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Introduction

Authenticity and the arts have for a long time been intricately connected.
But why has authenticity not always been considered as an imperative
for businesses and their products? And now that authenticity is indeed
becoming something that consumers are looking for in the pursuit of
their consumption, how can culture and the arts help businesses
become more authentic?

The purposeof Pi ne & Gi | mbsing artdo randesaatyenticity
in business, was to kick-start a discussion around these key themes, to
probe its readers to answer some of the questions the authors pose
themselves, and to simultaneously make us pose some questions of our
own in response. Arts & Business therefore has used this report as a
springboard to further develop these ideas and start looking beyond
authenticity and to what Pine & Gilmore themselves identify as the
future consumer sensibility, namely transformation.

“As the consumer faces compkomgmaey o°f
fragmented and individualistic, so identity will still be derived from...

/i festyl e choices, speci fic Bhsand af
result, consumers seek for authenticity within the experience economy,

but are also now searching for an even deeper relationship with the

products and brands they consume and the companies that provide

them; in the transformation economy businesses therefore need to

connect to an audience by building a long-term customer relationship

and engineering or reengineering a fully transformative process.

'Visit Scotland Research (2006)7T o mor row’ s Worl d: consumer
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The transformation or contribution economy, characterised by meaning
and interaction respectively, will challenge the hitherto relatively passive

role of the consumer. Consumers will therefore choose a
product or service not only according to how
closely it matches their likes and interests (product
preference), but also on the basis of how it will
transform them, their lives or their ways of thinking

(political, social and moral inclinations).’

Simultaneously, as these participative consumers are invited to co-

produce or shape the nature of the business offer (product or service),

we wi || here touch on the new role ar
consumers (prosumers) that will dominate the market in the future.

Below-the-line communications, which encourage a facilitated
interaction between consumer and brand, create immersive branded
experiences that will respectively have deeper effects over a sustained
period of time. The issues of authenticity and transformation are
particularly relevant in light of the current economic climate where
people and businesses alike are re-evaluating their priorities both in
terms of consumption and production. Here too, we try to bridge the gap
that exists between businesses and arts in their use of meaning and
emotion to engage with their audiences.
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The use of the report is three-fold:

1 To understand and unpick the key theories that inform the thinking
around the intersection between businesses and culture, outlining
the relationship between arts, authenticity, meaning, value, co-
production and competitive edge.

2 To build and advance Pine & Gil more
economy in order to show how cultural partnerships uniquely serve
the prosumers model emerging in the new transformation economy

3 To encourage a debate and conversation around the value of arts
within business, and to inspire business leaders to use art more
creatively and innovatively within their company and through their
products and services.
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Target groups

As the boundaries between the business and arts worlds are becoming

blurred, with businesses becoming increasingly creative in tandem to

the arts becoming increasingly entrepreneurial, we must for the purpose

of simplicity distinguish between the two target groups of the separate

sectors. Businesses’ t ar get groups are their co
clients,and culturalor gani sati ons’ key stakehol
or visitors. However, consumers and audiences overlap —in fact they are

the same — which is the reason why businesses get involved with the

arts in the first place; they want to interact with their clients in a different
capacity, in a more direct and engaging way, evoking emotions and

trust, not just reason and rationale.

Though consumers and audiences are in this report often referenced
interchangeably, when talking about the former we are taking the
business perspective, and when talking about the latter we do so
through the eyes of the arts. In doing so, we aim for this report to be a
stimulus for developing means to connect authentically and
meaningfully to consumers in the transformation economy, particularly
through the use of culture and the arts.

Target groups can no longer be identified solely through the

classifications of age, gender, ethnicity, social status, education and

income. Audiences and consumers are becoming increasingly complex,

and social demographics alone will not determine whether or not a

person is interested in dance or visual arts, this product or another.

Furthermore, accordingtoc hapt er 5 of Ar t Prv8fe Busi n
Investment in Culture 2007/08, audiences are in fact more likely to be

attracted by the genre of artform, rather than the artform itself, thus
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exemplifying the complicated nature of taste and preference whether for
culture or commerce. Namely someone who is interested in
contemporary dance is most likely going be more interested in
contemporary theatre and visual art rather than classical dance or ballet;
something about these preferences can be reflected and translated in the
consumption of economic offerings.

Such choices are informed by a plethora of external factors, such as
cultural interest and media literacy. With the democratisation

of culture, the arts are attracting not only an
increasing number of audiences, but also an

increasingly diverse population (Holden, 2009). For this
reason, businesses are often not only interested in reaching large
numbers of consumers through high footfall destinations, but niche

consumers through targeted content — either way, the arts can provide
both.

There is therefore a parallel between business consumers and cultural
organi sat i on%$dthnmust deiumdarstomdsin order to be
offered the best possible product or service, tailored to their needs,
tastes and desires. Cultural organisations are already proficient at
collecting and interpreting market intelligence in order to understand
their audiences and their interests® so as to offer them an engaging
experience. Furthermore, in many cases, it is cultural organisations
themselves that shape what their audiences want, as many of them
actively seek to be engaged in a more invigorating way. Moreover,
cultural organisations are now tapping into new resources offered by
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technology, which has introduced new production, distribution and
consumption channels and new platforms with which they can reach
and understand their audiences in an interactive and comprehensive
way. (Cronshaw, Tullin, 2009)

The cultural sector is booming, with various research papers and
articles exemplifying the increasing levels of cultural attendance and
expenditure,"whi ch in turn substantiates the
appetite. What the commercial sector can therefore learn from culture is
the way in which it appeals to individuals, helping them to understand
themselves in relation to others, and others in relation to themselves
(DCMS, 2005). Culture and the arts can also be deeply moving and
transformational, often shaping individual and collective identity by
appealing both to the aesthetic and the emotional. This is what
businesses must now start doing; and the best way to achieve this is
through the introduction and infusion of art in what the company does,
whether directly linked to the product or service they are offering or not.
Businesses should now connect with staff and consumers by

connecting to values (NESTA et al., 2009) and providing
authenticity and meaning through their association with culture and the
arts.

