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Abstract.

Research background: In the context of the coronavirus pandemic, when
cultural objects were unable to function normally for a long time, their
income has significantly decreased, and state support is not enough to
implement strategic projects. This is due to a sharp decline in the incomes
of the population of these countries and a prolonged shutdown of large-
scale production, even the stagnation of entire sectors of the economy.
Purpose of the article: The article is devoted to the problem of the
formation of strong brands of cultural institutions, in particular, art
museums and galleries and their impact on the competitiveness of the
region.

Methods: We use statistical, and regression methods for analysis, which
are used to assess the mutual influence of traffic flows to museums and
other cultural objects on the total income in the art market.

Findings & Value added: The analysis showed that work on the image,
strengthening the brands of cultural institutions, increasing the level of
recognition in the world and close ties with recognized art-dominants in
the future will allow cultural institutions to attract significant financial
flows and improve their competitive position in the world market. As the
scientific increment can be considered, the results of analysis the
relationship between the strong brands of art museums and other cultural
objects and the tourist attractiveness of their locations, as well as the
mutual influence of cultural object brands on the territory's brand. It is
proposed to modify the methodology for evaluating the brand value in an
art Museum or gallery.
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1 Introduction

In a pandemic, when all the economic resources of the countries focused on decision
support needs of the health care industry, the implementation of measures to rescue the
economic system and the support of citizens and businesses who find themselves in
difficult conditions forced outage many sectors of the economy in different countries were
on the verge of decline, being unable to conduct its activities in terms of closures, and
existing prohibitions and restrictions [1]. The cultural sphere was also banned and could not
function properly for a long time, and even after the opening of some cultural institutions,
their regime and working conditions are significantly different from the usual ones. Thus,
cultural institutions and the art sector as a whole have suffered huge losses during the
pandemic and continue to experience difficulties. These institutions not only lost their
income for a long time, and in some countries they did not actually open after quarantine,
but also have to bear the constant costs of maintaining collections and ensuring proper
storage conditions. Thus, most cultural institutions were forced to actually send their
employees on unpaid leave or significantly reduce their salaries, but even these measures
could not fully cover all the losses they suffered. States have made significant efforts to
assist cultural institutions and have allocated funds to cover their ongoing costs of
maintaining the collection and working conditions of the institution, but this has not always
been fully possible during the peak of the pandemic.

There was also a stagnation of the art market, since the implementation of active
operations in the art sphere is not a vital task; most of the typical players were absorbed in
other problems. In fact, the entire art sphere in the world has fallen into a state of
stagnation. Although the activity in the art market did not stop completely, but the main
activity was carried out only through electronic auctions on special electronic platforms,
while the classical activity of auction houses and galleries was actually stopped for a long
time. In fact, for a long time, only life-critical flights between countries were carried out,
people who found themselves in other countries during the pandemic and needed to be
evacuated were transported, and cargo transportation was carried out in order to supply the
population of countries with necessary foreign products. As a result, there were serious
obstacles to the transportation of art objects after their acquisition by foreign buyers, even
those purchased on an electronic trading platform. This, in turn, also slowed down the
work of the art market.

At the same time, it is impossible to say that the pandemic for the art and cultural
spheres was an absolute evil, since the world has repeatedly increased interest in them. The
inability to visit museums and galleries, to personally see performances and various
productions, and simply the inability to move around the world and get new impressions
from personal visits to cities and countries with an abundance of free time has led to an
increase in demand for remote visits to cultural events and art objects. As a result, some
cultural institutions that were able to implement a large program of on-line displays of their
collections or events, not only did not lose their consumers, but also repeatedly expanded
their consumer base and formed a positive global image. Indeed, on-line broadcasts and on-
line events have no borders, and when it is impossible to move around the world, people are
eager to see and learn what is currently unavailable to them, or at least just nostalgic. The
possibilities of performing art operations have also expanded due to the full-scale use of
electronic platforms and electronic auctions. There is a whole range of new electronic
services and applications that allow people to make virtual excursions, visit inaccessible art
objects, and take on-line walks in their favorite countries and cities. All this has contributed
to the growth of the reputation, positive image of the art sphere and the strengthening of
brands of places that are able to showcase their art objects and cultural centers in the
network properly [2, 3]. Consequently, in order to develop the global art market as a whole



