
Introduction

This past decade saw the birth of
AIMAC, the International Association
for Arts and Cultural Management,

which held its fifth conference at the Helsinki
School of Economics and Business
Administration, following previous confer-
ences in Montreal, Paris–Jouy-en-Josas,
London and San Francisco. With this birth,
the question arises as to the possibility of the
emergence of a new discipline – that of “arts
management.” Indeed, the launching of the
AIMAC conference can be taken as a sign that
arts management was asserting its autonomy
from cultural economics, which has in the
past, through its conferences, served both the
scientific communities, cultural economists
and researchers in arts management. The
founding in late 1998 of the International
Journal of Arts Management (IJAM) con-
tributed even further to stimulate research in
arts management, to improve its standards of
quality and to increase its dissemination,
while at the same time reinforcing its legiti-
macy both at a practical/managerial and an
academic level.

This article takes advantage of the symbolic
value of the dawn of the new millennium to
raise a number of questions about this poten-
tial new discipline and to analyze the contri-
butions it has made as well as the trends that
characterize it. In the first part, we will look at

the object of this discipline, its relationship to
society at large and its closest neighbours
(related fields of investigation). We will then
show that arts management is not simply
a transposition of general management
approaches to a specific field of application,
but rather that research developed within the
arts sector can be said to contribute in several
ways to general management knowledge.
After identifying some of these contributions,
we conclude with an analysis of the evolution
of publications related to our field in scientific
management journals, and argue that the evi-
dence strongly suggests that arts management
is becoming, if not a new discipline, then a
major subfield of management.

The Object of Our Discipline 

In this section, we undertake to answer a
number of questions concerning the object

of our discipline (What is art?); its relationship
to society at large (What influences how arts
management is accepted and practiced?); and
its closest neighbours (What fields show simi-
larities or complementarities with our own dis-
cipline in terms of their object or approaches?).

A Crisis in Art Definition

If we look at the philosophical field of
aesthetics, there appears to be a crisis in the
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definition of art (Seguy-Duclot, 1998; Barrère
and Santagata, 1999; some authors even use
the term “de-definition”; Rosenberg, 1972).
This crisis is particularly manifest in contem-
porary art, where it is the subject of much
debate (Michaud, 1997; Heinich, 1998).

Historically, three sources of the definition
of art may be, more or less successively, iden-
tified:

– In the classical tradition, art is identified
with beauty (Lacoste, 1986); criteria are defined
to characterize the object (the work of art) and
may be based on the imitation of nature, as in
the traditional Platonic perspective, or on the
artist’s technical mastery of his craft. The two
other conceptualizations of art are based on
the notion of subjectivity and were developed
progressively starting in the Renaissance,1

with the emergence of the subject (Ferry,
1990); two types of subject will be influential:
the artist and the so-called “consumer”;

– First came the separation between artist
and craftsman (artwork/craftswork; Moulin,
1992); the pre-eminence of the artist in rela-
tion to his work culminated in the Romantic
period and the age of modernity; the artist was
freed from the laws of imitation, notably but
not exclusively by the new techniques of
reproduction; the value of art came to be
based on the artist’s subjective interpretation,
or representation, of the world. In this defini-
tion, it should be noted that we are left with
the problem of the definition of who is an
artist, which may be based on genius
(Nietzsche), the sublime (Romantic paradigm;
Sherringham, 1992), intentionality (cognitive
approach; Goodman, 1968), or auto-definition
and peer judgments (institutional approach;
“art world”; Becker, 1982; Dickie, 1988);

– Then came the third definition, which is
sometimes perceived as being consecutive to a
rupture (or an “epistemological breakthrough”)
embodied in the work of artists such as
Duchamp and, later, Warhol, who exposed
ordinary objects (“fountain” or bottle rack), in
a museum or exhibition context. This rupture
was reinforced by attacks made in the name of
democracy on the artist/audience dichotomy
(everybody can be an artist, cf., Beuys;
Antoine, 1998; or at least have their 15 min-
utes of fame, Warhol). According to this per-
spective,2 beauty no longer resides in the
object itself, but in the eye of the “regardeur”
(to use Duchamp’s expression); art is now
defined by a specific kind of relationship or
interaction – what may be termed an “aes-
thetic relationship” (Genette, 1997) – between
the object and the “consumer.”

