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Arts and cultural festivals
as a phenomena

few notes

» ‘Festivals’are a project-based method to
produce artistic contents for various audiences
providing for citizens ways to participate in arts
and culture

» At the core

» Holistic experience

« Surprising and unexpected moments
At particular place, recurring

* ‘Out of walls’
* Temporary
* Institution vs. project
 Ability to renew

Flexible: easy to create / easy to swipe away
(e.g. Luonila, 2019; Luonila et al., 2020)

(Foto: Helsinki Festival; Maarit Kytbharju)




Aim of festival project — the concept of festival product
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Festival concept (Luonila, 2019, p. 121)
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Managing the network of meanings

(see Luonila, 2016)

» Festivals create various associated
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