SHS Web of Conferences 92, 01039 (2021) https://doi.org/10.1051/shsconf/20219201039

Globalization and its Socio-Economic Consequences 2020

and increase its impact on the attractiveness of cities that have a rich cultural heritage or are
able to develop modern art spaces that attract global consumers, on-line support of the art
and cultural sphere during the pandemic has had a positive impact.

Looking at the trends that existed in the art market before the pandemic, and analyzing
statistical indicators of sales dynamics in the art market of a number of countries that had a
strong art market, specific bursts of activity were identified simultaneously in many
markets. Thus, there were sharp jumps in the dynamics of growth in the turnover of the art
market, demonstrated in 2016-2017 in the art markets of the United States, Great Britain
and China (see Fig. 1).
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Fig. 1. Comparative dynamics of the art market turnover in the countries in 2008-2017 [4].

As can be seen from the indicators, the US in 2016-2017, the UK in 2016 and China in
2017 saw a sharp jump in the turnover of the art market. This jump can only partly be
explained by effective government policy in the art market. Most likely, it is associated
with the unstable economic and political situation in these countries, where negative
financial expectations of market actors force them to look for ways to protect their capital
and maintain the growth rate of income. This gives rise to a classic example that has been
described many times: players who are not typical of the art market begin to enter the game
and invest in works of art, trying not only to save capital, but also to ensure the rate of
income that they have lost in other markets [5, 6].

This trend is typical only for countries with an active state policy in the art market,
implemented at this stage. In this regard, it can be argued that these markets are
"overheated" and they are experiencing the growth of so-called "financial bubbles", when
one of the market segments begins to artificially pump up financial resources and sales
volumes will continue to grow due to an atypical environment for the market. Such
financial spikes are typical for different markets, but here they are caused by high
information asymmetry and the aspirations of the three main players to global
monopolization of the art market.

"Financial bubbles" differ in that they cannot be long-term, since the players ' resources
are not enough to maintain the existing sales growth rate for a long time. Thus, when the
current" financial bubble "is punctured in the art markets of the United States, Great Britain
and China, there will be a significant drop in the turnover of the art markets of these countries.
In the future, we can talk about two trends that can be realized after the pandemic: either the
art markets of these countries will continue to grow, but at a much lower rate compared to the
indicators of the period preceding the "financial bubble", or the picture of the country's
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monopolization of art markets will change significantly. Thus, there may be a chance for a
new strong participant in the global art market oligopoly to join the game. So, in these
conditions, the country that can maintain the pace of penetration into wide foreign markets
and ensure the development of its brand in the global art market, and can become one of the
leaders of this market in the future. Thus, when implementing a competent state policy in the
art market, Russia has a chance to even lead in this position [7,8].

And today Russia has these chances. As the experience of the pandemic has shown,
really sharp peaks in activity in the art markets of the countries considered above were the
result of the development of "financial bubbles", which, when a crisis situation caused by
the pandemic occurred, "broke through" and lowered the indicators of art markets to the
level of 40-60% of the previous peak volume of operations. At present, it is almost
impossible to make any accurate quantitative estimates of activity in the art market, as
systematic data on the markets is not currently available. You can only judge the activity of
art markets indirectly by tracking transactions on electronic trading platforms. The picture
differs by country and by periods of growth in activity in the art market, as the periods of
peak introduction of bans and restrictive measures differ by country, as well as the severity
of the pandemic. It is impossible not to note the General decline in the income level of
residents of economically developed countries, which leads to a drop in their interest in
investing in the art sphere, as an area of capital investment and ensuring their safety.
Moreover, the drop in income is typical for almost all countries where activity in the art
sector was recorded, and the drop in income affected not only the most socially unprotected
citizens, but also to some extent and previously quite well-off, who more often acted as
buyers in the art market. The drop in revenue also had a negative impact on professional
players in the art market, which led to a sharp reduction in their activity.

