
 

 

 

 



 

CONTEXT OF THE PROJECT 

Geographical dynamics  

This project operates at the intersection of global and local geographies. By bringing 

together SoA, Ulla, and our physical venue for the exhibition hosted by Naif, we aim to 

explore how art can connect international boundaries while still being deeply rooted in a 

local place and context. Ulla’s work, grounded in the Brazilian cultural and environmental 

landscape, offers a personal and poetic perspective. Presenting her work in Barcelona, a 

vibrant European cultural and art hotspot, allows our project a unique cross-cultural and 

European perspective on art, sustainability and identity.  

The geographical dynamics also extend to how our exhibition is managed. While SoA 

operates digitally and globally, the collaboration with the local studio Naif, brings an 

impactful element to our project. Through a global reach and local grounding, our project 

emphasises the value of local importance and global voices in the arts.  

 

Sectorial dynamics 

This project focuses on several dynamic and evolving sectors, such as: contemporary visual 

arts, digital art platforms, sustainable design and underrepresented voices in arts and 

cultural management. Artists like Ulla, are gaining visibility through alternative platforms that 

challenge traditional gallery systems. SoA operates within this evolving digital system, 

offering artists a space beyond the limitations of geography and access, yet facing the 

challenges of building deeper physical engagement with international audiences.  

 

At the same time, cultural management as a sector is shifting towards multi-disciplinary 

collaboration, audience co-creation, and sustainability. This project combines curatorial 

practice with sustainable material design made by Naif, academic research from our 

Master’s degree, and inclusive public engagement with Ulla’s art.  
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OUR SOLUTION - DEFINITION OF THIS PROJECT 

Together with SoA we addressed their current need and our job as Master’s students in Arts 

& Cultural Management is to address fresh perspectives and creative strategies for 

increasing the physical presence of their represented artists, starting with one this year. This 

project focuses on bringing the SoA’s digital mission into an inclusive visual cultural 

experience in Barcelona by curating a site-specific exhibition, Voices of Nature Through Art. 

This exhibition features Ulla’s work, which is deeply rooted in themes of memories, the 

passage of time, femininity, body and nature. Her photographs explore personal and 

ancestral narratives through a poetic visual language, with nature playing a central symbolic 

and aesthetic role. The five selected artworks for this exhibition, from the series 

Surroundings, have a format of 75x50cm and are framed and complemented with some of 

Naif’s bio-materials, to enhance environmental responsibility and local craftsmanship value 

to the exhibition. Each will have a selling price of €2.118. 

To translate Ulla’s vision into a public, site-specific experience, we have partnered with Naif, 

a Barcelona-based creative studio focused on sustainable materials and eco-design. Naif 

shares the values of environmental responsibility and innovation, which are central to this 

project. Their space in El Born - a vibrant artistic district of Barcelona -, will host the 

exhibition from its opening event, on June 26th, until August 31st, 2025. This collaboration 

aims to explore new models of visibility, audience engagement, and sustainable cultural 

production that align with SoA’s values while addressing the challenges of bridging online 

exposure with offline impact. 

The exhibition will remain open for two months, giving both local and international 

audiences the opportunity to engage with the artwork throughout the summer season. After 

the two months, both SoA and Naif will find a new place for showcasing the artworks, in 

case that they are not yet sold. 
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DIAGNOSIS 

SWOT ANALYSIS 

This exhibition project stands out for its innovative fusion of international photography and 

sustainable local art, offering a fresh and culturally rich experience that appeals to the 

growing demand for eco-conscious artistic initiatives, especially in Barcelona where these 

are still limited. Supported by reputable partners like SoA and Naif, the project benefits from 

enhanced visibility, credibility and an excellent venue with an established audience. 

However, challenges remain, particularly the limited pricing flexibility considering that the 

artist is the one who decides the economical value of her work. This may not fully align with 

Barcelona’s local market and purchasing power, potentially restricting the sales of the 

artwork. Other challenges, like the limited budget available to carry out the exhibition, need 

to be taken into consideration. Still, rising interest in international art and environmental 

sustainability presents significant opportunities to connect with contemporary values and 

broaden the exhibition’s appeal, even as economic factors pose ongoing risks to buyer 

engagement.  