These three definitions have clear conse-
quences for arts management. In the first two
cases, and more specifically in the second, a
logic of the autonomy of art predominates
(though the artist may nonetheless take into
account the desires of his “commanditaire” or
sponsor; Moulin, 1992). The role of manage-
ment is centred on the process of disseminat-
ing a predefined offer. In the third definition,
consumer behaviour and marketing become
part of the process of creation itself; active
reception (versus passive absorption or recog-
nition of beauty) becomes the main focus of
attention (as may be the case, for instance, in
hi-tech management or marketing).

Art and Society

The place of art within society may also be
considered in relation to three perspectives –
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namely, religion, education and entertain-
ment:

– Some consider that, in modern society,
art plays the role of a substitute for religion
(Fumaroli, 1991; Ferry, 1996). In this con-
text, museums are seen the cathedrals of our
time; art thus becomes a basis, a foundation
for social ties and social cohesion;3

– In the second approach, art is seen as
part of a citizen’s continuing education; in
other words, it is perceived as an integral part
of the life of a good citizen, and access to it
must be favoured as a complement to formal
education. This perspective is the basis for
public policies aimed at the democratization
of art in a universalist perspective;

– The entertainment perspective places art
more firmly in the area of leisure activities; its
consumption is based on consumers’ free
choice and individual tastes, and is subject to
general market laws.

These three perspectives generate debate at
a societal level and have, of course, important
consequences for arts management. The reli-
gious perspective opens the way for prose-
lytism (conversion of new followers;
ritualization), while the educational perspec-
tive calls for the implementation of norms
(what should be taught). Both the religious
and educational perspectives share common
features: it is generally considered that the
offer (art) is strictly autonomous and cannot
be subjected to the slightest change; the con-
text of implementation is usually non-profit
management. On the other hand, the enter-
tainment perspective perceives art as being
more or less like any other economic sector
(with specificities arising from its conditions
of production and consumption, as in any sec-
tor); the context is frequently for-profit. The
opposition between the religious/educational

and entertainment perspectives is at the heart
of the discussions between Europe (particu-
larly France) and USA on the inclusion or
exclusion of cultural products in general trade
agreements.

Neighbouring Fields

Arts management shares links (similarities/
complementarities) with a number of other
fields, both academic and managerial. These
links are specifically addressed in several con-
ference and journal papers. Three areas may
be identified as being our closest neighbours:
tourism, sports and communication.

Tourism is a very large economic sector. In
fact, it is said to be the third-largest sector
worldwide, despite its lower visibility com-
pared to certain other sectors (the oil or auto-
motive industry, for example), due to the fact
that its development depends mainly on small
or medium-size firms, and not, at least until
now, on global giants. Among tourist activi-
ties, the segment of “cultural tourism” is grow-
ing rapidly. Indeed, art (museums,4 exhibitions,
festivals, etc.) serves as a strong magnet for
tourists (Rojek and Urry, 1997). These devel-
opments have consequences for public policy
(analyses of the economic impact of cultural
activities may be used to support the legit-
imization of public expenditures on art and
culture) as well as for the management of cul-
tural institutions (at a general policy level,
they can affect the choice of activities). Such
consequences are felt not only at the local
level, but also at the national and international
level; for example, in terms of marketing, sales
are not only made with individuals, but with
tour operators, in a business-to-business
mode. Furthermore, they also impact on the
development of derived products, such as the
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souvenirs sold in museum shops, etc.
Globally, this relationship between tourism
and the arts is one of complementarity, and we
can expect it to grow in the future. Some
tourist activities may even be considered to be
cultural in nature, at least from an anthropo-
logical point of view (the discovery of ancient
civilizations or other ways of life, for instance;
cf. Kirshenblatt-Gimblett, 1998). 

Sports present several parallels with arts
management, and more specifically with the
performing arts (Yonnet, 1998; Bourg and
Gouguet, 1998). Both fields share a dual set of
activities (amateur practice versus the con-
sumption of events). There is a personalization
of the relationship through an identification
of the consumer/spectator with the performer
(champion/artist). Both areas produce derived
consumer products (T-shirts, objects, etc.).
One of the main differences is that, in sports,
the creation of patrimonial value is consider-
ably less significant (people do not usually
watch a repeat broadcast or buy a video cas-
sette of a sports match, although there are
some exceptions, as in France with the World
Cup soccer final). Another difference is that
much of the attraction of sports events lies in
the uncertainty of the outcome; in the case of
theatre, on the other hand, many spectators
know before entering the show how it will
end, and this does not impede the show’s suc-
cess, as the case of the movie Titanic attests.