At the same time, it is necessary to pay attention to the fact that in Russia the course of the
pandemic as a result of timely preventive measures was not as disastrous as in many
European countries and in the United States. China, in spite of the severe course of the
pandemic, came out of the crisis earlier, and thanks to effective measures to counter the
pandemic, it was able to preserve its cultural sphere and support the art sector. In the
information economy, the Informatization of this sphere can not only prevent the focus on
economic growth, but also actively stimulate it [9-11]. Thus, currently conducted global
mostly on-line projects have a chance to gain global leadership and reshape the world art
market in their favor. To this end, it is now necessary to take care of the formation and
strengthening of brands of Russian art objects, the most important cultural institutions, and
develop their own electronic trading platforms, where in the future to concentrate global
operations in the art sphere. It is necessary to actively develop cultural brands, direct policy to
strengthen the brands of territories, which increases the country's competitiveness [12,13].

The development of brands of cultural institutions and art objects requires a well-
thought-out policy and targeted impact on the most significant characteristics of brands.
Consequently, it is necessary to adapt the brand assessment systems of cultural institutions
to the new unstable conditions and identify promising directions for implementing
economic policies in the art sphere in conjunction with strengthening the cultural brands of
cities and countries implementing this policy.

2 Methodology

Let's look at the main approaches to evaluating brands of cultural institutions and art
objects, and identify new trends that should be taken into account in them. We suggest the
following methodology for evaluating the value or capital of a Museum or gallery brand.
As part of this methodology, we will evaluate the value of the Museum's brand using the
BKG methodology, based on the dynamics indicators:
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additional funds raised by the Museum with the help of a developed brand;

revenue indicators from events and exhibitions held by the Museum,;

indicators of the Museum's income from transactions in the art market;

indicators of the dynamics of the total number of users and the number of
active users.

The resulting integral characteristic of the brand value should be supplemented with an
emotional component of the brand value, which can be evaluated using the Keller method.
The weight contribution of the characteristics obtained using each method can be calculated
using paired comparisons using the MAI method. Final estimates of the value or capital of
the Museum's brand and its viability can be obtained using the Keller method, and will
allow for its positioning. Positioning can be performed on the Y&R matrix plane [14]. In
this way, you can compare the brand rating of a Museum or gallery with the ratings of a
specific group of successful or lagging Museum brands. Positioning in a specific group of
museums will allow you to form a long-term strategy for the development of the Museum
as a whole and its exhibition activities.

The method of evaluating the brand of a Museum or gallery can be built on the basis of
matrix algorithms that allow for a joint analysis of the qualitative and quantitative
characteristics of the Museum and take into account the contribution of exhibitions and
events held by the Museum to its brand [15-17]. It is important to assess the value of the
Museum's brand for all its potential consumer audiences and stakeholders, as well as to
assess the Museum's expenditures on brand strengthening and implementation of
exhibitions and events, including those aimed at brand development. The main indicators
that characterize the value or capital of the Museum's brand are the following parameters:

. Total budget of the Museum,;

. The amount of funding raised, including for cultural events, events, and
exhibitions held under the auspices of the Museum;

. Rating of the Museum in the cultural environment of the territory, country
and world culture;

. Total amount of funding for art market transactions conducted under the
auspices of the Museum,;

. Number of Museum visitors per year;

. Level of innovation support for activities;

. The amount of funds raised through exhibitions and events organized by the
Museum;

. Number of visitors to exhibitions and events held by the Museum;

. The number of active Museum visitors who participate in its programs and

events, visit the Museum at least several times a year, and actively promote the
Museum in the cultural and tourist environment;

. The ability to provide a constant volume of visitors at a higher price than
competitors for entrance tickets to the Museum and its exhibitions and events;
. The amount of tax deductions from the amount of art market transactions

conducted under the auspices of the Museum;

Costs of the information infrastructure of the Museum's brand;

The number of active users of the Museum's cultural information
environment, which includes all its information art spaces.