 

1)​ STRENGTHS 

One of the main strengths of this exhibition project lies in its innovative artistic concept. The 

exhibition offers a unique product that combines Brazilian photography with sustainable 

local art from Barcelona, generating an intercultural dialogue. This fusion of different 

cultures, art forms and languages presents a novel and fresh proposition in the current 

Barcelona art market, distinguishing the exhibition from other conventional art displays. The 

project’s emphasis on sustainable practices also appeals to the growing demand for 

eco-conscious initiatives within the artistic community and the wider public, positioning the 

exhibition as an appealing alternative for collectors.  

 

The project benefits from key partnerships, most notably the support from SoA, as a 

well-established company with strong influence in the cultural sector. This support includes 

assistance with the event promotion, as well as acting as an intermediary with the artist and 

the coordinators of the exhibition (UIC team). SoA’s involvement offers credibility and 

access to a broader audience, which could increase the exhibition’s visibility and attract 

more visitors.  
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Additionally, the partnership with Naif offers logistical support and a large and well-located 

venue in the centre of Barcelona, which is ideal for exhibiting the artwork with a built-in 

audience, consisting of a network of art enthusiasts, potential clients and individuals from 

the creative community.  

 

2)​ WEAKNESSES 

One of the most significant weaknesses in this project is the limited flexibility in pricing 

strategy. Although the artist has made some adjustments to the original prices, they remain 

relatively high and still don’t fully align with the local market conditions. While the reduction 

in price is a step in the right direction, it has not been enough to make the artworks more 

accessible to a wider audience, particularly given the economic realities of Spain’s art 

market (compared, for example, to the Swiss one). This could limit the exhibition’s potential 

sales, especially if the pricing doesn’t resonate with the purchasing power of intended 

buyers.  

 
Other weaknesses of this project are the fact that UIC’s team members are still in the early 

stages of their career as cultural managers and the limited timeframe, which could be 

leveraged to secure additional funding sources and in-kind sponsorships. 

 
Finally, the local outreach strategy of this project is impacted by the lack of funding and by 

the fact that the team member’s network in the arts and cultural industry in Barcelona is not 

extensive.  

 

3)​ OPPORTUNITIES 

One key opportunity for our project is the growing interest in international art within the 

current art market. The initiative by SoA, which focuses on representing artists from 

different parts of the world, aligns perfectly with this trend and with the current preferences 

of both the public and collectors. The same applies to Naif proposals, which aligns and give 

solutions to the increasing concern about climate change and the use of biodegradable 

recycled materials in art production.  
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4)​ THREATS 

One of the main challenges that the exhibition faces is the general purchasing power in 

Barcelona, which tends to be lower compared to other European art markets. This structural 

economic factor can directly impact the willingness and ability of local audiences to invest 

in art with the prices of Ulla’s work.  

 

 
PESTLE ANALYSIS 

This project aligns with and responds to several macro level trends and policy contexts that 

are affecting the cultural and creative sectors today. Using the PESTLE framework (Political, 

Economic, Social, Technological, Legal and Economical), we position our work within a 

broader cultural field.   

Cultural policy at both European and municipal levels increasingly focuses on diversity, 

inclusion, sustainability, and accessibility. The New European Bauhaus1 initiative, launched 

by the European Union, encourages projects that combine artistic quality with 

environmental awareness and social inclusion. This initiative supports cross sectoral 

collaborations such as ours (SoA, Naif, UIC Barcelona), where art, sustainability and 

education interact. Additionally, the European Parliament’s 2022 briefing on cultural 

diversity and conditions for international cultural exchange2 highlights the importance of 

supporting mobility and visibility for artists from underrepresented regions, aligning with our 

collaboration partners. 

Culture is now seen as a critical contributor to economic resilience and innovation, 

especially post COVID. The UNESCO report “Reshaping Policies for Creativity”3 addresses 

culture as a global public good and highlights the importance of hybrid business models 

and the need to support artists and creative workers through both digital and physical 

infrastructures.  

