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ANIMATION MARKETS OR FAIRS? 
The “PoWiśle i po Pradze” (Along the Vistula and in Praga) project (26/04/2008) Model
Reason, Need
The culture animator does not work in isolation. Animation projects are always carried out as a relationship with a given community. The animator works for the community (although the concept of animation work as a community-oriented activity is gradually giving way to one in which the animator intends, consciously or unconsciously, to make consumers out of those to whom the activity is addressed). More frequently however, the animator works closely with the community, identifies its needs together with its members, defines what needs to be done, and suggests tools that might be used to achieve the objectives laid down by the community.

If the word “relationship” has been stamped all over the job description at the task level, or the level of specific professional experience, then it should go without saying that it has to be evident in the way in which culture animation-related tasks and initiatives are presented. If the words “contact”, “person”, “relationship”, “bond” and “communication” are at once the primary key terms and the foundation on which the practice of cultural animation has been built, then they should be present wherever the results of cultural animation projects are exhibited. This is why it was hard to envisage an "Animation Initiatives Market" (AIM) along the lines of a "fair", like a book fair, a job fair, a tourism fair, etc. when planning the ANIMATOR project. The idea of presenting cultural activities and initiatives by handing out informational leaflets to the general public from stalls and getting smiles in return did not strike us as being particularly brilliant.
The participation of the Polish Cultural Institute in the "Cultural Projects Fair" in Brussels in November 2006 was an invaluable experience. Social and cultural animators presented their projects in stalls. The multiplicity and the innovative nature of the activities, the variety of media deployed, and the courage of those projects which touched upon real problems – exclusion, racism and xenophobia, the tensions between identity and integration, and the problems of Europe’s most recent history – were all exhibited the same way. All around there were people sitting in white stalls distributing books and leaflets, and looking at banners about other projects. While we have no doubt that the fair served its purpose of providing information and publicity for important undertakings, we feel that there was far too much simplification and reduction. 

Markets and Fairs
When designing the "animation initiatives market", the final event of the ANIMATOR project, we tried to identify the basic, original meaning of the term "market". What does the term entail? 
A market is a temporal and spatial form closely connected with the life of a given community (1). A market may be held in a designated area (e.g. the city marketplace) or in one which serves other purposes as well (e.g. the city square). A market has a rhythm of its own. It is either held on particular days of the week (e.g. Tuesdays and Fridays) or on official holidays (it might have a holiday of its own or may be held to coincide with one or more religious festivals etc.). A market cannot be organised in a confined space, with restricted access. It has to be held in a public place at a time that suits the entire community.
Commercial exchange is the main reason why people come to markets (2). However, the short-term ad hoc relationships binding buyers and sellers are not entirely pragmatic in nature. The rituals connected with selling include strolling around the market, inspecting produce, comparing, commenting and haggling. And all this takes time. We all know that shopping at a market is more time-consuming than shopping at a supermarket or over the Internet. 