It should be noted that not all indicators have objective statistics. Some important
characteristics are not analyzed in principle. These indicators need to be taken into account
in dynamics in order to compare them for different periods and in relation to other
evaluation characteristics. Aggregate indicators should be calculated as weighted integral
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values. Parameters can be enlarged or collapsed using a matrix procedure — the hierarchy
analysis method (MAI).

Currently, the proposed assessment system should also include an indicator of the
ability of the management system of a Museum or other cultural object to monitor the work
of the Museum during the period of forced shutdown and ensure that the structure of the
Museum remains in working order. This indicator will take into account the Museum's
ability to maintain its resource potential at a level sufficient to ensure high global
competitiveness and maintain the brand of the Museum's location. During this period, the
indicators of the development of the Museum's information space, its ability to actively
support all the processes of the institution's activities, conduct on-line events and on-line
displays of collections, as well as conduct on-line operations in the art market, also gain a
key influence. The last factor that has the most significant impact during this period is
related to the Museum's innovative activity, primarily in the field of implementing digital
innovations and developing the Museum's information space. Especially at the peak of
interest in the field of culture, it is these innovations that ensure contact with potential
consumers of the Museum around the world.

3 Results

These characteristics will complement the assessment of the Museum's brand viability and
value, which will allow us to build a model for positioning the Museum's brand in
accordance with the modified methods of BKG, K. Keller and Y&R (see Fig. 2).
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Fig. 2. Power Matrix of the Museum brand using the modified Y&R method

It should be noted that the study of Russian museums started by the authors after the
pandemic has already led to certain results. First, the demand for Museum services (after
the opening of museums) is quite high, especially among leading museums. Second, prices
have increased significantly (to which the market has barely responded. Third, museums
are actively promoted through informal marketing communications. As a result, the role of
other people's experience, the hearing-forming process, and the advice of OLT marketers in
combination is growing [18,19].

This study allowed us to empirically justify the operation of some matrix axes. On the
"brand consistency" axis, the border of the matrix regions is set to 1.5. This is due to the
fact that the normal level of this indicator, corresponding to the rating of 1, means the
instability of the Museum's position and its failure as a leader. In order for such a Museum
to get into the field of leaders, it must advance in the level of fame. Our research clearly
demonstrates this fact and allows us to successfully separate leading Museums and highly
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promising niche brands. Note that a strong brand of leading museums definitely has a
positive impact on the territory's brand, but highly promising niche brands strengthen the
territory's brand, but only together with the leading brands (they do not create the brand
themselves).

On the Museum's brand value axis, brand prospects are defined as below and above the
norm. Note that the brand value of many museums declined after the pandemic. Another
interesting effect is observed if the brand develops through expansion [20]. For example,
the brand of the Peterhof museum reserve is quite high, while the brand of its components
(Alexandria Park) can significantly devalue due to the peculiarities of the Museum-
reserve's development after the pandemic.

The developed assessment tool can be used by cultural institutions, auction houses, or
art galleries themselves to assess their competitive position in the domestic and global art
market, or used by government agencies (including the Ministry of Culture of the Russian
Federation) that implement economic policy in the art market. Note that the model is not
static and, if the necessary information is available, it can be implemented as dynamic,
which makes it easier to evaluate the results. Government agencies that regulate the art
market can use this tool to rank art dealers and cultural institutions that are also specific
players in the art market, and identify areas of government regulation, including measures
of public investment and state support.

