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Abstract. The relevance of the research topic is determined by the significant changes that are taking
place in contemporary artistic culture. They are connected, firstly, with the rapid development of
information technologies, under the influence of which the format of representation of modern culture
is changing, increasingly inclined to the digital form.

Secondly, the changes in the processes of development of contemporary culture are connected
with the processes of globalization, with the change in the development of humanity. The current
viewer has become more educated, and new approaches to him are needed, taking into account the
development of his intellectual level, spiritual and cultural needs. In addition, the financial condition
of the viewer plays a significant role. The results of numerous surveys conducted in the last 45 years
allow us to confidently say that performative arts, such as classical music, opera, live theater and ballet
- as a rule, attract educated, wealthy audience, mostly women, and fine and applied arts - wealthy men.

Third, the transformations of contemporary culture are, to a large extent, due to the transformation
of mass-culturel into a cultural form. This universality is determined by the fact that any cultural
figure becomes in demand, recognizable and interesting to dealers, as well as buyers, only by being
presented through mechanisms capable of actively influencing mass culture - such as advertising,
fashion, PR - their influence can be clearly traced in classical art.

Drawing parallels between the three components of the contemporary art world and identifying
changes in their behavior, the author believes that communication in the art business - between the
Artist, the Viewer (client) and the Picture - is now very important.

All this leads to changes in the selection criteria for buying and selling art itself - ‘capital” comes
first, as more and more works of art are bought by businesses. This is done both to increase business
assets, including goodwill by creating a certain reputation, and to facilitate IPO.
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Introduction

ay 7, 1979 is the date on which

dramatic changes in the art world
began. These changes were due to the
fact that Margaret Thatcher, the Prime
Minister of Great Britain, stopped funding
culture and the arts by promising tax
cuts for the public. A huge gap emerged
between what cultural activities had
previously received and what they now had
to survive on. At the time, many countries
followed Thatcher’s example and closed
funding. Huge numbers of people were
left unemployed, many were lost in the
world, not knowing what to do or how to
earn money as they could do nothing but
draw, sing, dance or compose poetry. The
organizations that supervised art activities
closed down, and those that survived had to
change a lot of things in the management
and production of art. They began to stamp
works without paying attention to the
quality of production. The main task was to
survive.

Thanks to such a step by Margaret
Thatcher, the remaining organizations
seriously began to pay attention to the
mass audience, they began to have more
contact with them and change their attitude
towards them for the better. And in order to
compete with each other, arts marketing is
emerging for the first time.

A report presented by Morris
Hargreaves Mclntyre2 in 2011 showed that
since the changes in legislation initiated by
Margaret Thatcher, cultural organizations
have evolved towards audience orientation
(Jackie Hay: lecture “Contemporary Art
Management”, GARAGEMCA Moscow,
YouTube, April 5, 2016). It was then that
creative people had to, in order to survive,
change their outlook on the whole art
business. It is safe to say that this is where
the modern art world began.

There appeared such sciences as
art management, art communications,

a specific direction of marketing,
which is inherent only in art business.
Creative people began to think about

competitiveness and fight for the client,
as the state ceased to be a client for most
representatives of art business. And those
who could not reorganize, changed their
occupation and left their occupation as a
hobby.

But this is the beginning of change.
With the rapid changes in the XXI century,
the development of new technologies,
adaptation to the changing behavior of the
main players of the art business in the era of
pandemic, the transition to online by 90%,
Black Lives Matter?, the political change of
the whole world, the emergence and spread
of NFT* - all this led to a struggle between
creative people and computer technology.

Research Methods

The methodological basis of the research
is a complex system of scientific methods
used in the study of the subject of the
research. Historical-logical, analytical and
systematic methods were used in analyzing
the subject of the research and formulating
conclusions based on its results.

The author also uses analytical review
of literature on art management, MoMa
research, reports of scientific leaders in
Korea and the United States of America,
and his observations during his work as an
art management teacher, which show that
there is a clear relationship between the
three components of the development of
modern art, which are - Creative person -
Work of art - Spectator.

Results

After conducting the study, the following
findings were formulated:

- culture arises from the power of
human creativity, which is characterized
by the creativity of both individual and
communities;

- image is not just a vivid representation
of a person or object, but a powerful
tool that we manipulate to impress and
entertain people for ourselves or for profit;



1. Mass culture is the culture of
everyday life, entertainment and
information that prevails in modern
society. It includes such phenomena as
mass media, sports, cinematography,
music, mass literature, visual arts, efc.

