young audience, however, the programme of the festival is not appealing. The results of
survey enables to think that there is a potential for the festival Baltica to increase its
popularity and thus audience and that people would be at least conceptually open minded
enough to allow to be addressed. To use this potential it is important to use the right content
and programme and communicate it through the right channels that the most correspond the

needs of the audience.
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Conclusions

The aim of the Master thesis has been achieved and the public communication
management as a crucial organizational tool for promoting the folklore festival Baltica since
year 2006 and its correspondence to the practice of successful and proper communication
campaign management has been comprehensively analyzed. The aim of the Master’s thesis
was achieved by summarizing and analyzing the available academic literature, online
publications and Internet resources about the concept of culture and creativity as a basis of
traditional culture, cultural and creative industries, concept and types of heritage as well as
public communication campaigns and planning models. To analyze the strengths,
opportunities, weaknesses and threats of the festival Baltica SWOT analysis based on the
information gained in interviews with former public relation managers of the festival Baltica
and chairman of the Association of Folklore was carried out and also results compared to
combined model of planning of public communication campaign. After the SWOT analysis,
Internet survey was executed to obtain the level of awareness and overall interest of people
about the folklore festival Baltica.

During the research, author has came to following conclusions:
1. International commitments to UNESCO and CIOFF and valid local policies have
been important stimuli for sustainability and existence of the international folklore
festival Baltica since 1987.

Baltic States have orvercome various socio-political and economical issues that have
threatened the continuance of the festival Baltica, however, the support of CIOFF and official
commitments that Latvia has entered have made it impossible to withdraw from the
organization of the festival Baltica, thus supporting the safeguarding of intangible heritage of
Latvia and Baltics.

2. International folklore festival Baltica is dependent on the governmental affairs and

is strongly influenced by the socio-political and economical issues in the country.

All the organization units of the festival Baltica including the communication
department are being regularly influenced by above-mentioned elements because of the fact,
that Baltica is financed by the government resources. Every time when the festival is being
planned in Latvia, government agrees on the budget in advance. The division of the budget
may differ due to the needs of other public services in the country. Eventually, the amount of

budget, the structural changes of the governmental institutions as well as overall atmosphere
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of the nation can influence the importance and popularity of festival Baltica in the cultural
agenda thus the attendance.

3. The public communication campaign organization process of each of the research
year of festival Baltica partially meets the model of wholesome public
communication campaign organization.

During the SWOT analysis and in-depth interviews, it became clear that there are
important issues affecting the public communication planning and implementation process of
the festival Baltica that have not been possible to avoid not only because of the performance
of communication department, but also the general characteristics of Baltica as well as
organizational and technical issues. Nevertheless, because of the professional abilities and
knowledge of communication managers, part of the elements of the model of public
communication planning was fulfilled successfully.

4. The regular changes in the communication department have influenced the quality

of planning and execution of the public communication campaign of the festival
Baltica.

Due to the fact that in year 2006, 2009 and 2012 festival Baltica had different
communication manager, it limited the possibilities to analyze the performance of the
previous year and thus be aware of possible issues, which could have been avoided.

5. Festival Baltica in four out of five years did not have a determined public
communication campaign plan to follow, thus creating a possibility to meet
various internal and external issues and affected the quality of public
communication of the festival.

Public communication plan is the basis of every succesfull communication campaign
and this assumption is supported by combined public communication planning model of Rice,
Atkin and Gregory. Well-made plan allows to follow and execute activities timely and keeps
the process structured. It also allows to react effectively on delays and avoid both internal and
external issues that may appear.

6. Large part of the visitors of the festival Baltica are participants or other
stakeholders of the festival Baltica, rather than people that are not directly related
to traditional culture.

89% of repsondents have never attended the festival, however, 60% have heard about
it. The results mean that even though people may know what is festival Baltica, they still have
not had the stimuli to attend it. Most of the visitors are the stakeholders or participants of the
festival, which means that they have participated in the festival because they have a direct

reason to do so rather than personal interest.
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7. Most people in the age group 19 — 30 are interested in the concept of folklore

festival Baltica, however, the programme of the festival is not appealing for them.

56% of respondents have given answer that they would like to attend the festival
Baltica if the programme would be more appealing to them and 18% of respondents are
interesting to attend the festival. This means that it is incorrect to assume that folklore is not
interesting to younger audience, which is the leading part of respondents. The main issue is
not the concept itself, but the programme that is being developed for the festival.

During the interview with former public relation managers, opinion that young people
nowadays are not very interested in the traditional culture and there are still some prejudice
and lack of awareness about it. Opinions on this issue varies, however, judging by the results
of Internet Survey, it is not the traditional culture itself that is not appealing, but the way and
where it is presented. Andris Kapusts in the interview shared similar thought by saying that
traditional culture is experiencing its come back and people for a long time have not been as
interested in the Latvian traditional heritage as they are now. The issue is that the information
is not being transmitted properly and the audience do not perceive the information
completely. It takes a lot of resources, time and strategic planning to slowly but determinately
changes this paradigm on the attitude towards the traditional culture and a very important role
in this process is given to the communication department of the festival. Organizers of the
festival Baltica 2015 have a advantages and high potential to make a change in the public
communication of the festival by using modern, up to date approach to communicate
necessary traditional content and still be appealing to the audience. However, not only the
communication department is responsible for the success of the festival Baltica in 2015 and
also all the previous years. When speaking about cultural industries, approach of Max
Horkheimer and Theodor W. Adomo, which emphasized the role of industrial dimension of
culture should be again mentioned. The industrialization of the intangible heritage should not
be avoided, because the way how people interprets the knowledge and uses it now is the way
how to maintain the intangible heritage of our region alive. By this in mind also organizers,
including artistic director and the council of the festival itself should take into account
whether the programme of the festival should be refined to make some significant changes so
the festival would correspond the current interests of the existing audience and importantly
attract the potential audience, which, judging by the results of Internet survey, is out there. To
do so, most importantly, all the units of the organization of the international folklore festival
Baltica as well as the main funder of the festival — the Latvian government need to have a
common vision of why the festival is important for the nation and the whole Baltic Sea

Region, what is the current position of Baltica and how it is going to develop in the future.
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Annexes

Annex no.1
Interview with the Chairman of the board of the association of Folklore Andris Kapusts

Respondent: Andris Kapusts

Place of interview: Place of residency of Andris Kapusts
The length of interview: afproximately 40 minutes

The date of interview: 17" April

Folklore festival Baltica joined the CIOFF after first three festival Baltica happened.
The cycle finished and CIOFF approved the festival and included it in the list of CIOFF
festivals.

Improtant input in the development of the festival Baltica and its relations with CIOFF
was Ingrid Ruutel, who had a strong international cooperation with Hungarian scholars who
were important CIOFF members.

In first few Baltica festivals from the cultural perspective the issue was that Soviet

Union folk groups was not the same as original traditional folk groups. The genre was
different and it raised conflict amongst the participants and organizers.
Even though 1991 the festival Baltica was organized in a very high quality, it was a
disappointmnent for everyone, because they did not received as intense feelings as it was in
1988 in Latvia. In 1991 more interesting was the American pop culture that was banned
before. From 1991 — 1997 the development of folk groups was steady, but after that started to
increase.

After year 2000 the value system of people reorganized and Latvians, as well as
Estonians and Lithuanians returned to they roots and again Baltica blossomed.

From 2006 in the government was present conjucture in which Baltica was not included.
From the political perspective Baltica was not interesting enough to support.

By that time the idea was to get rid of Baltica, but due to commitments to CIOFF it was not
possible.

In 2009 Folk Art centre was liquidated, many people wre fired and Centre of National
Culture of Latvia (CNCL) was founded to take over the responsibilities of Folk Art centre.
CNCL however did not have the knowledge to organize Baltica qualitatively and The
Association of Folklore was founded to take over the organizing of Baltica.

The target audience of the festival Baltica has always been diverse. Also the paradox
of agreeing on one decision, but publically doing another is present.

After year 2009 and 2012 youngest organizers always said, that thing should be done
differently, but this approach is nothing new, because that was already happening 10 years
ago. It is not possible to attract more youngsters without young people being the one that says
it.

Now, the consumptions of the traditional culture in people’s everyday lives have
increased and the situation is the best as it has been since the beginning of the festival Baltica.

Overall regarding the support from the government, 2012 was a successful year,
because of the Minister of Culture Zanete Jaunzeme Grende, who was publically supporting
the festival. After her demission everything went back to what it was — no active support.

About the current organizational praxis of Baltica Andris Kapusts concludes that it
does not use all the potential it has. The audience — the people do not read the information as
it should be. The governmental institution should not be the organizer of the festival. They
should bring additional organizers from outside so they would come in with the real view
from the consumer view, not from the view of experts who sometimes cannot see the whole
picture.
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Annex no.2

Interview with the former public relations manager of festival Baltica 2006 Inta Sorina

Respondent: Inta Sorina

Place of interview: Skype

The length of interview: about an hour
The date of interview: 2™ of March

Gita: Labdien, Inta,
Inta: Labdien,
Gita: Jis bijat Festivala Baltika sabiedrisko attiecibu specialiste 2006.gada, vai ta?

Inta: Ja, ta tas bija.

Gita: Izskatas, ka publicitate bijusi loti plasa, jo visas informacijas apkoposana panéma daudz
laika.Bet kas man triiks informacija par komunikacijas planu, kas man butu Joti, loti svarigi.
Vai Tev nav saglabajies kaut kur komunikacijas plans?Varbut vari pastastit par
komunikaciju?

Inta: Es Tev izstastiSu! Es vienkarsi tinu bildi atpakal, visa ta vésture ir tada, ka 2005.gada,
tieSi 10 gadus atpakal, veidoju Latvijas Skolu Jaunatnes dziesmu un deju svétkiem
sabiedriskas attiecibas un komunikaciju. Man tas viss stasts finala aizauga vairak Iidz
komunikacijai neka sabiedriskajam attiecibam, jo es esmu cilveks, kur§ drizak vairak ir
organiz€tajs, neka runatajs, rakstitajs. Tagad ieraugot kaut kadas preses relizes, protams,
sakéru galvu, bet 10 gadi ir 10 gadi, es to sev piedodu. Bet ir ta, ka 2005.gada mums sanaca
loti laba publicitate Latvijas Skolu Jaunatnes dziesmu un deju svétkiem, janem véra, ka ap to
laiku 2004./2005.gads pienéma Dziesmu svétku likumu, kur vispar saka runat par nemateriala
mantojuma saglabasanu, pieskatiSanu, uzraudziSanu, jo lidz tam bija Tautas Makslas Centrs,
kur§ eksistéja zem Kultiiras Ministrijas, bet noteikti vini vairak zin par to pastastit. Bet tads
ieksgjais, 1sais stasts ir tads, ka ap to laiku, kad 2003.gada bija lielie Dziesmu svétki, ka ar1
notika maza Baltica, sanaca, ka viss notika vienlaikus. 2006.gads bija murgains tiri
organizatoriski, jo finanses jagaida, protams, Iidz ped€jam bridim. Ta ka es biju saistita vairak
ar medijiem organizatoriski daudz nezinu, bet par to atbildéja Liga Ribicka, kura joprojam
darbojas Kultiras Centra. Tas finans€jums, cik es saprotu, bija saistits arl ar tiem
arvalstniekiem. Ta ka arvalstu kopas, kas brauca uz Latviju visu zinaja p&dgja bridi, lidz ar to
programma tika izveidota péd&ja bridi, Iidz ar to infromacija priek§ komunikacijas tika

Beidzot kaut kas par ko runat, 1idz tam es jau tur panikoju, taisiju nelielas histerijas, ko man
dot medijiem, ko jus gribiet, kadu kampanu, kadu publicitati, ja man nav ko informacijai dot.
Es zinu, ka tur bija Andris Kapus ar Lianu Osi, kuri ”perinaja” visasdus planus un mes,
savukart, stavéjam pie durvim un knibinajamies — dodiet, dodiet mums informaciju! Bet tiesi
tas stasts par 2005.gada Latvijas Skolu Jaunatnes dziesmu un deju svétkiem man bija ka
apgriezties ap savu asi un sazvanit visus vecos kolggus.

Gita:Bija jau iestrades?
Inata:Bija loti labas iestrades! Bija ta, ka Sim projektam mé&s sadarbojamies ar Latvijas

Televiziju un Latvijas Radio. Zini, man vispar liekas, ka nekads komunikaciju plans nebija.
Tas viss plans bija tads, ka man bija veco mediju kontakti, es sazinos ar visiem medijiem,
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uzzinu kurs, cik daudz var iedot reklamas laukumus, sarunaju ar zurnalisitiem, ka aizsiitiSu
témas un Baltica ievirzi. Nekads generals plans nebija.

Gita:Relizu plans nebija? Vai ka informacija bija gatava, ta tika nositita?
Principa, Tu jau iegaji primaja jautajuma, kas man bija par to visparigo situaciju Balticas
organiz€Sana. Es loti pemu véra gan finansialo kontekstu, gan organizatorisko kontekstu, gan
valstisko kontekstu, gan no stavokli no likumdoSanas puses, jo tas ietekmé komunikacijas
planoSanu.

Inta:Es Tev varu nedaudz pastastit par sabiedrisko attiecibu aktivitasu planu, kads mums bija
paredzéets.

Gita: Pirms ta informacija neatnaca?

Inta:Ja, ar Joti labiem nodomiem veidots, infromacijas laicigai publicéSanai. Uzsakt
sabiedriso attiecibu aktivitates tika paredzets jau agra pavasari. Naivais sakuma plans un tad,
kad visi saka piedzivot realitati, tad visi kéra un graba, kur ir maketi laikrakstiem, kur mazas
atbalstitaju piesaistiSanu gan gaja daudz labak. Man nav saglabajies tads konkréts kampanas
plans un nevargju arT atrast, jo es domaju, ka tas viss tika saspiests taja pasa notikuma laika,
varbiit kaut kadi televizijas klipi pirms tam tika raditi, bet infromacija tika pasniegta loti bieza
slanT pasakuma norises laika. Mé&s zinam, ka vasara ir pilna notikumiem un medijiem tada
Baltica ir viena no daudzajiem pasakumiem.

