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Creative Q&A Session: 
Sixth Media 

Sixth Media is described as a 
“next-generation, tech-enabled 
music and media business” founded 
by British live music entrepreneur 
Dean James last year. 

James made his name in the close-
knit international live music sector 
as co-founder of MAMA Group, an 
independent concert promoter that 
took the industry by storm when it 
launched in 2005. 

It built a portfolio of high-
profile London music venues like 
Hammersmith Apollo (now Eventim 
Apollo), G-A-Y and The Forum; 
hosting major music festivals, 

including Lovebox, The Great 
Escape and Global Gathering, while 
managing cool alternative rockers like 
Kaiser Chiefs and Franz Ferdinand. 

The late Amy Winehouse, Jack 
White, Rihanna and the legendary 
Joni Mitchell were among the famous 
acts that performed at its events. The 
former start-up had gained iconic 
status and was generating £50m 
(US$76m) in revenue by 2010. 

It was acquired that year for a 
reported £46m (US$70m) by physical 
records retailer HMV, which had 
financial troubles it hoped to solve 
by entering the live music business. 

Sixth Media CEO/Founder  
Dean James

Attending rock and pop concerts is among some of the best 
experiences of our lives. But, to make a profit, many promoters 
tend to go for the lowest common denominator when designing 
venues. Not so for Sixth Media and its founder/CEO Dean James. 
His investment strategy? Build a great venue, spend money on 
the right ambiance, offer the best experience and the fans will 
come...and also stay to spend even more. And target Asia too.
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As CEO, and using funds from UK 
private equity group LDC, James led 
a management buyout from HMV in 
2012. Then, everything seemed to 
implode. Whether he jumped or was 
pushed from MAMA, no one knows. 

MAMA & Company, as it is now 
called, belongs to a joint venture co-
owned by Live Nation, the world’s 
biggest concert promoter, confirming 
the strong foundation the original 
venture was built on. 

A qualified solicitor with a past 
career specialising in mergers and 
acquisitions, James has re-emerged 
from the cold with Sixth Media. In 
November, it hit the music trade 
headlines after acquiring a “strategic 
stake” in Big New Year LLP.

Big New Year owns Oval Space, 
one of London’s avant-garde music, 
entertainment and arts venues 
in the bustling urban heartland 
of London's East End. A 6,000 sq 
ft former warehouse, it hosts a 
variety of creative events, from film 
screenings and classical concerts to 
art exhibitions. 

For James, the model for 
Oval Space confirms that live 
entertainment, especially music, can 
be more than playing gigs in a grimy 
black box and relying on only luck 
and passion to make money. Big New 
Year also owns The Pickle Factory, 
formerly an industrial plant used 
for bottling marinated cucumbers, 
converted into a cool 21st-century 
multifunctional space for any event, 
from clubbing to all kinds of partying.

Sixth Media’s cash for these 
ventures comes from investor 
Apeejay Surrendra Group, the Indian 
conglomerate with interests in 
hotels, bars, real estate, shipping, 
insurance brokerage and Britain’s 
famous Typhoo Tea brand. Also 
funding James’ ambitions is a £10m 
(US$15m) revolving loan from an 
Australia-connected lender. 

James and his team, which 
includes former Shazam senior 
executive Matt McCann as COO, is 
ready to invest in live music and be 
profitable via intelligent financing, 

smart content and happy Millennial 
audiences.

His move comes at a time when 
the music industry has been banging 
on about how live is much healthier 
than the still battling recorded sector. 
Yet, James is convinced the rise of live 
music has only just begun.

He cites how in 2000, a ticket 
for Glastonbury Festival (Europe’s 
biggest live music event) was £87 
(US$132), including the programme, 
for three days. For 2016, Glastonbury 
is already sold out at £228 (US$346) 
plus a £5 booking fee for the weekend 
of 22-26 June.

Just before this interview kicked 
off at the scheduled 11am on 16 
November, James had joined the rest 
of Europe in a minute’s silence for 
the victims of the 13 November Paris 
terrorist attacks. 