2.Morris Hargreaves Mclntyre Agency
is a leading expert and research platform
in strategic cultural research. Dozens of
MHM specialists from the UK, Australia
and New Zealand are global leaders in
audience engagement. The agency’s
clients include major museums, galleries,
theaters, festivals, art centers and
cultural heritage organizations.

- testifies above all to the art of
communicating thought, which since
distant prehistoric times has pushed
mankind to constantly improve its vital
universe;

- creative people have always
represented themselves to some extent
without relying on brokers, art managers,
curators, directors. We know that for
a great deal of time, creative people
have gone through many stages of art
development or decline.

But today, creative people have all the
tools to independently envision and manage
their own success and lucrative careers.

[t is very important to note that as art
consolidates around galleries, there are
many reasons to point to the decline of
the cultural industry and its image as a
structure that requires the payment of
heartless “parasitic intermediaries”. To
survive, to conquer the market, to conquer
the audience, in the XXI century it is not
enough to be a talented artist - it is time to
engage in independent promotion of one’s

3. Black Lives Matter- (BLM) is a social
movement that opposes racism and violence
against black people, especially police
violence.

4. NFT- one of the cryptocurrency trends,
combining fine (and not only) art and high
technology.

name and art. A creative person needs to
learn how to sell, to become recognized,
to achieve respect and cooperation

with representatives of the art business

- gallerists, curators of fairs, auction
houses, brokers, art managers and clients
themselves.

Discussion

Contemporary artists are the people who
shape the perceptions of the viewers within
their sphere of influence. They have a great
responsibility to change people for the
better through their works of art.

What is an artist to do in today’s creative
world? The answer is simple - change.
Artists, in order to survive in a world of
change, must take on the role of managers:
to study the behavior of the audience, to
think about them when creating their work
of art.

To begin, we must turn to the words of
the author of “Where Does Art Belong?”
Chris Krauss (145-146) - “What unites
today’s photographs of people - both those
depicted and the viewers - is not ‘shared
humanity’ but some much more modest
identity.” May the author of the words
forgive me, but his statement applies not
only to photography of people’s faces, but
to any work of art.

In order to move on to the main study
“Communication in the modern art
business: artist, picture, viewer (client)”,
we need to consider three main themes that
shape the modern art world:

- A new challenge to the traditional
view of marketing as “supply marketing”
underlying arts marketing;

- The role of consumers as creators of
the artistic experience;

- The unique aspects of arts marketing
management, i.e. branding.

Supply-side marketing

A fundamental issue related to the
management of marketing in art is the
nature of the product, i.e. the “sacredness”
of the artwork as a product of the artistic
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process, which implies its impermeability
to the influence of marketing. Based on this
premise, art marketing has evolved with a
product orientation as opposed to a market
orientation. However, this paradigm is
changing. Supply-side marketing assumes
that the product is outside the realm of
marketing. Professional arts marketers

are familiar with the concept of “product

in search of an audience (market)” - this
vision is at odds with the “market in search
of product” concept of marketing. Art
marketers have traditionally had no say in
the creation of art. This is a romanticized
view of the artist that is shared by most
people in the nonprofit arts sector (Lee,
2005). However, as Kubacki and Croft
(2011) show, the position among artists

is more subtle. There, artistic identities
clearly differ among artists.

Some claim to have only one identity:

- The pursuit of self-actualization and
the avoidance of the market; these artists
look down on those who pursue commercial
goals with their art;

- On the other hand, there are those
who have a dual identity “as creative artists,
to satisfy their inner needs and as artists to
make a living”;

- A third group consists of artists who
see themselves as artistic marketers of their
work. A variant solution to this issue could
be customer orientation instead of market
orientation as suggested by Voss and Voss
(2000), or as Jaworski, Kohli and Sahay
(2000) expressed the concept of “’"market-
driven versus market-moving””.

The role of consumers as co-creators of
artistic experience

Building on the research of Francois
Colbert and Yannick St. James (Psychology
and Marketing 31(8), 566-572), a growing
body of literature in this area questions
the traditional distinctions between the
production and consumption of art. Co-
production, co-creation, or propositional
practices in which consumers participate in
creating and giving meaning to products,
services, and experiences have been

documented. The practice of co-creation

is an integral part of the art experience as
consumers engage in cognitive, emotional,
and imaginative practices to appropriate
and give meaning to the cultural product.
For example, Karu and Cova (International
Journal of Arts Management, 7, 39-54;
Journal of Consumer Behavior, 5, 4-14)
illustrate how “consumers participate

in creating an immersive experience by
reducing the perceived distance between
themselves and the artwork.”