* The Sunday Times, Sitting Pretty in the Recession: booming in the bust, 5July

2009; The Guardian, Top draws: museums and galleries offer light amid the

economic gloom, 26 February 2009; Arts & Business, Market Trends 2009:

spring edition; Arts & Business, Market Trends 2009: summer/autumn edition,

Arts Fund, Culture Crunch? Museum Survey ; The Guardian, Museum stores
boomi ng as a cul tur alwisthlo pBaduwgist2608,e kK o ut
London Evening Standard, Home is where the art is gallery visits soar in

downturn, 20 October 2009
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The experience economy and
authenticity

The primary meaning of authentic — what is the first of its kind, real and

unique —is that which in the past has determined in part, if not in its

entirety, the value of a work of art, a composition, a manuscript, a play

and so on. According to Pine & Gilmore however, authenticity also

appeals to the senses and perception (2009) and is closely related to

values and meaning, all subjective by nature. In this light, culture and

the arts have inherently and from various perspectives been considered
authentic, with their emotional appeal to expression and creativity.

Moreover, cultural products (art, plays etc) invite and challenge

audiences to give their own interpretationofwh at t hey'’' re expe

and what it means for them. Consequently the cultural pl’OdU.Ct
(whatever it is) will stimulate a different reaction for
every person, and so will encourage an authentic
dialogue between its consumer and producer.

“/t s not the quality of the coll ect
potential visitors when deciding to visit a museum or gallery, it is much

more the environment as a whole and the interaction with the collection

that proves to be the key factor. It is very much about offering

opportunities for engagement.” (Waltl, 2006)

Therefore, due to the creative and interactive nature of the arts,
individuals and businesses alike have for a long time been attracted to
the cultural landscape, as producers, consumers and/or supporters.
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As Pine & Gilmore rightly pointed out (1999) business products and
services or economic offerings are no longer being consumed on the
basis of their availability, price and quality but are now also being
evaluated based on the experience with which they will provide the
consumer; we are consequently “ mo v towayds an era where designer
products and logos count for less than exclusive services and
memorable experiences.” Furthermore, Pine & Gilmore added that
consumers will not just be satisfied by a staged experience, but require
the experience itself to be (or feel) authentic by conforming to self image
(2007).

In their original report for Arts & Business, Pine & Gilmore exemplify the
value of a commercial business being associated with the arts and
ultimately being seen as authentic (2009). Many companies already do
this through their affiliation with the arts, whether through sponsorship,
corporate social responsibility (CSR), staff engagement, corporate
memberships and exhibitions (see appendix for a summary of how Pine
& Gilmore propose this can be done). Customer experiences can
therefore be enhanced with the infusion of a narrative through art,
theatre and/or other cultural forms in order to evoke emotions and
authenticity and to therefore stimulate and engage the consumer.

To this end, McCann Worldgroup, Hong Kong created the award-

wi nning Paper Battlefield campaign fc
Translating the dynamics that exist in the sport and the spirit of

competition through art, the team were able to create a bespoke

communication channel, culminating in 350 handmade posters. The

players expressed themselves through their images in action, focusing

on their personal strengths, which were then turned into printing

> Halo: the Central Saint Martins magazine for business (issue 3) Creativity is
not enough
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templates. “ The posters were designed to
basketball competition as well as promote the games... The players
themselves were then invited to a studio to create custom poster designs
—silk screening the images on top of one another in various
combinations. .. the po stamithsratdenc a me
cross-printing became their battles, transforming the sport into art and

the art into a sport. “Places for the Nike Basketball League quickly filled

up, and the posters became one of the most sought-after Nike

C &

t/

col l ecti bl es among t heimpérianylebeinrg ¢ o mmi

their own creation, the posters meant more than just posters to the
players — the creative process became an exclusive and unique
experience shared only by them in their community.”

The coffee bean, a favourite of Pine & Gilmore, best exemplifies the
development of an economic offering through the ever-changing
economies. As the coffee bean is processed and manipulated, it evolves
from being a mere commodity to becoming a good, a service and
eventually an experience in its own right, adding value at every stage,
where consumers pay for the sense of theatre involved in the coffee
experience at the final of these stages.? When Pine & Gilmore move on
to say this experience has to be authentic, they recognise that this can at
times be self-defeating when by definition having a coffee in Starbucks
for example, a staged experience in its own right (and mostly a pleasant
one at that), millions more all over the world are having the exact same
experience.’ By nature, this is therefore not an authentic experience,

6CreativityOnline, Ni ke’ s Paper Batt/l efi edddunaw/ ns
2009

” The Inspiration Room, Nike Battlefield in Hong Kong

8 Network Marketing for a Transformation Economy

° Times Online, How Starbucks Colonised the World, February 17, 2008
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even with its references to natural, exceptional and referential
authenticity (Gilmore, Pine, 2009). There is thus an analogy between a
work of art and an economic offering.

As with a work of art, the authenticity and value of a product has an

inverse correlation with mass production and commoditisation

(Benjamin, 1935). Products and services must now be tailored to

address individual customer needs and desires, in order to primarily be

seen as authentic. Even McDonal d’ s ,omespnonyrhoush av e
with commoditisation (see McDonaldisation) now tailor their products to

appeal more to specific people and cultures with specific culinary

traditions, addressing them through their country-specific menus.

Furthermore, by sponsoring FashionWe ek i n New Yor k, Mc
are trying to change their image, hitherto characterised by fast-( cheap)-

food, to promote their higher quality range of McCafé (back to the coffee

bean again!) to a mor e-cohssioupdudiende.l’®c at e c
Moreover, they are now inviting their consumers to take photos of

themselves interacting with their digital billboard at Piccadilly Circus,

thus shaping their experience in London with some element of creativity

and play."!

As people are beginning to re-assess their priorities, the latter part of
2008 and most of 2009 have been characterised by their search for
meaning. And as corporate reputations are built on consumer
perceptions and attitudes, this is similarly reflected in the way
businesses are starting to re-address how they reach out to their

19 Cultural Branding, McFashion Week, March 2009
" Marketing, Wat ¢ch consumers interact with McDo,
Piccadilly Circus, 30 April 2009
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customers, who are increasingly scrutinising their every move and

motivation. Businesses are therefore tryingto “enhance t heir |/
skills so that they are sufficiently aware of emerging issues; to

reinvigorate their understanding of and relationship with, critical

st a k e h o(Thd BleKimsey Quarterly, June 2009).