That Friday, his partner was 

celebrating her birthday and her 
family, who live in Paris, had flown 
across the English Channel to 
celebrate. Understandably, James had 
been hit hard on a personal level. 

But neither could he avoid the 
emotional blow of the deaths at Paris’ 
Bataclan theatre, where fans were 
gunned down during a concert by US 
band Eagles of Death Metal. 

Such traumatic times, however, 
are cushioned by an entertainment 
industry that refuses to be crushed 
by the evil that men do. As he says: 
“I don’t think you can ever be 
disillusioned in our industry.”

Sixth Media's investments via 
Big New Year include London 
nightclub The Pickle Factory (top) 
and the well-lit Oval Space(right)
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During this MTF Creative Q&A, 
James explains why live music should 
get rid of its image as an activity 
for hobbyists, chats about how 
tech developers and brand owners 
are changing the way live music 
is monetised, shows the growing 
importance of Asia, and emphasises 
the need to take greater care of the 
A&R and talent that feed the music 
business. 

MTF: The deal signed with Big New 
Year LLP, an arts and music venue 
owner, indicates live music is not the 
only creative business Sixth Media is 
interested in.
James: We do focus on more than 
just music, which is however the 
core of the company. Operators are 
always looking for ways to increase 

the use of their venues. In fact, we 
probably had more comedy shows 
at the MAMA venues than anyone 
else in the country. For most decent 
venues, it is also a badge of honour 
and seal of approval to get corporate 
clients. Somewhere like Barfly 
(one of MAMA’s London-based 
music venues) was not designed 
for corporate hires because it is 
essentially a black box with a stage, 
an excellent sound system and toilets. 
But, if you operate a sophisticated 
venue with creativity at its core, 
there is so much more you can do 
with it. That’s why we liked Oval 
Space. One side of the venue is 
covered in windows, giving you 
somewhere with plenty of light plus 
a great view of East London. There is 
also a great outdoor space and bar, 
giving the operator a lot of flexibility 
in uses. 

MTF: Multifunction – so is that a sign of 
how concert venues are changing in the 
21st century?
James: When we came into the 
industry 10 to 15 years ago, we made 
a virtue of the fact that Barfly wasn’t 
expensive to build as long as you 

had a good sound system. We got 
that wrong. You have to encourage 
people to want to be there, increasing 
the spend per head. You must give 
fans a reason to be hanging out with 
their friends. You don’t want them 
to leave the moment the gig is over. 
What Oval Space is doing is a sign 
that live music is evolving into a more 
sophisticated business.

MTF: Some of the Sixth Media deals 
(although still not publicised) centre on 
technology and branding. What is that 
about when you are supposed to be in 
live music?
James: You always wonder when the 
kind of inflationary growth live music 
is experiencing will ever stop. But I 
believe it is still early days, thanks 
to technology. In fact, the advent 
of digital technology is one of the 
reasons that made me want to come 
back into the business. If you wanted 
to book a band 10 years ago, you had 
no clue whether or not you could 
sell tickets. You relied on instinct, a 
gut feeling. Today, there is a lot more 
science to it. If you use data analytics, 
you can tell how many tickets you are 
likely to sell. You know how much 

21st century hotspot:
The Oval Space venue is designed 
to welcome young music fans 
before, during, and after concerts
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money to spend to get the conversion 
rates. If you don’t do that homework, 
it is your fault if the booking does not 
pay off.

MTF: But the music business, live and 
recorded, has always prided itself for 
relying on instinct to discover money-
making artists. In what other ways 
is technology going to impact live 
entertainment?
James: Just look at the new players 
making an entrance in our sector. 
In October, Apple posted a job ad 
for someone to be responsible for 
“original content strategy and live 
projects” involving Apple Music, 
including Apple Music Festival. 
Amazon.com and Google operate 
music streaming platforms (Prime 
Music and Google Play respectively). 
These streaming services will start 
making original content. For me, 
it is Hallelujah! because it is a sign 

we’re becoming a proper grown-up 
business that others want a piece of.