Research shows that various market
forces favor the growing role of cultural
consumers as active participants.

The ideology of several art movements,
for example, encourages the removal of
the boundary between production and
consumption to promote democracy over
capitalism. This is evident in the work of
Chen (2012). Nakajima (2012) further
argues that the advent of the internet and
other information and communication
technologies has helped to erase the
line between producers (artists) and
consumers (audience). White, Hede and
Rentschler (2009) illustrate the potential
of arts experience research to inform
marketing theory in this area. Their study
of co-production and co-creation in the
arts contributes to a service-dominated
logic model by expanding the number of
relevant stakeholders, which emphasizes
the temporal dimension and intersections
between co-production and co-creation,
and reveals the importance of consumer
participation in these activities.

Branding

For an art organization, whether
it is a company or the artist himseli,
the importance of branding has been
emphasized by several authors, (Caldwell,
2000; Caldwell and Coshall, 2002; Scott,
2000). This leads to changes in the
selection criteria for buying and selling art
itself - ‘equity’ comes first, as more and
more artworks are bought by businesses.
This is done both to increase business
assets, including goodwill through the



creation of a certain reputation, and to
facilitate IPOs.

For example, Baumgart (2009), author
of books on branding and marketing
orientation, advocates embedding the
concept of brand within an organization
as a potential contributor to cultural and
economic success.

The study shows that internal brand
orientation as a value has a positive effect.
Customer relationship management can
be seen as part of product management
in the arts sector and thus part of the
development of a theoretical framework
on the relationship between the arts and
customers.

The author believes that in the modern
world, the person in an art picture is the
author of the work, it is the viewer (client)
and the work itself, where the main task
of the author is not only to display the
modern world through the prisms of vision,
thoughts, worldview of the author, but
also the artist must display the feelings of
the person to whom he wants to convey
his idea. He must communicate with the
viewer and make him better.

In this regard, it will be advisable to draw
the following parallels: “Communications
in the modern art business: picture, artist,
viewer (client)”.

The first parallel is “The Painting.”

Art is well known for its amazing ability

to educate or change people for the

better, creating a completely new vision

of the world, causing through the picture
certain thoughts, feelings and emotions

in the viewer, thereby creating a kind of
connection between the viewer and the
picture. This is well illustrated in the videos
of Hermitage and Christie’s.

“For many weeks, a hidden camera
recorded the faces of Hermitage visitors
viewing Leonardo da Vinci’s Madonna
Litta, capturing people in moments of
mental uplift and inner concentration.
From the succession of different human
characters, ages and temperaments
captured by her a story about the meeting
of man with the beautiful, about the

B3rnsHuTe Ha MU0 (1966)

PEIPO

Fig. 1 A still from the video «Look at the
Face,» 1966 [3].

great transforming power of art grew. In
combination with the comments of the
guides in the movie, the effect was both
comedic and sublime. Comedic - from the
collision of true art and comments, often
banal. Sublime because of the fact that
the screen suddenly revealed a connection
between the beautiful face in the painting
and the faces of the audience”.

“A portrait of the world through the
eyes of Leonardo (da Vinci)’s “Salvator
Mundi”. When this masterpiece was put on

The Last da Vinci: The World is Watching

yiid |

v
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Fig. 2 A still from the video «Capturing
People’s Emotions,» 2019 [4].

public display, Christie’s captured the real
emotion that this painting, its beauty and

divine subject matter evoked in the people
who came to see it.”

Back in the last century, imagery quickly
evolved from a mere vanity to something of
great importance in today’s world, where
technology is ubiquitous and the concept of
imagery can be portrayed everywhere. An
image is not just a vivid representation of a
person or object, but a powerful tool that we
manipulate to impress and entertain people
for ourselves or for profit.
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Conclusion: An artist, at the initial stage
of creating his work of art, at the idea stage,
should ask himself first of all: what am |
doing? Who am I doing it for? What will my
art teach people? And the person looking
at contemporary art should have questions:
what is it? what does it mean? what does it
follow from it? And only when the answers
to the third question coincide between the
artist and the person looking at the art, a
kind of “chemistry” and emotions arise.
The second parallel is “The Artist.” So who
is this “Man in the artistic picture of the
modern world”? If we consider this phrase

within the art business, any broker, gallerist
or critic, would say it is the Artist. Without
him, there would be no art business and no
art itsell.