In particular, we can identify a number of measures that will have a positive impact on
the activation and strengthening of the art market Institute and will contribute to creating an
environment for the effective functioning of the art market Institute. These measures
include the following:

1. Centralization and integration of individual regional subjects of the art market on a
single electronic platform;

2. Creation of favorable conditions of taxation;

3. Creating a clear administrative and legal framework;

4. Reform of the system of state cultural institutions in order to increase their economic
efficiency;

5. Formation of a system of state support for private museums, galleries and auction
houses;

6. Organization of awards, grants and subsidies for artists;

7. Developing a strong cultural brand in Russia;

8. Application of ranked measures of state support for museums and galleries in the
country, taking into account their competitive positions and the level of development of
their brand;

9. Establishment of special educational programs for training professional personnel.

The proposed measures will allow Russian cultural institutions not only to effectively
cope with the current problems of the pandemic period, but also to get out of this crisis with
the possibility of reaching a leading position in the world.

4 Discussion

The use of the tool described above will reduce the level of uncertainty in the cultural
sphere and will help reduce the risks of public policy in identifying its financial priorities.
However, this technique has certain application problems.

First, we need well-thought-out state support. The fact is that the method of ranking the
brand value of art dealers and cultural institutions by itself is not able to form and develop
this brand. Therefore, in order to create and develop brands of Russian artists, art schools,
art dealers and cultural institutions, it is necessary to supplement the marketing measures of
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the art market participants themselves with comprehensive measures of state support for the
art market Institute [21,22].

Secondly, the methodology does not assess possible risks in any way and does not

identify them. Competent risk assessment allows you to significantly adjust the result [23].
High risks may require demarketing places to create a new brand as a result [24,25].
Third, for a long time there have been problems with the movement of tourists and
international operations due to the closure of state borders. Moreover, "negative
connotations" have formed in some places, which will lead to a decrease in the
characteristics of the Museum's brand, its viability and value. Therefore, it seems necessary
to have a state program aimed at promoting territories and places and restoring their
reputation [26,27].

5 Conclusion

After the first wave of the COVID-19 pandemic, the cultural sphere and the art market found
themselves in difficult conditions. However, thanks to the help of the state and the use of
modern digital technologies, this area is not "ordered to live for a long time", but on the contrary
— it shows a growing trend. Moreover, major Russian cultural institutions have a chance to focus
around themselves the areas of attraction of the world art market and create the potential for
Russia to enter the world's leading positions in this area. Under these conditions, the authors '
research on the influence of cultural brands on the territory's brand and the analysis of new
factors affecting the Museum's brand assessment are particularly relevant.

Reference

1. Aliaskarova, Zh. A., Asadulaev, A.B., Pashkus, V. Yu. (2020). Industrial policy:
conceptualization and modernization in a crisis. Problems of modern economy, 2, 73-
77.

2. Foroudi, P.et al. (2016). A framework of place branding, place image,
and placereputation: Antecedents and moderators. Qualitative Market Research: An
International Journal, 19(2), 241-264.

3. Kliestik, T., Kovacova, M., Podhorska, I., Kliestikova, J. (2018). Searching for Key
Sources of Goodwill Creation as New Global Managerial Challenge. Polish Journal of
Management Studies, 17(1), 144-154

4. Starobinskaya, N.M.(Ed.) (2019). Socio-cultural sphere in the new economy: from the
development of education to the art market. St.Petersburg: KultInformPress

5. Ashenfelter, O., Graddy, K. (2003). Auctions and the price of art. Journal of Economic
Literature, 41(3), 763-787.

6. Baumol, W.J. (1986). Unnatural Value: Or Art Investment as Floating Grap Game.
American Economic Review, 76(2), 10—14.

7. Wise, N. (2019). Eventful futures and triple bottom line impacts: BRICS, image
regeneration and competitiveness. Journal of Place Management and Development,
13(1), 89-100.