Shopping at a market can be pleasurable (3). Munich's ViktualienMarkt and London’s Camden Town are just a couple of European markets worth mentioning here. Paris, Brussels and Prague all have similar places packed with exotic seafood, colourful fruit and vegetables, delicious cakes and pastries, and unique arts and crafts. All these places are popular tourist destinations even though they are, or at least could be, part of the everyday life of the city. 
One way to really get to know a city is to visit its food market. The subject of local shopping is bound to crop up whenever people talk about their travels. They may tell tall tales about haggling, about a charming merchant who added a little extra something to a purchase, or about the enchanted atmosphere of the place (be it a secluded spot or a pretty stall) where the whole thing happened. What you won’t hear are gripping sagas about shopping at large commercial complexes or supermarkets where the appearance, atmosphere and experience are all the same the world over. Markets, by definition and by contrast, have a local feel. They are defined by their uniqueness, not some international standard, and people like visiting them for this very reason. They are a pleasurable way of whiling away leisure hours. 
It is interesting that none of Warsaw’s bazaars or markets features on any tourist itinerary - not even the Różycki Bazaar - the "PoWiśle i po Pradze" venue where the "5 Zloty Projects" was staged. The Różycki Bazaar is familiar to Varsovians of all stripes, even those who have never set foot in the place, largely thanks to an abundance of literary references. During communist times it was famous for its second hand clothing. New clothes were beyond the reach of the average citizen in those days so a motley crew of colourful merchants and a grotesque "queen of second hand clothes" stepped into the breach. Leopold Tyrmand's 1955 best-selling crime novel "Zły" (The Bad One), now celebrated for its vivid portrayal of Warsaw's post-war demimonde, has immortalised the bazaar’s horrific but eerily irresistible culinary fare. The Różycki Bazaar, or "Różyc" as it is affectionately known, embodies the spirit of Warsaw - or at least the forgotten “right-bank” Praga part of it. Never a tourist haunt, it is now becoming increasingly forsaken by its native sons and daughters as well. Różyc has the unique distinction of being the essence of the city while being left off the map, of being a powerful legend with a nondescript contemporary face, of being the city centre in people’s memories while playing a marginal role in their day-to-day lives. 
Markets have a particular type of spatial organisation (4). A market is organised by arranging its stalls or tables in a particular way. This is connected with the not so pragmatic nature of "market-like" interpersonal relationships. However, the stream of people walking around the stalls bears no resemblance to a queue and can be quite difficult to control. The stream has a discernible current and we can choose whether or not to go with the flow. There are vortexes too – places where people “swirl” indefinitely and unpredictably. Everything is vague and hard to pin down. People stop to greet acquaintances, to look at something that has caught their eye, to buy a drink or to walk up to a stall that looks promising. All this builds up the dynamics of the whole thing. 
The structure of the market is composed of certain permanent and arranged elements such as the place, the time, the stalls and the generally respected division into buyers and sellers, while the amorphism of the crowds, of undefined goals, of randomness and multidirectional activities, fills in the “gaps”.
The large number of groups taking part is an important aspect of markets; one connected with their amorphic nature (5). A market is an open situation. The word itself precludes exclusion. People of all ages, of varying states of health, of differing viewpoints, of every confession, of all manner of sexual orientations, and of all skin colours come to markets. When we look at the group scenes on the paintings of the 17th century Flemish masters (e.g. A Market by Peter Breughel the Younger), we can see respectable affluent citizens rubbing shoulders with the marginalised. We also see the local community mingling with visitors from near and far. We can see that people, and groups of people, in this time and place were trying to carve out niches for themselves. This is not to say that everyone was looking to make direct contact with everyone else but there can be no doubt that everyone was seeking to participate in the same situation on the same terms.
The reference to the traditional concept of a "market" as a particular type of social practice that goes to the roots of European culture gives rise to the opposition of markets vs. fairs. The word “market” conjures up locality, uniqueness, proximity, a festive time, non-pragmatic interrelationships, diverse groups, diverse cultural media, leisure time and pleasure. The word “fair”, on the other hand has connotations of designated halls in the suburbs, globality, industry standards, a confined space, pragmatic professional human relationships, inter-institutional contacts, and homogeneous groups. In short, "fairs" are distinguished as strictly professional situations that take place during standard working hours. 

We have often wondered what metaphor could best describe the work of professional culture animators – the metaphors borrowed from traditional culture (the animator combining the roles of gardener, midwife and matchmaker to bring new life into the world, cultivate it and strengthen bonds) or those rooted in modern and postmodern culture (the animator combining the roles of architect, engineer and builder, i.e. jobs which require a predetermined level of training and whose performance entail careful planning, execution and supervision). The answer lies somewhere between the two. It would be a pity to dispense with pre-modern concepts altogether although culture animation training does have to conform to industry standards and procedures.

This why what we organised to celebrate the finale of the project had more the air of a market than a fair.

Description of the Animation Initiatives Market. The Model
The time and space connected with the life of a given community (1). We chose the recently opened Bambini di Praga cafe and bookshop as our venue. Bambini di Praga is an open, easily recognisable and popular place. It is located in Warsaw's right bank district of Praga, a part of the city conveniently connected with the centre via public and private transport. Praga is therefore an easily accessible district hovering between dereliction and renovation. The area around Jagiellońska Street is a perfect example of the contrasts for which Praga is so well known. The refurbished Nove Kino Praha cinema (housed in the same building as the cafe Babmini di Praga) looks out over an old tenement buildings in dire need of repair across the street. The architecture of the venue we selected (large display windows, easy access), the interior of the bookshop and the Praga streets sort of kept watch over each other and it was only a matter of time before they interacted. The place has its own identity but at the same time it is "semipermeable" in that it doesn’t discriminate between people coming especially for the event and casual walk-ins. We chose to hold our “market” on a Saturday, a free day for most and a semi-festive day for some. Last but not least, the weather was fortunately very pleasant. 
Commercial exchange/pragmatic vs. non-pragmatic nature of relationships (2). Experience, knowledge and animating skills were exchanged at the market in "one on one meetings with culture animators". Some of the culture animators we invited (graduates with majors in Culture Animation from the Institute of Polish Culture at the University of Warsaw and members of the "Katedra Kultury" Association) put up topics for discussion. The issues discussed covered a wide array of topics including how to creatively incorporate a kilogram of sugar, a photocopier and some paper clips into an animation project, how to handle accounting in a small NGO, how a woman could go about running an animation project in a Muslim country.... People had to sign up by e-mail to take part in this event which lasted 2 hours and involved 7 animators and 28 one on one discussions. 
We most wanted to reach students majoring in Culture Animation (so that they could exchange their professional experience with graduates of the department) and culture animators carrying out professional projects (partly to let them talk about their experiences, projects and potential collaborations, and partly to give them an opportunity to find out something completely new). The conversations took place over coffee tables. The most important, the most effective, and repeatable (useful for carrying out similar projects) aspects of the "one on one" meetings were the careful selection of invitees and the extent of their knowledge, the variety of topics discussed, and their individual personalised nature, semi-formal space and flexible format. All conversations reflected the interests of both speakers and organisational flexibility permitted us to include some people who had not signed up beforehand. The requirement to sign up streamlined the project but it was not crucial to its success. 
These meetings were definitely not "pragmatic" (no immediate effects e.g. instant projects came out of the event) but nor were they "private" (what was being exchanged was knowledge and ignorance, and reflections on the professional practice of culture animation). The “one on one" project was an autonomous part of a larger event - the discussion part of the meeting was followed by the official closing of the ANIMATOR project (speeches were given), the promotion of the book Teraz! Animacja kultury [Now! Culture Animation], and informal conversations which lasted until the next event of the "PoWiśle i po Pradze" festival. The one on one conversations were carried on within a strictly defined structure of 30 minutes per assigned topic per person for each signed up participant. This later blossomed out into free conversation between participants, animators, project partners and people invited to the book promotion. The ability to arrange such natural interpersonal situations and create a platform for the spontaneous exchange of knowledge and experience is an invaluable skill that every animator should possess. 

