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ENTERTAINMENT

BY JOANNE KOH
A new form of street art has seen some 
public objects being bombed - yarn bombed, 
that is. Colourful crocheted yarn covers 
trees, lamp posts and bicycle stands and 
have been sighted in Melbourne’s artistic 
suburbs, such as Brunswick and Fitzroy. 
This quiet phenomenon has been around 
since 2005, but has recently garnered more 
popularity and enjoyed a surge of media 
attention. It is a favourite at community 
festivals, and craft superstore Spotlight 
even promoted yarn bombing groups 
through Facebook in December last year.

Compared to gra!  ti, yarn bombing is 
a relatively new addition to Melbourne’s 
renowned street art repertoire. But with 
increasing popularity, yarn bombing doesn’t 
seem to have the rebellious reputation as gra!  ti; 
instead of public chastisement, Melbourne " nds 

these woollen creations endearingly old-school. 
So why does gra!  ti cop criticism, and 

yarn-bombing not? Some suggest it could it 
be a gender issue, as gra!  ti is predominantly 
carried out by men and yarn bombing 
is predominantly done by women. 

Well-known ‘" bre artist’ and yarn bomber, 
known only as Bali, has been yarn bombing 
since 2008. She is the founder of the largest 
collective of yarn bombers in the world, called 
Yarn Corner, which comprises of local and 
international members who contribute to large 
scale projects in Melbourne. But for Bali, yarn 
bombing isn’t a matter of gra!  ti-by-way-of-
grandma – it’s a legitimate act of rebellion. 

“To the average person, a knitted or crochet 
piece shouldn’t be attached to a piece of 
infrastructure, but who’s to say that it can’t? 
Who’s to say that we can’t rebel against those 
that say it shouldn’t be there?” says Bali.

Others simply argue yarn bombs add some 
colour to an otherwise dull urban environment. 

Yarn Corner has created works for the 
Frankston Council and has already been 
commissioned to complete a project for the 
Coburg Carnivale in June. From time to time, the 
City council have intercepted some of Bali’s yarn 
bombings, but agreed to let the pieces stay intact.

Gra!  ti, on the other hand, does not always 
receive this kind of support. Gra!  ti has long 
su# ered a love/ hate relationship with the 
media and the public, with its vandalistic roots 
continuing to stigmatise modern street artists.

But Thom Bonilla, a Melbourne-based gra!  ti 
artist, says Melburnians are gradually learning 
to accept gra!  ti as a part of the city’s identity. 

“The (gra!  ti) street art scene will never 
change in the sense that the Kings (those who 
have amazing talent) will always get props. In 
saying that, more new talent is coming out, kids 

are doing gra!  ti at a much earlier age,” he says.
Kifka Kingan, from the Metro Art 

Gallery, agrees gra!  ti is beginning to 
transcend its poor public image. 

“I think street artists have a genuine intention 
to illustrate public property to have their work 
seen and get their name out there, because 
of their artistic drive to share their talent 
and perspective with the world,” she says.

“There are even consultants that work with 
the council to be more mindful of artwork 
that should be considered a public city asset 
rather than something to be ‘cleaned up’.”

As Melbourne’s street canvas becomes more 
colourful than ever, it’s up to gra!  ti and yarn 
artists alike to convert the public to their cause. 

A challenge, to be sure, but then again – 
how does the saying go? – a stitch in 
time saves nine…

BY CHLOE SESTA JACOBS
Australian " lms that performed well 
at the box o!  ce can o!  cially thank 
social networks Facebook and Twitter. 

Film Victoria research has found 
that Australians were motivated 
to watch Australian movies 
because of recommendations 
on social networking sites. 

 Many " lm goers believed 
Australian " lms attracted low 
domestic audience numbers due to 
a lack of awareness and insu!  cient 
publicity, the research said. 

“Marketing is very expensive and 
time consuming and needs to be 
very strategic,” Film Victoria said. 

But despite large scale 
marketing campaigns losing 
their appeal, Facebook and 
Twitter recommendations were 
only growing in strength. 

Bradley Dixon, web coordinator 
at the Australian Film Institute, 
said the rise of social media had 
changed the way recommendations 
worked for everybody. 

“It’s accepted wisdom that now, 
with access to " lm and television 
content becoming more and 
more immediate, traditional 

recommendation sources like 
professional " lm critics have become 
less important to the success 
or failure of a " lm,” he said.

Professor and Chair of Media 
and Communication at Deakin 
Univeristy Deb Verhoeven agreed 
that traditional information o# ered 
on " lms isn’t being taken into 
consideration nearly as much as social 
media, when it cames to choosing 
an Australian " lm at the cinema. 

She says it isn’t national 
distinctions that help people decide 
what " lms to watch anymore. 

“We don’t normally sit around 
with our friends deciding whether 
or not we are going to see an 
‘Australian’ " lm any more than we 
debate whether we might like to 
see a Norwegian one,” she said. 

But for Australian " lms to do 
well at the box o!  ce, it’s not a 
simple matter of being promoted 
on social networks. Some social 
networks worked better than others 
when it cames to trustworthy 
" lm recommendations. 

According to Professor Verhoeven, 
social media in$ uenced Australians 
to watch particular " lms, but only 
if it came from trusted sources, 

such as personal friends on 
Facebook, rather than strangers 
or celebrities on Twitter. 

“Social media works as an in$ uencer 
in much the same way as word of 
mouth,” Professsor Verhoeven said. 

However Mr Dixon believed that 
it was not a distinction between 
social media platforms and 
technologies as much as it was a 
distinction between people.

“Most people have several tiers 
of in$ uences on their viewing 
habits: very close friends and 
family who share the same tastes 
and whose recommendations can 
be trusted entirely, friends and 
acquaintances whose tastes you 
mostly/sometimes agree with, 
critics and people on social media 
whose opinions you trust, and 
then the wider " lm critic and social 
networking sphere,” Mr Dixon said.

With social networking sites 
acting as news breakers, it seemed 
as though audiences were 
more likely to trust their friends 
through recommendations on 
Facebook, than the suggestions 
of strangers on Twitter. 
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BOMBS AWAY : Yarn bombers are taking over Melbourne’s artistic suburbs. 
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