The issue of authenticity is therefore particularly relevant in light of the
current economic climate, because whether related to the arts or not,
authenticity evokes sentiments of trust. Trust is often what prompts
consumers to engage with a business and their economic offerings and
trust is that which defines brand loyalty (Edelman, 2009). This ensures
long-term relationships between provider and consumer, and conversely
it is this need for trust which obliges businesses to keep their offers
fresh and relevant for their customers. With the recent cynicism and
disillusionment of the top-down and non-transparent nature of most
bodies with a high concentration of power and wealth, including
politicians and businesses (ibid), now more than ever before, trust must
be restored. According to Stephen Green, the Chairman of HSBC and
the British Banking Association, there are three components to this:

“ relationships, because the outcomes affect human beings and require
human beings to deal with each other; confidence, which enables people
to risk entering into relationships; and values, because they are essential
to making those relationships constructive and sustainable’ *2

Furthermore, according to EdeBY¥aoh’' s |
the informed public said they would trust companies that drive better

innovation and 81% said that committing resources to the public good is

another factor that can build trust in a company." If the commercial

12 Communicate Magazine, The credibility crunch
B Edelman, 2009 Midyear Special Report
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world is to understand and addr ess

businesses should therefore associate themselves with authenticity and
the arts, which will respectively tap into and fulfil each of these
components.

Co-creation

ThoughPi ne & Gd d moe @t sof
business imperative may seem to be counter-intuitive and to a certain
extent oxymoronic, it is not, especially when they suggest doing so
through culture. The arts are in themselves authentic, because of the
inherent value, meaning and emotion they stir in people, which should
not change whether a business supports them in doing so or not.

Even so, businesses that simplyt r y t o ‘themsélvesiraosder'to
restore trust, will not always succeed. We are therefore moving away
from the concept of ‘ spon dagorbdigepr

render inexg’

CC

au

w h €

event, towards t he not ingiamce @ busihepsar t ner

brand seeking to provide authentic experiences, and especially through
the arts, should be fully integrated in the production process with its
respective cultural partner. Once the fit and synergy between both
partners has been established, where values and objectives align, they
must work together in order to co-create an output that will reflect these
mutual values and will be authentic in respect. It is therefore important
to enter a partnership with a clear understanding and respect of what
each partner wants to achieve through the collaboration from the outset,
ensuring that it meets the business targets and delivers on objectives,
but also that it will not undermine or compromise the artistic integrity of
the project.
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Consumer-centric co-creation

This also needs to be complemented by an integrated and immersive

campaign to support the commercial impact of brand experience,

building a platform that delivers long-term consumer interaction'* over a
sustained period of time. This will further exemplify the value of
businessesandthear t s wor king together and bo
commitment to doing so.

Innovation here is also key: “ innovation finds itself ranged increasingly
alongside competitiveness as a brand differentiator with a persuasive
influence on the bottom line. '* Furthermore, as we have already
mentioned, the value, authenticity and meaning of art itself is rendered
through the genuine interaction with its audience/consumer, “ a n y

Y Marketing, Experiential Essays.com, 23 September 2009
1> Halo: the Central Saint Martins magazine for business (issue 3) Creativity is
not enough
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authentic work of art must start an argument between the artist and his
a u di e(@imeré, Pine, 2009).

Businesses must in respect now find ways of
working alongside the arts to create a similar
dialogue and connection with their customers:
culture, consumer and brand thus feed into and
from each other in a cyclical and creative way.
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The transformation economy:
meaning and interaction

Moving beyond the experience economy, for which authenticity is
integral, Pine & Gilmore also identified the imminent shift towards the
transformation economy, which revolves around meaning and which
will in turn take over as the new consumer sensibility and business
imperative. Creating a transformational experience based on meaning
will therefore become the next point of focus for the marketing director
and brand manager.

There is a strong parallel between exceptional and influential
authenticity and the transformation economy, particularly when

considering the ways of rendering authenticity, i ncl udi ng app
per sonal aspiration’, ‘promote a caus
for more details). Followingon fromPi ne & Gi |l more’ s pr e

authenticity, Arts & Business believes and advocates that just as the
experience economy cannot exist (at least successfully) without
authenticity, so the transformation or contribution economy will
revolve around meaning and interaction in respect.

Successive imperatives and sensibilities — the transformation economy

Economy Commodity Goods Service Experience Transformation/
contribution

Business Supply Control Improve Render Provide/

imperative encourage

Consumer Availability Cost Quality Authenticity =~ Meaning/
Sensibility interaction
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These challenge the role of consumers as passively purchasing or
experiencing a product or service, and instead seek to proactively
engage them in shaping what the company will offer them. As they are
becoming increasingly commercially savvy and culturally literate,
audiences are now critically shaping the nature and future of the
economic offering they want to purchase.

The transformation economy is twofold, cyclical

and reciprocal: first and foremost it has the ability to transform the
individual who consumes the product or service; but more interestingly,
it allows the consumer to become a producer, and effectively shape the
product or service that he or she is being offered, which can then in turn
again transform the individual. In the transformation economy goods
and services are co-created or co-produced through the interaction of
consumers and producers. The consumer is therefore in a way, both a
producer and a (by)product, as the transformation takes place within the
business offering, but moreover within the consumer-cum producer.

According to Pine & Gilmore, in the transformation economy, the

consumer is therefore an Aspirant seeking some form of change, with

the business or Elicitor providing the platform for this to take place

through its economic offer. Here, emotional and creative human needs

are met in the market place for the first time and together co-create the

bilateral transformation of consumer and product. Meaning and

interaction are of course the prerequisites for this, as consumers will not
engage with the process if they don’t
impact on them or the product itself.
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The reciprocal nature of the transformation economy

Consumer

5 3

TRANSFORM-

ATION

.

Economic
offering

Returning for a moment to the notion of authenticity of art, it is worth noting that when
technology is used to make art more accessible (take the Prado museum and Google Earth
for example'®), the authenticity of an artwork is to a certain extent undermined and diluted.
By making the content more accessible through another medium (effectively a simulation
of the artwork itself), the direct relationship between audience and original artwork is
compromised, rendering the experience itself less authentic as a result (Newland Pratt,
2009). However, this is still a meaningful and enlightening experience, so can still induce a
transformation, especially when it offers more insight into the work (such as the detailed
brushstrokes through the zooming facilities of Google Earth), that would not be possible
without technology. Similarly an economic offering can be meaningful without being

16 Cultural Branding, Arts for all (or at least those with internet access), January
2009
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authentic, as it can also be of high quality without being cheap (based on Pine & Gilmore’s
purchasing criteria).

Meaning

Masl ow’' s hierarchy of needsmean@ganp | i f i
self-actualisation; these can both come about through creativity —a key
constituent in the transformation economy. Businesses should now tap

into these needs to provide an outlet for them to be materialised through

their economic offerings.