The free flow of people and ideas also generates the sort of pleasure that comes from inimitability and localness (3). This all stemmed from our choice of venue for the Animation Initiatives Market we organised – a venue which was specific and unique. 
A venue with a distinctive identity seems to be a key element of an event's success. The AIM was intentionally disrupted. Obviously, there were breaks between the one on one meetings, the official part, and the book promotion. Being in a space with a specific character (e.g. a cafe and bookshop, an exhibition venue, a library, a post-industrial space, a real city market) effectively prevents any event from fading out. Even when they are not taking part in any of the set activities, the participants remain in that particular venue and not just any old place destined to become neutral and meaningless once the action stops. 
The fact that the market venue was located between the places where the other "PoWiśle i po Pradze" events were held (i.e. the Różycki Bazaar, the Jacek Kuroń Multicultural High School and the old Jewish baths) is also important. The book on the Wonders of Warsaw and Kaunas was promoted at the high school and the Wonders of... activities were presented there. The Różycki bazaar provided the setting for the "5 Złoty Projects", an animation event that constituted an initiative incubator of sorts. 
The relationship between an animation situation defined/designed as a market ("one on one meetings”) and a real market/bazaar as an animation situation is an intriguing one. During the activities we held at Bambini, including the "one on one meetings", we drew upon the most important characteristics of the traditional marketplace to build up the dramatic effect of the planned events, which were centred around exchanging ideas and experience, and execute them. In the case of the activities carried out at the Różycki Bazaar (a makeshift portrait company, an air mail service operating between a nearby bus stop and the bazaar, and the 5 złoty projects), the grounds of the bazaar, the habits associated with the place, the behaviour of the locals and the ways in which they communicated provided the superstructure for the work of the culture animators, who went around offering buyers and sellers an exchange of "activity for activity". Context is crucial to fully understanding the AIM. The term "market" as a metaphor for a temporarily directed situation is complemented by the actual goings on of a real working bazaar. 
A community lunch was another important part of the event. Nothing creates bonds between people like sitting down and eating together, especially after completing some joint activity. 

Stability/flow, organisation/amorphic nature (4). The scenario of the AIM was made up of predetermined elements planned in designated venues for a limited time. However, the organisation of the event and the specifics of the venues meant that the participants could engage in a whole slew of activities in between what was scheduled on the programme. Bambini di Praga is made up of a number of semi-autonomous "areas", separated from one another by movable partitions, sliding bookshelves and tables, and bears many of the hallmarks of a semi-permanent space, to use a classic anthropological categorisation. People naturally congregated into informal, temporary communities and spontaneously exchanged knowledge, skills and experiences, the vortexes in the stream of animation inspirations. 

All this was made possible by the diversity of the recipients (5). The Animation Initiatives Market was not an event addressed to the world at large. It was obviously organised for a given milieu, viz. people in some way involved with the Culture Animation department, be they students, graduates, practitioners, artists, coaches or instructors. The structure of the event was open and could accommodate any enlargement of the group. Passers-by, noting that something was going on at Babmini, frequently dropped in and took part. Other people came along having found out about the event at some of the other happenings of the last stage of the “PoWiśle i po Pradze” project.
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