TIME FOR CULTURE

Authors: Marija Dorić, Ivana Jančić, Marija Marić

The aim is to find space for culture within the existing advertising system. The notion of space for culture is inherently linked to the concept of time for culture. Time is of particular essence for both the individual and the society as a whole, thus providing a link with the mechanisms of advertising.

The fundamental concept of this project is the psychological dimension of the time flow phenomena used to imply that specific cultural events are drawing nearer in time. The clock counts time backwards and you slowly begin to obsess about missing an event.

The main priority is not the content, nor the place of event, but the time when the event commences. The principle of operation is defined through several phases.

The first phase oversees the arrival of information to the publicly available web portal. The uploaded information is instantly available on the web and will remain there until the 24 hour countdown to event inauguration begins. The last 24 hours are reserved for the second phase of the project which involves direct public advertising.

In this second phase, the information begins to ‘live’ by appearing throughout the city in public locations where the countdowns can be monitored over the hologram counters. To achieve a certain level of impact, only the most vital information is provided: time, place and title of an event.

The third phase marks the inauguration of the event.

The nature of the hologram is such that it prevents visual contamination of the city. Sustainability of this concept is reflected in the simple mechanisms of data manipulation strictly over the internet.

IT’S TIME FOR CULTURE!!!