Communication, and in particular the
media industries, is an obvious close neigh-
bour of the arts, to the point that some even
consider it a part of the field (“Culture and
Communication”). Since an in-depth analysis
of the links (complementarities and contradic-
tions) existing between the fields of the
arts/culture and media/communication lies
beyond the scope of this article, we will limit

ourselves to a few brief remarks. The media
system is the main channel for the dissemina-
tion of both the artwork itself (for repro-
ducible forms of art) and of information
about the arts. The development of new tech-
nologies (digitalization) will have a tremen-
dous and largely unforeseen impact on artistic
activities, rendering possible such things as
virtual visits of museums using CD-ROMs;
the distribution of music over the Internet
without physical supports such as a record;
personalized marketing of cultural products;
etc. But the links between culture and com-
munication are, in fact, not so straightfor-
ward, and their marriage will not necessarily
lead us to a promised land. There are, for
instance, several contradictions in terms of the
patrimonial dimension and complexity of the
former field, versus the instantaneity (event-
centred emphasis) and simplification that
characterize the latter.

Contributions of Arts Management
to General Management

Arts management is frequently perceived as
constituting a new terrain for the dis-

semination of managerial thought, a view that
is particularly common in the management
field. This approach perceives the arts as a
managerially underdeveloped area that would
benefit from being fertilized (some would
even say “normalized”) by the importing of
managerial knowledge and techniques. This
perspective obviously questions the specificity
of arts management and casts doubt on the
academic legitimacy of research in this field.
On the other hand, the impulse of many peo-
ple in the arts is often to reject managerial
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approaches (Chiapello, 1998). This attitude
leads to another type of difficulty in legitimiz-
ing our activities, this time on an ethical or
ideological basis.

Finally, the emergence of arts management
as a discipline faces a double deficit of legiti-
macy, caught as it is between opposing objec-
tions originating, on the one hand, in the arts
field, and, on the other, in the management
field. Faced with this situation, arts manage-
ment researchers could attempt to legitimize
or justify their activities by adopting a defen-
sive stance. Or, on the other hand, they can
adopt a more offensive stance by studying the
research in arts management in order to iden-
tify the contributions of arts management to
general management, thereby demonstrating
that the exchanges between these areas are not
only one-way (see for instance, the analysis of
the links of aesthetics with organization,
Ramirez, 1991, or with management, Guillet
de Monthoux, 1998).

In the following, we identify a few of these
contributions as they pertain to several subdis-
ciplines of management.

Strategic Management

Two areas of contribution can be identified in
the subdiscipline of strategic management: pro-
ject management and innovation management.

The art world is accustomed to managing
discontinuity: many artistic activities are based
on project development (the production of a
show or a movie, for instance). This is an
essential topic in an era that demands flexibil-
ity, an era in which the dominant form of a
firm’s activity is no longer one of managing a
continuous flow of existing products. Most
artistic activities are prototypical. The analysis
of such innovation processes is a contribution
to an economy dominated by technological
change.

Human Resources Management

In the area of human resources management,
dealing with intermittent workers is another
facet of the management of discontinuity/flex-
ibility mentioned in the preceding section.

Another area of contribution is leadership
(Mintzberg, 1998). Many arts organizations
have developed charismatic modes of leader-

ship that generate specific styles of motivation;
these may be carried over to other sectors where
creative work (on knowledge, for instance)
plays an important role in the activities.

In these sectors, the issue of dual manage-
ment (a common problem in the arts sector,
with the combination, whether synergistic or
conflictual, of artistic and managerial compe-
tencies) is also frequently encountered. In
attempting to resolve this problem of com-
plexity, dual solutions may be applied in
firms, either at an individual level (for
instance, two people managing a firm, with a
task specialization – one dealing mainly with
internal problems, the other with external
matters such as communication) or at an orga-
nizational level (for instance, the separation of
roles between a directoire and a conseil de sur-
veillance, found in corporate structures in
France).

Finance and Accounting

Two characteristics of artistic products give
rise to specific difficulties for accounting and
financial analysis in the cultural sector: imma-
teriality and patrimoniality. Problems related
to immateriality are not unique to the cultural
sector (cf. Goldfinger, 1994), but combined
with patrimonial properties (the value of an
artistic good may fluctuate over time with the
evolution of public tastes), it raises specific
difficulties for the evaluation of the assets
(portfolio of rights, etc.) of firms in this sector
(cf. Vogel, 1998; Turbide and Huskin, 1999).

