
 

 

PODCAST TRANSCRIPT: Managing A Technology Heavy Festival In The Arts 

 

Intro: Hello AMT Lab Listeners, my name is Seggen Mikael. I am a second year Master of 

Arts Management exchange student and a contributor to the Arts Management and 

Technology Laboratory. Today, I am excited to talk to Larry Shea and Lauren Goshinski, 

who organize the VIA festival in Pittsburgh. The Via Music & New Media Festival is an 

annual celebration of people who are defining what's next in music, art, and culture. We 

will talk about what it is like to manage a technologically intense festival. 

 

Seggen Mikael: Thank you both for taking the time to speak with me today. I want to 

start off with some information about yourself. Can you tell me a little bit about you, 

your background and explain how you got involved with the VIA festival? 

 

Lauren Goshinski: I'm Lauren Goshinski and I am the co-founder and co-director of VIA 

festival. I started VIA in 2010 with my co-director Quinn Leonowicz. My background is in 

art-history originally, art history and finance, and I graduated from University of Pittsburgh. 

When I graduated, I was in this place where I could start working in museum, or I could 

stark working in academia. I kind of just got a job at CMU at the art department and was 

just figuring out what I wanted to do with my life, and simultaneously, Quinn and I had 

been talking about throwing events. Starting the VIA festival seemed like the best way to 

get my interest and energy out, rather than working for somebody else. So, I still work for 

CMU as my day job in the School of Art and the VIA as my venture that I have been 

building over the last seven years. 

 

Larry Shea: I am Larry Shea and I teach in the Drama Department. I founded and run the 

video media and design area, and I come from a diverse background of film, experimental 

film, installation art. I [previously] ran a festival in New York called "Mix", an experimental 

film festival. So, that's when I heard about VIA. I've done it before, so I was interested in 

supporting and I know how difficult it is to do. I was also happy, that Pittsburgh had 

something like that. I guess my involvement was through one of my grad students. He did 

a lot of the visuals for VIA and then he applied to my program and I accepted him. So it 

was just a natural fit that he would keep doing things with VIA but that we would sort of 

support it somehow. 

 

SM: Next, let’s talk about financing. When approaching sponsors, do you mainly 

target technology based companies and secondly, do the sponsors support the 

festival primarily with money, equipment or something else? 

 

LG: That`s also like a mix, a mixed bag. I can say that getting sponsorship, corporate 

sponsorship, in Pittsburgh is actually still very hard, because a lot of people do cost per set 

of eyeballs, so they're really only looking at your number rather than the quality of the 

program that you are producing. So in that sense, no technology sponsors have ever given 

cash. Then you move kind of into lifestyle brands or beer or liquor sponsors or even 

sponsors that are interested in more creative products. Often times you find that it's 

actually the lifestyle, beer and liquor brands that are going to give you cash. Outside of 



 

 

that there is either small grants or things that we try to cobble together to make the rest of 

that work. A large portion of that also relies on ticket sales. From your side (note from 

editor: referring to Larry Shea) I consider CMU a sponsor, because a lot of that gear is in-

kind and it is built into a full relationship. The way that VIA looks at sponsors is more like 

partnerships. Ideally we would be able to build relationships, with tech companies, that are 

partnerships where together we're actually creating something new or doing something 

that is an expressive tool for students, rather than just an exchange of money for an event.  

 

LS: I think that having run a festival in New York, the challenge is to find people that are 

interested… In-kind is really where you get the most support. It's really rare to find a 

corporation who throws money at you, unless you are American Express supporting the 

Tribeca Film Festival. It's got to be on that level of brand on brand reinforcement at a 

certain high level in the popular culture. If you are doing anything more underground or 

more experimental, you are not going to get that sort of buy-in from the corporate sector. 

 

LG: I find that to be shifting slightly. So I find that right now the struggle is mostly about the 

size of Pittsburgh and maybe peoples' preconceived notions of what Pittsburgh can 

deliver. I think that if you are in Pittsburgh or you had a relationship to the city, you know 

how vibrant it is and how much crazy stuff there is here. But when you are an outside 

company that doesn’t have a relationship to the city, it’s easy just to look at it as its 

numbers and not really at the quality of the people here.  

 

SM: For your communication and marketing strategy, are you focusing more on 

online communication and social media? How do you use them for communication 

and marketing purposes?  

 

LG: For marketing, we are still very DIY. Everything is online, all the services that we use 

are free. We are contracted every now and then with a publicist or a PR-firm, but those are 

usually people we know personally through the industry that are really excited about the 

program that year and want to help get the word out to other regions in the United States. 

We are also part of an international festival consortium called I.C.A.S., and we are only 

one of I think two or three US festivals in that consortium. So through that network it 

seems we actually have a bigger presence internationally than we do nationally. So it's a 

little bit inside out right now, but it's all mostly online.  