To understand the contemporary artist,
[ suggest we turn to a comparative analysis
of the behavior of the creative person
and art of the present time and the past,
which was published by Lee Se-Ung in his
2017 book Art Management for the 21st
Century.

Conclusion: A modern artist must be able
to understand his viewer first and foremost

Table 1. Comparative table of creative and art behavior proposed by Lee Se-Ung in the book Art

Management of the 21st Century, 20

A comparative graph of the behavior of the creative person and the arts

1 2

3

Classification

ger important.

their own desires, and what the
consumer would prefer is no lon-

Past time Present time
Consumer aristocracy mass consumer
Publicity weak high, growing faster every year

Lack of any marketing. Art workers

in the past, when creating a work | The whole process from the offer to the sale of
Marketing of art, thought first of all about | art is organized according to the needs of the

modern customer, their desires, understanding,
position, preference, satisfaction and activities

The art product contains the artist’s skill

in addition to containing the artist's mastery,
must adjust to the vast changes in the social
and political situation, constantly reassessing
its own identity and mission, choosing the ap-
propriate strategy to sell the art

Artist Goals continuous creative activity

continuous creative activity that serves as a
key means to meet the needs of clients

The connection
of the artist and
his artwork with
the client

than an object of product pro-
duction

considered as a way of life rather

redefined as a concept of economic level, so
the artistic product has a dual character: it acts
as a product and at the same time preserves
its cultural and artistic image and dignity

and think about how his work will evoke the
emotions planned by the artist and make
the viewer a better artist.

The third parallel is “The Audience
(Customer).” As income levels rise, culture
is taking more and more place in the lives
of people who are simultaneously becoming

more erudite and demanding. As noted
earlier, performative arts tend to appeal
to more educated, affluent audiences,
predominantly women, while fine and
applied arts appeal to affluent men (see,
e.g., Donat, 1996; FernandezBlanco &
Prieto-Rodriguez, 1997; McCaughey,



1984; Myerscough, 1986; Rubinstein,
1995; Throsby & Weathers, 1979). The
current viewer (client) does not want to just
look at a painting or other art, he or she
wants to be involved in it, and for this the
creative person needs to know his or her
viewer.

In order to understand what tastes,
needs and experience has a client can not
rely only on intuition, here you can not
do without a clear analysis and a deep
understanding of “Who is my viewer?”.
You need to know almost everything about
him, and modern technology makes this
task easier. Going to social networks,
an artist can easily analyze his viewer
according to the following basic principles
of segmentation:

- geographic segmentation - customers
who live close by and customers who come
from far away;

- demographic segmentation - gender,
age, profession, level of education, income,
ete.;

- psychological segmentation -
character, life position, style, culture,
religion;

- behavioral segmentation - what level
of understanding of art the art connoisseur
is at.

According to a report by Ham Hyun-
jin, Seo Yong-gu, New York’s Moma
Museum of Modern Art conducted a study
using the Q method (a self-assessment
technique used for research purposes in
psychology and social sciences. Developed
by psychologist William Stephenson
at Humboldt University of Berlin and
published in 1953 to determine what
levels art appreciators can be divided into).
For this purpose, different people - from
professional art historians to ordinary
people who have never been to a museum
- were asked to describe in their own words
how they feel when looking at a work of
art. Analysis of the answers allowed us to
distinguish the following five levels:

| Storytelling. A representative of this
level tries to understand a work of art only

within the limits of personal experience.
This level lacks even a basic notion of art;
the whole discussion is based only on
personal taste “Like” or “Dislike”;

2 Definition. The viewer has a clear
opinion about what art is. If he/she
thinks that the work is not beautiful, he/
she does not perceive it as art. However,
representatives of this level are eager
to get acquainted with art in its various
manifestations in order to broaden their
horizons;

3. analysis. If Spectators do not have full
information about the work and the artist,
they will not say a word about the work.
They cannot explain their opinion, and first
of all they read the abstract, and then they
begin to consider the work. Most museum
visitors are at this level;

4. Choice. Viewers can objectively judge
the work, not only express their sympathy
or antipathy. They can, having paralleled
the works of one author, express their own
point of view referring to knowledge and
the ability to compare the works of different
authors. These people do not just perceive
knowledge, but can give a subjective
assessment based on it.