Gita:Jums bija kadi noteikti sadarbibas partneri, informativie partenri, kuri bija stabili?
Inta:Ja! Es atceros, ka bija Diena, The Baltic Times, iznak loti reti, bet vini piekrita.
Gita:Es redzg&ju publikaciju.

Inta:Bija arT regionalie - Talsu véstis, Tukuma zinas un Kurzemnieks, tad zurnals Miizikas
Saule, kas toreiz iznaca un bija public€jusi vienu vienigu rakstinu Maija numura. Ka art radio
- Latvijas Radio, Radio NABA, Radio Kurzeme un Rietumu Radio, tapec, ka festivala
koncepts bija sakums un beigas un tad braukaja pa Kurzemes pilsétama ar pasakumiem un
noslégums bija Kuldiga.

Gita:Tad Kurzeme bija ta gada regions?

Inta:Ja.

Gita:Kada vispar taja laika bija situacija ar interneta portaliem?
Inta:Nekada.

Gita:Nebija Tvnets vai vél kadi?

Inta:Nu Tvnets un Delfi taja laika bija ka laikraksts. Raktus vini loti maz. Es atceros vél
gadu iepriek§ mums bija saruna ar Draugiem.lv vini loti maz vai vispar neprogrammgéja
specialas aktivitates, jo tolaik v&l bija stingrs uzskats, ka reklamai jabit klasiskaja veida —
baneris, audio, video, m&s jums iedodam reklamas laiku un tas art viss, més, toties, iedodam
no redakcionalas puses rakstus. Peéctam 2008.gada bija Dziesmu svétki. Tris gadus péc tam
jau bija loti svarigi sponsoriem un arl informativajiem atbalstitajiem taisit visadas
aktivizacijas, piemeram, iesttiet bildes, lai aktivizétu skatitajus, klausitajus. Tvnet un Delfi
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bija tads lielums, kas parpublicgja visas preses relizes, kuras viniem siitiji un pasi nerakstija
nemaz, ja toreiz bija Delfi viedokli, tas bija raksts, kuru vini mainija vienreiz nedéla lapas
pirmaja pus€. Faktisk, ja runa ir par kulttiru vini parpublicgja preses relizes.

Gita: Bet kopuma bija daudz un aktivi?
Inta:Es teiktu, ka toreiz dazi.
Gita:Tikai dazi?

Inta:Dazi.Un tad bija daudzi mazi.Bija Delfi,Tvnet, Apollo acim redzot vél nepastavéja.Man
vairak atminas vijas ap 2008.gada Dziesmu svétkiem, kur viniem skaidrs, ka tie ir Dziesmu
svetki un skaidrs, ka ta ir liela dariSana,skaidrs, ka tad informaciju nemam visi, atbalstitaji
esam visi. Seit es skatos, ja ir Kultura.lv, kas ir Kultiiras Minsitrijas portals, notikumi.lv, kas
bija nekads, kur viena jauna dama grib&ja parpublicét visus Latvija notiekoSos notikumus, kur
baze bija arkartigi Svaka, nu tad Tvnets, kur m& Tomam Ostrauskim un Lindai Saulitei
sutfjam preses relizes. Tolaik man bija tads informacijas vakums par Balticu, ka es atceros, ka
es gaju pati pie Valda Muktupavela uz Latvijas Universitati, uzmekl&ju vinu starp lekcijam,
lai vin$ man pastasta kadi ir bijusi komunikacija vél ieprieksgjos gadus, kadas bija teémas, kadi
bija dalibnieki, jo informacija par Balticu 2006.gada man vispar nebija no kurienes pemt, jo
nebija baze. Par iepriek$€jajiem gadiem vispar nebija ko nemt, jo man 2006.gada,nu ja tas ir
2003.gads vai vél pirms tam 2000.gads, kad datori bija uz ,,jis”, tad viss bija disketes. Ta datu
lieta bija pavisam savadaka, neka mes tagad s€zam péc 10 gadiem, kad pat datoriem dazkart
USB portu vairs nav, jo viss jau ir ,makonos”. Komunikacija, mums bija lapa
dziesmasar2003.lv m&s vinas pieregistréjam, tad, kad es saku stradat, jo mani papéma uz
2008.gada Dziesmu svétkiem, tatad saku stradat 2005.gada beigas. Velak lapu parregistréjam
uz dziesmasar2008.lv, kur més likam informaciju ari par Balticu. Zini, ka notika
administréSana? Man pasSai bija jazin programmeéSanas valoda ka uztaisit Bold un Underline,
ka fromatet tekstu. Ta ka ta komunicéSana, pieméram, informacijas ievietoSana majas lapa,
bija tik grita, ka es séd&u nedélam zaudgjot laiku, bakstoties pa majas lapu, lai kaut ko
ieliktu. Bilzu ievietoSana sagadaja papildus gritibas. Daudzas bildes nemaz nebija
elektroniskas, skaneru iesp&jas ar1 ierobezotas. Es varbiit tagad stastu par kaut kadiem akmens
laikmetiem, bet tas bija 2006.gads un tiri tehniskas iesp&jas tada kultiiras centra uz vietas. Es
ar1 atceros laikmetu, kad més loti attist;jam savas excel prasmes, jo mes bijam excel tabulinu
cilvéki, més tur visi pa tabulam dzivojamies. Tiri no majas lapas, socialie tikli nebija,
draugiem.lv lapas v€l nebija, nebija tadas Balticas lapas, bija tikai tas primitivas lapas.
Komunikacija interneta bija tik daudz cik atdot informaciju lielajiem portaliem. Delfi varbiit
panémusi zinas, to Tu vari monitoringa redzet, Tvnets arT kaut ko publicgjis.

Gita:Balticu jus organiz€jat ka Tautas Makslas Centrs. Vai ar1 galvenas ,,smadzenes”
komunikacija bija Tautas Makslas Centrs?

Inta:Ja.

Gita:Ka bija ar saskanoSanu un iesaistitajam pusém tieSi komunikacija?Vai Tu biji vieniga?
Es zinu, ka tagad Kultiras Centra meitenes saskano ar piecam pusém, gan ar folkloras
biedribu, gan ar domi.

Inta:Ir jau atseviskas lietas, kas jasaskano, bet, manuprat, tagad klausoties Tava stastitaja, tad
ta sava zina bija pasdarbiba. Pati rakstiju preses relizes, saskanojot ar sevi. Toreiz Anna
Jansone, bija direktore, es vinai nesutiju katru preses relizi, bet, protams, ka zinot savu
rakstutu, ka es parskrienu pa diognali es vinu izdrukaju un vismaz paradiju blakus sédoSajam,
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lai izlasa un komatus saliek. Bet més pilnigi noteikti esam stradajusi ar1 ar Rigas Domi un
iesaistito Kultiiras Ministriju un noteikti, ka toreiz bija arT regioni un vini jau no savas puses
ar1 sttfja preses relizes, bet tada apstiprinaSana, bija 2008.gada Dziesmu Svétkiem, ka Tu
aizsliti saskapoSanai direktoram, aizsiiti rados3jam direktoram, aizsiiti galvenajam
maksliniekam visu saskanot. Baltica ta nebija. Liga Ribicka bija projekta vaditaja, kura man
sédgja preti pari galdam, es biju sabiedriskas attiecibas un marketings, Andris Kapusts un
Liana Ose atbildgja par saturisko dalu. No tada administrativa komunikaciju darba es biju
viena pati. Jo, saproti, arT taja laika, kad mani pienéma 2005.gada beigas uz uzpémuma
liguma ka komunikaciju cilvéku Tautas Makslas Centra, tur pat nebija tada Stata vieta. Anna
Jansone saprata, ka komunikacijas ir milziga lieta, tikai tapec, ka mums 2005.gada loti labi
sanaca Latvijas Skolu Jaunatnes dziesmu un deju svétkiem, 1idz tam tada Stata vieta nebija.

Gita:Tad Stata vietu izveidoja, kad Tevi pienéma?

Inta:Es vienmér esmu bijusi Tautas Makslas Centra uz uznp€muma liguma.Es nekad neesmu
bijusi Stata. Nostradaju tur [idz 2008.gada augusta beigam. Varbiit pectam uztaisija Stata vietu,
kura tad normals komunikaciju cilveks ir ieksa.

Gita:Vai bija kadi merki uz tie$i kadam auditorijam stradat?Vai tieSi kads komunikacijas
mérkis?

Inta:Manuprat, ka panikas dél , ka informacija ir ped€ja bridi, merkis bija vienkarsi
noinfromét, ka vispar notiek pasakums, tapéc, ka finala naudina tika iedota, ambicija ir liela,
tapec tas primarais, bija cilvékus noinformét, ka notiks paliels pasakums. Protams, mums
palidzg&ja, tas, ka televizija bija. Mums bija noslégts ligums, ka vini raida Baltikas tieSraidi
atklasanas pasakumam un fiksé ierakstd, un paraida péctam vélak nosléguma pasakumu
Kuldiga. L1dz ar to, ja mums ir raidiSanas ligums, tad Iidz ar to vins$ toreiz skaitijas ka licences
ligums, kur preti vini mums iedod reklamas laiku kadam pasakumam.

Gita:Tatad jus taka apmaksajat licenci?

Inta:M@s samainijamies. M&s viniem iedevam produktu, kas saucas Balticas noslégums,
preti vini mums reklamas laiku.

Gita:Vispar mediji bija atsaucigi taja gada, tiesi uz Balticu?

Inta: Zini, es droSvien uzvedos ka blondine Es vienkarsi gaju un prasiju. Neatceros nevienu
negativu atticksmi. Taka man gadu ieprieks bija loti laba, milziga projekta ietvaros, kas bija
Skolénu Dziemsu svékti, kuros pirmo rezi Dziesmu svétku ietvaros vispar runajam ar jaunatni
vinu valoda. Toreiz uztaisijam saukli ,,Nac gavilé!”. Neatceros neko sliktu. Toreiz nebija tadi
normali apstakli komunikacijas organiz&Sanai, toreiz bija loti elementari, es sazvaniju
pazistamus cilvékus, nosaucu datumus, aizsiitiju stastu un bildes un mediji to papema vai
nepanéma preti.

Gita: Es apskatiju 2012.gada monitoringu un tur tas skats ir daudz Svakaks, neka
2006.gadam.2012.gada monitorings parsvara sastav no maziem portaliem, no kuriem 30% ir
pasvaldibu portali, kurus teorétiski nevajadzetu isti skaitit pie monitoringa, jo tie nav mediji.
Mani interesé 2006.gada situacija, jo uja vertetu publicitati pec kvalitates, tad 2006.gads butu
bijis veiksmigaks, neka 2012.gadu. Ta es uz to skatos.

Inta: Saproti, vél ir jaskatas, kas konteksta vél tika darits taja centra. Ja, pienemsim, péc gada
notiek lielie Dziesmu svétki, tad, loti atvaino, Balticai tiek pievérsta mazaka uzmaniba, jo riko
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vieni un tie pasi cilveki, taja skaita gan marketingu, gan komunikaciju. V&l es atceros, ka mes
rikojam dazas preses konferences. Pirma bija Rigas LatvieSu Biedribas nama, kura paraléli
notika tautas t€rpu izstade. Bija atnakusi Latvijas Radio, Latvijas Televizija, Diena un LETA.
Otro preses konferenci més uztaisijam Kongresu nama, kura bija ne visai veiksmiga. Ka jau
parasti zurnalisti zvanija pasakuma laika, lai organiz€tu atseviSskas intervijas ar
maksliniekiem. Protams, visus interes€ja Baltikas viesi, kuri iebrauca. Es atceros, ka bija no
Udmurtijas, no Krievijas sievietes ar efektiviem tautas térpiem, kuru dé] radusas problémas uz
muitas robezas ar aizdomam par autentisku tautast€rpu izvesanu. Visi loti gaidija stastus par
arzemniekiem.

Atdzgarnais taja Baltica sakas ar to, ka konceptu pasakumam tiasija Andris Kapusts ar Lianu
Osi. Vini izvelajas, ka nosaukums biis ,Mus Majas”. Vini ka koncepcijas atori uzticgja
vienam maksliniekam izveidot plakatu ar saules akmeni un Jaunsudrabina ziméto bildi, kura
de] bija dazadi sarezgljumi ar autortiestbam. Plakats tika izveidots nevis komunikacijas
vajadziba, bet koncepcijas vajadzibam, tadel ar to isti nevar&ja stradat. Toties vél amizanti
sanaca ar logo, kurs nebija elektroniski.

Gita:Tatad tehniskas problémas.

Inta: Zini, tadas komunikacija eksistencialas problémas. Tev pat nav vektora formata logo,
normala pieejama veida, lai parsititu (smejas).

Gita: Tatad komunikaciju vertiba vél nebija apzinata?

Inta: Tad neviens tik loti nezinaja cik loti ir tavas rokas, lai veidotu sabiedrisko domu.Tolaik
launakais, kas bija, bija Delfu komentari zem rakstiem, bet raksti bija parpublictas preses
relizes.

Gita: Ka jus koardingjat regionu darbu?Jis centralizéti sttijat, pieméram, informaciju un
vienojaties kas ko daris? Pieméram, salidzinajumam uzreiz, Inga Bika teica, ka vini regionu
komunikaciju atstaj regionu zina.

Inta: Ta tas parsvara notiek. Regiona ir savs kulttiras projektu vaditajs, kas visu to tehniski
organiz€ un pie kura nonak visa informacija. No manas puses bija dabut reklamas laiku
Kurzemes Radio, Reitumu Radio. Es ar viniem kopa stradaju vairak par reklamu, neka saturu.
Ta ar1 vienmeér ir bijis Dziesmu svétku sakara.

Gita: Vai jis arT atseviski uz minoritatém stradatjat?Piem&ram, krievvalodigajiem?
Inta: NG, es skatos,ka né.
Gita: Es redzgju informaciju anglu valoda.

Inta: Anglu ja, jo mums bija makslinieki no arvalstim un sadarbojamies ar The Baltic Times.
Mums drizak likas, ka svarigak ir pastastit arpasaulei, nevis ,,savejiem”.