MTF: Where does working with brands 
come in?
James:  The conversation has to 
be about growth. You start a live 
venture and then you figure out 
what’s missing. You sit down with 

digital specialists and you plan how 
you can build your online audience; 
that’s basic marketing. Fourteen to 
17-year-olds don’t buy records and 
21-year-olds are likely to go to three 
or four gigs a week. You gather that 
data and take it to brands because 
they have money and, like the artists, 
they need to build an audience. We 
can do their homework for them. 
We’ve algorithms to say where the 
fan base is and how to reach them. 
We can plot the spreadsheet. I make 
no apologies for that. 

MTF: In which case, how is a live event 
able to make money when recorded 
music is losing?
James: When acts get a label’s 
advance, they celebrate. But it is a 
loan. If you don’t sell records, the 
label loses the money. If you are 
successful, the labels recoup their 
advance first and the expenses, which 
can be very high when spent on 
expensive offices. But if you can keep 
the cost low, which we are good at, 
you can make a profit from spending 
far less.

Chill bar: another site within 
Oval Space, the multifunctional 
arts and music hub

“The streaming 
services will start 
making original 
content. For me, 
it is Hallelujah! 
It's a sign we're 
becoming a grown-
up business”
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MTF: After you co-founded MAMA, 
growth was exponential. Then things 
started going awry after the takeovers 
and management buyouts with private 
equity. What was it like when a business 
designed to entertain hit the buffers? 
James: When you sell a creative 
business and it implodes for whatever 
reason, people want to leave. You 
don’t grow at all because you are 
just trying to keep it all together. We 
ended up selling it to different people 
and lost assets during the process 
because no one, including the joint 
ventures, wanted to work with us.

MTF: Investors are not known for 
necessarily understanding the products 
they commit to. Yet, here you are 
again, this time working with India’s 
Apeejay Surrendra Group, a massive 
conglomerate most famous for its 
Typhoo Tea brand.
Jawmes: They are also experts in 
finance. And they found us while 
we were still at MAMA because they 
wanted to be in the entertainment 
business.  They were another catalyst 
that made me want to do this all 
over again. I am attracted to people 
outside the music industry. They 
speak a language that I understand 
from my time in banking and finance. 
These are investors outside the music 
business who know how to speak 
to the digital tech giants very well. 
We also have a debt facility of £10m 
(US$15m), which we have not used 
yet, but is ready to be deployed when 
we grow a little faster.

MTF: Geographically speaking, what is 
Sixth Media’s infrastructure?
James: We have the same four offices 
we started with (London, Melbourne, 
Mumbai and Delhi) and plan to have 
an office in Los Angeles one day. But 
Asia is our main focus. There’s a lot 
of growth there, compared to the 
mature US market, which has much 
more powerful players anyway. Even 
the UK is saturated. Asia offers a lot of 
growth opportunities. You can build 
businesses there that could become 
No.1 or No.2 in the region. 

MTF: Media and entertainment can be 
volatile sectors, as you know. Should 
investors be wary?
James: There is a lot of money out 
there. I recently read that "There 
has never been a better time to be 
an entrepreneur". When you see 
the amounts going into streaming 
businesses and the number of 
app developers getting US$20m 
investment, there are many 
private equity, venture capital and 
investment companies with stored 
cash looking for M&A (mergers and 
acquisitions) activity.

MTF: What about creativity itself. Is music 
A&R worth investing in? 
James: There is a big debate at 
the moment about A&R and its 
effectiveness. Investment is still 
needed in creativity and artist 
investment is crucial. Part of our 
money will be earmarked for artists 
as well as for managers with good 
acts. We can be their financial, digital, 
live and brands partner. 