Marketing and Consumer Behaviour

An analysis of AIMAC conference proceed-
ings shows that marketing and consumer
behaviour have been the most productive
research areas in the field of arts management
(cf. supra).5 It is possible to identify contribu-
tions by arts management to general manage-
ment knowledge in both areas.

Although often rejecting the term “market-
ing,” the cultural field has a long history of
developing practices related to supply-side
marketing. Here, definition of the offer pre-
cedes the existence or consciousness of
demand and guides the market. Marketing
thus plays a more proactive role and could
even be said to practice “proselytism.” This
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approach to marketing can be said to have
similarities with the traditional definition of
the role of marketing as “responding to” con-
sumers’ needs and desires. Another specificity
of marketing in the cultural field is that, due
mainly to severely limited communication
budgets, but also to consumer involvement
through word-of-mouth communication, arts
marketing has developed strategies based on
direct communication and interpersonal
exchanges through such things as “street mar-
keting” or “buzz marketing.”

The supply-side marketing approach does
not mean that there is no need to analyze the
market. On the contrary, it is important to
identify prospective consumers and to under-
stand the social integration of new products –
i.e., to optimize reception of the offer. We can
identify two main contributions made by arts
management research in the area of consumer
behaviour:

– immaterial value: In the arts sector, value
is not restricted to utilitarian considerations,
but also includes several immaterial dimen-
sions (hedonistic, symbolic, etc.). Consumption
does not destroy the value of the good;6 on the
contrary, it may increase its symbolic value by
lending an aura of success. As mentioned pre-
viously, the so-called consumer may con-
tribute to the definition of art itself; the
identification of the various dimensions of the
interaction between art and consumers may
contribute to the understanding of this rela-
tionship (Evrard and Aurier, 1996);

– experiential paradigm: The development
of the “experiential” paradigm (cf. Holbrook
and Hirschmann, 1982; Bourgeon and Filser,
1995), which includes affective and emotional
factors as well as intrinsic motivation, has
been largely based on the analysis of cultural
consumption. This paradigm constitutes an
alternative to the formerly dominant para-
digm of information processing based on cog-
nitive factors and a utilitarian perspective.

The Birth of a New Discipline?

The preceding discussion shows that arts
management is closely linked to the soci-

ety in which it evolves, that the redefinition of
art as an aesthetic relationship between the

object and the “consumer” means that con-
sumer behaviour and marketing become part
of the creative process, and that research in
this field contributes in several ways to the
body of general management knowledge. The
question that now arises is whether these facts
point to the emergence of a new discipline.

In order to answer this question in the affir-
mative, one must be able to demonstrate the
existence of a body of knowledge – arts man-
agement – that is distinct not only from other
disciplines such as medicine, sociology and
anthropology, but, most importantly, from
the discipline in which it originated – man-
agement. It is a complex question, particularly
considering that the discipline of management
itself comprises many subdisciplines, such as
marketing and financial management, to
name only two. In the case at hand, it is our
opinion that arts management is situated at
the intersection of a theoretical structure
(management) and a sector (the arts) thus
making it possible to talk about a subdisci-
pline that is distinct from management. Far
from diminishing its importance, we believe
that this subdiscipline is just as important as
cardiology or neurology are in medicine.
While still a part of management, arts man-
agement has also, over the years, evolved into
a specific body of knowledge, placing it in a
class of its own.

The birth of a new discipline or subdisci-
pline becomes apparent from the moment
that new knowledge, concepts or theories arise
that differ from those that already exist
(Bartels, 1976). Our argument concerning the
contribution of arts management to general
management knowledge points to the first
signs of this purported birth; concepts such as
managing discontinuity, intermittent workers,
dual management, immateriality and patrimo-
niality indicate a clear contribution to the field
of management. But there are also four indi-
rect signs that point to the emergence of a new
discipline:

– the publication of articles in major disci-
pline-based journals;

– the publication of articles in specialized
scientific journals;

– the organization of scientific conferences
focusing specifically on the new discipline;

– the creation of specialized training pro-
grams.
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Indeed, it can be said that a body of knowl-
edge is constituted through research and
publications, and that the new knowledge
thereby acquired is transmitted via specialized
training programs. The expansion and accu-
mulation of this knowledge is what lends
legitimacy to a new discipline, allowing it to
eventually be regarded as a discipline in its
own right.