5. Evaluation. These are the most
educated people in the art world, who are
most often artists and philosophers. They
can give a relatively high level commentary
on a particular work, draw parallels with
other genres of art of the corresponding
epoch.

Main provisions

When assessing the competitive ability
of any state, the most important criterion
is its economic and military power, but
taking into account market changes and
the emergence of new technologies,
culture and art are the most important.
[t is not in vain that the most advanced
countries develop state programs for the
development of culture and art and lure
creative people to their countries. Many
American and Chinese economists say that
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the development of cultural industry will be
a decisive factor in the development of the
country. Many countries are developing
state programs for the development

of this economic sector, introducing

new educational programs, opening
foundations, as well as in Kazakhstan.
Nevertheless, there is still quite a lot to be
done. It is now that management in the
sphere of culture and art or, in other words,
art communication and art management
are becoming the main issues of the
century, on the solution of which depends
the future well-being of countries, including
Kazakhstan.

Working with foundations, with artists
and with it companies in the field of art for
more than 10 years, I can confidently say
that art is the main innovative factor of the
digital era and this is confirmed by the new
art form NFT.

As my interest in culture and art and my
accumulated knowledge in this field grows,
[ notice many problems between creative
people and their viewers, between their
communication and the viewer’s perception
of the painting. While dealing with current
problems, trends and future scenarios
in international art markets, [ would like
my work to help all the readers of this
magazine to succeed through the study of
art management and art communication.

One of my core competencies is the
study of market structures, processes and
actors in commercial and non-commercial
art markets. [ am interested in the
dynamics of the traditional art market, as
well as future challenges and changes such
as new technologies, changing customer
needs and new generations. This article
is an attempt to show - based on my
real-life experience - the changes in the
contemporary art world. To explain what,
in addition to creative education, creative
people should understand and learn
during the training period of the creative
profession:

- Art management;

- Art communication;

- The ability to write about themselves
and their art, about contemporary art;

- Marketing and much more.

This article contains only a small part of
my knowledge of art management and art
communication. I hope that in the future
[ will have the opportunity to add to it,
expand it and show all the changes in the
contemporary art world.

Conclusion

Culture can be seen as the most important
spiritual food for human beings. Culture
arises from the power of human creativity,
which consists of the creativity of both the
individual and communities. It is the need
and opportunity to accomplish something
that motivates others, that stimulates
thought, to make one’s opinion known, to
accomplish something to make a difference
in the world. And to do something that will
bring benefit and joy to others.

However, it is not enough to be able to
create, to be able to invent, to be able to
beautify the world. First of all, people must
motivate creative people, to reveal their
talent, and artists must know how to give
the beholder exactly the emotions that will
make them better.

And most importantly, creative people
have always represented themselves to
some extent, without relying on brokers,
art managers, curators, directors. When
we look back at the major figures in art,
for example - in Renaissance art, we see
that these functions were called differently
in that period of time. Now they can be
called art communication tools. Over
the centuries, creative people have gone
through many stages of development
or decline of art, in one way or another
promoting their works, mainly through
various kinds of patrons. Today, creative
people have all the tools to self-present and
manage their own success and lucrative
careers! And it is very important to note
that as art consolidates around galleries,
there are many reasons to talk about



the decline of the cultural industry. We

can view it as an image of a structure that
demands payment for heartless “parasitic
intermediaries”. Nevertheless. They do what
creative people can’t do, and they do it much
more efficiently. Marketing and promotion
are the most obvious examples. But to
become a true artist, you need at least time
to train and hone your skills.

So how does one go about it? The answer

is simple. The 21st century, or should I say

century, the last few years the art market has

been changed by time itself. Now it’s not
enough to be a talented artist, it’s time to
engage in self-promotion of your name and
art as well.

Being engaged in research in the
field of business and art collaboration
since 2017, studying from inside the art
business, allowed the author to make a
confident assumption: in order for all three
components of communication in the art
business to fulfill the task of art in the
modern world, it is necessary to introduce

education in the field of art management
as part of the study of creative professions.
Can art management be considered

a new discipline or sub-discipline of
management? In the author’s opinion,
yes. This article addresses a number of
issues in an interesting and promising field
of study - arts marketing, branding, the
role of consumers as creators of artistic
experience, and the behavior of the creative
person and the arts.