Our exhibition reflects this hybrid and sustainable model. In addition, the Cultural and 

Creative Cities Monitor 20224 - published by KEA European Affairs -identifies Barcelona as 

4 Cultural and Creative Cities Monitor 2022, 
https://composite-indicators.jrc.ec.europa.eu/cultural-creative-cities-monitor 

3 UNESCO report 2021, https://unesdoc.unesco.org/ark:/48223/pf0000379927 
2 European Parliament’s 2022 policy briefing https://www.europarl.europa.eu/thinktank/en/home 
1 The New European Bauhaus initiative (European Commission, 2021), https://new-european-bauhaus.europa.eu 
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a major creative hub in Europe, known for supporting cultural innovation and cross-sector 

collaboration, making it an ideal location for this cultural final project.  

There is a growing public and institutional push towards art that is inclusive, socially, 

reflective, and environmentally aware. According to the British Council’s 2020 report,5 

culture plays a vital role in promoting gender equality, environmental consciousness, and 

inclusive narratives. All of them are present both in Ulla's work and in our curatorial 

approach, which supports this socially engaged artistic desire.  

The transformation of the cultural sector through digital technology has dramatically 

accelerated. The European Commission’s 2020 report,6 outlines how the digitalization of art 

is changing modes of access and audience engagement. SoA is part of this shift, providing 

their online platform for global artists from underrepresented regions of the world. However, 

the report also highlights the need to balance this with a physical embodied cultural 

experience, which we address with the exhibition by reuniting the audience with visual art in 

a meaningful and sustainable setting.  

Finally, this project aligns with several of the United Nations Sustainable Development 
Goals7: 

●​ SDG 5: Gender Equality​

The exhibition highlights Ulla’s work, contributing to the visibility of 

women in the arts. 

●​ SDG 10: Reduced Inequalities​

By promoting an artist from the Global South, the project supports 

global equity and visibility for underrepresented voices in the cultural 

sector. 

●​ SDG 11: Sustainable Cities and Communities  

This project aligns with SDG 11 by promoting inclusive access to 

culture through a sustainable, community-based exhibition that 

transforms an urban space into a platform for environmental 

awareness and global artistic dialogue. 

 

7 The 17 goals: https://sdgs.un.org/goals 

6 The European Commission’s 2020 report “Digital Cultural Heritage and Innovation” 
https://digital-strategy.ec.europa.eu/en/policies/cultural-heritage 

5 British Council’s 2020 report "The Missing Pillar: Culture’s Contribution to the UN Sustainable Development 
Goals", https://www.britishcouncil.org/sites/default/files/the_missing_pillar.pdf  
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SDG 12: Responsible Consumption and Production​

The collaboration with Naif promotes sustainable design and the use of 

biodegradable materials in art presentation. 

SDG 13: Climate Action​

The exhibition’s environmental theme and eco-friendly materials aim to 

raise awareness of climate-related issues through artistic expression. 

SDG 17: Partnerships for the Goals​

The collaboration between SoA, Naif, and UIC Barcelona students 

exemplifies strong cross-sector partnerships in support of cultural 

sustainability. 

Research  

As part of the development of Voices of Nature Through Art, we conducted comprehensive 

research into Barcelona’s art scene, including audience behaviors, pricing strategies, and 

ongoing exhibitions to position our project uniquely within the summer cultural calendar. We 

analyzed comparable exhibitions to better understand the thematic overlap and market 

opportunities, particularly regarding themes such as nature, femininity, memory, and 

identity.  

We also researched potential funding sources, sponsorship opportunities, sustainable 

production methods and potential venues. Due to the limited time frame we didn’t make any 

funding, but we got sponsorships in kind. Regarding the venue, we finally decided to 

collaborate with Naif because of its strong alignment with our project's values of 

sustainability and innovation.  

We further grounded our work in current European cultural policy and sustainability 

frameworks, ensuring that the exhibition reflects both local relevance and international 

priorities. 

 

 

 

                
7 



 

Trends in the current market  

This project responds directly to several current trends in cultural practice: sustainability in 

materials and themes, inclusive representation of artists from underrepresented regions, 

and the hybridization of online and offline platforms. By creating a micro-curated, locally 

embedded experience aligned with SDG 11, we position Voices of Nature Through Art 

within a forward-thinking cultural management framework that reflects the evolving values 

of both audiences and institutions. 

1.​ Sustainability in Arts and Culture: Eco-design, climate-conscious production, and 

SDG-driven programming are becoming essential in both public and private cultural 

funding. 