Publications in Arts Management

Using the usual search engines, we set out
to conduct a statistical analysis of the

number of articles on arts management that
have appeared in discipline-based and special-
ized scientific journals. We limited the scope
of our search to the traditional management
disciplines, leaving aside cultural economics
and cultural policy, which we regard as two
separate fields and which, it should be noted,
have their own specialized journals (refereed):
the Journal of Cultural Economics, published
since 1977, and the International Journal of
Cultural Policy (formerly known as the
European Journal of Cultural Policy), founded
in 1994. Moreover, the Journal of Arts
Management, Law and Society, which was
founded in the early 1970s, offers articles on
both arts management and cultural policy.
The International Journal of Arts Management
(IJAM), for its part, deals exclusively with
issues related to the arts and arts management.

Specialized journals are not the only means
to disseminate new knowledge. In the case of
a new discipline, researchers will give prefer-
ence to their own discipline-based journals
(Journal of Marketing, Administrative Science
Quarterly, etc.). An analysis of the literature
must therefore take into account both types of
journals: discipline-based and specialized. Our
survey of the number of articles published
since 1970 shows a marked increase (see table
below) in scientific articles on arts manage-
ment. In fact, the number of such articles
tripled during our reference period, from only
20 in 1970-1979 to 63 in the first six years of
the 1990s. This figure will easily surpass 100
for the decade of the 1990s, since the
International Journal of Arts Management
alone published 31 such articles in 1998 and

1999. Thus, in the space of thirty years, the
production of scientific articles dealing with
arts management has increased significantly,
with many of these articles being published in
major discipline-based journals (101).

Furthermore, all disciplines organize a reg-
ular event or activity – usually on an annual or
biennial basis – that brings together researchers
in order that they may share their findings
with the international scientific community.
This type of gathering, which has existed in
cultural economics since 1979 (International
Conference on Cultural Economics), has been
taking place in arts management since 1991,
the year of the first International Conference
on Arts and Cultural Management. The bien-
nial AIMAC conference attracts 150 to 200
researchers whose work touches on themes
related to arts management; the conference
proceedings are published, thus favouring the
dissemination of knowledge in this field. A
total of 335 papers have been published in the
proceedings of the five AIMAC conferences.
Forty-nine texts were published following the
first conference (1991), while the proceedings
of the most recent AIMAC conference (1999)
contained 93 papers. It should be noted that,
in the period from 1979 to 1989, the
International Conference on Cultural
Economics also published several papers on
arts management.

As for the AIMAC conference, marketing
accounted for close to half of the papers given
at the first five conferences, with a total of 113
texts. Within this discipline, the papers were
distributed as follows: Consumer Behaviour
and Audience Research (56), Marketing
Strategy (22), Arts Marketing (26) and
Corporate Sponsorship (9).

The other management disciplines were
represented as follows: Strategic Management/
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Planning (69), Human Resources
Management (40), Operations Management
(8), Arts Management Training and Research
(12), Cultural Policy/Public Funding (68) and
Others (6).

The two disciplines that made the strongest
contribution to the increase in the number of
papers published between the first AIMAC
conference in 1991 and the last in 1999 were
Marketing (21 papers at the 1991 conference
compared to 47 in 1999) and Strategic
Management/Planning (7 in 1991 and 22 in
1999); these two categories represent 50.5%
and 23.5% respectively of the total number of
papers given at the most recent conference, for a
total of 74% of the 93 texts that were published.

This predominance of marketing-oriented
papers in the AIMAC proceedings is interest-
ing, particularly considering that this disci-
pline does not occupy the top niche in the
Journal of Arts Management, Law and Society
(Morgenstern, 1997); in fact, out of 160 arti-
cles on arts management published in this
periodical between 1969 and 1995, only 32
are concerned with marketing, with the three
other main categories represented by
Management (71), Financial Management
(25) and Human Resources Management
(18). Moreover, in its five issues to date, the
International Journal of Arts Management has
offered its readers 24 articles on management,
eight on Marketing, three on Human
Resources Management and two on Financial
Management. As for the Journal of Cultural
Economics, it should be noted that it has pub-
lished an average of one article on arts man-
agement annually since it was first launched,
not counting, of course, articles dealing with
price, one of the four variables of the market-
ing mix.

Arts Management Training Programs 

The existence of specialized training pro-
grams also attests to the presence of a dis-

cipline and contributes to the dissemination
of knowledge.