Gita: Runajot par arpasauli, ka jiis uz arvalstim stradajat?

Inta: Loti maz. Mums bija rokas pa 1su un laiks par mazu. Informacija tika tulkota anglu
valoda tikai priek§ majas lapas.

Kas saistas ar 2006.gadu, pirmkart, interneta laiksmets ka tads, kas ir ,,autinos”, otrkart,
nemateriala kultira mantojuma atbalstiSana valstiskd nozimé art ,,bérna autinos”, marketings
un komunikacija ar1 sakuma posma.
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Gita: Bet ar loti labu iestradni!
Inta: Ar iestradni un atdevi!
Papildu jautajumi péc intervijas:

1.  Vai planojot 2006.gada komunikaciju, tika izveérteta ieprieksgja festivala
komunikacija — apskatits, kas bija sadarbibas partneri, kada informacija tika
komunicgta, cik labi ta aizgaja un vispar, kas bija veiksmigi, ne tik veiksmigi?

Ierobezoto laika resursu dél, loti minimali bija iesp&ja pétit ieprieks€jo, tacu tika uzmekleti
vairaki cilveki, kas dalijas par ieprieks$€jo pieredzi darba ar partneriem. Loti vertigi bija fakts,
ka pasos medijos, parstavot sadarbibas partnerus, bija cilveki, kas populariz&jusi Baltiku
ieprieksgjas reizes, taja skaita Latvijas Radio, Latvijas Televizija, laikraksts Diena.

2.  Vai sakotngji tika nosprausti galvenie komunikacijas mérki un izvertéts to
pamatojums?

Ja, loti skaidri bija jasaprot, ka Baltica vairs nav tautas vienojosSs pasakums salidzinot ar
Balticas tradicijas pirmsakumiem, Latvijas atjaunoSanas véstures loti TpaSa sastavdala, bet gan
no vienas puses - tradiciju vacelite, no otras - viens no loti daudzajiem festivaliem Latvija.
Bitiski bija paradit tradiciju dziveligumu, daudzveidibu, akcentgjot tematiku "Miismajas".
Tobrid komunikacijas mérkis, ka jau pasakums, kas tiek komunic@ts pedgja bridi, pec iespejas
vairak izzinot, ka 1. vispar notiek tada Baltika, 2. tas daudzvedigie pasakumi, 3. ka daudzos ir
iesp&jams Iidzi dziedat un piedalities un 4. ta biis klausama LR, skatama LTV

3. Vai tika apzinata mérkauditorija un iesaistitas puses?

NE&, apzinati netika atlasita mérkauditorija, tika informé&ts par pasakumu visparigi, izmantojot
vadosSos medijus.

4.  Vai tika izvertéts rezultats?

Loti minimali. Tika izvértéta cilvéku informétiba, apmeklgjot pasakumus, apmeklétaju skaits
un publikaciju daudzveidiba un skaits.
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Annex no.3
Interview with the former public relations manager of festival Baltica 2009 Rita

Garnaka

Respondent: Rita Garnaka

Place of interview: Caffe at Brivibas/ Stabu street
The length of interview: about 40 minustes

The date of interview: I* April

[-]
Gita: Runajot par pieredzi, kada Jums taja laika bijusi. Varbiit Jums kads plans ir saglabajies?

Rita: Redzi, toreiz bija ta, ka bija 3 puses — nematerialais kultiiras mantojums, Rigas domes
kultiiras departaments un Folkloras biedriba. Més ar Hanniju stradajam domé un attiecigi
nevargjam biit no departamenta. Skaitijas, ka me&s esam no biedribas, lai gan reali més bijam
par departamentu augstak. Man $kita, ka ta sadarbiba domé bus vieglaka, bet ta tas nebija. No
nemateriala kulttiras mantojuma dalas bija Baiba Boze, no kultiiras departamenta bija Dzintra
Oga — Vasule. Péc manas sapraSanas, més bijam tris cilveki, kuri biis atbildigi par reklamu un
sabiedriskajam attiecibam. Reali bija ta, ka no §$Tm divam damam palidziba bija minimala, pat
varétu teikt, ka nekada. Vienigais, ko viga nodroSinaja bija plakati un vél kaut kas. Baibinas
attiksme bija: “Es esmu priekSniece, jis man visu dodiet, dariet un siitiet!”. Es biju pieradusi
pie komandas, vienlidziga darba. Man bija mediju saraksts, kuriem es visiem visu aizsitiju,
bet rezultata bija ta, ka neviens neko beigas nepanema. Dazi pieteicas, bet péc tam vienalga
aizgaja kaut ka nesaprotami. Emocionalais fons, kas visu laiku bija, man personigi bija loti
nepatikams. Kads tam bija iemesls? — to es nesapratu. Es pielauju, ka Siem abiem cilvékiem
nebija saprotams, kapéc vipam vél tas butu jadara, ja jau sava darba bija pietickami daudz, ko
darit. Taja bridi tas netika ne godigi izrunata, ne ka, tapec attiecigi $1 trispus€ja sadarbiba no
manas puses izskatijas vairak formala, neka reala. Es pielauju, ka katra no $STm pusém uzskata,
ka ta ir izdarTjusi visu vislabakaja kartiba, tikai citi nav kaut ko izdarijusi. Rezultats attiecigi
bija tads, kads tas bija. Visi saskanojumi par baneru formatiem utt. Aiznéma loti ilgu laiku §1s
trispusgjas sadarbibas dél, lidz ar to pie “taustamas” reklamas mes tikam loti, loti v&lu,
apméram meénesi pirms pasakuma, kas ir loti par v€lu. Audio, video reklama bija pedgjas.
Neskatoties uz to, ka tas viss gaja, tomer notika |oti liels brinums un beigas viss aizgaja loti
plustosi — cilveki par to uzzinaja, cilvéki naca un tas viss aizgaja. No vienas puses, ir tadas
procesualas lietas, kuras var€ja biit mazliet atrakas, bet atgriezeniska saite no cilvékiem bija
loti forSa, ka vini jau to zina, vini jau ir dzird€jusi, vini naks utt.

Gita: Vai rezultats bija tads, kadu Jus vélgjaties? Vai §is iek$&jas problémas tomér to
ietekméja?

Rita: Gala rezultats, manuprat, bija labs — apmekl&jums bija gana liels. Es pielauju, ka vargja
piesaistit vairak taristu, ieklaut tiirisma marSrutos utt. To vargja izveérst plasak, ja pie ta
stradatu savlaicigak un lielaka sadarbiba. No sakuma man skita, ka visi gaida viens uz otru —
katrs kaut ko izdara, bet gaida, kad otrs izdaris tris reiz vairak. Kad es sapratu, ka tas ta
nenotiek, kads laiks jau bija pagajis.

Jebkura gadijuma, man Joti patika ta sadarbiba, kas mums bija Folkloras biedriba savstarpgji.
Mg@s sarakstljamies ar e-pastiem katru dienu, ik pa laikam tikamies, sanaksmes u.c.
Departamenta un Nematerialas kultiiras mantojuma pievienoSanas bija vinu pasSu zina, bet

87



mums Folkloras biedribaviss gaja diezgan raiti uz priekSu. Un tas man bija vislielakais
atbalsts.

Gita: Vai bija kadas agentiiras piesaistitas komunikacijai?

Rita: Es par to nezinu, n€. Dazkart bija lietas, par kuram es uzzinaju no meiliem, kurus kads
kadam bija netisam parsttijusi. Personigi es neveidoju nekadas attiecibas ar agentiiram, bet
iesp&jams, ka Departaments vai Nematerialie veidoja.

Gita: Kura no $1m trim bija galvena, atbildiga puse?

Rita: Folkloras biedriba, bet visam bija jabiit saskanotam.

Gita: Ka noritgja mediju attiecibas? Jis minejat, ka gajat uzrunat radio, tas nozimé, ka Jus
gajat pati, meklgjat mediju partnerus?

Rita: Man jau bija savi cilveki, savi partneri, savi kontakti, ka arT tika veidoti jauni.
Gita: Vai mediji bija ieintereséti pasakuma? Informaciju labi uznéma?

Rita: Bija tadi, kuri bija atklati, atverti, bet bija art tadi, kuriem tas bija tads pats ka jebkurs§
cits notikums — ka kurs.

Gita: Kada bija Jiisu mérkauditorija? Vai ta bija ieprieks definéta?

Rita: Merkauditorijai vecuma ierobezojumu nav. Vispargji tie ir visi, kuriem interesé
tradicionala kulttira un folklora, paskatities uz kaut ko divainu un neparastu, divainos terpos,
piem&ram senas puiSu cinas. Tie ir cilveki, kuri ir vairak saistiti ar kulttras lietam.

Gita: Vai jis nem&ginajat uzrunat jaunu auditoriju?

Rita: Jebkuram cilvékam, kurs izlasa musu siitito informaciju, radisies savs viedoklis — vins
uz to gribés aiziet vai negribe€s. Mums nebija merkis dabiit visus cilvekus, kuri nav bijusi uz
Baltiku, tagad dabiit, lai vini visi atnaktu. Galvenais mérkis bija, lai atnak tie cilveki, kuri ir
dveéseliska komforta ar to, lai ir ta laba aura, kopibas sajita, ka tas pasakums cel gan tos
dziedatajus, gan dancotajus, gan skatitajus. Ta sir tas butiskakais moments.

Gita: Vai Jus pielagojat atseviski saturu vai kanalus atbilsto$i mérkauditorijai un medijam,
piem&ram, uzrunajot jaunakus cilvékus?

Rita: Preses informacija tika stitita vienada visiem, netika dalita atSkiriga informacija.

Gita: Ka bija ar regioniem — vai JUs sttijat sagatavotu zinu izplatiSanai konkréta regiona
kultiiras parstavjiem vai medijiem?

Rita: Es sttiju medijiem. Katra regiona jau tapat zina, kas taja notiek. Visi ka skudrinas cTtigi
strada un uz vietas jau ta informacija jau bija. Dazkart jau atnaca informacija, k air bijusi tada
un tada intervija ar kadu folkloras kopas vaditaju par Baltiku u.c. Vigien uz vietas ir sava
dzive, vini briziem zina vairak, neka lielie mediji, kuriem tas nav primarais un biitiskakais.
Vini dzivo savu dzivo dzivi.
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Gita: 2006. un 2012. gada informacijas izplatiSana bija regionalo kulttiras cilvéku pasu zina
un tas esot stradajis veiksmigi.

Rita: 2009. Gada viennozimigi paraléli informacija tika sttita arT regionalajiem medijiem.
Gita: Vai Jis méginajat atseviski uzrunat bérnu auditoriju caur kadam aktivitatém u.c.?

Rita: Bija bérnu diena ar speciali viniem paredz&tiem koncertiem un ta.

Gita: Vai informacija par to tika siitita bérnu vecaku auditorijai?

Rita: Ja.

Gita: Vai bija kadi video konkursi vai kas tamlidzigs?

Rita: Budzets bija tads, kads tas bija, tas vairak bija darbs uz vietas ar bérniem. Nebija
atseviSki bérnu raidijumos reklamina: “Hei, hei! Nac tur un tur més tevi gaidisim!”. Nekas
tads nebija.

Gita: Es sapratu, ka 2009. gada bija sarezgljumi ar budzetu..?

Rita: Budzets bija tads, kads tas bija, ja.

Gita: Ka tika izveléta ttma? Andris man atbildgja tikai, ka demokratiski.

Rita: Es piekritu Andrim, bet es tieS$am neatceros.

Gita: Vai ir saglabajusies kadi mediju plani vai monitorings, kurus apskatit?

Rita: No sakuma tika taisits mediju plans, bet ta ka no tam divam pusém es nedabtju
atgriezenisko saiti, ne kalendara ieliktus, ne ko, tad man bija vieglak to visu nevis paradit, ka
procesam biitu jaizskatas, bet vienkarsi darit, lai process notiek. Attiecigi tads mediju plans,
kadu es Jums skaistu varetu iedot, tads ka Skira neeksistgja. Es vienkarsi atcer&jos taja bridi
visu, kas notiek: “Visu pa plauktiniem “Cik, ¢ik, ¢ik”, tagad man jazvana tam, tam, tam...”,
tas notika tada veida. Es zinaju cilvékus, ar kuriem par konkréta jomam var€s parunat. Notika
tads ka “Dzivais mediju plans”, bet tas nebija uz papira. Es apzinos, ka ta sir slikti, protams,

ka ta nevajag darft, bet taja situacija tas ta notika, ja.

Gita: Vai no valsts sanemat pietickamu uzmanibu? Vai Baltikai bija tada pati nozime ka,
piem&ram, Dziesmu svétkiem u.c.?

Rita: N€ un es arT Saubos, ka biis. Dziesmu svétkiem ir nauda. Tur tiek atvéleti loti lieli
naudas Iidzekli. Seit tomér cilveki vairak “iet” uz brivpratibu, uz entuziasmu.

Gita: Vai tika kaut ka atseviski organizeta komunikacija ar minoritatém?
Rita: Bija dienas ar dazadam grupam — ¢iganu, Baltkrievu, ukraigu u.c.
Gita: Kada bija attieksme no krievvalodigo medijiem?

Rita: Es siitiju visiem, neskirojot.
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Gita: Sutfjat visiem abas valodas?

Rita: N&. Bija kaut kas, kas bija abas, bija tikai latviski, bet parsvara uzsvars bija uz latviesu
valodu.

Gita: Vai bija kadas atsauksmes no krievallodigajiem? Kads bija vinu apmekl&jums, vai vini
vel labprat apmekl@s So pasakumu?

Rita: Nianse ir tada, ka pasakums notiek uz ielam, vienigais, ko var noverot ir tas, ko Tu pati
redzi un dzirdi. Tie, kuri staveja un klausijas, tiem patik, bet bija tadi, kuri gaja garam savas
ikdienas gaitas un kada ir vinu attieksme pret festivalu — man nav ne jausmas. Varbiit vinam ir
vienkarsi jasteidzas, varbiit vinam §is pasakums neinteresg. Seit to ir sarezgiti parskatit.

Gita: Kas bija tas, kas Jums pasai Skita, ka 2009. gada pasakuma marketinga izdevas, kas ne,
kas var€ja biit savadak?

