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o Arts Industry

<+ Contents Industry

+ Contents related Arts

* Film Arts, Comic Arts, Game Arts, Indie Animation,

Indie Music

» Creative Industry (Arts Industry + Contents Industry)



%+ Concentric circle model

Wider cultural
industries

Related

« Heritage services industries
* Publishing & « Advertising
print media * Architecture

« Sound recording

» Television & radio
* Video & computer
games

* Design
* Fashion

X D. Throsby (2001), £conomics and Culture, Cambridge, p.211.



2. 3=t IR=A 2] 54

* 54
 Creativity : Creative Industry
* Intellectual Property : Copyright Industry
« Symbolic Meaning : Cultural Economy

e Cultural Value + Economic Value

A/
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« Z3}olE : dl=F 71|, F }=], AF3)A 7}x], arts management
« TR ¢ A THA, AU H 234, A1 134, contents
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Commercial : Cultural
Industries

Community : Amateur

3. Cultural Sector

,, Not For Profit:

Professional

Arts

Heritage

e )
Government Department(s)

resposible for the Arts State
Institutions with a partial or
indirect function in relation

to the Arts :

Government Departments
Local Authorities
Semi-state bodies

AV J

Education/Training/Research

* Art Galleries

* Exhibition spaces/studios

* Drama, dance & music
venues

\ * Production companies

» Festival organisations

* Support & development
organisations

* Arts centres

» Umbrella & policy deve-

lopment bodies

* Museums

* Heritage Centres/visitor
Attractions

* Archives/libraries

* Art galleries

* Historic house/monument
/garden

* Country park/zoo/wildlife
centre

* Umbrella & policy deve-

lopment bodies

Commercial : Heritage
Industries

Voluntary/Community/
Amateur

4 N
Government Department(s)

resposible for Heritage State
Institutions with a partial or
indirect function in relation
to Heritage :

Government Departments
Local Authorities
Semi-state bodies

AN /

Education/Training/Research

1o

X P Clancy (1994), Managina the Cultural Sector, Oak Tree Press.



4. Creative Sector

ure
o In frastruct
®) .
6\)"‘\ Private Funders Ooh,
0 and Financing Nsy.
& " Workforce Media 8,
@'b Education and K4
P Training Cultural occupations o)
R & Creative Industries iliti o
) Facilities ¢,
........ ’ and Venues 9,
Supplies and %
Equipment { Visual Arts { % Informal Retail 9‘,.
----- .and Crafts % :  Arts J Distribution - 2
) Outlets ‘:
RIe?earch andls Architecture S
nformation and Design Q
.......... Market/ ‘g
X e Audience : ®
ORI € €S L : Research
Advocacy :: threrary “{‘I‘Illll.ll....;." Museums and ‘:
% Publishing + : : .. Heritage i/ Agents,
o Aultural and-., » Brokers and
, Policy ORI o “Entertainment i Intermediaries
Q. *,  Industries -
o ¥
,o(, Public Partners and
6, Funding , Collaborations
¢ Professional

ffast Associations
ructllr
e
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X Cherbo J. M., R. A. Stewart & M. J. Wyszomirski(2008), Understanding the Arts and Creative Sector in the {S, Rutgers.
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Globalization

Rifkin
(2000)

Jensen
(1999)
Kotler
(2010)

ltural

&

Digital Society

(=8 34)

- Aj=tokAlo 2 A O] 23}

- XH/BUH/MeH & M=EML 23
. Ab

A ZI M| Al (a signifying system) 2 A 2| 235}
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A A M AE (industrial production) Z 2} A (cultural production)

ME AL >>
Product-centric >> Cunsumer-centric >>

PER e Values-driven (spiritual)
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Managerial

objectives

<

104
ifd

Aesthetic
objectives

Economic

objectives
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1. Burgess & Pankratz(2008)2]
art sector®} creative sector 9A|-53

» Interrealtionship of individual sector workers
celETbEe e W A2 9 AYNL 3
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= H
o> gebrke] AY 1 &5 ot Fof, AH gk Hok@z, I3}, FAE D)

% Cross—Cluster interrelationship
« Broadway$} Hollywood 7] 952 stEYA] (5222 94535} : movical)
o|> The Lion King, Beauty and the Beast, The producers, Hairspray &

o Creative Core and Infrastructure Interactions

« Arts education program (3] & Z2x)

*+ Interactions beyond the sector
» B3EA] 2AAH

19

X Burges C. N. & Pankrartz. D. B.(2008), Interrelations in the Arts and Creative Sector.
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3. 71z ks ||

% Liberman$] 4C 23

Copyright

Creative Idea

Y431

Conver-
gence

Extending Equity

X Lieberman A. & Esgate P(2002), The Entertainment Marketing Revolution.

Consum-
ption

Technology

Talent

Perishability
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- Interactive arts, new media arts &3*
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- “Arts sector as an interactive whole”
(Cherbo et al., Toward an Arts and Creative Sector, 2008)
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, Contents : Contents

Arts Industry Arts Industry
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»* Excellence vs Diversity

» Elitism vs Cultural Democracy
e |7}, ZEIZE NEA FA] vs ZENZE LH|AES] Aol F 4w
% 74 2

« economic value / cultural value / social value

A &7ke] AGAL vs TR=AY A
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- AT (Arts Technology), AS(Arts & Science), CT (Contents
Technology) 974 R & D %]
- 53 AF 2Ry e /Nt : collaboration, creativity, commerce -

- F9-$-= £ A (cloud sourcing) = &%+ C&D (Connect & development) -t
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- Artist = creative / emotional / affective labour
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Printed in E_-nnlr:

- Sang Printed
Sheet Music : Background
Album Folio Music in Store

Fcrreign
Recording - Lyric
Translation

CDyTape .
Cover Wersian : NI:E:::E g
ountry Artis e

COyTape
Cowver Version : Hame Video Lse

Cr-RCHA hllwie
and Cther Mew- Soundtrack with
Media Uses. Movie Artist A

Use of Artist A,
Recordin 3 6

X Lathrop, T. & Pettigrew, J. (2003), 7his Business of Music Marketing & Promotion, Billboard Books.
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