Masl ow’s hierarchy of human needs

Selfj » Morality, creativity, spontaneity,
actualisa problem solving, lack of prejudice,
tion acceptance of facts

« Self-esteem, confidence,
achievement, respect of others,
respect by others

« Friendship, family, sexual
intimacy
« Security of body,
employment,
Safety resources, family,
health, property etc
: » Breathing, food,
Physiology sex, sleep, etc.

21 The transformation economy



As with Maslow' s pyramid of needs, 1t}
imperatives that consumers prioritise before purchasing a product or

service. When the first (bottom) needs are fulfilled, the customer

prioritises the indicator up the pyramid, looking for different factors to

dominate their purchasing criteria. Stemming from this, the market

economy has, as Pine & Gilmore suggest, shifted from offering the basic
priorities, i.e. availability, cost and quality to satisfying the drive for

personal growth, by offering an experience, and better yet a

transformation.

Hierarchy of business imperatives and consumer sensibilities

 Transformation - charges for
demonstrable outcomes & benefits
consumers receive by using the
economic offering

» Experience - charges for the
feeling customers get by engaging
it

« Services - charges for
activities you perform
» Goods - charges for
Cost distinctive, tangible
things
« Commodities -
Al charges for
Availability undifferentiated
products

A transformation can therefore only take place for a consumer if the
product or service they consume is meaningful and resonates with them.

Meaning
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The transformation economy in this respect is directly linked with

appealing to personal aspirationa n d p e finpl heeds for self-
actualisationand reaching one’s own maxi mum
lower level needs have been satisfied). Individuals will now be looking to

the arts (often through business offers) to help them with the self-
transformation and development they aspire.

Currently however, Mas | ow’ s hierarchy of needs
to everyone in the same order, particularly in light of the recession and
considering that individuals are now being more particular about the

needs they consider most important for them. Ensuring survival will

probably still be the primary priority for most, but people might

potentially jump straight to the final need for self-actualisation, as this

may overtake safety, love and esteem, considering also that these are
purportedly harder to secure in this climate, “t 0 pur suve aut hen
the recession mentality well as consumers strive to connect with what is
solid and real [{(nWisien/2008)rit thig light,thé me s . ”
fluidity of geographical location, job security and social status, means

that people are increasingly defining themselves in terms of the only

things that are real and remain (more-or-less) constant, namely moral

values and consumption (cultural —including the arts, food & sport, and
commercial — including goods & services).

Similarly, the hierarchy of consumer sensibilities and purchasing criteria

may also vary according to different people, especially considering that

some would prefer to pay more (even in this climate) if they feel it will be

worth it (because of the experience or transformation that they will be
offeredinreturn): “/ n a wor / d t hatbyglsbalisaoa,mi ng |l )
mass production and ‘cheapest of the
consumers are seeking out the local, and thereby the authentic [and] the
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s t o r'j amdhence prioritise the value of the economic offering over
its price.*®

This is also exemplified by the ongoing popularity of fair trade, organic

food, local sourcing and sustainable living, which has for many become

a lifestyle choice, rather than a temporary consumption habit or fad.* In

the recession, though disposable income decreases, moral values

conversely become stronger. The transformation economy reflects this

needf or morality and probl em tsawehted ng (
meaningful internal change for the consumer and in this case also a

change for a third party.

Degree and nature of transformation

The degree of transformation for the consumer can vary, according to its

depth, duration and intensity. The transformation therefore exists within

a spectrum, where the impact can be high or low, transient or long-

lasting, thought-provoking or life-altering. At the one extreme the

meaning of a cultural object can move people in their entirety, inducing

them to undergo a complete transformation in the way they lead their

lives and think about and experience the world. On the other end of the
spectrum exists a transient transformation, which primarily generates

some emotional stir, but which does not last long and/or does not result

in changing an aspectof one’ s thinking or way of

7 Trendwatching, (Still) Made here, June 2009

'8 Forbes, Tatiana Serafin on Arts and Culture, 18 December 2008

19 Business Wire, Ethical Corporation Institute reveals that consumers are still
putting ethics first, 01 June 2009
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The simple matrix that follows exemplifies the relationship between the
nature and duration of the transfor me
the overall degree of success of the economic offering.

Impact of transformation

NatureA MEANING
Act Medium High =
£
>
Z
2
2
@
Think/ feel Low Medium
Short term Long term Duration

Here, the varying impacts of the transformation are all underlined by
meaning. However, a low impact transformation is very much like an
authentic experience. However, in the transformation economy
businesses should strive to deliver a high impact transformation.

The scale (nature and duration) of the potential impact of cultural

consumption, particularly when supported through business, is

encapsulatedi n t he foll owing example: The
of ‘"The BdA nmomdday of Terror'’

25 The transformation economy



The purpose of the play itself is to raise awareness of the political
situation in Burma, but its impact is bound to vary for different people.

Potential impactof ‘ The B-wA nGaonPeldayy of Terror'

Impact of Description of impact on the consumer
transformation

Low Simple entertainment/

(think/short-term) authentic experience

Medium Thinking about the play (and its sponsor?) —
(feel/long-term) questioning some of their ideologies etc over a

long period of time

Medium Inspiring the audience to read/learn more about
(act/short-term) Burma and the current political situation, or
perhaps even visit the country (one-offs)

High Actively advocate and raise awareness around

(act/long-term) the issue; lobby for support of democratic
freedom and human rights in Burma; boycott
Burmese products; take up a related job

The emotional and the intangible (think and act) are becoming

increasingly important factors for consumers, and businesses must

respectively tap into those areas in order to offer their audiences the
transformation they require. In this light, if the perception of any

economic offering is subjective and in the eye of the beholder, as Pine &

Gilmore suggest (2009) there is further reason for marketing managers,
directors and CEO's to start consider
catering to, and what and how they can deliver to them as a meaningful
transformation.
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Interaction

The epitome of the transformation economy is in the way it encourages
consumers to transform themselves into producers. They are invited to

co-create the product they are likely to consume, which inevitably calls

for an internal change of dnosoverons u me
directly leads to an action taken in response to this (Edvardsson et al,

2005). Savvy consumers therefore become producers (or producing

consumers or prosumers as Toffler had predicted®), and expect to

actively shape the nature, form and content of what they want to

consume, rather than merely experiencing it in a one-dimensional and

top-down manner.