Rita: Noteikti var€ja biit labaka ieksgja, trispuséja sadarbiba. Viennozimigi, ta sir bitiskakais
— ar cienu vienam pret otru. Kas izdevas — no loti minimaliem lidzekliem dabut tik maksimalu
rezultatu, ka atbrauca tik daudz makslinieku un grupu no dazadiem regioniem. Nemot véra
visus tos ierobezojumus un minimalos lidzeklus, kadi toreiz bija, tas darbs bija grandiozs. Tas
darbs, ko cilveki ieguldija festivala tapSana, tieSam bija loti, loti grandiozs. Ja tas biitu mana
vara, Siem cilvékiem butu visdzilakas pateicibas valstiska ltmeni. Tas, ko vini pacéla, tas bija
tik liels un tik plass pasakums. Tas lielais gandarijums to cilvéku acis — gan kas piedalijas,
gan kas klausijas, tas ir tads nenovertéjams gandarijjums un pievienota veértiba.
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Annex no.4

Interview with the public relations manager of festival Baltica 2012 and 2015 Inga Bika

Respondent: Inga Bika

Place of interview: Centre of National Culture of Latvia
The length of interviewl,5 hours

The date of interview: 5™ March

Gita:
Tatad es saprotu, ka jus iesaistijaties sakot ar 2012. gada festivalu?

Inga:
Ja, es un mana kolége Ingtlina, kas ir marketinga vaditaja, vina varbit tas lietas varétu labak
izstastit.

Gita:
Kadi jums materiali vispar ir pieejami?

Inga:
Ta Sobrid viena lieta, kur tu varétu ieskatities ir 2012 gada festivala majaslapa,
festivalbaltica.com, més neesam apmierinati ar rezultatu, bet tada vina mums tur atri sanaca.

Gita:
Vipa ir vienam gadam?

Inga:

Darbosies tas pats doméns, bet més Sobrid stradajam pie jaunas lapas, més ceram aprila otra
pusé atvért jauno lapu. Doméns tas pats, adrese ta pati. Méginasim to visu vésturisko un
kopgjo parcelt.

Gita:
Jums kaut kads prototips jaunajai majaslapai jau nav gadijuma gatavs vai apskatams?

Inga:

Mums ir centra majas lapa — Inkc.gov.lv un vinai ir veidotas vairakas satelita lapas. Viena
no tam ir satiecsavumeistaru.lv un Ziemelu un Baltijas valstu Dziesmu svétku majaslapa, tas
ir pasakuma satelitlapas, p&c tada principa vina top.

Gita:
Skelets principa tads pats?

Inga:
Loti, loti Iidzigs. Tik cik tur atSkiras dalibnieku informacija.

Gita:
Kad un ka jum ir tapis, pieméram, komunikaciju plans? Kura bridi tas iesaistijas iekseji, ko es

saprotu no Ditas ir ta, ka jus veidojat iepirkumu, t€mas izstradei.

Inga:
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Pasai festivala té€mai ir konkurss, un Sogad tur laikam gaja visadi, tur nederg&ja neviens no tiem
pieteikumiem un beigas tika aicinata Mara Melléna izstradat to t€mu un koncepciju un Sogad
téma ir “’Mantojums’’ 2012. gada bija “’cels’’ .

Gita:

Un taja gada arT tika konkurss rikots?

Inga:
Man $kiet, ka ja.

Gita:
Jo es atceros, ka ... stastfja, ka viena bridi nebija rikots konkurss, bet péc tam saka rikot
konkurssus.

Inga:

Tas noteikti ir japarjauta... Jo m&s vairak ar Ingu Ulinu pieslédzamies bridi, kad pasakums ir
gatavs un mums ir jadoma ka vinu talak iesainot.

Un darbs vispar pie komunikacijas un jebkadu planu izstrades sakas 2011. gada beigas, 2012.
gada sakuma, jo parasti ir ta ka iepriek$€ja gada notiek skates, kur tie dalibnieki tiek atlasiti
un tad tas festivals jau ir izveidojies un més sakam ar to stradat. Principa ta ir gada pirma puse
pirms festivala.

Viena no pirmajam lietam, ko darTjam, protams, mekl&jam festivala vizualo identitati.

Tas logo, Valda celma izstradatais ar burtiem.. nu tas ta ka ir visu laiku

Gita:
Tas fonts kas ir?

Inga:

Fonts ja un tas logo.

Bet festivalam katru reizi pavisam cita vizuala identitate un, protams, piesaistita tai t€mai.
2012. gada pirmo reizi notika tads eksperiments, ka mes lidzam Makslas akadémijas
studentus iesaistities, rekur, pieméram var apskatities vél kadas bija versijas un rezultata
mums uzvargja Sis cels, kas mums Joti patika, patiesiba loti lakonisks. Nebija tads viegls tas
process, tomer cilveki vel ir iesacgji taja joma, bet tas kaut ka mums sanaca loti veiksmigi.
Sogad més mazliet vél mokamies, jo mums arf bija tas pats stasts.

Gita:
Akadémiju uzrunajat?

Inga:

Ja, un viens puisis naca ar loti labu ideju par biz€m, mums galvenas tas vienojosais bils bize,
bet kaut ka tehniski vip$ netika [idz galam. M@s Sobrid mokamies, tad mums viena
maksliniece taisis un tad redzésim, kas mums sanaks.

Gita:
Ta ka fotografija vairak bils vai zZim&ums?

Inga:

Bija domata fotografija, ja.

Sis ir... vajadzgja gada beigas atri dziesmu gramatu pabeigt, jo jasak macities dziesmu
repertuars. Sadziedasanas dziesmu gramata ta ir. Vajadz€ja atri vaku, tapéc tepat zale
fotograféjam bizi.
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Inga:

Lai vismaz mums biitu jau tas paraditos vismaz uz ta vacina, bet tagad risinam So t€mu, bet
vispar ta doma, ka laut stradat jauniem cilvékiem un paskatities uz to festivalu, kas nu... nu
jasaka jau atklati tie dalibnieki ir jau lielakoties cilveki gados. Ir ]oti interesanti tie risinaju bez
tas bizes. Ir tadi... ja tev pasaka vardu mantojums tad tur ir piira 1ade un vél kaut kas uzreiz.
Tapéc més uz to bizi kaut ka ta pavilkamies.

Inga:
Talak, protams, top visi iesp&jamie drukas un web materiali.

Gita:

Vai taja procesa kura jus gan izlemjat gan saskanojat, tiek piesaistitas kadas citas agenttiras
vai arl jus divatd izcinat to cmu? Daudzos gadijumos paSvaldibas piesaista vél kadas
agentlras uz tadiem pasakumiem.

Inga:

NE, agentiiras mums $aja gadijuma... vizualos materialus mums taisija... Laura Lise ir
maksliniece. N& mums nekadas atseviskas.. tikai tik cik uz vizualiem materialiem. Visu
pargjo to né nu...

Gita:
Strat€giskais viss ir jlsu zina...

Inga:

Viss ir LNKC, folkloras biedriba, kas taja bridi bija, Sogad vairak tas viss ir vairak LNKC,
principa LNKC to visu ir parpemis, bet tad més to darijam ciesa saistiba ar Folkloras biedribu,
ar1 no vinu puses bija komunikacijas cilveki, ta ka tieSam to darijam ciesa sadarb& un Riga —
Rigas Domes Kultiiras parvalde.

Bet pats galvenais — tas smadzenes jiis? Vai ta ta nevar teikt?

Inga:
Sogad ja. Sogad es teiktu, ka ja, bet taja bridi bija.. tur bija ta loti...

Inga:
Jebkur§ lémums tika saskanots no visam pusém. Tas bija nedaudz apgriitinosi...

Gita:
Es tieSi domaju, ka jus tas atbildibas sadalijat?

Inga:

Ta ar1 bija... Viens nosiita maketu, septini &-pasta atbild. Ta tas bija, sapratam, ka tas formats
isti neder, Sobrid, Iidz ar to, vin$ ir mainijies. Galvenais rikotajs ir LNKC, Folkloras biedriba
nodarbojas vairak ar Rigas pasakumiem. Vérmanes darza akcents Sobrid vairak ir uz Latgali.
Ja, tas festivals ir sarezgiti visu laiku tapis, tap&c ir griiti tam visam izsekot. Bet es saku kaut
kadas organizatoriskas lietas vairak ar Gitu vajag runat. Mums tur tas ir tads darba process
1i1dz mums nonak.

Gita:
Bet arT jums tas sarezgt darbu un produktivitati?
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Inga:
Tas bija sarezgiti, ja.

Gita:
Un jus to arT rezultatos redzgjat? Tas atspogulojas kaut kada veida — §1 sarezgita struktiira?

Inga:

Es teiktu ka n€. Vienmer visu var gribéties laicigak. M&s loti ilgi mocTjamies ar to plakat, bet
tiri tapec, ka vipam vajag tadu zilu otram tadu zilu. Un tad liekas, ka tu ar tiem sikumiem
ikdiena tik loti nonemies, ka tas darba pirmais c€liens vargja sakties atrak, bet Sogad izskatas,
ka bus tas pats, jo ir ta kapacitate tada kada vinpa ir, bet es teiktu, ka tas vairak ietekmé to
ikdienas darbu un loti graiti atri reagét uz kaut ko, griti kaut ko atri mainit. Grati saprast, kurs
tad ir tas gala varda teicgjs. Es domaju, ka kopg&ja argja komunikacija no malas ta necieta.
DarTjam ko vargjam un liekas, ka izdarfjam pieklajigi.

Gita:
Sogad jiis esat 1éméji un daritaji, bet nu vienalga ir tas saskanosanas puses?

Inga:
Nu protams, bet ta ka LNKC ir uznémies to galveno lomu un tas...

Gita:
Inga man stastija, ka Sogad jiis vieni pasi pamata to darat...

Inga:

Protams ir kaut kadas lietas, kas tad ir griitak vai kadam nevari vienkarsi kaut ko atdot, gribas
paSam redzet un parbaudit, taja pasa laika zini, ko tu dari un par ko esi atbildigs. No otras
puses tas ir ta vienkarsak un ertak.

Gita:

Tad man bija svarigs jautajums, ko Més ar Ingu arl rundjam ir par mérka auditorijam ka
tadam. Vina man stastija, kas ir pilnigi normali, ka tas mérkauditorijas mainas ik pa laikam,
ka vipas atgriezas varbiit pie iepriekseja formata. Sakotn€ji tika domats par Baltiku
komunic@ts un mérkéts uz visiem cilvékiem, uz sabiedribu ka tadu, bet es saprotu, ka jus
aizvien vairak saSaurinat to loku un koncentr&jaties uz dalibniekiem un interesentiem. Ta
vismaz vina man grib&ja teikt, ka vina ta doma, ka tas ir tas, uz ko jiis visi ejat.

Inga:
Ta ka tiesi uz kaut kadiem cilvékiem, kas ir jau interesenti?

Gita:
Ja, kas ir potencialie interesenti, nevis jauni interesenti.

Inga:

Ja un n&. Es domaju, ka sava zina tas ta ar1 ir, jo biisim atklati, $adu produktu ir gratak pardot,
ka kaut ko no profesionalas makslas, miizikas vai tamlidzigi. Lidz ar to ir grutak to talak
nodot plasakam lokam, bet nu... Man visu laiku ir ta apzina, ka ir jacensas druscin vairak un
talak. Es nezinu vina ta tieSam ir parliecinata, ka tas ta ir lidz galam?

Inga:
Es saprotu, ka vina iet uz to kvalitati nevis kvantitati.
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Tas, ko m@s arT pagajusaja reiz€ izvertéSana runajam... Es par to kvalitati pilnigi piekritu, ar1
formu varbiit. Més ielikam lielo atklaSanas koncertu Splendid Palace, kas ir smuka zale. Bet
lidz galam nebija sajlta, ka tas ir pareizi, jo, lai dabtitu to autentisko sajiitu, tev vina ir jaieliek
tada vide, kur tas izskatas autentiski. To ir loti griiti uzlikt uz skatuves, tapéc novados vienmer
ir Dainu kalna ir pasakumi. Tur ir tada visorganiskaka sajiita.

Gita:
Kur jums Sogad planojas atklasana? Es nezinu kap&c man pirma doma ienak prata gaismas
pils.

Inga:

Viena lieta, ko m&s darfjam 202. gada bija bérnu un jaunieSu iesaistiSana, pieméram, bija
bérnu zim&jumu konkurss péc Baltikas. Vins saucas ‘’Mana Baltika’’ vai ka tur... tur bija loti
daudz to pieteikumu. Un tad vél uztaisijam animacijas filminas taddas koma ar... man liekas
Divas Annas tur bija un dailamatniecibas pamatskola. Tas bija ta miligi Tsteniba. Uztaisijam
vigiem ta ka pirmizradi... aa mums bija kino festivals Splandid Palace, kur radija... es tagad
to programmu vairs neatceros, bet nu tematiski par So dokumentalas filmas un pa vidu laida
tas bérnu filminas. Tas témas bija saistitas ar arzemju grupam, pieméram, vieni zimé&ja tur
teiku par to ka c€lusies deja Taratella tur ta, sava zina varbiit tam kaut kadu tadu akiti radija.
Tas protams nenozimé, ka vins tiek piesaistits.

Gita:
Bet tas tomér ir domats uz bérnu mérkauditoriju. Attiecigi aktivitate, kas ir uz viniem veérsta.
Tas bija 2012. gada pirmo reizi ta ja?

Inga:
Es neesmu drosa par to kinofestivalu, vai tas bija pirmo reizi, bet tas animacijas filminas gan,
manuprat, bija pirmo reizi.

Gita:
Kur ir iespgjams atrast informaciju par §Im animacijas filminam? Kaut kur interneta varétu
bt pieejamas?

Inga:
Vinas, man liekas, visas arf ir saliktas youtube.

Gita:

Jo manuprat tas ir tads nozimigs blakus produkts festivalam ka tadam vispar, kas attiecigi ir
uzrunajoss Siem b&rniem un potenciali var iespaidot vinus atceréties vai vismaz zinat So
festivalu.

