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The Shelter s.c. is an independently produced project 
that depends not only on advertising, but on guidance and 
support from a lot of different people and organizations. 
We warmly thank: 

UmaUma Lange - Terri Waller & Deadly Espresso - Amelia 
Shaw - Louise Clark - The whole team of the Noosa Regional 
Gallery - Samantha ‘FatDog’ Taylor - Warwick Gow - 
Bronwin Adams - Megan Rowland.

We especially thank the Horizon Festival team, with 
whom we’ve partnered on this issue.

SEND US YOUR ENQUIRIES!
ininfo@thesheltersc.com
www.thesheltersc.com

@thesheltersc 
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CULTURE SEEKERS ARTISTS FOR ARTISTS

Text by Phil Smith, Director of Creative Arts Alliance Ltd. 
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rewarding experience: 
‘Feeling like we are contributing to a greater 
movement is the most rewarding part of [the 
job]…it feels amazing to be able to work on that 
everyday,’ said Sam.
So, how can you help?
‘Sp‘Spreading the word is the best thing people can 
do to support Seljak Brand to increase their 
impact. Engaging with the things that we buy and 
use, realising these alternative models exist [and] 
educating and supporting each other’ to move 
towards change.

Australian landscapes, the blankets are an artistic 
medium to explore issues like climate change: 
‘the defining issue of our time,’ said Sam. 
‘Through each blanket we explore what environmental 
issues those areas are facing…with the reef [it’s] 
the warming temperatures of the water and 
pollution,’ said Karina.
KKarina drew from concern for the Great Barrier 
Reef in the Lune blanket, miming the rich life of 
the bioregion in orange and blues, whilst the 
design for their Pyramid blanket found inspiration 
in the green, volcanic landscape of the Sunshine 
Coast hinterland, exploring rising temperatures 
through the pyramid structure.
‘The‘The blankets are a celebration of beautiful areas 
and enjoying those areas…enjoying the process 
of how we can treat our planet better, and how we 
can be climate activists without being doom and 
gloom’
SelSeljak Brand also focuses on humanitarian 
issues: ‘for the first four years we were donating a 
blanket to the asylum seeker resource centre 
(ASRC) for every ten blankets sold,’ contributing 
more than 250 blankets and over $8,000.
In awe of their pioneering recycling efforts and 
leadership, we asked, what was the most WWW.SELJAKBRAND.COM.AU 17
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movement is the most rewarding part of [the 
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Let’s talk about one of the biggest problems 
facing human civilizations globally: waste.
Talking textiles, 90% of our textiles waste ends 
up in landfill.
This is where Seljak Brand is an industry leader 
for recycling. 
We asked, why blankets? 
‘Th‘They aren’t trend driven,’ they 
are practical, non-gendered, 
beautiful, close to the 
heart, and as a product 
they have longevity, 
fostering conscious 
consumption, said 
Sam.Sam.
Seljak Brand 
started in 2016, 
and since have 
been inspira-
tional models 
for change, en-
gaging a circu
lar economy, 
donating to 
charities, and 
working with uni-
versities and other 
partners to further 
investigate the reman
ufacturing possibilities 
of waste streams in Austra-
lia. 
‘Our blankets are a vehicle for us to 
show people that there are alternative 
ways of producing and consuming things; and 
disposing of things,’ said Karina.
The two ‘built a shared basis of inspiration’ for 
what would become Seljak Brand – an innovative 
movement against textiles waste, taking inspira-

tion from the communities around them in the 
small and large-scale ways people recycled waste 
products with passion and a positive innovation, 
‘adding value to waste,’ said Karina.
‘We had a vision to find a waste stream that we 
could create a product out of…we only wanted to 

deal with waste,’ said Sam.
  One of the many ingenious 

practices of Seljak Brand is 
the company’s engage-

ment in – and promo-
tion of – the circular 

economy.
 Founded on the 

idea of zero 
waste, the circu-
lar economy is 
an alter native 
model for the 
economic pro-
duction of 
goods, pre-

mised on circu-
larity, thereby 

avoiding streams 
of waste. 