MTF: Do you think entertainment venue 
operators will be forced to rethink 
their security strategies following the 
massacre of fans at Paris’ Bataclan 
theatre during the Eagles of Death Metal 
concert?
James: I can’t understand how a 
gunman could get into the venue 
after the show started, leaving 
security guards dead. How did the 
shooters get in? I remember trying to 
leave venues after a show has started 
and that was difficult. I think (venue 
operators) will be reviewing their 
policies for search and entry into 
venues, especially after a concert 
starts. But it is a challenge. How do 
you police the fact that you need to 
leave the entrance open for people 
to get out? Does a venue now need 
to apply for a firearms licence? Then, 
there are many venues in London 
that would say that would not have 
happened here because of tighter 
security. Tough call.
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Spotlight on Music
They pick up guitars then pray for a recording contract offering 
a fair wage from selling records. Alas, many fear the future in 

music for aspiring artists looks bleak. Others insist the picture is 
more complex than that

THE VALUE OF MUSIC

UK singing star Imogen Heap and US tech CEO Farhad Mohit 
give their take on the difference technology can make Page 10

feature
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T
hanks to technology, 
from MP3s to 
downloads and 
from social media to 
streaming platforms 
like Spotify, fans 

have access to and are consuming 
more music than ever before.

And more international 
creative and leisure sectors, 
from TV, film, online videos 
and fashion to restaurants 
and the workplace, use 
music as background 
soundtracks for their 
businesses thanks to the 
same digital technologies.

But fewer and fewer of the 
music’s creators are able to 
make a living, Heap (pictured) declared in 
October during the Futuresource Audio 
Renaissance conference in London.

She joins a host of high-profile 
music acts, including Taylor Swift, 

Radiohead’s Thom Yorke and, 
most recently, U2’s Larry Mullen, 
who have attacked digital music 
distributors, and the labels they 
license music from, for failing to 
remunerate fairly the musicians that 
add worth to their businesses. 

They wonder why emerging and 
mid-level artists are increasingly 
earning less for their toil while the 
digital music platforms like Spotify, 
Apple Music and Google’s YouTube 

are given multi-billion dollar 
valuations by investors.

Speaking to MTF at the 
conference, Heap said: “Everyone 
has been liberated by technology; 
technology has always been my 
friend. Music pushes technology and 
technology pushes music. But the 
reason the industry is not moving 
forward is because there are more 
middlemen than there are artists, all 
taking a share of the income.”

Harvesting Mycelia
Unlike many of the artists criticising 
the digital music services, Heap has 
actually been cultivating an idea that 
aims to guarantee everyone in the 
industry’s value chain an equitable 
share of the revenues generated.

Heap used the Futuresource 
conference to explain to music and 
technology executives the reasoning 
behind Mycelia, a fair trade-like 
movement she believes would enable 
artists at all levels to earn a viable 
living from music. 

It is still an idea. But, should it 
come to fruition, she said Mycelia 
would be a kind of database that 
allows the music industry to use 
Bitcoin’s blockchain technology to 
ensure all contributors to any creative 
process benefit from the rewards 
gained by the venture.

“It would be a kind of portal 
that brings hundreds of artists 
and fans and tech developers 
together supported by some kind 
of investment in a foundation,” 
she explained to MTF. “With 
creators at the root level, it will be a 
system in the form of an incredible 
database containing every piece of 
information, on any music, that will 
grow organically.”

No transparency, no biz
Heap was the conference’s joint 
keynote speaker with Paul Pacifico, 
CEO of the Featured Artists Coalition 
(FAC), the organisation protecting the 
rights of UK singers, songwriters and 
other music creatives.

Pacifico warned the conference 

The value of 
music and the 
artist
Imogen Heap singer/songwriter/technologist (UK) 
Farhad Mohit  CEO/founder, Flipagram (US)
Imogen Heap, the much-admired British singer-
songwriter, producer and music technologist, is making a 
big noise about the way music creativity is undervalued as 
a profession. Both she and Farhad Mohit, the boss of social 
storytelling app Flipagram, insist technology is the solution 
to boosting the value of the embattled music business
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audience that the days when 
genuinely talented music creators 
could hope to have a career, 
especially in the recording sector, 
were disappearing.

These days, it is almost impossible 
to find out who earns what and why 
from revenues generated from music 
sales and licensing, he said. That lack of 
transparency and the almost four years 
it takes for an artist to see any royalties 
for a particular work are hurting the 
whole business, he argued. 

“There’s a mismatch of 
expectations between the (record) 
label and the artists, who expect duty 
of care when their rights are signed 
over to the label; but (that duty of 
care) doesn’t exist,” he said. “We’re 
in danger of losing the remuneration 
to artists that was hard fought for 
from radio during the 1950s and 1960s 
because many (of today’s) hidden 
costs are factored in via a back door.”