Two phases can be identified in terms of
the development of training programs in arts
management; the first period, one of slow
growth, lasted from 1966 to 1980, while a sec-

ond, more rapid period of growth stretches
from 1980 to the present. Yale University in
the United States is generally credited with
having created the first university program in
this field, by offering, in 1966, a concentra-
tion in arts management as part of its Master’s
Degree in Fine Arts (M.F.A.). Similar offer-
ings were subsequently made by other univer-
sities, including City University in England in
1967, St. Petersburg Theatre Arts Academy in
1968 (Russia) and York University in Canada
in 1969. Close to thirty such programs had
been created by 1980, and this number had
climbed to over 100 in 1990; our most recent
count reveals that nearly 400 programs are
being offered in 1999.

In looking at the different types of programs
offered, two aspects of the question should be
taken into account: the academic level for
which each program is intended and the pater-
nity of the program within the institution. 

We can identify three levels of training in
arts management: seminars for managers,
undergraduate programs and graduate pro-
grams. Some institutions offer development
seminars intended for managers of cultural
enterprises. These short-term seminars allow
managers to acquire specific skills and do not
usually lead to a diploma. Most of the existing
programs, however, do have degree-granting
status; many are programs at the graduate
level, but a number of programs are also
offered leading to an undergraduate degree. It
is interesting to note that arts management is
not only taught in traditional management
schools or faculties, but that a number of pro-
grams have been created within arts faculties,
particularly in theatre and art history pro-
grams (museology). Students graduating from
this type of program receive a Major in Arts
Management. It should be mentioned that
theatre and museology programs sometimes
only offer only one course on arts manage-
ment, as opposed to a comprehensive pro-
gram. Also, instruction is dispensed mainly by
lecturers who are practitioners in the field.
Indeed, universities offer very few full-time
tenure-track positions for professors wishing
to pursue an academic career specifically in
arts management as a discipline. On the other
hand, many researchers are affiliated with
business schools, without necessarily teaching
classes in arts management alone. 
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Conclusion

To summarize, the indicators we have cho-
sen to examine in this paper reveal that

arts management is in the process of becom-
ing a subdiscipline that is distinct from the
rest of the management field. The number of
scientific articles dealing specifically with arts
management is growing, specialized journals
are being published, scientific conferences are
being organized on a regular basis and the
number of specialized training programs is ris-
ing steadily. 

Like other industries, the arts and cultural
sector is feeling the effects of globalization,
which is perceived as a problem by stakehold-
ers in the field because of the pressure it brings
to bear on domestic markets and, therefore,
on cultural organizations. At the same time,
government support has led to an increase in
the number of firms being created, thereby
intensifying the competition for a clientele
that has not followed the upswing in the sup-
ply curve. Both these factors have generated a
demand among managers for management
tools that are adapted to the specific realities
facing cultural organizations. Response to this
demand initially came in the form of training
programs, followed later by research studies
carried out initially by government organiza-
tions (mainly on audiences) and, subse-
quently, by the academic research community. 

Before we can say with certainty that we are
indeed dealing with a new discipline, more
systematic research into arts management
thought and the uncovering of further evidence
is necessary. This is the next step that awaits us.

The new millennium will propel the econ-
omy into a new cycle (some even call it a “new
economy”) based on innovation and informa-
tion technology, whereas the 20th century was
characterized by an economy of continuity
based on mass production. This new economy
may call for a new type of management. In
this context, arts management’s potential con-
tribution appears even more significant.
Indeed, it could play a major role in the edifi-
cation of a new managerial paradigm adapted
to the new economic age, particularly in light
of the fact that the arts and culture have
always dealt with innovation, information,
symbols and discontinuity.

Notes
1. The term “aesthetic” was used for the first time by
Baumgarten in 1750, in the title of a treatise on the analysis of
taste.

2. Which may be qualified – but the issue would require
further development – as “postmodern.”

3. This perspective can be associated with the birth of art as
sacred and ritualized, even though meanings may shift over
time (cf. contemporary debates on the so-called “primitive” arts:
Are the objects of ancient civilizations religious, artistic or
utilitarian? Should they be treated in a scientific way
– anthropological perspective – or exhibited in an art museum

context?

4. See, for instance, the impact the new Guggenheim Museum
has had on the image and tourism industry of the city of Bilbao,
Spain.

5. Specific textbooks have also been published in this area
(cf. Colbert, 1993; Kotler and Scheff, 1997).

6. Let us recall that the semantic origin of the word
“consumption” is “destruction,” which is why the word
“consumer” is etymologically inappropriate in the arts sector.
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