For Seljak Brand, 
t his works through 

sourcing pre- and 
post-consumer wool 

waste and remanufacturing 
such waste into a product that is 

‘regenerative by design,’ said Karina.
‘Ultim‘Ultimately, creating s omethin g w i th longevity, 
that people want to love, want to care for and 
have forever is more sustainable than remanu-
facturing,’ Sam said.
 Along with the weaving of histories into new 
blankets, Seljak Brand also crafts new stories 
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The Regional Arts Development Fund is a partnership between 
the Queensland Government and Sunshine Coast Council to 
support local arts and culture in regional Queensland.
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An Australian first, Hop Valley H2O is a beautifully refreshing hop-infused sparkling 
water that is gluten free, contains zero sugar, zero alcohol and zero calories. 

GET HYDRATED

www.hopvalleyh2o.com.au
@hopvalleyh2o
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@ANDJEKAM

Fragile we are 
Tactile beings
Earthly phenomenons
Human orbits
Chasing the sun
Chasing something 
AlAlways chasing 
Human beings 
Scarcely being

– André © 

SUNCATCHERS

ANDRE@THEBERLINFILES.COM.AU



New Course Starts In Palmwoods July 13th

Look Out For Bec's Afro Pop 

Up Dance!

Locations TBA Soon!Look Out For Bec's Afro Pop 
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We’ve all heard the spiel, but after years of pricing 
other people’s art as a career, Aaron says, ‘that’s not re-
alistic at all.’ 
He recommends finding your audience and making 
your art financially accessible to begin with. 
Treat your work with dedication, stay true to your idio-
syncrasy, ‘don’t overprice your work’, says Aaron, and 
treat it like a job, only, more like a dream job.

Against the contentious seminar quote ‘quit your day 
job’, Aaron says ‘take it seriously – and also – don’t 
quit your day-job.’ *mic drop*
For those of us at The Shelter, this rings true in know-
ing and understanding the right time always comes – 
stress less, stay passionate, and keep-on creating-on! 

stress-free, if something comes up that is a stress, I just 
say I’m not doing it.’ – advice for life! 
Talking art and value, Aaron said after years of creat-
ing a diverse range of artworks, ‘as soon as I started 
painting the stuff that I wanted to exist, that’s when I 
started getting people wanting to buy it.’
What (good) advice does he have for emerging artists 
in terms of measuring commercial value? A: ‘You have 
to build it up,’ just like a business. 
We reflected on the age-old instruction: ‘Don’t under-
value your art, you have to cater for your time ect.’ 

and gallery work’ when Ben 
and Aaron relaunched in 
2013.
SStupid Krap, which he now 
owns outright, propelled 
Aaron up a steep learning 
curve into the commercial 
arts scene, a career trajecto-
ry that would continue his 
development into an estab-
lished artist.
‘I got thrown in the deep 
end in terms of an art career 
– I went from what I 
thought I wanted to be, a 
designer, to becoming a 
business manager of an art 
company that was already 
well founded in well founded in Australia.’ 
Years later, after surviving a 
rare form of cancer project-

ed as terminal, Aaron and his wife sold their cafes in 
Newcastle and relocated back to the Sunshine Coast 
with their kids. 

His goal: ‘I’m painting everyday, I’m spending everyday 
at the beach and hanging out with my kids,’ which is 
now a reality after overcoming yet another terrible 
piece of advice. 
‘I‘I was given some really shit advice once…you’re not 
going to be an artist,’ said Aaron, which suppressed his 
practicing career as an artist until two years ago when 
he started painting full-time. 
‘Everyday when I get up my goal for the day is to be 