The author believes that in addition to
creative education, creative people should
study:

- art management;

- art communication;

- ways to write about themselves and
their art, about contemporary art;

- marketing and much more.

All this knowledge will help creative
people understand how to communicate
with the viewer (client), how to
communicate with the art business, how to
promote works of art and how to convey the
necessary message to the viewer.
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PERSON IN THE ARTISTIC PICTURE OF THE MODERN WORLD: ARTIST, PICTURE, VIEWER
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Anecs FOpt!

l«Aaartist» KoMMaHHsICBHIHBIH aTKapYLLIbl IMPEKTOPbI
(Listal, [1IBefinapust)

KA3IPTI 9/IEMHIH, KOPKEMAIK BEMHECIHIEN ALLAM: CYPETLLI, CYPET, KBPEPMEH

AHpaTtna. 3epTTey TakblpblObIHbIH, ©3EKTiNIr Ka3ipri KOPpKEM M3AEHMETTE OPbIH afbIM XaTKaH eneyni
e3repictepMeH 6ainaHbicTbl. Onap, 6ipiHLWiAeH, akNnapaTTblK, TEXHONOTUANAPAbIH, KAPKbIHAbI 4AMYbIMEH
YKOHe OHbIH, 9CepiHeH Kasipri 3aMaHfbl M3LEHUETTi YCbIHY HOPMaTbIHbIH, ©3repicKe yLiblpan, 3KpaHAabIK,
dbopMara kebipek b6erimaenyiMeH 6ainaHbICTbI.

EKiHWineH, Kazipri MofeHUETTiH, AaMybIHAAFbl ©3repicTep ahaHaaHy npouecTepiMeH, afamM3aTTbiH,
[aMyblHAaFbl ©3repictepMeH 6arnanbicTbl. Kasipri kepepMeH — eHepai 6afanayLwbiHbIH 6inripairi MeH
6inimMi apTbin, MHTENNEKTYaNAbIK LEHTEMiHIH, pyXaHU-M3AEHWN KAXKETTINIKTEPiHIH AaMybIHA 6ainaHbICTbI
OfaH JereH xaHa ke3kapactapabl kaxeT etesi. CoHbIMeH Bipre KepepMeHHIH, KapXKblblK, Xafaanbl 4a
MaHbI3abl pen atkapaabl. COHFbl 45 XbliAa XYprisinreH KenTereH cayasHamanap Kiaccukanblk, My3biKa,
onepa, aHabl TeaTp xaHe BaneT CUAKTblI OPbIHAAYLbINLIK 8Hepre 6iniMai, ayKaTTbl XKHe Heri3iHeH
avengep ayauTopuschl Kbi3blkca, an berHeney xaHe KkonaaHbanbl eHepre aykaTTbl ep agamMaap
KblI3blFaTblHbIH KEpCeTes,.

YWwiHwineH, Kasipri 3amMaHfbl MOAEHUETTIH, ©3repyi Ken xafaanaa bykapanblk, M3AEHMUETTIH MaLEHM
dbopMarFa anHanybiMeH 6arnaHbICTbl. byn amMbebanTbik Ke3 KenreH MageHUeT KanpaTkepi bykapanbik,
M3aeHuMeTKe benceHai Typae acep eTe anaTtbiH KapHaMa, CaH, PR cMaKTbl MEXaHU3MAEP apKblibl
YCbIHbIIFAHLA FaHa aunepnep YLWiH Ae, CaTbin anylWwbiiap YWiH Ae CypaHbiCKa Ue, TAHbINATbIH XaHe
KblI3bIKTbl 60NATbIHABIFBIMEH aHbIKTaNAAbl — KNACCUKaNbIK, BHEPAE ONapAblH, bIKNabiH HAKTbl Kepyre
6onanbl.

3aMaHaym eHep aneMiHiH, yw Kypamaac benirinaeri esrepictepre Ha3ap ayaapbin, 0napablH,
apacbiHAa napannenbaep Xyprise oTbipbin, aBTop eHep busHeciHgeri — CypeTwi, KepepmeH (knneHT)
xaHe CypeT apacblHAaFbl KapblM-KaTbIHAC Ka3ipri yakblTTa 6Te MaHpI34bl Aen CaHaNAbI.