Tas saistibas un kaut kadas asociacijas viniem jau saglabajas. Tas, ko es taisiSu p&tijuma laika
biis pavisam vienkarsi, klasiska aptauja. Es ceru saprast vispar to informétibu un cik daudz
cilvéku vai vini zina ko vigi zina un ka vini zina par festivalu. Jo patlaban es esmu runajusi ar
cilvékiem sev apkart, es nevaru teikt, ka vini visi uzreiz teiktu aaa... tas festivals.

Inga:
Mgs art nelolojam tadas ceribas...

Gita:

Es domaju, ka tas nav neiesp&jami, tas nebiit nav neiesp&jami, man ir interesanti So visu
izpetit, jo man jau skiet, ka tur ir potencials un visiem biitu jazina par So pasakumu vairak vai
mazak.
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Inga:

Viens no tadiem izaicinajumiem, ko mes Sogad saskatam ir tas, ka m&s pirmkart konkur&jam
pasi ar sevi sadaloties starp ziemel]valstu svétkiem un Baltiku un mums ir ar1 parasti Maijs,
Junijs ir laiks, kad mums parasti ir visi lielie koru pasakumi regionos un dejotaju pasakumi un
puteju pasakumi, un més vienkarsi visu laiku konkurg&jam pasi ar sevi.

Gita:
Ka ta situacija tada gadijas, ka tika saplanoti Sie divi pasakumi tik tuvu?

Inga:
Aaun vél ir skolénu svétki pa vidu...

Baltika notiek reizi trijos gados, tur més neko nevaram darit, nevaram pateikt LietuvieSiem
Igauniem, ka més tagad vienu gadu iepauzejam.

Skolénu svétki notiek reizi piecos gados, ziemelvalstu svétkiem ir apiets rinkis 1995. gada
notika pirmie svétki, kas notika Latvija Imanta Kokara Inicéti. P&c tam reizi divos gados vini
ir notikusi visas dalibvalstis un tagad vienkarsi ir pienakusi Latvijas karta.

Pieméram pagajusaja vasara mes bijam aizbraukusi... Bija Igaunija un Lietuva vienlaicigi
dziesmu svétki. Bija kolegi, kas métajas pa abam valstim, M&s ar ingu aizbraucam vismaz uz
Igauniju un redz&jam vél vienus ta nu normali. Ta nu ir tiem lielajiem svétkiem ir tie cikli,
kurus nevar 1sti... arT Baltika tradicionali notiek Jilija sakuma, Sogad bis Jilija tre$a nedélas
nogale. Varbiit viena zina liekas parsatinati.

Gita:

Es domaju, kas ta loti sarezgl jums komunikacijas zipa to pasakumu, ne tik loti cik
organizatoriska zina, man liekas, ka viniem pat varétu bt vieglak, ka viss ir iesilis... Isteniba
ja, m&s jau tur parpémam, piemeéram, Vermanes darzs skolénu svétkiem ir iekartots, més vinu
turpinam Baltika. Tas pat ir izdevigi jums nopardot tris pasakumus reizg...

Inga:
Skolénu svétki ir cits kantoris...

Gita:

Bet konceptuali tur saglabajas 1 kultiras nozime... Jums ir liels izaicinajums. Saja gadfjuma
jus stradajat pie ta, lai katrs no Siem pasakumiem gan vizuali gan idejiska zina butu vél
specigaks un vel atskirigaks vai jiis tomeér tematiski sasaistit tos?

Inga:

NE€, més neméginam sasaistit. Dziesmu svétki ir tas bridis, kad sanak visas tas nozares kopa
— dziesma, deja, folklora, lietiska maksla. Sobrid Ziemelvalstu svétki ir loti specifiski ar
visam Skandinavijas un Baltijas valstim. Tur ir druscin cits formats... ko més novérojam art
Igaunija — vini pieiet tam visam stipri vieglak, tas viss nav tada limeni, es nedomaju
kvalitates zina.

Visas Skandinavijas valstis, iznemot Daniju, uztaisija ziemel]valstu svétkus, nevis tapec, ka

nebilitu iesp&jas vai negribétos, bet vini to vienkarsi nesaprot tada formata ka mes, viniem tas
lickas ta jocigi ka vispar var sanakt tads kopkoris. Viniem nav tada sisttma ka mums
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atstradata. Tapéc tie Ziemelvalstu svétki ir cits formats, Baltika folkloristiem ir tas vinu
centralais notikums.

Isteniba neparklajas tas viss tik loti un netiek tas vilkts kopa, ta ka gribas akcentét katru pa
savam, katram ir sava specifika.

Gita:

Kas tiesi Baltikai ir tas ko jiis uzsveérat komunikacija un vispar planojot So komunikaciju, kas
Saja gadijuma bitu citadak, neka Ziemelvalstu festivalam vai kadam citam festivalam, ko jus
rikojat. Kas ir tie stirakmeni uz ko jiis akcentgjaties?

Inga:

Griti tagad biis salidzinat... Tas ka LNKC viena no galvenajam darbibas jomam un misijam ir
visa §1 kultiiras mantojuma saglabaSana un talak nodoSana. Tas isteniba ar1 visu izsaka sava
zina. Uzturét to visu dzivu. Tie nav tikai dziesmu svétki reizi piecos gados vai Baltika reizi
trijos, tapeéc mums visu laiku notiek pasakumi, lai tas viss ir dzivs un cilvéki it ka gatavojas
tam lielajam. Tas viss ir nepartraukts process un isteniba Es pat teiktu no manas puses pat
negrib&tu teikt ka centrs bet ka es, ka man ta sajiita, ka mums ir svariga ta sajuta noturet to
visu, lai tas nepaziid. Lai mantojums un izpratne par tam lietam nepazud.

Gita:
Vai jums ir sajita, tas ka folklora latvija un nemantiskais mantojums ir tada pozicija, ka vins
ir janotur vai jaattista? Uz kuras robezas vin$ vairak svarstas?

Inga:
Nu, nav ta, ka viss ir slikti...

Gita:
Tiesi ta, tapéc es domaju vai vin$ ir taja pozicija, kad var domat par tadu progresivaku
attistibu vai ir ta, ka ir bailes, ka popularitate un aktivitate samazinasies?

Inga:

Tas atkal biis no citas sferas... Pédgjos gados, ja mes pavérojam, kas notieck — visi jauni
LatvieSu dizaineri grib salikt kaut kur LatvieSu zimes. Cilveki taisa tetovéjumus ar LatvieSu
zimém. Ir visi tirdzigi un hipsteru pasakumi pilni ar atsaucém uz kaut kddam mantojuma
lietam. Ir jauna paaudze ar jaunu pasapzinu un kaut kadu Latviskuma apzinaSanos ne tada
forma, ka tas bija padomju laikos miisu vecakiem un vecvecakiem. Man liekas, ka tas ir kaut
ka nedaudz transforméjies. Es domaju, ka viss nav slikti. Varbiit uztraukties nedaudz par to,
ka ir kaut kadi Sie tradicijas nesgji, kas noveco. Ir visadi lietiskas makslas meistari. Mums ir
pasakums Satiec savu meistaru, kad Latvija kaut kadas 170 — 180 vietas vargja apgit visa
veida prasmes. Loti liela dala no §Tm meistarém, piméram, aud€jas vai kundzites, kas maca
adit cimdus ir stipri, stipri gados, varbit ir drusku japiedoma, lai ta jauna paaudze naktu.

Tas viss varbut ir saistits, sava zina, ar izceloSanu un stradasanu arzemés... Tur ir loti.... Ir jau
visadi petijumi par to tautas makslas situaciju Latvija. Tas ir tads loti plass jautajums.

Gita:

To sasaistot kopa, principa, varu runat par to vai jius varat ar baltiku ienakt Saja jaunaja
kustiba, kas ir hipsteriga vide ar zZimju elementiem dizaina, ta tie$am ir milziga kustiba, kas ir
ieskr&juies pamatigi. Vai jis redzat, ka potenciali Baltiku jis vairak korporet iekSa $aja visa.
Vai jiis esat domajusi kadus solus Saja izteikti modernaja vide un runat caur to?

Inga:
Labs jautajums. Tur ir tas pats, ko Gita teica, vai mes vispar gribam iziet arpus ta loka.
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Sobrid ir intensivas diskusijas vai mums vispar stradat socialajos tiklos ar Baltiku, jo més ta
sapratam, ka loti dala tas auditorijas nelieto internetu, bet varbiit tur jabiit arkartigi radoSiem
un arkartigi... Tur ir jadoma tieSam kaut ka tur...

Gita

Ka jums Skiet tas radoSums... Es pédgja laika daudz domaju un ari rakstot teoriju, kur es
apskatu kura vieta vispar folklora ir kultiiras industrija un vai kultiiras industrija ir §1 radosa
industrija un kura bridi tas parklajas un kura bridi tas ir viens un tas pats. Folklora vispar un §1
tradicionala kultiira ir Saja radoSo industriju bumba ieksa. Taja pasa bridi tur ir attiecigi visas
pargjas radosas nozares, kas ir gan reklama, gan televizija, radio, dizaina lietas, arhitektiira
utt. Taja pasa bridi ir sajita, ka folklora tiek nobidita ta nedaudz mala un teikts, ka tas jau ir
vecajiem.

Inga:
Ta sajtita joprojam tada ir.

Gita:
Un jis to ta arT izjutat, ka ir $ada attieksme?

Inga:

Es teiktu, ka ja. Taja pasa laika ir jau arT jauni cilvéki, kas ir ar to saslimusi un ir mazi bérni
un tas parasti notiek parmantojot. Biezi bérni folkloras kopinas ir no gimeném, kas jau to ir
darfjusi. Es nezinu, kas ir pie vainas, bet es domaju, ka loti smagi, gruti un I€ni, bet tas
mainisies. Busim reali ir jau kaut kadi aizspriedumi, ir neinformétiba, kas tos jaunakos
cilvekus attur.

Gita:

kada jums no organizatoriskas puses ir attieksme pret So izteikti radoSo un progresivo pieeju
Baltikas organiz€$ana? Ka jiis redz€tu to, ja kads naktu un teiktu taisam kaut ko pilnigi crazy,
bet es jums saku visiem patiks. Cik talu jiis esat gatavi iet Saja visa radoSaja arprata?

Inga:

Mes ar Ingu Olinu... Es saku Seit stradat kadu pusotru gadu pirms vinas un es ta kaut ka
sapratu spéles noteikumus — ka ir pierasts stradat ar auditorijam, jo mums jarékinas ari ar
auditorijam, kas tie$am lasa avizi un vakara skatas panoramu un viss. Tu vigu neka citadi
nesasniegsi, tapec jaizmanto loti tradicionalas metodes.

Inga atnaca ar loti svaigu elpu, jo vinai nebija pieredzes, manuprat, valsts iestadé arT ne
iestad€, kas nodarbojas tieSi ar tautas makslu. Tas bija loti svétigi. Vina ienaca ar tadam
idejam un man visu laiku bija tads... paga, paga mierigak Sito m&s nevaram, to mes nevaram,
bet tagad mes esam atradusi kaut kadu lidzsvaru.

Par to pasu bizes t€mu, ko m&s némamies... Tas puisis mums parada pirmas skices vienkarsi
tur mati vala... tur tas stasts par biz€m. Gita uzreiz mils nomierina un sak stastit kada ir matu
nozime — ko nozimé savakti mati vai nesavakti mati. Vina uzreiz doma caur to prizmu, ko
teiks tas nozares guru — cilvéki, kas to lietu zina Iidz saknei. No vienas puses tas ir labi, ka
visapkart ir eksperti katra nozar€ ar kuriem var konsulteties. Taja pasa laika ir ta saskarSanas
ar to |oti tradicionalo pieeju lietam. M@s parstavam valsti, m&s nevaram iet pret §SIm lietam. Ir
idejas vai lietas, kas neattistas vai tiek bremzetas, bet me&s to Iidzsvaru meklgjam un atrodam.
Es saprotu, ka ir ta valsts iestades politika, kurai tu, grozies ka gribi, un nevari tikt pari Iidz
galam un tie visi simboli, kas jau ir izsenis.

Inga:
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Bet es gribétu teikt, ka arT kaut kada valsts iestaja un vélme komunicét ar sabiedribu, pedgja
laika kluist arT tada modernaka un atvértaka. Tas viss arT ta ka iet uz labu. Ka mums bija cinas
par valsts vizualas identitates veidoSanu.

Gita:
Tie kubi?

Inga:

Ja, tie kubi. No sakuma visiem ir...kubi? kas tas tads vispar ir? Man arT no sakuma bija tada
pretestiba, bet valsts kanceleja siitija labus tadus piemérus un prezentaciju ka tas tagad viss
izskatisies un ka bija agrak. Tur bija visadi vajpratigi logo no visadam iestadém un tad mes
sapratam, ka ir lakoniski un smuki, katram ir savas krasas. Katrai ministrijai ir sava krasa un
pilnais gerbonis un zem katras ministrijas STm te iestadém ir mazais g€rbonitis un ta pati
krasa. Mums ir Latvijas magonu sarkanais. Viss ir loti lakoniski un vienkarsi. Vispar ar1 valsts
parvaldeé ir méginajumi runat ar cilvékiem citadi, tapec es saku nenotiek te mums kaut kada
cenziira vienkar$i ir jajit tas normas un auditorijas un jamekle tas balanss visu laiku. Nevaram
mes vajpratigas performances taisit.

Gita:
Par komunikacijas planu. Saprotu, ka jums tads tiek veidots.

Inga:
Sobrid vins vél ir tada loti drafta.

Gita:
Vai es varésSu lugt to 2012 gada planu? Tiri tikai ta lai pec tam var€tu apskatities ka tas
ekspektacijas sasniedzas ar rezultatiem.

Inga:
Mums bija gan image plakati gan ar programmu. Vides stendi bija visi tie lielie, man liekas,
ka bija kongresu nama siena.

Gita:
Ka jus izvertejat kur liekt, vai jums ir parastas vietas?