Between being a fruitful 
artist, running a fine arts 
business, and spending 
time with his family, Pop 
artist Aaron Craig caught 
up with The Shelter to give 
us some valuable insights 
intinto the vocation of artists, 
and the life lessons behind 
good and bad advice.
Aaron grew up drawing as 
a child with a dream of ani-
mating for Disney, which 
later evolved into a love of 
comic books, some un-
planned painting and sales 
in Canada whilst travelling, 
and his enrolment into 
Fine Arts in university in 
his mid-twenties where he 
was given his first bad piece 
of advice.
‘I was pretty much warned off [art] by the lecturers, 
saying you can’t make money being an artist, which is 
pretty much the biggest lie that anyone’s ever been 
told.’ Sound familiar?
TTransferring into a visual communication design 
degree at the Queensland College of Arts, Aaron grad-
uated and later met his soon-to-be business partner 
Ben Frost – now one of the biggest contemporary pop 
artists in Australia. 
Whilst in Canada, a friend introduced Aaron to a sub-
scription art poster company, an idea which he bought 
back to Australia. 
‘I met Ben at the show, and we got along pretty well, 
and I pitched him my idea, which was pretty much the 
company that he already had’ – that company was 
Stupid Krap.
Aaron says Stupid Krap was ‘a stepping-stone for 
emerging artists, bridging the gap between emerging 28
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Against the contentious seminar quote ‘quit your day 
job’, Aaron says ‘take it seriously – and also – don’t 
quit your day-job.’ *mic drop*
For those of us at The Shelter, this rings true in know-
ing and understanding the right time always comes – 
stress less, stay passionate, and keep-on creating-on! 

We’ve all heard the spiel, but after years of pricing 
other people’s art as a career, Aaron says, ‘that’s not re-
alistic at all.’ 
He recommends finding your audience and making 
your art financially accessible to begin with. 
Treat your work with dedication, stay true to your idio-
syncrasy, ‘don’t overprice your work’, says Aaron, and 
treat it like a job, only, more like a dream job.

Text by Brooke Bush

stress-free, if something comes up that is a stress, I just 
say I’m not doing it.’ – advice for life! 
Talking art and value, Aaron said after years of creat-
ing a diverse range of artworks, ‘as soon as I started 
painting the stuff that I wanted to exist, that’s when I 
started getting people wanting to buy it.’
What (good) advice does he have for emerging artists 
in terms of measuring commercial value? A: ‘You have 
to build it up,’ just like a business. 
We reflected on the age-old instruction: ‘Don’t under-
value your art, you have to cater for your time ect.’ 

Treat your work with dedication, 
stay true to your idiosyncrasy, 

‘don’t overprice your work.’
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@SMESSYART
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 BENJAMIN.R.NICOLL@GMAIL.COM
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Wed-Fri 10:00-15:00 

Take away 

Frozen Gyoza and Seafoods available in store.

@blueplum.noosa 





@ODESSA_DEVRIES PHOTOS BY WARWICK GOW
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@KETAKII_DARLING

WWW.KETAKIIJEWSONBROWN.COM
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WWW.DEARDOONAN.COM

@DEARDOONAN

Alongside multiple collaborative and 
individual side projects, the guys are 
also concentrating on instrumentally 
expanding the band, ‘adding another 
dimension [to] Dear Doonan’ with 
more electronic samples for bigger, 
more expansive pieces, and possibly 
momore Doonans.
Prepare your boogie pants – 
you can find their jams on 
Spotify and Bandcamp 
and be sure to follow 
their Instagram for the 
up-coming tour dates, 
single release, and 
linkslinks to purchase the 
snazzy vinyl. 
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For bookings email
info@thesheltersc.com
50 Rene St, Noosaville
ebbandfflowstudio.com/nextdoor





WANT TO BE IN 
OUR COMING 

ISSUES?
CONTACT US!

info@thesheltersc.com 
www.thesheltersc.com

@thesheltersc

WE PROUDLY PRINT LOCALLY WITH GT PRINTERS ON SUSTAINABLE PAPER





9 - 24 OCTOBER 2021

www.floatingland.org.au
www.noosaregionalgallery.com.au