2.​ Localization of Cultural Experiences: Culture in local ecosystems is a key 

movement, especially in European cities supporting hyper-local engagement. 

3.​ Digital Marketing Platforms: QR codes and social media, etc.  

4.​ Cultural Projects Aligned with SDGs: Funders and institutions increasingly ask for 

SDG alignment in project proposals and reporting. 

5.​ Desire to Disconnect from Screens and Reconnect with Physical Cultural 

Experiences: A real world, place-based exhibition that invites visitors to slow down, 

engage with nature-inspired imagery, and interact with art beyond the screen. 
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PROJECT PRODUCTION 

JANUARY ‘25 

In January, once the objective 

was clear (to raise SoA’s 

visibility in Barcelona and 

bring its proposals into a 

physical space in the city), 

possible venues for the 

exhibition began to be 

explored. 

16th – First meeting with tutor 

Sandy Fitzgerald. 

 

FEBRUARY ‘25  

In February, Ulla was selected as the artist for this exhibition amongst the various 

artists represented by SoA. Also, the partnership with Naif was established as one of 

the Master’s students did her internship there. Last, we started contacting suppliers, 

such as the print shop.  

18th – Final project catch up 

24th – Second meeting with tutor 

27th – Wrote to Verdi 9 to ask for sponsorship in kind (the printing of the photos). Instead of 

a sponsorship, we got a discount. 

 

MARCH ‘25 

First meeting between the parties involved, for them to become acquainted, engage in 

reaching an agreement. This meeting primarily addressed subjects such as: each 

party’s objectives, the profit percentage distribution, the exhibition timeframe and the 

date for the night opening event.  

14th  – First meeting between Naif, SoA and UIC team  

28th – Contacted Heineken Spain to ask for sponsorship in kind. We got a reply, though it 

was not successful. 
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APRIL ‘25 

April was the moment for a first test run of the printed photographs, so one image 

was selected and printed as a preliminary trial to evaluate its visual quality. Meetings 

between parties continued to take place to further define details of the event. Also, 

the design of online marketing material began and SoA promoted the event in its 

newsletter from this month.  

2nd  – Meeting between Naif and Ulla, to discuss frame design guidelines  

7th – Design of the exhibition’s invitation 

8th – Printing of one of the five photos, as a test for quality 

9th – Meeting in person between Naif’s studio with Katrin Imhoff, founder of SoA 

29th – UIC team meeting to define next steps, especially marketing plan 

30th – Design of online marketing material 

 

MAY‘25 

During the month of May, marketing strategies to promote the event and exhibition 

began to take shape. UIC’s team took responsibility for designing promotional 

materials and planning various social media posts. Some brief meetings and 

exchanges took place to ensure alignment with the three other parties involved, by 

checking that the promotional materials met their approval and to set some dates for 

the publication and distribution of the different materials. By the end of the month, it 

was decided to proceed with the printing of the remaining photographs so they could 

be used during the production of the frames. 

1st - 4th -Design of marketing material 

5th – Beginning of offline marketing 

7th – Beginning of online marketing (first post on social media, the invitation to the 

exhibition) 

8th – Third meeting with tutor 

13th – Printing of the flyers 

25th – Printing of the remaining four photos 

29th – Video “Meet the artist”, event on LinkedIn, destruction of the photographs from the 

first print run  

During the month – Generating the mailing database (design studios, architectural studios, 

professionals from the arts and culture industry, hotels, potential sponsors) 
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JUNE’25 

In June, the final preparation for the exhibition took place. All five photos were 

reprinted to ensure optimal visual quality. Also, emails were sent to potential local 

companies and boutiques who could offer sponsorship in kind. Online and offline 

promotion continued. Finally, an agreement between all parties involved in this 

project was drafted, as well as a schedule for the night opening event.  