Inga:

Manuprat Riga Sito piedava. Manuprat ir ta ka ir kaut kada savstarpgja vienosanas ir. Vini
piedava to un to un mes sakam to un to. Vigiem ar1 gada plani ir cik ilgi kads baneris tur
karasies.

Gita:
Jums atseviSka samaksa par $o nebija?

Inga:
Manuprat ka nebija nu tikai tiri par raZoSanu.

Gita:
Sanak, ka vini piedava to, kas ir pasvaldibai pieejams, kuri ir pasvaldibas piedavatie stendi...

Inga:
Tad mums bija ar clearchanel sadarbiba.
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Gita:
Vini bija ka atbalstitaji?

Inga:
Vini bija ta ka atbalstitaji, man ir loti gruti runat par naudam un tam attiecibam, jo es neesmu
taja ieksa.

Gita:
Cipari man nav jazina.

Inga:

Ne.. es vienkar$i domaju kaut kadu attiecibu cik kurs§ ko... to man ir griiti pateikt. Ja vini bija
sadarbibas partneri lidz ar to naca preti.

Vizualais téls, vietu dalibnieku atslégvardi, tas bija tads imidza plakats ar tur pienemsim viesi
no Baltkrievijas...

Kinofestivala afisa... ja trisskaldnitis viena bija imidzs otra atslegvardi...

Gita:
Un tas ir tas kino, kur tie bérni starpa gaja...

Inga:
Ja, ja...
Gita:

Un $ie parastie plakati...

Inga:
Parastie plakati bija tur, kur visi Rigas plakatu stendi, kur ir entie plakati viens p&c otra. Un
protams nesam visur kur vien varéja aiznest.

Gita:
Parka... interesanta izvéle...

Inga:
Tas bija tapec, ka tur bija kaut kada norise. Preses izdevumi ar1 Sie visi mums bija. Ja ar
Dienu mums bija sadarbiba. Diena mums taistja tadu ka ielikniti avizé ar programmu kaut

kadiem tur cilvéku ievadvardiem. Tads mums vél bija sadarbiba ar Dienu.

... dro8vien bija sakara ar be€rnu programmu vai ar tam filmigam...
Ja varétu but.

Nu ja rekur ir specializlaidums 33 tiikstoSi. Manuprat ka vini lika arT avizé + mums vél bija
papildus ta tiraza, kuru més pasi izdalijjam.

Tv reklama... nu te ir visi reklamas laiki.

Gita:
Ja, man biitu loti interesanti papétit So visu.

Inga:
Ta... Latvijas radio bet tas jau viss ir
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Gita:
Nu tas ir bezmaksas...

Inga:
Interneta portalos banneri protams ir ta ka sadarbiba...

Gita:

Pilséta24 tas ir paSvaldibas? Tas ir valsts? Kam vin$ pieder? Jo es zinu, ka es tu lieku ieksa,
kad man galigi nav aizgajusi relize.

Ceru, ka es varésu dabut ko sadu par devito un sesto gadu.

Inga:
Nezinu vai tu varési...

Sis ir visparastakais médiju monitorings, bet dro$vien skringoti ir kaut kur citur, jo tas bija
baigi smagi, to nevargja izdrukat.

Tas ir laika posms, es saprotu — jau septembris.
Pirmas zinas ir par skatém, ka sakas skates. Tas ]oti atri beidzas.

Tad vél izveidoja to ricibas komiteju visi droSibas dienesti, paSvaldibas un ta. Tad par to bija
pirmas zinas. Tad aktiva komunikacija sakas tikai Jiinija.
Padsmitajos Junijos bija preses konference.

Gita:
Ka jums ar mediju aktivitati bija?

Inga:
Es teiktu, ka bija loti labi.

Gita:
Kur jums notika preses konference?

Inga:
Birojnica. Togad uz to birojnicu .

Gita:
Vina jau sevi diezgan izsmélusi.

Inga:
Ta centrali érti viss tur ir uz vietas.

Gita:
Jums tur Sogad ar1 bus?

Inga:

Ng, né... Vel neesam domajusi kur biis. Tas lidz §im ir bijis loti &rti, bet varbuit ka mekleésim
ko citu. M@s pieméram nakamned€] atklasim vienu gramatinu, tadu jostu gramatu. Loti
vertigs materials. Pirmais visiem bija Birojnica. Taisisim Rija, sarunajam ar Riju.

Gita:
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Es tur esmu bijusi tikai kad tur pilns ar mantam un vienmeér bail kaut ko saplést.

Inga:
Vini izbrivésot mums laukuminu.

Gita:
Vini par brivu piekrita darit?

Inga:
Ja, ]oti naca preti. Biis smuka vide, smukas bildes.

Ja...Mums birojnica bija. Piedalijas LNKC vadiba, kultiiras ministre ta briza Zanete Jaunzeme
Grende, Folkloras biedriba.

Gita:
Kas bija tas kas uzrunaja medijus visvairak. Pats pasakums vai Grende?

Inga:

NEg, 1steniba man bija tada sajiita, ka bija interese un katra zina bija ko darit pec tam. Protams
kas tur ko tur uzrakstija. Kas kuram vairak interes€. Uz pasu pasakuma laiku viss loti labi
aizgaja. Taja bridi nebija tada parsatinajuma ar citam lietam. Vienmer jau gribas vairak.

Gita:
Ar1 mediji bija aktivaki tris gadus atpakal. Cik man pieredze vini pasaka — atsttiet relizi.
Jums doming, es skatos, Apollo un diena. Apollo arT jums bija kaut kads atbalstitajs?

Inga:
Tas ari bija tiri tikai banersi un informativi.

Gita:
Tas ir fantastiski, ka jums ir monitorings, jo es baidijos, ka nebs, tad man biitu pasai tas viss
jadara. Es pielauju, ka par 2006. un 2009. gadu man iesp&jams pasai biis jarokas taja visa.

Ka jums ir ar preses relizém. Cik jiis vispar aizravaties ar preses relizu sttiSanu. Es biSkin
iemetu aci Leta paskatijos arhiva, man liekas, ka nebija parak daudz.

Inga:

Man liekas, ka nevajag parcensties ar to formatu. Viss jau aizvien vairak ir uz to konkréto
sabiedribu ar konkrétu mediju ar konkrétu Zurnalistu sadarbibu. Naca festivals tuvak tad mes
to intensitati palielinajam. M@s stastijam ne tikai par pasu festivalu, bet ar1 par atseviskiem.
Atseviski par kinofestivalu, par bérnu filminam, par nosléguma dienu. Mums vél Riga bija
koka govis, tad par govim vél bija stasts.

Gita:
Jums bija kadi 1pasSie viesi no arzemém vai kaut kas tads, kas piesaistija vairak médiju
uzmanibu? Kadi viesi kurus jis mérktiecigi komunicgjat?

Inga:
Mums bija UNESCO parstavji...

Gita:
Es domaju vairak no muzikiem.
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Inga:

Mums bija arzemju grupas, kas parasti ir interesanti... Loti koloriti itali bija. Sogad més ilgi
cinjjamies kamér dabiijam Ukrainu grupu. Neviens vinus taja gala neatbalsta. Protams viniem
par savu naudinu ir jaatbrauc.

Inga:

Es teiktu, ka tas nav ar mérki piesaistit médiju uzmanibu. Tas ir starptautiskais folkloras
festivals. Kura bez Baltijas valstim gribas paradit kaiminvalstis, talakas valstis. Tas ir vairak
saturiski.

Gita:
Merktiecigi arT netiek neviens aicinats, lai pieverstu uzmanibu?

Inga:

Lai padaritu saturigaku un interesantaku pasakumu, bet ta lai pieverstu uzmanibu medijiem es
nezinu... N&, N&. Es domaju, ka tas nav pamatmérkis. Tas ir labi, ja tas izdodas un tas kadu
uzruna, bet es domaju, ka né€. Bet 1steniba par to varbiit jadoma. Jo tiesi tas arvalstu grupas tas
ar1... Tur ir baigas pérles. Liekas, ka tu neko tadu, starp citu, neredz&tu un tagad tev to noliek
prieksa.

Gita:

Es atceros, ka tas bija tas, kas 1steniba pavilka tos pasaules koru karus, ka bija tie super citadie
aziati ar vigu kultiiru, zinot aziatus vini loti lepojas ar savu kultiru un ar milzigu prieku to
visu parada. Un es atceros bija daudz zinas par to, ka Singaptras koris tads un tads bija tur un
tur. Vini ta pat tur biitu braukusi, bet tas patika medijiem.

Es grib&ju pajautat par regioniem, jo es saprotu, ka regioni spélé milzigu lomu Baltika. It Tpasi
Sogad Latgale. Un ka notiek jums §1 komunikacija regionos, ka jiis tiesi atseviski tur stradajat?

Inga:

Katra regiona ir savs kultliras darbu vaditajs un ari ar novada domém un kultlras centriem.
Viena varbiit tas ir direktors, PR cilvéks un tas viss viena, un ir vietas, kur tas ir atsevisks
cilvéks ar ko stradat. Bet vini loti labprat un aktivi rosas paSi. Man ari, protams, ir sava
regionu mediju liste un personas kada regiona, protams lieku ari akcentu uz tas vietas
medijiem. Parasti jau visi pasakumi notiek sadarbiba konkréti ar kadu pasvaldibu vai kadu
pasvaldibas kultiiras iestadi. Regionu mediju parklajums strada.

Gita:
Jis uz to atseviski nestradajat, bet vini pasi savas pilsétas novados uz to strada. Vai tas tiek
kaut ka parraudzits?

Inga:

Tas netiek gluzi parraudzits. Més parasti vienojamies, ka tada... Ar nacionalajiem, lielajiem
médijiem mes varbiit intensivak stradajam. Protams visas preses relizes, visi materiali aiziet
ar1 uz regioniem no miisu puses. Lidz ko ir runa par kaut kadu konkr&tu sadarbibu ar vienu
mediju regiona, tas parasti notiek uz vietam. Vini nu... Protams arT m&s to daram, bet es teiktu
akcents ir pasiem regioniem.

Gita:
Par tiem socialajiem tikliem varam parunat.
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Patlaban neviens socialais tikls...

Inga:
Mums bija Draugiem.lv. M&s to profilu uztaisijam loti vélu.

Gita:
No ta bija jega?

Inga:

Nebija. Vispar nebija. Es teikSu atklati. Atri uztaisTjam, metam atri kaut ko iek3a tur taja
arprata. Nebija isti laika par to ta kartigi padomat. Tad kaut ka likas, ka tam nav jégas. M@s ar1
ar Gitu par to runajam, Ingai v€ljorojam nav parlieciba, ka mums vajadzetu tam baigi
pieveérsties. M@s driz vienosimies ka més to darisim. Dziesmu svetki aiziet socialajos tiklos.
Lai to visu iekustinatu, protams, palidzgja agentiira. Bet Baltikai nu... Es nedomaju, ka
Baltika ta ar ar agenttiru aizietu. No otras puses tur ir kaut kas jaiekustina. Mums vienkarsi ir
ta, ka mums ir centram socialie tikli, dziesmu svetkiem socialie tikli. Tur visur konti mums ir
entie, me&s to vien daram ka apkalpojam socialo tiklu kontus. Mums liekas uztaisit vél vienu
Baltikas... M@s ta ka sadalam to auditoriju. Varbiit mums tas caur centra kontu tas jadara vai
caur dziesmu svétkiem, kas tomer nu... més méginam visu laiku stastit dziesmu svétku
auditorijai, ka tas nav tikai viens pasakums, ka visus $os gadus mes esam viss §is mantojums
un varbit, ka tur ir Baltika jaliek apak$a. Mums vienkarsi bail, ka nebis tas atdeves, ka varbit
tas ir lieki. Bet tad atkal ir doma iesaistit kaut kadus papildspekus, kas labprat ar to vienkarsi
nodarbotos un meés tikai padodam informaciju un vini to smuki saliek, bet neesam v&l
izlemusi.

Gita:
Par to domats tiek?

Inga:
Protams, pat to nevar nedomat.

Gita:
Un tada lieta ka twitters un Instagrams?

Inga:

Par Instagram man vislielakas Saubas Sobrid. Twiter1 varbit pat varétu.

Atdzivinat draugus un iedarbinat Facebook. Twiters vairak.. es pat nezinu.

Kaut gan 1steniba, kad mé&s sakam visus tos kontus vert vala Dziesmu svétkeim, man tas,
pat tur loti erti un labi tur stradat. Izradas ir ar1 folkloras kopas, kam ir twiteris.

Kada tev, pieméram, ir sajiita?

Gita:

Es domaju man ir sajita.. Es loti daudz uzturos socialajos tiklos it 1pasi facebook un ja tur
kaut kas nav tad ir gandriz ta, ka tas neeksisté. Un diemzel aizvien biezak cilveékiem ir $ada
sajuta. Protams, nevajag visur biit tapéc, ka ta dara visi. Tam apaksa jabut kadam strat€giskam
planojumam, kada no ta ir pievienota vértiba. Bet es domaju, ka instagram konts biitu tikai
forss, godigi sakot.

Draugiem.lv $aja gadijuma ir loti labs, jo draugiem.lv ir regioni, ja tur iegulditu laiku, naudu,
visus resursus — aizietu!

Inga:
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Ir arT biskin ta auditorija gados vecaka, ko mes nekad nesasniegsim Instagrama un ari
Facebook dalgji.

Gita:

Facebook auditorija ir loti diversificéta. Vinai ir liela amplitiida, bet ta ir ta moderna liela
amplitida. Draugiem.lv ir ta veca liela amplitida. Instagrams man liekas labs, jo Instagramam
zelta nakotne spid un jau ir. TieSi tapéc, ka tur ir vizuala komunikacija — tas ir tikai bildes.
Manuprat Baltikai, kas ir tik vizuali baudams pasakums tiesi ta butu ta vieta, kur, ja otra pusé
bitu cilveks, kuram ir laba gaume un izjiita, manuprat tas uzrunatu moderno auditoriju, kas
uzturas instagrama loti daudz. Smuka bildite... tantes dejo... filtrins — izskatas vienkarsi forsi.
Latviskais, tradicionalais, burtiski caur modernu skatienu.