The ongoing evolution of technology and the respective democratisation

of the media, has led to new platforms for consumers to be given a

voice, interacting with other people, products and their providers, and

becoming consumers and producers interchangeably. With these new

platforms comes the explosion of user generated content (UGC), which

invites users (and future consumers) to generate their own content,

which in turn can be ‘shared’ by a di
consumer s’ ; tnbwisesoctalhnatwonkend sites, blogs,

and product-specific sites, provide an open platform for communication

and interaction between and amongst consumers and producers.
Consumers’ desire for piagrdundediopmat i ve t

“the freedom to think what we [ ke, i
independently; the freedom to shape our identities, to be who we want to

be, the freedom as consumers to choose and buy what we want, the
freedom to express ourselves through
Charles Leadbeater (pg. 21, 2009)

27 The transformation economy


http://www.strategy-business.com/press/16635507/06408

Consumer insight has for a long time been the focus of marketing
directors and brand managers. Innovative marketers and product
developers are already tapping into the relatively new resource of UGC,
which can give them direct access and insight into their audiences, their
preferences, their attitudes and their behaviours — no one knows what
consumers want better than themselves.** User generated content,
which in a similar way to art is inherently personal and subjective,
(Newland Pratt, 2009), is one step ahead of market research, as it breaks
the barrier between consumer and business, ridding the mediator and
therefore promoting a direct dialogue between the two. This in turn
encourages an intimate, emotional and mutually beneficial relationship.

As consumers are therefore becoming increasingly demanding and
creative, so must businesses and their offerings reflect this. The
measure of success for businesses will thus increasingly revolve around
how and to what extent consumers are engaging and affiliated with the
products and services they are being offered.

Encouraging a two-way relationship with their
customers will ensure they continue to be loyal to
their brand and offering, as they have contributed
towards its development. Here again, authenticity
and meaning are key, and so are the arts.

2t Marketing, Marketing Special Report: Design—Ev er yone '’ s,2& desi g,
October 2008
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Though some tension may exist when considering that businesses must
strategically use the arts in order
they are authentic (as this seems to almost defeat the intrinsic value of
authenticity), it seems easier to reconcile with the notion of

transformation and meaning. Transformative transactions are co-

creative, because on the one hand the company offers the experience to

the consumer who must on the other hand also contribute by
allowing/embracing this experience to transform them internally. In this
sense transformations cannot be made, delivered or staged —they can

only be guided.?

The 3rd dimension of the transformation economy

*., INTERACTIVITY

e e

Transformation of

economic offering
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It is worth noting that co-creation is not specific to the transformation
economy, but the interaction between consumer and producer (and the
consequent transformation of consumer and product) is indeed one of its
prerequisites, along with meaning.

As most business models are still very much operating within the realm
of the experience economy, the arts are leading the market towards the
transformation economy. Businesses and economic offerings that work
with the arts therefore seem to be most closely aligned with the
transformation economy. Early adopter businesses which therefore
strive to guide their customers through a meaningful transformation
should think of the arts as the perfect platform to start from.
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AYou ar e i nvi “reafeah unpdratléled collection of
i mages that capture t?he essence c

Thisfullbl own campaign, | ed by Ogilwvy
TV commercial (itself directed by the famous stop-motion animator,
Noah Harris) with twhiehivitesupers tolchpiuse
and share i mag e sfortthera. Thusigeihg bayend‘ n o v
marketing for passive consumers, this campaign has become an active
cal l for prosumer s’ positive cont
reputation, and also to a wider thinking about the present and the

future and what that means for different people. Hoping to create an
inspiring and innovative project, Violette Vérité and Kai Chan Vong
curated the blog (note how the blog itself is being assimilated with a
gallery), where users collaborate to define their interpretation of the
present through UGC of music, film and photography.

By first populating the blog by work from promising art students and
then opening it up to the public, the project has also succeeded in
promoting art in the wider sense,
through their involvement with this innovative European-wide project.
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The transformation economy and
the arts

As with authenticity in the experience economy, a product or service can

in the transformation economy be meaningfult hr ough busi ness
association and engagement with the arts. This will provide the

competitive advantage that will distinguish one offering from another;

the better one will be differentiated through its association with culture

and the arts, and will therefore appeal to increasingly demanding and
culture-literate consumers.

The consumption of culture in any capacity is

experiential, (even through a tangible object like for example a
painting or a book); namely the consumption itself is an experience
(Leadbeater, 2009). As we have already identified, this experience can be
authentic, but it can also be transformative (in most cases it is both).

Staff at the British Museum are already measuring the impact of their
exhibitions on their visitors, through a simple three-pronged model
which follows the processes and (inter)actions between visitor and
object.

Interaction between visitor and object

hitract

Source: Xerxes Mazda, Head of Learning and Audiences, British Museum, Museums &
Heritage Show, 13 May 2009
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This model is scalable and could look at the effects of one artwork, the
whole exhibition, or the entire museum or gallery (which can also
translate to one scene or an entire performance). The impact itself is also
scalable in terms of its nature, duration and depth; as we have already
determined, it could be ephemeral or long term, and could be superficial
or deeply rooted — thus determining the degree of the transformation.

Furthermore, working with Morris Hargreaves McIntyre, the British

Museum also uses a classification for audience segmentation by looking

at the different motivations of museum attendees, basing these key
driversonMas | ow’ s pyr ami d(Walfl, 2006). flEsnn itself e d s
not only substantiates the notion that the arts can indeed be

transformative, but better yet it exemplifies how and why that is.

Visitor segmentation through motivation for attendance

Type of visitor [slelaNzlalels!

N * creativity
Splntlual » contemplation
0 « experience the past/nostalgia
Emotlonal » aesthetic pleasure
 academic interest
InteueCtU‘al » professional interest
: * entertainment
SOClal » social interaction
“Museums, | eisure envi-thenaheeeditcss, pub/

convey a message, to tell a story, to engage with audiences in new more
di r e ct (Hela@ igssie 3 The arts can therefore offer and induce
authentic experiences, inspiration, empathy and escapism; they can be
didactic, challenging, political, emotional, motivating and lots more!
(ICOM, 2006). Furthermore, the arts can also be transporting, thought-
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provoking and enlightening. Therefore a business which embraces the
potential of the arts will almost always offer in one form or other a
transformative experience.

Combining audience segmentation (through motivation of visit), with the
impact of the visit itself as above, therefore provides great insight into

t he way quleumlphbbés can be translated into the consumption
of economic offerings.

However, it is worth noting that businesses will be invited
and encouraged to invest in cultural organisations
or products, when the product they are investing in
or infusing with cultural qualities is not diluted.

