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Unavailability of adequate spaces for marketing billboards and posters, the logic behind instant capitalism and general pollution of the urban environment by means of applying propaganda materials at inappropriate places (trees, buildings, poles) are just some of the problems that appeared in Novi Sad during the course of last few years. Mentioned issues by no doubts constitute an evolving process of spamming executed on the streets of Novi Sad by the careless workers and their ignorant employers who provide them with low wages and poor instructions. 

The race in claiming promotion space is primarily won by those who are financially strongest, which in turn disables promotion of cultural institutions that always loose the battle with the wealthier and more popular commercial and folk culture promotion. It is almost impossible to fight against poster dealers and those who pay them, just as it is almost impossible to print such a large quantity of promotional posters to achieve an illusion of a satisfactory level of public education and awareness. When it comes to long-term cultural development, the capitalistic model has its serious limitations and usually doesn’t give results with an adequate cultural and artistic quality.

Given how the city is presently crammed with posters, the only available option which rules out glue as a bonding agent for applying advertising material is promotion of culture with video projections in urban space. This solution is ecologically acceptable and is difficult, if not impossible, to violate by applying 3rd party posters over it. This model of promotion is a model which does not contaminate the urban surrounding, can be turned on and off without visually or ecologically harming the urban environment.

Proposed solution is designed to operate during night time or immediately after the sunset, simply because during daylight it would not be nearly as visible and accessible. Novi Sad is a university city and many students and young people go out during the night. This new model of promotion uses dark to provide information mostly because these youngsters are more open to absorb data about culture during late hours than during daytime when they are occupied with other obligations.

Positioning of these projections containing information about culture depends on the frequency of specific city areas as well as the level of contamination that can be accumulated on surfaces in question. Animation that is projected on these surfaces comprises painting a wall with additional information symbolical of a new beginning, a victory in the «poster war», criticizing all along the lack of city regulated control over available media space.The formal side of this solution is a simple typographic template that informs the viewer about the ongoing cultural events in a rather reduced manner. The titles and all accompanying texts are written with the same font type already used in all other promo materials supportive of a given event campaign, thus achieving a corporate feel of continuity.