 

SM: Do you have special interactive content or marketing strategies that include VR 

or AR? 

 

LG: No, we don't use that for marketing. We are really focused on it as an art form. 

 

SM: Final question: What advice would you give art managers who are working or 

looking to work in a technologically heavy festival, or even in art that involves 

augmented or virtual reality? 

 

LS: Well, I think there is kind of a gold rush into AR and VR right now and I am old enough 

to have seen multiple gold rushes. I think one of the main problems with VR, especially as 
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it's being rolled out - actually both forms, is that it's being driven by marketing 

considerations and not artistic considerations. One of the best things about the Weird 

Realities conference and VIA combining was this bunch of skeptics and a bunch of artists 

and musicians celebrating the creative potential of a new way of using technology. The 

marketing aspects of it weren't even considered, but if you go to New York and you go to 

an event that advertises itself as being AR und VR, it’s most likely going to be thrown by a 

marketing company about marketing. There is a certain aspect to that and I'm not 

moralistic. I've done videos for marketing companies in the past and I've made money 

doing corporate communications. So, I know the industry pretty well. It's just that the 

people you want to reach are sophisticated and so, if you are just selling them a 

toothpaste, it doesn't matter how cool it looks, it doesn't matter what the experience is, if it 

is just a pair of sneakers. But if it's a really interesting experience and the potential of the 

medium is that those things are coming out of your phone, they're locational, they force 

you to interact with other human beings in real time. Those are really cool things that 

artists can play with, and then if there is something interesting and you want to promote 

those that and it`s uses, they kind of promote themselves, if that makes any sense.  

I would say avoid the obvious and don't rely on being a booster of the technology. Actually, 

have something interesting to say or something interesting to sell, if the technology is not 

going to sell it. And the hype around VR and AR, it's hype and the audience knows it. 

People are sophisticated. I think the biggest problem I had working in marketing was the 

disdain for the audience, and it was true in television as well. In a certain segment of the 

marketing population, there is just sort of a contempt of the intelligence of the people you 

are making things for. That's just incredibly unhealthy and so, if you are a young person 

going out into the world trying to work in managing or marketing, I would urge you to trust 

your gut. If you're working with somebody who feels a little slimy and they feel like they are 

kind of contemptuous of what they're doing or they are just doing it for the above, move 

on, because there are plenty of other places to work. That would be my statement about it. 

If it's real and interesting, then it will sell itself and you can find ways to sell it and get the 

message out using all sorts of tools. But if it's just another thing or something no one 

needs or it’s not that interesting to begin with, no bells or whistles are going to help you. 

 

LG: Yeah, I completely agree with that. I would say I have a kind of two prong approach to 

it, where as an organizer to a festival and where I am protecting my brand and in doing 

that, I believe that I am protecting the artists that are participating in that brand, that's my 

number one goal. So, if I am ever approaching a company or they approach me, and 

obviously with sponsorship, you are helping the company sell their product and so 

whatever experience that we are going to create, to me, has to go beyond the product. If 

we can't come to an agreement on what that is and if it requires sacrificing the art form to 

that product, I won't do it. You have to be really realistic about realizing where your comfort 

level lies. I am not going to accept this money, I am not going to do this because it would 

compromise my vision and this artist's vision, so I am going to have less money. And then, 

how do I make up for that and what are other creative tools, or are there ways of 

partnering with people that actually still make sure that that event happens and is true to 

its core as you want it to be? 

I think that at the other end too, even what Larry is saying about disdain for the audience, 

on the side of an organizer / curator, sometimes you get locked into this weird mentality 



 

 

where you think that you are providing something that gives all these answers. I would 

urge people never to think that they think they know what they are doing or know the 

answer. I think that that's another way of being condescending to your audience, that 

somehow you are showing them something that they've never seen before or giving them 

a message that they haven't figured out themselves. I don't think that you have to take on 

the world in your messaging. I think there is humility involved in that, and also humor, 

where the experience you are going to provide for people isn't the end to all and you're not 

going to answer everyone's' questions in this one little experience, nor should a brand 

expect you to do that. I get really on edge when people think that we are going to address 

certain social issues, political issues and I spend a lot of time considering what that 

relationship might look like, because it could be clocked in a shoe. You know, when your 

like "Naaa, you guys are just thinking too much of yourself", you’re not actually getting 

anything out of this. So, humility, go beyond the product, have fun with it and don’t take 

awkward money, I guess. Find another way to do it. 

 

SM: Ok, thank you. It was very nice speaking with you!  

 

LG: Thank you. 

 

LS: Sure, thanks. 

 

Outro: You have been listening to the Arts Management and Technology Laboratory. For 

more information you can visit our website at amt-lab.org. Or you can follow our biweekly 

podcast series on iTunes, Google Play, or Stitcher. Thanks for joining us. 
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