However, during her on-stage 
presentation, Heap had made 
it clear that Mycelia is about 
improving the music industry’s 
current infrastructure, not about 
undermining it.“Even though it 
has been a troubled period for the 
past 10 years, I still believe in record 
companies. We all have to be excited 
about developing standards with 
artists, something that is solid, fair 
and true. It won’t happen overnight; 
it could take about 10 years but there 
is so much positivity to be had.”

Why labels still matter
That optimism coincides with recent 
data released by the British umbrella 

trade organisation UK Music in its 
Measuring Music report. It showed 
music contributed £4.1bn (US$6.2bn) 
to the British economy last year. 

BPI, the UK’s recorded music 
business trade body, and the Music 
Publishers Association in November 
disclosed that record companies and 
music publishers invested a record-
breaking £497m (US$751m) in the 
careers of artists, songwriters and 
composers in 2014, including 150-
plus new acts signed to the major 
record labels. 

David Sidebottom, Principal 
Analyst at Futuresource Consulting, 
the conference organiser, fears the 
current monetisation of streaming 
music will be insufficient for 
compensating those who wrote and 
performed the music.

He told MTF: “It is a tough 
business to be in and many (mid-
level) independent artists are also 
debating whether there is any 
fairness in the business. The question 
is whether artists can survive in the 
long term?”

Technology needs music
Across the Atlantic, Farhad Mohit 
(pictured,right), CEO/Founder of 
Flipagram, says his Los Angeles-
based digital start-up’s business 
model centres on the appreciation of 
music’s value to storytelling. 

Flipagram, a storytelling app, 
enables users of mostly young 
Millennials to blend videos, photos, 
mini blogs and music to tell their story 
of any event or any experience they 
want to share in about 30 seconds of 
mobile multimedia creativity.  

It has already entranced 30 million 
monthly active users globally without 
any organised marketing since 
launching late 2013. 

Flipagram’s investors include 
hotshot venture capital houses like 
Index Ventures, Kleiner Perkins 
Caufield & Byers and Sequoia Capital, 
which contributed to US$70m in the 
latest round of funding this summer.

“Music is at the core of Flipagram 
because everyone has a soundtrack to 

their lives”, Mohit declares. “It’s also 
a way for musicians to engage with 
their fans to create stories and share 
with the fans.”

Licensing the repertoire
However, it wasn’t until the company 
spent a significant chunk of its funds 
this summer on licensing music from 
the major labels (Universal Music 
Group, Warner Music Group, Sony 
Music Entertainment), independent 
labels (via Merlin and The Orchard) 
and the leading music publishing 
conglomerates that Flipagram 
became entrenched as a business 
with a future, Mohit says.

Licensing the music means its 
users (there are more than 50 million 
registered Flipagram users) have legal 
access to a huge catalogue of songs to 
add to their audiovisual stories.

Furthermore, the move has 
encouraged a rapidly growing 
number of big name artists in 
"the hundreds” to set up their 
own Flipagram pages. Boy band 
sensation One Direction joined on 13 
November, the official release date of 
their new album.

And in response to the query about 
still not being signed to Warner/
Chappell Music, one of the world’s 
biggest music publishers, Mohit adds:

“We are still in talks. But we don’t 
need every song under the sun to 
succeed. We’re also about video stories 
and many stories are still relevant 
irrespective of the track used.” 

He is also confident the music 
industry will do right by artists 
because “it is learning from the 
mistakes it made when the Internet 
started”.

“There is a 
mismatch of 
expectations 
between the 
record label and 
the artists"  
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T
he role of music as an art form or 
soundtrack makes it irreplaceable 
in its own right as well as invaluable 
to other creative works. So it is, 
should be, disconcerting to fans and 

investors to learn that it is even more difficult 
than ever to develop a career as an artist in the 
21st century’s music business. 

In this issue’s Creative Commentary, we talk to 
UK music star/technologist Imogen Heap who 
has singlehandedly fired up debates about that 
concern within the recorded music industry. 