Furthermore, that which people value most in art, is its intrinsic value

and its ability to stand alone, whether with or without a purpose (art for
art’'s sake vs. i owever ilitisenartipalbtéd svith ther t ) .
sole purpose of selling, then it ceases being art and it becomes

advertising, or more generally marketing. This can be counter-

productive, as it may alienate consumers and audiences alike, who are
becoming increasingly perceptive and are able to instinctively

distinguish between authentic and inauthentic (Gilmore, Pine, 2009).

Therefore above all, whenever a business gets involved with the arts,

either by supporting a specific exhibition, or by infusing art within their

offer, artistic integrity and creative freedom must be maintained at all

times. This will ensure the authenticity of the product or service is

maintained, and in tandem will encourage consumers to engage in the
experience and be ‘t kednypefspertimeeitisof Fr or
course expected and required for the art to have a PR value attached to
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it, and the two can exist together, as long as the idea has been
engendered through an artistic platform and the PR drive does not
replace the artistic motivation. The process should therefore be a
harmonious one, where both sides feel that they share common goals
and mutual values, hence the reference to a partnership.

Anot her aspect of transformation guic
with the arts regards art as organising principle (Gilmore, Pine, 2009),

which also refers to businesses using arts principles such as theatre

workshops to organise the business structure and develop staff. This

leads to a transformation both for the staff involved in the experience

and the business that employs them (see Schiuma, 2009). Participants of

arts based workshops are not only partaking in an event which they are

merely experiencing from a distance, but are heavily involved and

directly active in the workshop. Consequently, they are transformed, as

they gain additional skills through these workshops, which is what

these are intended for in the first place. | n a si mi | ar vein,
transport ministry officials are being trained by stand-up comedians, to
improvethei r communi cati ons skills and *“s

bur e au ¢ Usny art’as organising principle in this way will
therefore simultaneously transform the staff receiving the training, and
the image of the transport ministry.

% London Evening Standard, World in brief- Heard the one about the late trains?
3 June 2009
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Grass roots

Audience empowerment and emancipation from the media has given
rise to the growing need to address, attract and accommodate
increasingly demanding and mobile audiences. Marketing leaders are
pushed to find creative and innovative ways to capture the imagination
of their target groups and maintain their loyalty. In the wake of the
transformation economy, we are consequently witnessing an increasing
popularity of guerrilla marketing and an escalating business interest to
work with grass-roots arts organisations and artists. These can trace
and track hard-to-reach consumers with their inviting, innovative and
challenging messages. This trend is quite clearly exemplified by the
growing popularity of graffiti art and its subsequent support from
businesses.

In the past and for a long time graffiti was hardly considered an artform
in itself; now, because of its unconventional, anti-establishment, non-
conformist and non-commercial nature, it is not only considered
authentic, but also revered by many as a legitimate form of artistic
expression. In the last couple of years, products such as edding pens,
J&B, Axe deodorant and Nissan QASHQAI and companies including
Nike, Coca Cola, Vauxhall, Sony, and Selfridges have associated
themselves with graffiti, street or urban art. In tandem organisations
such as the Tate, the Royal Albert Hall and the Grand Palais in Paris
have recognised the value and potential of graffiti art, and have
supported it in their own ways, simultaneously contributing to the
transformation of the art establishment as we know it. This has begun to
filter down to the public consciousne
perceptions and preconceptions of graffiti; this is in respect
consequently reshaping the art landscape and the field of sponsorship
and marketing at the same time.
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Companies that embrace organic processes and sincerely align
themselves with artforms linked to grass-roots values will cultivate
reputations of being street-wise, tuned in, hip, contemporary, relevant
and above all authentic and meaningful.

Moreover, this kind of art involves the crucial element of play and
interaction between producer and consumer, as it simultaneously
converts spaces into places and calls into question notions of public and
private, whilst simultaneously considerably extending the reach of art to
a wider and more diverse audience. Furthermore, by supporting urban
art, businesses are in a way endorsing the DIY ethos that characterises
this lifestyle and here again, there is a movement towards a
transformation, encouraging people (consumers) to think outside the
box and be creative.
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Case study: urban art | the new corporate
fad?

In these particularly challenging times, those who will survive are
those who will faster and better be able to adapt to change.

Sel fr i dg #alitionallychagneions shopping for fun rather than
necessity, with slogans including‘ t he mor e t he merr
therefore | am’ , ‘“the gift of sel
| i fCensidering that people are now more sceptical and cynical of
consumerism per se, Selfridges are speedily counter-balancing their
emphasis on hedonism to appear more grounded and in touch with

their customers and their changing needs and interests. Amongst other
things, they staged two urban art exhibitions in 2007 and 2008 and
hence used references to authentic artforms, grass-roots artists and
anti-establishment work, which made them appear as more accessible
and ground-breaking at the same time. By putting on such exhibitions,
they are in a position to legitimately continue building on their
extravagant reputation, but with a humourous and tongue in cheek
approach, celebrating their centenary in a recession with the following
sl ogans: o didn’t find it it fc
better get three’, ‘so many thing

In a similar fashion Nissan QASHQAI embarked on a mission to
creatively engage and transform their consumers with their
sponsorship of the Street Art Exhibition at Tate Modern® and their
campaign around it. In addition to using one of the most iconic
buildings in London as a canvas, the two partners organised tours to
galleries in East London (using the cars for the transportation —in true
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product placement fashion), where audiences can experience the
bustling art scene of the area. An interactive Urban Guide®® was also

| aunched to document young peopl e
major UK cities. Through these authentic, engaging and transformative
projects, they specifically reached out to the highly mobile and

culturally literate youth that makes up their target market.

edding pens capitalised on their unique position of being a medium for
art, and have swapped their ‘safe
Monorexr st ‘ Warcs'’ initiative, wher
invited to edmpeét,e wiin h' @arhte mi ssi
recognised sport or an artform in its own right. Through the word-of-
mouth live art battles, which take place all around the world,

“ t wadists turn up and have 90 minutes to create a piece of work on a
wall, with edding pens, of course — judged by those assembled and two
guests from Yhe art world. "

The ultimate outcome however, has been the development of new
products, notably a special Secret Wars pen. This originated as a
response to the standard product offering initially being too dry for the
surface of the white walls the artists transformed into artworks. The
flexibility to react to special requirements with practical solutions is
therefore another element that characterises businesses in the
transformation economy — this is a perfect example of transformation
for the pr otdewmodutt#selbarnadndt he produc
Recognition for Secret Wars also spread commercially, being adapted
for clients such as Reebok, Google/You Tube, Havana Club, The V&A,
Selfridges and Designers Block.