5th – Reprinting of the five photos 

9th – Schedule for the night opening event, mailing potential buyers and a local company to 

ask for sponsorship in kind 

11th - Draft of the agreement between the parties 

13th – “See you soon” post on social media 

14th – Flyers distribution to hotels 

19th – Flyers distribution to design and architectural studios 

25th - Hanging the photos with the frames at Naif’s studio 

26th – Night opening of the exhibition 

  

From June 26th to August 31st – Exhibition at Naifactory Lab in El Born  
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ORGANISATION STRUCTURE 

Since SoA already represents Ulla, the legal aspects regarding the artist and the 

photographs are covered by it. As to the collaboration between SoA and Naif, every 

discussion and agreement from the meetings, as well as every update, are shared via email 

and WhatsApp. There is also a simple and friendly document signed between the parties. 

  

Management of this project: 

 The overall project is managed by: 

●​ Linda, Maria, Ximena - UIC team / Master’s students in Arts & Cultural Management 

●​ Katrin Imhoff - founder and CEO of SoA 

●​ Lara Sutter - curator of SoA  

●​ Joseán Vilar and Silvana Catazine - founders of Naif  

  
Other Key Parties 

Ulla is also a key team member. She provided the files of the photos and helped with the 

marketing material, as well as with the promotion of the event.  

 

There are also some collaborators/volunteers for specific tasks: 

●​ UIC and Sandy Fitzgerald – they offered a collaboration with SoA and advised on 

different aspects of the project (marketing and promotion, financing, logistics, 

amongst others).  

●​ Photographer – a colleague who will be taking pictures at the night opening event. 

●​ Verdi 9 – though not a sponsorship, the print shop granted us a 30% discount on 

printing the photos and a 15% discount on printing the flyers. 

●​ Leroy Merlin - the shop granted us a 10% discount on buying the frames for the 

photographs. 

None of the parties involved has a salary, though the following profit distribution from the 

sale of each artwork was agreed upon: 

●​ 40% for Ulla 

●​ 30% for SoA 

●​ 30% for Naif 
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MARKETING AND COMMUNICATION  

From the beginning, we were fully in charge of the marketing and communication strategy 

of this exhibition. As a group, we created all the content ourselves, from designing visuals 

and selecting sounds for reels, to writing captions and scheduling posts. Although SoA and 

Naif published the materials on their official platforms, we directed the entire content 

process. We developed a series of social media posts leading up to the opening event, 

including countdown stories, artist introductions, and behind-the-scenes footage. Ulla was 

also very supportive and kindly recorded exclusive reels specifically for this project, which 

helped bring a personal and engaging dimension to the campaign.  

 

For the invitation, we curated a mailing list of potential buyers and people we identified as 

likely to be interested in the exhibition. We also developed a physical distribution plan: we 

printed flyers and posters and followed a route through different neighborhoods in 

Barcelona, to attract local support.  

 

Design of the invitation  

To invite key stakeholders and target audiences to the exhibition, we created a personalized 

digital and printed invitation for the opening night of Voices of Nature Through Art. The 

invitation was designed to reflect the exhibition’s visual identity, combining clarity, 

elegance, and sustainability as central design principles. The invitation included: 

-​ Title and theme of the exhibition 

-​ Date, time, and location of the opening (June 26th, Naifactory Lab, El Born) 

-​ Logos of the key collaborators (SoA, Naif, UIC Barcelona) 

-​ A QR code that links directly to the artist profile on SoA’s website. The website of 

this QR code allows us to see how many scans the QR gets8.  

 

 

 

 

8 https://app.qr-code-generator.com/manage/79316917/insights  
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TARGET AUDIENCE 
 
Local art and culture enthusiasts. Residents of Barcelona who are engaged in the city’s 

contemporary art and design scene. 

●​ Marta, 34. Graphic Designer. Lives in Gràcia, regularly attends gallery openings, 

experimental theatre, and design events. Values local initiatives and sustainability. 

Curious about emerging international artists and enjoys discovering new creative 

perspectives in intimate settings. 

 
International professionals and tourists. Especially those interested in experiencing 

alternative, thought-provoking exhibitions during their stay in Barcelona (June–August 

2025). 

●​ Thomas, 45. Architect from Berlin. Visiting Barcelona with his partner in July 2025. 

Actively seeks out unique cultural events and off-the-beaten-path exhibitions. 

Interested in art that reflects identity, memory, and environmental consciousness. 

Combines leisure travel with artistic discovery. Cultural professionals and creatives. 

Including curators, gallery owners, museum workers, and artists who seek 

inspiration from new voices and sustainable practices. 