Inga:
Tapéc mes domajam ka to facebook varbiit vajag un varbiit vajag divas valodas. Tomer tur ir
baltijas valstis.

Gita:
Bet es saprotu no Ingas, kad notiek Baltika kada no valstim, par&jo divu valstu iesaiste ir tikai
simboliska.

Inga:
Ja, atstitit dazas grupas un kaut kada vaida vél atradities.

Gita:
Tiesi tapec vai ir jéga to anglisko tekstu v@idot? Es drizak domaju...Grib&ju ar1 vaicat vai jus
stradajat art caur Live Riga arT stradajat ar Baltikas popularizéSanu Eiropa turisma?

Inga:
Tada plasa Iimeni n€. Mums ir vairak informacijas aprite uz vietas.

Gita:
Kalendara vini jiis vismaz ieliek..

Inga:
Ja, ja, tajos visos més esam. Ta ka kaut kadas 1pasas atseviSkas aktivitates né.

Gita:
Tads merktiecigs kultiiras turisms nenotiek?

Inga:
Isti né. Dziesmu svétkos, savukart, ta ka neko nedarot netiec no ta kultiiras turisma vala.

Gita::
Ka jiis izmantojat to UNESCO atzinumu par Baltiku? UNESCO esot

Inga:

Starptautiksa folkloras festivala organizacija vini ta ka esot saistiti ar UNESCO. Tas ir
vairak... M@s to pieminam ir ta zimite visur. Man ka komunikacijai es taiktu tas neko daudz
nedod. Tas varbiit rada kaut kadu droSibas sajiitu tiem dalibniekiem. Kaut kadu kvalitates
Zimi, tiem, kas zin, ko tas nozimg.
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Annex no.5

Interview with organizer of folklore festival Baltica 2012 and 2015

Respondent: Gita Lancere

Place of interview: Centre of National Culture of Latvia
The length of interview: 1 hour

The date of interview: 25™ February

Gita Deniskane (G.D.)

Kada vispar ir festivala misija un uzdevums?

Gita Lancere (G.L.)

Festivala misija ir autentiskas, neatdarinatas folkloras, tradicionalas kultiras demonstréjums.
Jo festivals pec bitibas ir, ka tu paradi kaut ko, kas tev ir. No otras puses tas ir pasiem
iesaistitajiem, vinu iesp&ja sanakt kopa, sajusties ka kopumam, jo ta ir tikai viena funkcija, jo
tada gadijuma vin$ paliek ka Sauras niSas pasakums un més neko nedemonstréjam. Saja
gadijuma festivals tome@r ir nozares iespgja sevi apliecinat, apliecinat savas vértibas. Tiesi
tapéc mes arT méginam paradit tradicionalo kultiru visos aspektos. Ta ir miizika, deja, lietiska
maksla, stastnieciba jau spécigi pédejos divos festivalos ir ienakusi. Paradit visus aspektus un
nodemonstrét nozares sasniegumus, $1 briza Iimeni — ta butu vispargji ta misija. Un otra ir
pasai nozarei iesp&ja sanakt kopa un sajusties ka kopibai.

G.D.

Kas ir ta auditorija, kurai jis So véstijumu vélaties nodot? Vai ta ir visa Latvijas sabiedriba,
arT turisti, visi garamgajéji bez konkrétas mérkauditorijas vai ta ir tada selektiva grupa, kuru
jiis censSaties uzrunat?

G.L.

Es domaju, ka festivala sakuma, noteikti divas treSdalas pastavésanas laika, festivala
uzdevums bija uzrunat visu sabiedribu. Paradit tieSi tradicionalas kultiiras atSkiribu no
akadeémiskas makslas vai citam jomam, paradit ka ta ir sinkrétiska maksla, ka jebkur§ tur var
tur piedalities, ka tas ir tas, kas ir tiesSi tavs — LatgalieSa, Kurzemnieka. Lidz ar to tas bija ta
ka vairak uzrunat visu sabiedribu. Un man Skiet, ka laika gaita §1 mérkauditorija tomer
diversificgjas. M€s méginam uzrunat Saurakas nisas, jo folkloras sp&ks, Tsteniba, ir tieSi si
komunikacija loti tuvu, loti tiesi. Folklora tikko tiek uzlikta uz skatuves vina daudz zaude.
Vinai jaliek klat rezija, gaismas vina klust par skatuves makslu. Protams tur paradas art kaut
kadi citi elementi, kas ir folklorai loti spilgti, bet vina zaude savu bitibu — to iesp&ju uzrunat
tieSa komunikacija, iesaistit rotala vai izstastit stastu aci pret aci vai teiksim b&rniem piedavat
tiesi bérnu folkloru, tapéc mes jau tagad otro varbiit pat treso festivalu méginam iet konkrétas
mérkauditorijas celu. Rikojot pasakumu izt€lojamies jau kas ir ta mérkauditorija. M@s loti
esam Sobrid izpletusSies pa visu Latviju, lai piem&ram festivals aizbrauc uz Talsiem. Tur
notiek kaut kada Sauraka apjoma... atkal ta ir iesp&ja tas konkrétas vietas cilvékus uzrunat.
Protams paliek dazas vietas ar1 ta liela koncertforma, jo ta savukart ir ta, kas nepiecieSama
masu medijiem, lai tu sevi apliecinatu, ka tev japieveérS uzmaniba. Televizija tik viegli
neatbrauks uz kaut kadu mazu niSu pasakumu, lai gan iesp&jams tur ir tas lielas perles un
interesantak. Viniem ir svarigi, lai tur piedalas tiikstosi, lai tas ir grandiozi, tape&c mes drosi
tos lielos pasakumus paturam.

Aptuveni sanak pedgjie tris festivali tie tiek vairak komunic€ts u uzrunata tieSi Sauraka
auditorija.

Es domaju, ka ta Sobrid ir tendence. Nevis ta ka tajos tris ta ir noticis, bet arvien vairak.

Es domaju, ka ta ir vispar Sobrid sabiedribas tendence, ka cilvéki mekle kaut ko, kas uzruna
vigu tieSi. Arl reklama uz to diezgan daudz strada un ari tadi pasakumi, kur tiek uzrunata
konkréta mérkauditorija, vini tiek labi apmekl&ti.

G.D.

106



Attiecigi, kas ir iesaistit $aja festivala organizéSana?

G.L.

Festivals jau no pasa sakuma bija ka valsts rikots festivals. Tas bija Tautas Makslas centrs,
tas, kur§ tagad ir S$is Nacionalais Kultiiras centrs. Péc tam krizes apstaklos tas bija krizes
apstaklos, kad bija loti mazs finans€jums, mainijas centra vadiba, kas vienkarsi nobijas Saja
bridi un atdeva festivala organizéSanu Latvijas Folkloras biedribai. Andris Seit stradaja tai
bridi. Andris Seit stradaja [idz 2008. gada rudenim. Vinu atlaida... Tur bija kaut kadi iemesli
ne ta gramatvedibas, ne ta kaut kadi tadi. Andris nodibinaja Latvijas Folkloras biedribu it ka
ar mérki, lai pasargatu festivalu Baltica. Ta ka tas sauklis bija, ka Baltica ir apdraudéta, ka
valsts vinu negrib@s vairs organizeét. Nodibinajas Latvijas Folkloras biedriba, es domaju, ka
taja pasa 2008. gada rudeni tas notika. Vinu atlaida Juris Karlsons, tiesi vins tikko bija atnacis
ka direktors, vins$ atkal uzaicinaja mani es saku 2009. gada februari stradat. Tad bija kaut kads
finans€jums centram tam bija ieplanots. Karlsons pateica, ja Andris to ir iesacis, tad mes
biedribai to naudu arT atdodam. Principa tika deligéts NVO tai bridi. Protams, ka centrs... m&s
jau neatteicamies no valstiskas atbildibas. Mé&s darfjam kaut kadas savas lietas. Mges
organizgjam laikam novadu dienu un drukas darbus, iespieddarbus. Tur beigu beigas bija
trispusjas sadarbibas ligums, tapec, ka treSo dalu deva vél Rigas dome, tad tas bija
pasvaldibas, valsts un NVO sadarbibas ligums. Vienmer viena puse ir patiesiba tas ir valsts un
pasvaldibu atbalstits un organizets. PaSvaldibas apmaksa transportu, savu grupu dzivoSanu, to
nekad nedrikst par zemu novértét isteniba ta ir milziga nauda, ko pasvaldibas iegulda. Saja
gadijuma, ja mums ir novadu pasakumi, katra ta paSvaldiba tur visu dara un iegulda savu
naudu 2012. gada bija ta pati formula tikai valsts sev atkal panéma atpakal tas funkcijas,
Kulttras ministrija iedeva véel klat naudu. Palika tas pats trispusigais sadarbibas ligums, bet
mums gajis diezgan sarezgiti. Beigu beigas més Sogad nolémam, ka centrs ir galvenais
atbildigais un tad paliek ta, ka centrs ir rikotajs, bet sabiedriba ar... Pasvaldibam ar1 ar
folkloras biedribu bet nak ari citi NVO ieksa, mums ir tradicionalas kultiiras biedriba Aprika,
kas uzvargja ar1 koncepcijas konkursa. Ta ka ta formula saglabajas — valsts sadarbiba ar...
G.D.

Un kadas Eiropas finans€jums?

G.L.

Ng, tadu més nemekl&jam. Eiropai ar1 isti nederam, jo Eiropas projekti gandriz vienmér ir
kaut kadi sadarbibas projekti. Seit iznak tikai Latvija, Igaunija, Lietuva. Tas reti kura
konkursa varétu iet cauri.

G.D.

Ka Igaunija ar Lietuvu iesaistas? Tikai ar kaut kadu atseviSku dalibu?

G.L.

Vini stta grupu. M@s parasti rikojam kaut kadu vienu vai divas tikSanas pirms katra festivala.
Ta més braucam uz Vilgu pirms Lietuvas festivala, tad ar1 par Latvijas festivalu runasim. Bet
tas ir vairak tikai tadas apsprieSanas — ka jiis, ka mes. Tada reala sadarbiba vairak nav.

G.D.

Jus teicat, ka Aprika uzvar€ja koncepcijas konkursa. Attiecigi tas process notiek tads, ka jis
izsludinat konkursu..

G.L.

Ja, bet tas bija tikai pirmo reizi. M@s pirmo reizi sludinajam festivala koncepciju konkursu.
G.D.

Bet ieprieks ka tas bija noticis?

G.L.

Organizetaju makslinieciska grupa izstradaja pati.

Seit tomér jaiet tas demokratiskais cel$ un japiedava. Nebija tik vienkar$i no sakuma més
izsludinajam un tad tas pirmais konkurss bija bez rezultatiem. Tas nebija koncepcijas, vardu
tieSaja nozimé, tie bija vairak kaut kadi ideju uzmetumi. Tad ta ka no ta visa Skita
perspektivakais tas Aprikas variants, tad més piedavajam Marai Mellénai vienkarsi rakstit.
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G.D.

Kas tagad ir mantojums...

G.L.

Vispirms tika atlasita téma, kas ar1 bija tads ka mazais konkursin$ vienkarsi, ka sitija un péc
tam tad notika balsoSana, tad m&s izv€lgjamies to mantojumam un balstoties uz mantojumu
mé&s sludinam festivala koncepciju.

G.D.

Vai attiecigi péc §1 veida ka tika atrasta koncepcija, vai jlitamas izmainas atskiriba no citiem
gadiem. Vai Sis demokratiskais cel$ ir novedis pie labaka rezultata?

G.L.

Man liekas, ka labums no tada cela ir tads, ka cilveki jutas nedaudz atbildigaki, jo arf tie kas
rakstija, bet nevinngja mes... pieméram Inesei Rozei uzticgjam C&su dienas rikoSanu, Ilgai
Kipsnei — Dobeles. Tie ir cilveki, kur tu redzi, ka ir potencials, ka vins ir sp&jigs domat tada
plasaka organizatoriska art un tad tu vinam vari konkréti jau darbu uzticét.

Péc tam notika Rigas koncertu koncepciju konkurss. To izsludinaja Latvijas Folkloras
biedriba, jo viniem ir Rigas naudina, jo ar Rigu ir savs sadarbibas ligums. Vini atkal piesaistot
mis, protams, ka organizatorus vini izsludinaja So Rigas koncertu, ja tu iesniedz koncepciju,
tad tu automatiski paraksties, ka tu vinu realizé p&c tam.

Man liekas, ka tas ir loti labs cels, ka vins$ ir jaturpina uz priekSu, vins$ ir grits, tev noteikti ir
vieglak ir pateikt uzraksti lidz tam un tam, nevis gaidit rezultatus un tad vini ta ka ir vai nav,
varbiit nav ta ka tu gribi, bet man liekas, ka tas ir vajadzigs.

G.D.

Visus konkursus jus uzraugat?

G.L.

Ne Rigas koncepciju konkursu uzrauga biedriba. M&s uzraugam procesu no augsas. Tapéc, ka
meés esam pateikusi, ka esam rikotaji un pie centra ir nozaru padomes un katra nozaru padomée
ir dazadi parstavji. Mums ir folkloras biedribas parstavji, mums ir Aprikas parstavji, gan
novadu parstavis, tad vini automatiski ir §T makslinieciska grupa, kas tad péc tam arT atbild par
visu un pie kuras nak atskaitities par visu.

G.D.

Un vai ir kads plans péc kura jiis vadieties katru gadu vai arf tiek izstradats plans no jauna vai
ir jau kada shema?

G.L.

Ir Baltikai sava shéma.

G.D.

Ta ir tikai Latvijai vai Baltijai visai?

G.L.