MyHbIH 63pi eHepaiH 63iH caTbin any-caTy 60MbIHLIA ipiKTeYy KpUTEPUIANEPIHIH 63repyiHe akenesi
YX9He eHep TybIHAbINAPbIHbIH, 6acbiM 6eniriH 6M3HeC caTbin anaTbiHABIKTAH «KanuTan» BipiHLWi OpbIHFa
LbIFAAbl. OHbIH, aKTUBTEpPIH KebewTesni, IPO-fa wWoiFambl.

byn 6enrini 6ip 6enenai Kypy apkbiabl OU3HECTiH aKTMBTEPIH, COHbIH, iWiHAe ickepnik 6bepengi
aApTTbIpy YWiH ae, IPO-HbI XXeHinaeTy yLWiH fe acanagbl.

TyiiiH ce30ep: eHep, KEpePMEH, 3aMaHayM M3AEHMET, CypeTLi, TpaHchopMaLmMs, AaMy npoLecTepi,
napannenbaep, eHep aneMiHaeri esrepic.

Aaiiexce3 ywin: FOpT, Anecs. «Kasipri anemHiH kepkeMaik 6erMHeciHaeri afam: cypeTLLi, CypeT,
kepepmeHn». Central Asian Journal of Art Studies, T. 8, N24, 2023, 13-26 6., DO0I: 10.47940/cajas.v8i4.793.

ABmop KOMKa36aHbIH COHFbI HYCKACbIH OKbIN, MAKY/10a0bI #aHe Myddenep KalliblibIFbl YOK eKeHOi2iH
ManimMoedoi.
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Anecsa FOpt!

'HenosHUTEIbHBI peKTOp KoMnanuy «Aaartist»
(Listal, [1IBefinapust)

YEJIOBEK B XYA0XXECTBEHHOM KAPTUHE COBPEMEHHOIO MUPA: XYAOXHWUK, KAPTUHA, 3PUTEJIb

AHHOTauMs. AKTYaNIbHOCTb TEMbl UCCNIEA0BAHMUS OMPELENsSeTcs 3HaUYUTENbHBIMU U3MEHEHUAMMU,
NPOUCXOASALWMMM B COBPEMEHHOM XYA0XECTBEHHOM KynbType. OHM CBS3aHbl, BO-MEPBbIX, C OYpPHbIM
pa3BUTUEM MHDOPMALMOHHBIX TEXHONOTUIA, NOA, BAMSHUEM KOTOPbIX MEHSIETCS hOpMaT pernpeseHTaLmm
COBPEMEHHOW KyNbTypbl, BCe 6onbLue CKAOHSALWENCS K LdpoBoi GopMme.

Bo-BTOpbIX, U3MEHEHMS B NPOLLECCaX Pa3BUTUS COBPEMEHHOM Ky/bTYpbl CBS3aHbl C NPOLLECCaMU
rnobanusaumm, C \SMEHEHMEM Pa3BUTUS YenoBeyecTBa. HbiHelWHWI 3puTtensb ctan 6onee 06pa3oBaHHbIM,
1 HeO6XOAMMbI HOBbIE MOAXOAbl K HEMY, YYMTbIBAOLLME PAZBUTUE EFO UHTENNEKTYaNIbHOTO YPOBHS,
LLYXOBHbIX U KYNbTYPHbIX MOTpebHoCTeN. Kpome Toro, 3HaUmUTeNbHYH posib UrpaeT GMHAHCOBOE
cocTosiHue 3puTens. PesynbtaTbl MHOTOUMC/IEHHbIX ONPOCOB, NMPOBELEHHbIX 33 NocnenHue 45 nert,
MO3BOJISIOT C YBEPEHHOCTbIO CKA3aTb, YTO UCMOIHUTENBCKME MCKYCCTBA, TaKME KaK Kaccuyeckas My3blka,
onepa, XMBoW TeaTp U BaneT, Kak MpaBuIO, NPUBMIEKAKOT 06Pa30BaHHYI0, COCTOATENBbHYIO NMy6auKY,
NpPenMyLLECTBEHHO KEHLLMH, @ M306pasnTeNbHOE M NPUKIALHOE UCKYCCTBO — HOraTble My>XXUYMHbI.