?® Play With The City
%7 Cultural Branding, Edding Pens Secret Wars, 11 February 2009
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Case study: Nokia | where technology,
interaction and culture meet

As technology is becoming i nclivesas
it provides the perfect platform from which to launch and with
which to co-create interesting products and services, rooted in
cultural and artistic activities.

Nokia has always been a pioneer in harnessing the significance of
communication between people; after all, that is what their products are
about. However, where they depart from other telecommunication
companies lies in the ways by which they encourage communication,
still promoting their products, but through creative and innovative
experiences. The artforms that they employ are not limited to music,
which seems to be the traditional outlet that telecom companies use,
but instead range from film to photography. The two examples that best
exemplify this are their Secret Cinema initiative®® and Meet Your City
campaign.

Secret cinema is a monthly gathering of signed-up movie enthusiasts,
who don’t know what movie they ar
where it will be screened until they are guided with text messages on
their mobile phones on the day the event itself is planned for.

Nokia's Meet Your City campaign c
flagship store on Regent Street, by encouraging Londoners to engage
with their city and bring it to life by taking photos of fellow Londoners.

%8 Real.com, Future Cinema in association with Nokia announce new Secret
Cinema event, 1 October 2008
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Furthermore, Nokia supported the Stanford MoPhO (Mobile Phone
Orchestra), a repertoire based ensemble creating music using their
mobile phones.

By introducing these initiatives, Nokia has very much built on their core
mi ssion, “connect i ngnome mterpsting ways wdth i
the help of culture and the arts, as Pine & Gilmore suggest. With these
events however, Nokia is not only promoting its products and/or
providing an experience, but in addition is encouraging a

transformation within the consumer, specifically when looking at the
movie ‘treasure hunt'’ and encour s
photographers.
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Back to basics

However, as we have already discussed, authenticity and
transformation do not only occur through the
application of an innovative artform, but can also
be delivered through the innovative application of

traditional artforms. Traditional artforms can still be appealing,

and can be rejuvenated, as Pine & Gilmore have already suggested, to

attract new audiences and to keep it fresh for existing ones. From Nokia
supporting the Stanford Mobile Phone Orchestra to the success of

Simon Bolivar’s Youth Orchestra (SBY(
Centre with the support of Shell, traditional artforms are providing a

platform for businesses to engage in innovative and transformative

partnerships. SBYO at the Southbank Centre attracted sixty thousand

visitors, twice the number of visitors originally anticipated, with close to

40% of them first-time visitors to the Southbank Centre: “ Among  he
regular attenders, 25% had never been to a classical music concert

before. Further testifying t-mnginghe Re:
appeal, approximately 4,000 under-1 6 s at t ended “t he conc

The technology sector, always quick to respond to new trends, and in

many cases setting them, also capitalised on the resurgence of classical

musi c, with YouTube’'s innovative onli
musicians of all levels and anywhere in the world, to upload clips of

them playing their instrument of choice. Over 3,000 people posted

audition videos, and YouTube viewers voted for the winners from a pre-

selection of 200 “finalists’; and t ht
born, comprised of at least 90 musicians from more than 30 different
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countries, who gave their first performance in New York.*® Turning key
users into judges, and other users into another product (the orchestra
itself) through the call for art, YouTube made good use of its over-
arching platform to offer an authentic and transformational experience,
in more ways than one.

In a similar tune, MTVisnow st ri vi ng t olargeatlordinet h e
choir, where all participants (open to the whole public) are recorded

singing the same song and will then be placed side-by-side to create a

mosaic of the choir, which will ultimately be made up of all the online
contributors.™

*

Dudamel and the Orchestra are the products o
Sistema’, which wa ®rofessonJosd Ardonio Abred &hd Has trhaiged

more than a quarter of a million children to play in 125 Venezuelan youth orchestras.

These young musicians, many from deeply underprivileged backgrounds, play with a

dynamism and professionalism of such a compelling nature, that they have revolutionised

thethinki ng of musi cmaking and musifc education ac

39 BBC News, YouTube Orchestra makes its debut, 16 April 2009
* MTV Europe Music Awards 2009
* Southbank Centre, Press Release, 27 February 2009
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Opera has been re-appropriated, with the support of several
businesses and in many capacities, to reach out to different
audiences and to transform the artform, their product or brand and
their customers simultaneously.

Screening live opera and ballet performances from the Royal Opera
House (ROH), BP Summer Big Screens are dotted around London
inviting the public to watch the performances for free. At the same time,
this project called for budding filmmakers to capture the essence of
classic ballet in a competition where the winning film was screened at
the first of the BP summer screenings.®

Here individuals and families who would traditionally not be able to
afford going to the opera, are transformed into opera-goers in a fun,
relaxing, cheap and engaging way that also modernises opera and
breaks down the exclusivity barriers that have characterised the
artform in the past.

“ T he -taly Padottte Ignite festival [is] a programme that will
radically chall enge peopl es’ perc
what they can expect to find at t

The programme was embarked on by both parties in order to break
down the barriers of opera and open it up to a younger audience

through the innovative, radical and contemporary curation of
performances using various other artforms. The festival itself, inspired
by opera and ball et, macreworkethiorghe n

¥ ViewLondon, BP Summer Screens
** Royal Opera House, Deloitte Ignite
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most often communicated this through other artforms including visual
art. The main objective was to get new audiences through the door and
encourage them to discover the space and feel more comfortable with
the venue, which should in turn motivate them to attend one of the
performances from t he —RithH8%sof titedotale
audiences first time attendees, the primary objective was achieved.

Furthermore, and to complement their efforts to engage young
audiences’ as part of ittebxhibittdest i v a
photographic exhibition made up of UGC through a public

photographic competition run with Flickr.

Now, Time Out has its own Twitter Opera — the first of its kind — at the
Deloitte Ignite Festival: the epitome of culture, creativity and
interactivity.

Jumping on the bandwagon of operas
diverse markets, IKEA staged its own opera in its Wembley store,

hence challenging the past preconceptions of opera further asit “ a /7 m
at shrugging off a@attmdngs nessbraefldfy i
audi ehce. ”

Inspired by their own products, and infused with examples of the

experiences they create, perfor me
performed in the kitchens and living rooms of the store, exploring
i ssues of domesticity, consumeri s

lifestyle. Classical singers, musicians, dancers and actors mingled with
the shoppers, developing and entwining their stories and thus
transforming the shopping experience of the customers, and possibly
transforming their living experiences also as a result.
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Pushing the boundaries of opera even further, Thierry Mugler, the
fashion, fragrance and design house, recently sponsored a new opera,
Green Aria: A ScentOpera, at the Guggenheim Museum in New York:

“/'n a darkened theatre, audiences:s
blastedinsixs econd sequences by a sceni
each seat. The scents tell the story of an epic struggle between nature
and industr y*° where each scent was a character in itself.””