Principa visa Baltija. Vairak vai mazak, jo LietuvieSiem Baltika sapluida dalgji ar dziesmu
svetkiem, 11dz ar to vini dabtija mainit to kartibu, bet nu dazi pamatprincipi ir. Viens ir uzsvert
to Baltijas dimensiju — iesp€ja paradit Baltijas kopibu. Visvieglak to taisit pirmaja vakara
attiecigi citas arvalstu grupas vai nu tur iedalas ka skatitaji vai nav pat vél iebraukusi, bet tas
ir Baltijas vakars. P&c tam jau atkariba ka tev taja valsti, jo pieméram Igaupiem gandriz
vienme@r sakas regiona un tad vini noslédz Tallina. M&s esam izm&ginajusi visadi, bet péc
pieredzes més esam sapratusi, ka sestdiena, svétdiena Riga ir loti tukSa un cilvéki vienkarsi
brauc prom, tapéc mums ir otrs — mes sakam Riga un p&c tam taisam regionu dienas. Un
viena diena péc tradicijas jau ir Turaida, vienkarsi tapéc, ka ta ir loti laba vieta tur ir dainu
kalns un vienkarsi vina ir arkartigi pateiciga. Lidz ar to Turaidas diena mums jau arf tradicija.
G.D.

Tad 8is modelis jums jau ir daudzus gadus?

G.L.

Ja, vip§ tiek mainits ik pa laikam uz priekSu vai atpakal. Vienu gadu mes noskatijamies no
LietuvieSiem, ka sak ceturtdien, piektdien, sestdien, svétdien un vél pirmdien ir novadu diena,
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bet més tomer no vinas atteicamies tad drusku ta pirmdiena bija piekabinata nu ar domu, lai
maksimali daudz dalibnieki tiek sestdien, svétdien, jo ta ir, ka cilvéki nevar visas piecas
dienas atlauties. Ta, ka tie noteikti tiek mainiti ik pa laikam.

G.D.

Bet ir tads viens pie kura pieturéties?

G.L.

Ja ir tads viens, pagaidam, diezgan idealais atrasts.

Vél ir péc tradicijas, ka ir Riga un viens Latvijas novads, kas ir centralais. Sogad pienaca
karta Latgalei, ieprieks€ja bija Vidzeme. Tatad — Riga un...

Tad Sogad ta Rézekne un Sogad ir tas, ka esam panemusi plasi visu Latviju, lai ir ta viena
diena, kur notiek Kurzemé, Zemgalg, Vidzemé, Latgale. Latgale pat laikam taja diena nav, jo
Latgale ir beigas.

G.D.

Vai informaciju par Siem planiem man biitu iesp&jams dabiit?

G.L.

Sis norises?

G.D.

Norise un smalkak vel. Jo man ir ta, ka es planoju iet cauri dazadiem $ada tipa dokumentiem,
gan norisei visai, gan ari kas vispar ir apstiprinats kads darbibas plans vai kaut kas tads, cik
daudz, piem&ram, no jums varu prasit.

G.L.

Gita tikai juis man uzrakstisiet pa punktiniem — jums vajag to, to, to, es atbildot pielikSu klat
to, ko vajag. Protams, ka tie darbibas plani tiek staditi. Bez ta jau isti nevar stradat, protams,
ka p&c tam ir atkapes 17 reizes, bet no sakuma vins tiek uzlikts. Taja un taja bridi piesledzas
komunikacija, taja bridi dari to, taja to.

G.D.

Ja, man arT interes€ tada detalas, kura bridi pieslédzas tiesi komunikacija, jo nu tas ir tas pats
butiskakais, bet ar1 Joti svarigi butu saprast un iziet cauri, ka notiek kaut kadi organizacijas
procesi, kas jums biitu laika plans pieméram vai kaut kas tads tiri tikai, lai es var€tu saprast ka
tas notiek. Jo es pati tadus ar sastadu un zinu, tapéc man ari ir interesanti redzet ka notiek
Sada pasakuma planosSana un organizéSana.

Tad par koordinéSanu man ir ta ka skaidrs, tad jus esat arf tie kas sastada planu, pieme&ram par
o gadu, runajot par laika planu, kur ir ar visiem terminiem...

G.L.

To sastada LNKC...

G.D.

Man bija jautajums par UNESCO. Kadu lomu vini sp€l¢ tiesi Baltikas festivala. Vai vini ir
tikai ka iedevusi jums to statusu.

G.L.

Tas pat nav UNESCO, kas ir iedevis to statusu... tas ir tas CIOFF. Un tas ir NVO, kas ir
Starptautiska Festivalu padome, kas ir akrediteta pie UNESCO, bet pie UNESCO ir
akreditetas simtiem Sadas NVO, bet no CIOFF ir speks tas, ka viniem ir savi likumi, savas
regulas, teiksim, ja tu esi atzits par CIOFF festivalu tas nozimé, ka tu maksa dalibniekiem to
un to, ka tu nodrosini to un to. Ta ir druscin ta ka zalas karotites zimite. Teiksim tada grupa,
kas ir no Meksikas vai no kurienes vini paskatas ka ta ir CIOFF zimite un var justies
daudzmaz droSi. Jo daudzi festivali darbojas vienkarSi ka kultiiras turisms, kur tu maksa
dalibas maksu un piedalies, bet nezini, ko tu tur preti ka dalibnieks dabusi. CIOFF skaidri zini
tev apmaksas to un to, tev nav jamaksa dalibas maksa, tev biis idens un ta talak. Tas ir tas
CIOFF statuss.

G.D.

Un par tiem tdristiem ieminoties. Vai jiis stradajat arl uz tdristiem, uz starptautisko
komunikaciju?
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G.L.

Uz starptautisku Tpasu meitenes nestrada, tas ir vairak caur tdirisma agentiiram, tad tiek
piegadata ta informacija, ka biis.

Mgs izmantosim tomér tris valodas, ka krievu valoda arf ir ]oti ejoSa un vajadziga, 1idz ar to
bus Latviesu Anglu un Krievu.

G.D.

Loti labi, ka par to iemin&jaties. Man interesé vai tiek piesaistitas un labprat piedalas
krievvalodigo folkloras kopas?

G.L.

Mums pirmkart ir miisu paSu kustiba piecas vai seSas aktivas, kas vienmer piedalas. Kas iet
arT misu skatés. Sogad pirmo reizi esam uztaisTjusi skati mazakumtautibam, tie$i atsevisku
skati. Ir bijusi tadi atseviski koncerti, kur mes pieaicinam kadu rikotaju, tad vins atkal sasauc
tadus, kas vinam $kiet atbilstosi. Sogad m&s nolémam nopietnak stradat ar to un sarikojam
vienu seminaru mazakumtautibu ansamblu vaditajiem. Tagad mums bis 7., 8. marta skate un
21., kur tie$i notiks jau atlase.

G.D.

Spriezot péc auditorijas, kas vispar apmekle pasakumus, ka vispar ir to krievvalodigo dalu,
vai cilveki ir vispar ieintereséti?

G.L.

Cilveki ir loti ieintereséti.

G.D.

Nav viniem ta, ka vini doma, ka tas ir tikai LatvieSu pasakums?

G.L.

Tas ir folkloras speks, tapéc mes vienmer censamies aicinat kadu spécigu Krievijas,
Baltkrievijas vai Ukrainas kolektivu, jo es vienkarsi tiri ta no personigas pieredzes atceros, ka
bija Oriko laukuma bija no P&terburgas kazaku ansambli, tadi vienkarsi, bet forsi viri. Vini
dzied. Tas ir speks un ta ir ta folkloras bitiba, ka tas ir katram sadzirdams. Tur sédgja tantes,
kas bija nakuSas no tirgus ar tam lielajam somam un séd&ja un es tiesi skaidri dzirdeju O!
Nasi... Nasi.. Vini sajut to ka savu un man liekas, ka tads festivals Baltika to var iedot
vislabak, ka vini tieSam sajiit, ka arT vigiem tur ir vieta. Ar1 pagajusaja reiz€ dziesmu svétkos,
kad bija folkloras diena Vérmanes darza séd&ja visraibaka publika. Runadja Krieviski,
Latviski, pilnigi vienalga.

G.D.

Nedaudz par komunikaciju, cik jis zinat. Kura bridi, aptuveni, tiek piesaistita komunikacijas
dala laika plana skatoties aptuveni.

G.L.

Mums tad centra ir tas pluss, ka m&s jau stradajam visu laiku, tad jau taja planoSanas bridi,
kad notiek kaut kada festivala plana veidoSana, taja bridi komunikacijas meitenes ir blakus,
vinas arT ta paklausas un ar kaut kadas savas idejas dod. Isteniba tas pat sakas, kad notiek
ieprieksgja festivala izvertéSana. Tad biezi vien tiek pateiktas kaut kadas lietas pateiktas no
komunikacijas viedokla, ka vajadzetu ta un vajadzetu to un tas tiek fiksetas ka idejas. Tas tak
vai netiek izmantotas, bet vairums idejas iestradajas. Tad protams notiek tads tiri realais
darbs, kur meitenes vél no sakuma nav klat, bet paraléli notiek darbs pie vizuala veidola
protams, un tas atkal ir vinu laucins. Tur atkal vinas nak kopa. Pagajusa gada rudeni més
uzrungjam LMA studentus, mums otro reizi jau sadarbiba, ka vini sniedz mums idejas
vizualajai identitatei. Pagajusa festivala plakats bija makslas akadémijas studentes veidots un
Sogad ar1 ir LMA Students un tad vina ideja talak tiek izstradata un ar to meitenes nodarbojas
jau no pagajusa gada rudens.

G.D.

Bet ta planoSana sakas jau divus gadus ieprieks?

G.L.
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Ta reali var teikt, ka viga sakas talit péc iepriekseja festivala. Tas ir normali tik lielam
festivalam.

G.D.

Varbiit varat novertét vispar sabiedribas ieinteresétibu un atsaucibu $adam pasakumam Riga
un Latvija. Vai jitat, ka notiek tada ka augSupeja vai tomér kaut kadu sabiedribas procesu dél
mainas §T ieinteresétiba.

G.L.

Ja, bet tas nebis profesionals vertejums, tapec, ka meitenes to zinas labak... visas ciparu lietas
un ta talak, bet tiri tads cilvéciskais vertejums es domaju, kops gadu tukstosu mijas, kad bija
diezgan uz leju ejosa likne sabiedribas ieinteresétiba pat devindesmito beigas. Jo bija pazudis
tas nacionalas pretestibas vektors, kas vienmer bijis liels katalizators art devindesmito gadu
sakuma, kad bija loti svarigi uzsvért to nacionalo momentu un folklora ir labakais Iidzeklis.
Ap 2000. gadu, kad kapitalisms bija sevi apliecinajis un bija iestajusies ta cilvéku vienkarsi
izdzivosana un vairak varbit taddu socialo problému risinaSana, taja bridi bija lejupejosa taja
bridi. Vina vairak vai mazak mainijas ap to pasu 2005., 2006. gadu.

Es domaju, ka Sobrid notiek tiesi §1 auditorijas sadaliSanas, es pienemu, ka Baltika vairs nebiis
milzigs masu pasakums. Baltika uzrunas Sauraku auditoriju, bet noteikti precizak. Es Baltiku
redzu tieSam ka dancu meistarklasi, kas ir tads 1sts Social Dancing, kur tu vari panemt savu
viru, kur§ nekad nav dejojis un aiziet kadu deju iemacities, nevis noskatities deju koncertu.
Panemt b&rnu un aiziet paklausities pasakas un Iidzigi. Vardu sakot §1 sadaliSanas. Tapéc es
domaju tas vards tas niSas, tas pat Baltikas gadijuma ir pareizs, tas pat ir miisu mérkis. Es
domaju marketinga meitenes nebils par to laimigas, jo vipam viss ir japardod un jo lielaks tas
skaitlis ir, jo labak. Bet Sis nekad nebiis Eirovizijas vai par Dziesmu svétku... jo Baltika nav
dziesmu svétki, ta nav tiikstosu auditorija.
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Annex no.6
Internet survey “Do you know what is international folklore festival Baltica”?
Vai zini, kas ir folkloras festivals Baltica?

1. Vai esi kadreiz dzirdgjis par tadu festivalu - Baltica?

a. Ja

b. Né
2. Vai kadreiz esi apmeklgjis festivalu Baltica?

a. Ja

b. Né
* Ja2.jautajuma izvelgjies atbildi Ja, dodies uz 3.jautajumu

* Ja2.jautajuma izvelgjies atbildi N&, dodies uz 5.jautajumu

3. Tu esi apmeklgjis festivalu Baltica ka:

a. Skatitajs

b. Dalibnieks

c. Atbalstijis kadu dalibnieku
d. Organizators

e. Cits (ludzu noradiet)

4. Kur Jis esat ieguvis/usi informaciju par festivalu Baltica?
a. Esmu bijis dalibnieks folkloras kopa, kas piedalijas festivala

gimeng

no draugiem un pazinam

Skola, universitate vai cita macibu iestadé (ieskaitot interesu izglitibu)
Zinas masu medijos (TV, radio, internets, avizes, zurnali)

Reklama

Informativos bukletos, skrejlapas

S0 o oo o

Brivpratigas aktivitates
Cits (liidzu noradiet)

—

5. Vai Jums bitu interese apmeklét folkloras festivalu Baltica, ja Jums par to biitu

informacija
a. Ja
b. Né
c. Ja, ja festivala programma biitu saistosa
d. Ja, ja festivala pasakumi norisinatos kaut kur tuvakaja apkartne
e. NEg, es neesmu ieintereséts/a folkloras miizika, dejas un citas aktivitates
f. Cits (ludzu noradiet)

6. Kados kanalos Jums biitu visvieglak iegiit informaciju par festivalu Baltica un ar to
saistitam aktivitatem?
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Masu medijos (Interneta portalos, drukatajos medijos, TV, radio)
Socialos medijos (Facebook, Draugiem.lv, Twitter, Instagram)
Reklama (outdoor advertisement, leaflets, print newsletters)
E-pasta

Festivala majas lapa www.folklorasbiedriba.lv

Skola, universitate, darba

Cits

@ o Ao o

7. Vai kadreiz esat apmeklgjusi majas lapu www.folklorasbiedriba.lv?
a. Ja
b. Né

Dzivesvieta:

Vecums:
e Lidz 18
e 19-24
e 25-30
e 31-40
* 41-55
* 56+
Dzimums:
* Sieviete
* Virietis
Izglitiba:
* Pamatskolas izglitiba
* Vidusskolas izglitiba
* 1. Iimena augstaka
* Augstaka izglitiba
* Nepabeigta augstaka izglitiba
*  Magistrs
* Toposais magistrs
* Doktorants
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