B-TpeTbux, TpaHCchOpMaLmMmM COBPEMEHHOM KynbTypbl BO MHOTOM 06yCnoBfeHbl TpaHCchopmaumen
MaccoBOM KynbTypbll B KynbTypHYt OpMY. OTa YHMBEPCANbHOCTb ONpPEenenseTcs TeM, 4o tobon
[lesTenb KyNbTypbl CTAHOBMUTCS BOCTPE6OBAaHHbIM, Y3HAaBAEMbIM U MHTEPECHBIM KaK AJis AMNepoB, TaK
W [4N1S MoKynaTenei Tonbko 6yayyu npeacTtaBieH Yepe3 MexaHWU3Mbl, COCOBOHbIE aKTUBHO BAMSTbL Ha
MaCCOBYIO Ky/IbTYpY - TaKuMe Kak peknama, Moaa, PR — UX BAMSHWE MOXET OTYET/IMBO NPOC/IEXMBAETCS B
K/TAaCCUYECKOM UCKYCCTBE.

MpoBoas napannenu Mexay TpeMs COCTaBNSIOLLMMU MUPA COBPEMEHHOIO MCKYCCTBA U BbISIBNSS
M3MEHEHUS B UX NOBEAEHWM, aBTOP CYUTAET, YTO 06LLEHME B apT-6U3HECe — MexXay XyA0XKHUKOM,
3puTenem (knueHToM) n KapTuHoM — ceiyac 04eHb BaXHO.

Bce 370 NpuBOAWT K USMEHEHUIO KPUTEPUEB OTOOPA MPU MOKYMKE M NPOAAXE CAMOro MCKYCCTBA —
Ha NepBOe MECTO BbIXOAMT «KamnuTan», NOCKObKY BCe 6o/blle Npon3BefeHNI UCKYCCTBA NMOKYMNAeTCcs
6u3HecoMm. ITo fenaercs Kak Ang yBennyeHns akTMBoB GusHeca, B TOM uMcie AeN0BOM penyTaumu, 3a
CYET COo3[aHus onpeneneHHON penyTauun, Tak 1 gna obneryexus IPO.

Knioyessbie cnoea: nckyccTBo, 3pUTeNb, COBPEMEHHAS KYNbTYPa, XYLOXHUK, TpaHchopMaLms,
NpOLEeCChbl Pa3BUTUS, Napanieni, USMEHEHUS B XyL0XKECTBEHHOM MUPE.

Ansa yumuposarus: tOpT, Anecs. «Cneumdurka XyLoxKeCTBEHHOW 06pa3HOCTM TaHLEB B
xopeorpaduyeckom mckycctsex. Central Asian Journal of Art Studies, 1. 8, N2 4,2023, c. 13-26, DOI:
10.47940/cajas.v8i4.793.

Asmop npo4umana u 0006puaa OKOH4YAMeNbHbIU 8apPUAHM pyKonucu U 3as6a5am 06 omcymcmsuu
KOH®IUKMa UHMepecos.

MAN IN THE ARTISTIC PICTURE OF THE MODERN WORLD ‘i‘ CAJAS Volume 8. Issue 4. 2023



PERSON IN THE ARTISTIC PICTURE OF THE MODERN WORLD: ARTIST, PICTURE, VIEWER

ABTOp Typanbl ManiMerT:

CeepeHuns 06 aBTOpE:

Information about the author:

Anecs KO. FOpr — «Aaartist»
KOMITAHHUSICbIHBIH aTKAPYLLbI
JIUPEKTOPbI, MOJIEHH MEHELKMEHT
»KoHe oHep marucTpi (Pum
6u3Hec MekTeOi >koHe BasieHcnst
XaJlblKapaJiblK YHHBEPCHTET ),
Basesb ynusepcuterinin PhD
JOKTOPaHThI (OKbITY 2024 2KbLIb
GacraJiajpl )

(Listal, Befiuapust)

Anecs HO. FOpt —
MCTIOJIHUTEIbHbIH JIMPEKTOP
Kommnanuu «Aaartist», marucrp
KyJIbTYPHOTO MEHE/LKMEHTa

n uckycersa (JIncran/
Iseituapust), A.1O. FOpr, PhD
JIOKTOPAHT B YHUBEPCUTETE
Basesib (¢ 2024 r.),
(LBeitapust)

ORCID ID: 0009-0008-1443-6274
E-mail: alessya85@gmx.ch

Alessya J. Jurt — Chief Executive
Officer of “Aaartist” company,
Master in Cultural Management
and Arts (Italy, Rom. Rom
business school and Universidad
Internacional de Valencia) PhD
student

(At the moment only registered
my studies at the University of
Basel, studies will start in 2024.
Basel/ Switzerland)