●​ Laia, 38, Independent Curator. Works on international exhibitions and is constantly 

scouting for fresh voices and concepts. Looks for interdisciplinary projects that 

integrate sustainability and critical themes. Attends openings, art fairs, and artist 

talks to stay connected with the global scene. 

 
Art collectors and buyers. Since the works exhibited will be available for purchase at 

approximately €2,000 each, our target audience also includes individuals with both the 

interest and financial capacity to invest in contemporary art within this price range. 

●​ Jean-Luc, 60, Private Investor. Based in Paris and Barcelona, collects contemporary 

photography and emerging artists from Latin America and Africa. Seeks high-quality, 

meaningful artworks within a €1,000–€5,000 range. Values pieces that combine 

aesthetics with strong narrative and ethical practice. 
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BUDGET 

 

*Sponsorship in kind 

**Other sponsorships and discounts 
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EVALUATION PROCESS 

THOUGHTS AND LESSONS 

This final project is not only a cultural initiative, but also a direct application of the 

theoretical and practical knowledge taught in the Master’s in Arts and Cultural Management 

at UIC Barcelona. Throughout this process, we engaged with cultural institutions and 

policies (EU and local frameworks), applied cultural marketing techniques (audience 

segmentation, mailing lists, and visual identity), and addressed urgent societal themes such 

as environmental sustainability and representation of voices from the emerging regions in 

the world. We used key project management tools, such as SWOT and Gantt charts, drew 

up simple legal agreements, and operated collaboratively like a cultural team. This 

exhibition functioned as a real case of curatorship, communication, and strategic leadership 

within the arts sector. It also challenged us to creatively connect online visibility with 

embodied, site-specific experience, a theme deeply relevant to 21st-century cultural 

practices. This project not only reflected our learning, but has helped us grow into emerging 

professionals in the field of arts and culture. 

One valuable lesson we learned during the outreach phase was that distributing flyers to 

hotels in Barcelona was not as effective as initially expected. While our goal was to reach 

international visitors interested in cultural events, we discovered that many hotels have strict 

internal policies about displaying third-party promotional materials. In several cases, staff 

informed us that they were not permitted to place flyers at the front desk, or in 

guest-accessible areas. However, they were willing to accept the flyers and hand them out 

to guests who ask for recommendations of what to do in the city.  

During the process, we also experienced first hand unexpected situations, even last minute 

ones. One key lesson we learned was the importance of giving clear, specific instructions to 

the artist regarding file quality requirements. The initial print run of the photographs failed 

because the files provided were not high-resolution enough. As a result, we had to request 

new files and reprint all five works, which led to unexpected costs and delays in our 

timeline. 

The second unexpected thing that came up was a last minute change of the frames. The 

initial idea was that Naif was going to create limited edition frames for the photographs. 

However, they finally could not do it because their only team member that helped with the 
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production suddenly passed away. Therefore, we had to think quickly to find a new solution: 

we bought normal frames and, to be as close to our initial idea as possible, we decided to 

complement them with biomaterials that Naif already had at its studio. Since these are 

recycled materials, it aligns nicely with our sustainable approach.   
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ADDITIONAL CONTENT  

Mailing List & Invitation Strategy 

As part of our communication plan, we created a targeted mailing list composed of 

individuals and organizations aligned with the project's goals and themes. This included: 

-​ UIC / design universities 

-​ Hotels / institutions  

-​ Press  

-​ Architecture / design studios 
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Flyer Distribution Strategy Across Barcelona 

To complement our digital communication, we developed an offline visibility strategy 

through targeted flyer distribution across key cultural and creative hubs in Barcelona. Our 

aim was to reach both locals and tourists who are actively engaged in the city's cultural life. 

This included: Hotels, art spaces, independent shops (near Naif), selected boutiques, 

architectural firms and design-focused businesses. 

 

Collaboration Agreement Between Satellites of Art and Naifactory Lab 

To ensure a clear and transparent understanding of roles, responsibilities, and expectations, 

a collaboration agreement was prepared for all the partners involved in this exhibition. Every 

partner will have to sign it.  
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Informative document - to be displayed in Naif’s studio during the exhibition time (in 

Catalan, Spanish, English) 
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