In our Q&A interview,we learn Dean James helped 
build and then lost London-based MAMA Group, 
one of live music’s busiest brands. He is back 
with new venture Sixth Media and he discusses 
how technology and brands can help meet the 
challenges of investing in concert venues. 

In the news section, a French ad agency 
has launched a record label to feed original 
soundtracks to its commercials. 

PLUS, a regional report on Hong Kong and how 
its love-hate relationship with mainland China is 
impacting its creative sectors. PLUS a corporate 
analysis of Netflix, the DVD rental company 
destined to become a Hollywood studio.

Happy creative holidays!

Juliana Koranteng
editor-in-chief 

email mtf_journal@btinternet.com
twitter @mediatainmentMT
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MTF Diary

Göteborg: Timber!
10-12 December 2015
S Stora Teatern 
Organised by: Cirque Alfonse 
About: Mind-blowing use of logs, 
timber and other wooden 
structures in inventive show mixing 
dance and circus acrobatics 
j www.cirquealfonse.com

London: Ai Weiwei 
19 September-13 December 2015 
S Royal Academy of Arts 
organised by: Royal Academy of Arts  
about: The first significant British 
overview of the controversial 
and hard-to-ignore Chinese 
contemporary artist and activist 
j www.royalacademy.org.uk 

Worldwide: Star Wars: Episode VII 
The Force Awakens 
18 December 2015 
S Cinemas globally 
organised by: Walt Disney Studios 
about: Disney’s highly anticipated 
latest instalment from the Star Wars 
franchise, 10 years after the last one 
j www.starwars.com 

Rabat: Main Street
Until 31 December 2015
S MuséeMohammed VI
Organised by: Print Them All; Nicolas 
Couturieux
About: A radical platform designed 
for showcasing groundbreaking 
and uncompromising street art 
j www.museemohammed6.ma

New York: Photographic Portraits 
from West Africa
Until 3 January 2016
S  The Metropolitan Museum of Art 
Organised by: Yaëlle Biro and Giulia 
Paoletti
About: Amateur and professional 
portrait photography from West 
Africacovering100 years between 
1870 and 1970. 
j www.metmuseum.org 

Groningen: Eurosonic Noorderslag 
13-16 January 2016
S De Oosterpoort
Organised by: Stichting Noorderslag
 about “The” European music 
platform for showcasing Europe’s 
most talented emerging artists, plus 
industry conferences
j www.eurosonic-noorderslag.nl

Miami: NATPE
19-21 January 2016
S Fontainbleau and Eden Roc,  
Miami Beach
Organised by: NATPE
About: The US’ biggest TV and video 
market and conference for content de-
velopers, producers and distributors
j www.natpe.com

Park City: Sundance Film Festival
21-31 January 2016
S  Park City Marriott, Utah
Organised by: Sundance Institute
About: Arguably the only game in 
town when it comes to supporting US 
independent movie makers
j www.sundance.org 

London: Music 4.5 Video – The 
YouTube Paradox
26 January 2016
S 5 Chancery Lane, EC4A
Organised by: 2Pears
About: What the music business can 
learn from other YouTube creators
j www.music4point5.com

Glendale: Super Bowl
1 February 2016
S  University of Phoenix Stadium, 
Arizona
Organised by: NFL
About: The biggest annual competi-
tion in American Football
j www.nfl.com 

London: TechPitch 4.5
3 February 2016
S 30 Crown Place, EC2A
Organised by: 2Pears
About: Opportunities offered to 
tech start-ups to pitch ideas, meet 
potential investors and debate 
trends
j www.4pt5.co.uk

Hollywood: Academy Awards 
(Oscars)
8 February 2016
S Dolby Theatre, Los Angeles 
Organised by: Academy of Motion 
Picture Arts and Sciences
About: The best feature films of 2015 
and their creators are honoured in 
the most spectacular event of its 
kind in Tinseltown
j  http://oscar.go.com

New York: New York Fashion Week 
11-18 February 2016
S Skylight at Moynihan Station and 
at Clarkson Sq
Organised by: IMG
About: One of the four international 
fashion collections Grand Slams
j http://nyfw.com 