8. Balcerzak, A.P., Rogalska, E. (2016). Non-Keynesian effects of fiscal consolidations in
Central Europe in the Years 2000-2013. In: M.H. Bilgin, H. Danis (Eds.).
Enterpreneurship, Business and Economics, vol. 2. Proceedings of the 15th Eurasia
Business and Economics Society. Springer International Publishing, 271-282.



SHS Web of Conferences 92, 01039 (2021) https://doi.org/10.1051/shsconf/20219201039

Globalization and its Socio-Economic Consequences 2020

9. Kamenica, E. (2017). Information Economics. Journal of Political Economy, 125(6),
1885-1890.

10. Segerstrom, P. (1991). Innovation, Imitation, and Economic Growth. Journal of
Political Economy, 99(4), 807-827.

11. Aghion P., Jaravel X. (2015). Knowledge Spillovers, Innovation and Growth.
Economic Journal, 125(583), 533-573.

12. Kavaratzis, M., Hatch, M.J. (2013). The Dynamics of Place Branding: an Identity-
Based Approach to Place Branding Theory. Marketing Theory, 13(1), 69-86.

13. Rogov, M., Rozenblat C. (2018). Urban Resilience Discourse Analysis: Towards a
Multi-Level Approach to Cities. Sustainability, 10(12), 4431.

14. Pashkus, V. Y., Pashkus, N. A., & Pashkus, M. V. (2015). Building a Strong Cultural
Brand of Saint-Petersburg in the Global Economy: Breakthrough Positioning and
Approaches to the Assessment. In Globalization and its Socio-Economic
Consequences, 559-571.

15. Keller, K.L. (2012). Building Rich Brand Relationships: Research Dialogue on Brands
As Intentional Agents. Journal of ConsumerPsychology, 22(2), 186-190.

16. Majerova, J., Kliestik, T. (2015). Brand Valuation as an Immanent Component of
Brand Value Building and Managing. Procedia Economics and Finance, 26, 546-552.

17. Baumgarth, C., O’Reilly, D. (2014). Brands in the arts and culture sector. Arts
Marketing: An International Journal, 4(1/2), 2-9.

18. Hede, A.-M., Garma, R., Josiassen, A., Thyne M. (2014). Perceived authenticity of the
visitor experience in museums: Conceptualization and initial empirical findings.
European Journal of Marketing, 48(7/8), 1395-1412.

19. Braun, E., Kavaratzis, M. and Zenker, S. (2013). My City — My Brand: The Role of
Residents in Place Branding. Journal of Place Management and Development, 6(1),
18-28.

20. Keller, K. L. (2012). Economic and behavioral perspectives on brand
extension. Marketing Science, 31(5), 772-776.

21. Koltsova, A., Alpatov, G., Volkova, A. (2020). Culture in the Global Economy:
Features of Cultural Goods on the Threshold of a Knowledge Economy And Increasing
the Country’s Competitiveness. SHS Web of Conferences, 74, 01015.

22. Eugster, B., Parchet, R. (2019). Culture and Taxes. Journal of Political Economy,
127(1), 296-337.

23. Kliestik, T., & Dengov, V. (2015). Quantitative approach to risk as a social
phenomenon. In Applied Social Science, 80, 28-33.

24. Medway, D., Warnaby, G. (2008). Alternative perspectives on marketing and the place
brand. European Journal of Marketing, 42(5/6), 641-653.

25. Kovacova, M., Kliestik, T., Valaskova, K., Durana, P., Juhaszova, Z. (2019).
Systematic review of variables applied in bankruptcy prediction models of Visegrad
group countries. Oeconomia Copernicana, 10(4), 743-772.

26. Kotler, P., Gertner, D. (2002). Country as brand, product, and beyond: a place
marketing and brand management perspective. Journal of Brand Management, 9(4-5),
249-261.

27. Narvénen, E., Goulding Ch. (2016). Sociocultural brand revitalization: The role of
consumer collectives in bringing brands back to life. European Journal of Marketing,
50(7/8), 1521-1546.



