OECTUBAJIN KAK ABVXXYLLUAA CUAJIA
SKOHOMUWKU BMNEYATIIEHNMA

Mameukass MapuHa BriadumuposHa,
ooueHm Kkageopbl MEHEOXXMEHMA

HWNY BLIS — CaHkm-llemepbype,
Jlabopamopusi 3KOHOMUKU KyJibmypbl

Higher School of Economics , Moscow, 2012
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- MHOMBMOyanusauns u noTpebHOCTb B ayTEHTUYHOCTU
Kak MOLLHasa OBMXKYLAsA CUna 3KOHOMUKKU BneYaTrieHUN. |

- the need for individualization of authenticity as a driving
force for the economy experiences.

- OPUEHTUPOBAHHOCTbL Ha reJOHN3M, YOOBOSIbCTBUE U
npeanoXxeHna B Typuame, 6oratble OLLYLLEHUAMMN.
- focus on hedonism, pleasure and supply in tourism

- C pacTyLwien CTeneHbo 3pesioCTh SKOHOMUKA U ,
6rnarocoCTOSHNS: HAaceneHus NPSIMO NPOMNOPLIMOHANBHO &\
yBenmunBaeTcs notpebneHne npoaykra, CBA3aHHOIO C M
BRevYaTNieHUsIMN. L

- the consumption of the product-related experiences
increases in almost every industry.

Higher School of Economics , Moscow, 2012



- MHOMBUAOYaNn3npyeTcs cnocob peweHnst npobnem KNnMeHToB, TO eCTb
NPON3BOANTCS HEYTO B €AUHNYHOM 3K3EMMNNIAPE, TakKe npeanaraercs
edNHUYHbIN crnocob pelleHus Nnpobriem B TYPUCTCKOM BusHece, CBA3aHHOM C
BRevYaTNieHUsIMN.

- individualized way of solving customer problems, something that is done in a
single item

- MHOMBMOyanusauuns npedepeHunn ns KnneHTos, yCunusi NpomssoguTtenen
Griar HanpasneHbl Ha BbIACHEHME 3aMpocoB U NpobriemM KNUEHTOB, Ha NOUCK
COOTBETCTBYIOLLNX PELLUEHUN.

- individualization of preferences for clients efforts of producers of goods aimed at
clarifying the queries and problems of clients, to find appropriate solutions.




KynbTypa n akoHOMMKa BnevaTtneHum

The Culture and Experience Economy

- Bo3pacTtaeTr OCTYNHOCTb KYNbLTYPHOW, OCYrOBOM,
nHdopmauun. Bece bonbluee 3HayeHne npnodbpeTtaet
caenartb OnbIT KySLTYPHOro NoTpebrieHns pearnbHbIM, a
He BUPTYyasibHbIM.

- Increasing availability of cultural, leisure and information.
Becoming increasingly important to make the experience
of cultural consumption real, not virtual.

- HanbonbLuyo LEHHOCTb B NOTPEDBNEHUN KYNbTYPHbIX
brar HaunMHaeT NpeacTaBNATb BO3MOXHOCTb y4acTud
(MHTepakTuBa) 1 KOMMYHMKaLMN B NpOLEeCcce Co34aHnda U
noTpebneHna KyneTypHbIX 6nar.

- The main value in the consumption of cultural goods is a
possibility of active participation and communication in
the process of creation and consumption of cultural
goods.

Higher School of Economics , Saint-Petersburg, 2012



- MakcumanbHas HacbILWEeHHOCTb eaUHNULLbI BpEMEHN
pasHbIMW BnevaTtneHnsiMu, nHipopmaumen, aMoLnamu,
nonyyeHne matepuanbHbiX U HeMaTepuanbHbIX bnar, nx
OPUIMHaNbHOCTb U YHUKANbHOCTb.

- Maximum saturation of time units with different
experiences, information, emotions, getting tangible and
intangible benefits, their originality and uniqueness.




The three circles of the "Experience
Economy”
Experience in other sectors
Is often dependant on
narratives; authenticity etc.

Experiences in other sectors
(attachments to tangible products such as

food)
Experience
industrie _
Amusements/ E\CCQmogatlon/
events tourism bureaus

Sport/

industries
Movie/game Publishin

Advertising iscotecs

S
Arts & Crafts [9esig

Art

.. n
Radio/TV Architectur
e

Often experience products offered in peripheral
areas are related to local culture, heritage and

autheticity

Diagram from Danish Enterprise and Construction Authority (2008).



decTnBanb U cobbITUSA Kak Hanbonee BoCcTpeboBaHHbIN NPOAYKT
B 9KOHOMUKE BrnevaTneHunm

Festivals and events as the most popular product in the
economy experiences

- MNoppepxmBatoT KynbTypHbIE TPAAULIUN U
MHHOBaLUK

- Festivals support cultural traditions as well
as innovations

- decTmBanu Kak «BbI30B» JTOKaNbHOCTH
- Festivals as a “challenge” for the locality

Higher School of Economics , Moscow, 2012 |
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decTnBanu cnocobCTBYOT NPOABMXEHUID MMUOXKA
CaHkT-lNeTepbypra

Festivals contribute to promoting the image of St.
Petersburg

CoOencTByOT pasBUTUIO KYNBTYPHOTO Typusma u
TBOPYECKUX UHOYCTPUM

the promotion of cultural tourism and creative
industries




- GecTmBanu Kak oaktop pasBUTUS
aecTuHaumn (NoBblLLEHNE KadecTBa
NHPPACTPYKTYpPLI, KA4eCTBO cpepbl yCnyr)

- Festivals as a factor of destinations’
development (improving the quality of
Infrastructure, quality of service)




- decTUBaANM Kak ceTb, TO eCTb
obbeanHEHME pa3NnUYHbIX OpraHn3auun c
Lenbko Nosly4YeHns CUHepPreTU4YecKoro
adpdeKTa OT COTpPyaAHMNYECTBA.

- Festivals as a network, as cooperation of
different organizations in order to obtain
synergies from the cooperation.




Thank you
for your attention!

Matetskaya Marina Laboratory of cultural economics
mmatetskaya@hse.spb.ru www.cultecon. hse.spb.ru