** The Wall Street Journal, 7Thi s opera hasn’'t even opene.
smells, 20 May 2009

" The New York Times, Opera to sniff at: a score offers uncommon scents, 1
June 2009
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Conclusion

Though the world might be in the grip of financial crisis, Iwona

Blazwick, the leading director of the Whitechapel Gallery, observes that

in America “gal / ery attendancefthoushomthe by 20
contrary] people are exhausted with consumption. There are only so

many shopping malls you can take. Then you want something more
profound, somet hi noHowegvdrsmatt maleterpwil h a p
use this to their advantage and make their products more appealing by

also orchestrating a profound and spiritual experience brought about by
thearts,;and businesses’ association with

In this light, Elements Mall in Hong Kong, launched the Flirting with

Sound campaign, which transformedBe et hoven’ s musi c in
artforms, and turned these forms into a series of limited edition

products, ranging from a silver pendant to chocolates, to reward their

loyal customers. The campaign, designed by McCann Worldgroup,

Hong Kong, consequently transformed Elements Mallinto “ cur at or s
di f fer en f° whichtsdught tmendage their consumers further

with an interactive visualisation system that enabled them to transform

and see their voices live. This campaign is the epitome of the

transformation economy, providing consumers meaningful, interactive

and transformational experiences, through the infusion of art within

their economic offer.

The transformation economy, namely the provision of meaning and the
call for interaction through an economic offering, is therefore the

*® Times Online, / wona Bal zwi ck’' s y30MmchR009m t he ga
¥ The Ads of the World, Elements Mall: Flirting with sound

47 The transformation economy


http://entertainment.timesonline.co.uk/tol/arts_and_entertainment/visual_arts/article5987377.ece
http://adsoftheworld.com/media/dm/elements_mall_flirting_with_sound

mar ket ' s rceosnpsounngkeengshgoeeds and demands, as they
are becoming increasingly savvy and culturally-literate.

“/'n most mature consumer Seathyi es,
BUT the Joneses/sojue ’’'vse osre eMie iae rrsi,s i ng
truly different, the obscure, the undiscovered and the authentic... those
consumers who are interested in something with a sense of place, the

local, the storied, want you to bring them innovative new goods,
services and experiences % hat appeal

To this end, in the transformation economy the customers themselves
are simultaneously the product and the producer in the sense that what
they value most is the ability of an economic offering to bring about an
internal change or transformation. Furthermore, consumers will also
value businesses that offer them a platform to contribute with their
suggestions on how this should be done. In this light, the DoodleBar in
London, combines user generated content (though not through
technology) with local sourcing of products (becoming increasingly
important along with environmental and sustainability issues), through
a low-cost, high-concept approach.*! This constantly evolving work of
art, created by the visitors themselves (at least those who want to doodle
on the walls, tables and waiters themselves) exemplifies the growing
appetite for collaboration and creativity, and proves that the arts are the
perfect outlet to provide these.

Beyond experience, businesses must therefore
work with culture, creativity and interactivity to

0 Trendwatching, (Still) Made here, June 2009
“Guardian, L /i f e’ s a dood/ ephansune20@on’ s pop
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offer their consumers what they really want now: an
authentic and meaningful transformation.
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5 means of appealing to influential
authenticity (and also transformation)

e Appeal to personal aspiration
e Appeal to collective aspiration
e Promote a cause

e Give meaning

e Embrace art

e These are not mutually exclusive. If anything, there is definitely
a spillover between them, and the first four can all be achieved
through adopting the last means and embracing art.

4 roles of arts in business

e Art as object: art as consumption; arts based initiatives
(environment)

e Art as business: art as production; transaction of artworks/culture
(for artists)

e Art as cause: businesses support of the arts e.g. sponsorship/CSR
(cultural branding)

e Art as organizing principle: art concepts, techniques,
principles, philosophy used to enhance performance of
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business and function as operating
engagement and infusion of creative mentality)

5 genres of perceived authenticity

e Natural: untouched by humans, pure, not artificial or synthetic —
exists in natural/earthly state

e Original: possesses originality of design — one of a kind, not
imitation
e Exceptional: done exceptionally well, executed individually(?) and

extraordinarily demonstrating human care, high quality and tailored
for target group

e Referential: drawing inspiration from human history, and tapping
into shared memories — traditional, true to itself

e Influential: exerts influence on other entities, calling human beings
to a higher goal — makes a wider impact to society
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Authenticity Art as obje_ct Art as bl_lsiness Art as cause Art as
(consumption - (production- (sponsorship- organising
corporate art) almost the most closely principle

reverse of art linked to (arts based
as object) influential initiatives)
authenticity)

Natural juxtaposition of draws attention use art to structure of
art (natural) to the natural promote business
and business (earthly) conversation enterprise
(artificial) e.g. materials and around nature  fashioned to
looking at art to the process & environment resemble
media/material  of creating the structure of art
s could artwork, rather
maintain its than the end-
raw/real aspect product itself

Original placing new art creating and art thathad no  distinguish
objects in the selling new support before  business offer
context of creations- new from
b usi nes s mediaoffers competition-
heritage best depart from
(overlaps with  opportunities conventional
referential?) practices

(similar to
natural and
referential)
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Exceptional design new selling the business focuses on
business artistic process  support tends human
practices and to be focused performance:
develop here because stage art key
tailored of values of here. Infuse
relationships excellence, e.g. business with
with unique what art the art of (real)
insightful deserves wider theatre
conversations support and
with customers coverage?

Referential honour some existing means drawing theming is
aspect of of using artto  inspiration referential (but
business honour from others has to be done
enterprise e.g.  person/place already well) e.g.
statues of etc, think more  supporting the  performance of
people from the about arts to induce employees
past who/what is further support

worth for the arts
honouring and
why

Influential highlight issue  new thinking focus on the performance of
that transcends  about values that customers-
the business institutions lead to influence how
purpose that promote supporting the  they act- make
outside of the art as distinct arts= will them the stars

business. The

businesses to

become sought

art needs to increase after by the
embody the appreciation, artists
values the ownership, themselves

of your offering

53 The transformation economy



business is creation of art.

supposed to Similar to non-

represent profits (e.g.
museums) but
for-profit.
Fee/charge can
help show
influence.
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