Berlin: The Berlinale 
11-21 February 2016
S Berlinale Palast
Organised by: Internationale 
Filmfestspiele Berlin
About: The Berlin International Film 
festival, still ranked among the Top 
3 film festivals, celebrates its 66th 
anniversary
j www.berlinale.de

Los Angeles: Grammy Awards
15 February 2016
S Staples Center
Organised by: The Recording 
Academy
About: The 58th edition of the music 
industry’s equivalent of the Oscar 
awards
j  www.grammy.org
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New Delhi: ad:tech New Delhi
3-4 March 2016
S The Leela Ambience Gurgaon Hotel 
& Residences
Organised by: dmg::events
About: India’s contribution to the 
annual shindig where marketers,
ad agencies and media owners gather 
to discover the latest technologies 
disrupting their businesses
j http://india.ad-tech.com

London: ILMC 28
3-6 March 2016
S Royal Garden Hotel
Organised by: International Live 
Music Conference
About: Global gathering for concert 
promoters and live music organisers
j www.ilmc.com

Austin: SXSW Music Film Interactive
11-20 March 2016
S Austin Convention Center
Organised by: SXSW LLC
About: One of the biggest game 
changers and most forward-
looking in the business of media and 
entertainment trade fairs
j http://sxsw.com

Toronto: Outsiders: American 
Photography and Film, 1950s–1980s
12 March – 29 May 2016
S Art Gallery of Ontario
Organised by: Art Gallery of Ontario
About: Photography casting a light on 
political turmoil in the US,  works by 
Diane Arbus and Garry Winogrand
j www.ago.net

San Francisco: Game Developers 
Conference
16-18 March 2016
S Moscone Center
Organised by: UMB Tech
About: Long running video games 
event devoted to professionals
j www.gdconf.com

Chicoutimi: Festival International du 
Film Court
16-20 March 2016
S Various including Le Sous-Bois 
theatre
Organised by: Les Productions 
Caravane Films Festival Regard
About: The much admired showcase 
for creators and lovers of film shorts
j www.regardsurlecourt.com

New York: Photo Poetics: An 
Anthology
Ends 23 March 2016
S Guggenheim Museum
Organised by: Curator Jennifer Blessing
About: An exhibition celebrating 
works of photographers practising 
the art form from the pre-selfie days
j www.guggenheim.org

Cannes: MIPTV
4-7 April 2016 
S Palais des Festivals
Organised by: Reed MIDEM
About: The biggest international 
market and showcase for TV
and digital video content 
j www.miptv.com

London: The London Book Fair
12-14 April 2016
S Olympia London
Organised by: Reed Exhibitions
About: Arguably the world’s biggest 
book publishing trade fair
after Frankfurt and home to major 
literary rights negotiations 
j www.londonbookfair.co.uk

Belgrade: Resonate ‘16
12-16 April 2016
S Various venues
Organised by: Magnetic Field B
About: Debates that focus on what 
happens to lives and businesses when 
technology meets art and culture
j www.resonate.io

Cannes: Midem
7-10 June 2016
S Palais des Festivals
Organised by: Reed MIDEM
About: The 50th anniversary of the 
world’s largest gathering of
international music industry 
professionals
j www.midem.com

Basel: Art Basel
16-19 June 2016
S Various, including the Unlimited 
exhibition platform
Organised by: MCH Swiss Exhibition 
(Basel)
About: The “Olympics” of the art 
world, where leading art galleries 
gather to show off the latest modern 
and contemporary works
j www.artbasel.com

Hong Kong: Hong Kong Book Fair
20-26 July 2016
S Hong Kong Convention & 
Exhibition Centre
Organised by: HKTDC
About: The 27th edition of Asia’s 
biggest event for international 
literary rights holders and authors
j http://hkbookfair.hktdc.com

London: London Design Biennale 2016
7-27 September 2016
S Somerset House
Organised by: Mayor of London; UKTI
About: The inaugural global showcase 
that centres on design, design-led 
innovation and creativity in the form 
of installations and exhibits 
j www.somersethouse.org.uk
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