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Dieses Buch führt in die Strategien und Instrumente ein, mit denen Kulturbetriebe ihre Eintrittspreise erfolgreich gestalten können. Es werden Wege aufgezeigt, wie Potenziale
zur Verbesserung der Eintrittserlöse ausgeschöpft werden können, ohne Besucher auszuschließen. Mit den Gestaltungsoptionen der Preispolitik können nicht nur Erlöse erzielt,
sondern auch Besucherzufriedenheit und Besucherbindung aktiv beeinflusst werden. Neben den klassischen Instrumenten der Preisdifferenzierung werden mit Dynamic Pricing,
Pay-What-You-Want, Pay-Per-Use und dem freien Eintritt in Museen einige Preismodelle erläutert, die potenzielle Alternativen zu den bestehenden Praktiken sind.
This book presents a series of studies that demonstrate the value of interactions between knowledge management with the arts and humanities. The carefully compiled chapters
show, on the one hand, how traditional methods from the arts and humanities – e.g. theatrical improvisation, clay modelling, theory of aesthetics – can be used to enhance
knowledge creation and evolution. On the other, the chapters discuss knowledge management models and practices such as virtual knowledge space (BA) design, social
networking and knowledge sharing, data mining and knowledge discovery tools. The book also demonstrates how these practices can yield valuable benefits in terms of
organizing and analyzing big arts and humanities data in a digital environment.
Die wichtigste Ressource im Kulturbetrieb sind die Mitarbeiter. Künstler, Wissenschaftler, technisches Personal, Servicemitarbeiter, Verwaltungspersonal – sie alle sind
immanenter Teil des Gesamtbetriebs und haben ihren Anteil daran, dass in deutschen Kulturbetrieben tagtäglich Höchstleistungen vollbracht werden. Dennoch ist das
Personalmanagement für Kulturbetriebe ein vergleichsweise vernachlässigtes Thema in Forschung und Praxis. Der vorliegende Band soll eine verstärkte Auseinandersetzung
mit dem Thema Personalmanagement in Kunst und Kultur anregen. Behandelt werden neben aktuellen Trends und Praktiken zentrale Fragestellungen der Beschaffung,
Gewinnung, Führung und Entwicklung von Mitarbeitern. Eingeladen wurden hierzu renommierte Experten aus Wissenschaft und Praxis, die sich mit dem Thema bereits intensiv
beschäftigt haben und Forschung und Praxis neue Impulse geben können. Prof. Dr. Andrea Hausmann ist Professorin für Kulturmanagement und Leiterin des
Masterstudiengangs "Kulturmanagement und Kulturtourismus" an der Europa-Universität Viadrina Frankfurt (Oder). Laura Murzik, M.A., ist wissenschaftliche Mitarbeiterin der
Professur für Kulturmanagement an der Europa-Universität Viadrina Frankfurt (Oder).
The performing arts is one particular area of youth community practice can that can be effectively tapped to attract youth within schools and out-of-school settings, or what has
been referred to as the "third area between school and family." These settings are non-stigmatizing, highly attractive community-based venues that serve youth and their
respective communities. They can supplement or enhance formal education, providing a counter-narrative for youth to resist the labels placed on them by serving as a vehicle for
reactivity and self-expression. Furthermore, the performing arts are a mechanism through which creative expression can transpire while concomitantly engaging youth in creative
expression that is transformative at the individual and community level. Music, Song, Dance, andTheater explores the innovative programs and interventions in youth community
practice that draw on the performing arts as a way to reach and engage the target populations. The book draws from the rich literature bases in community development and
positive youth development, as well as from performing arts therapy and group interventions, offering a meeting point where innovative programs have emerged. All in all, the text
is an invaluable resource for graduate social work and performing arts students, practitioners, and scholars.
?????????????????????????????????????????
Audience behavior began to shift dramatically in the mid 1990s. Since then, people have become more spontaneous in purchasing tickets and increasingly prefer selecting
specific programs to attend rather than buying a subscription series. Arts attenders also expect more responsive customer service than ever before. Because of these and other
factors, many audience development strategies that sustained nonprofit arts organizations in the past are no longer dependable and performing arts marketers face many new
challenges in their efforts to build and retain their audiences. Arts organizations must learn how to be relevant to the changing lifestyles, needs, interests, and preferences of their
current and potential audiences. Arts Marketing Insights offers managers, board members, professors, and students of arts management the ideas and information they need to
market effectively and efficiently to customers today and into the future. In this book, Joanne Scheff Bernstein helps readers to understand performing arts audiences, conduct
research, and provide excellent customer service. She demonstrates that arts organizations can benefit by expanding the meaning of "valuable customer" to include single-ticket
buyers. She offers guidance on long-range marketing planning and helps readers understand how to leverage the Internet and e-mail as powerful marketing channels. Bernstein
presents vivid case studies and examples that illustrate her strategic principles in action from organizations large and small in the United States, Great Britain, Australia, and
other countries.
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Strategic Marketing Management (8th Edition) outlines the essentials of marketing theory and offers a structured approach to identifying, understanding, and solving marketing
problems. This book delineates a comprehensive framework for articulating sound marketing strategies to guide business decisions involving product and service design,
branding, pricing, sales promotion, communication, and distribution. The concepts, principles, and frameworks advanced in this book apply to a wide range of organizations, from
startups to established market leaders, from packaged-goods manufacturers to value-added service providers, from nonprofit entities to for-profit corporations.
?????,??????????????????????????????????????????????????????????????
Management and the Arts, Fourth Edition provides you with theory and practical applications from all management perspectives including planning, marketing, finance,
economics, organizational, staffing, and group dynamics ALL related to an arts organization. Whether you are a manager in a theatre, museum, dance company, or opera, you
will gain useful insights into management. Topics written especially to help you with your management skills include: * How arts organizations and management evolved * The
theories and processes behind strategic planning and decision making * Organizing and organizational design * Staffing and personal relations * The tools and techniques
available from communicating effectively and keeping track of information * Budgeting, fundraising, and financial management * Integrating various management theories and
practical applications * How to work effectively with boards * Sections on e-marketing and Web marketing * Includes: case studies, statistics, career, and financial information
Revised to reflect the latest thinking and trends in managing organizations and people, Management and the Arts, Fourth Edition features class-tested questions in each chapter,
which help you to integrate the material and develop ideas as to how the situations and problems could have been handled. Case studies focus on the challenges facing
managers and organizations every day, and "In The News quotes give you real-world examples of principles and theories. Developing career skills and options, graduate and
postgraduate training opportunities, and professional organizations and conferences are highlighted.
This book explores the concept of audience engagement from a number of complementary perspectives, including cultural value, arts marketing, co-creation and digital
engagement. It offers a critical review of the existing literature on audience research and engagement, and provides an overview of established and emerging methodologies
deployed to undertake research with audiences. The book focusses on the performing arts, but draws from a rich diversity of academic fields to make the case for a radically
interdisciplinary approach to audience research. The book’s underlying thesis is that at the heart of audience research there is a mutual exchange of value wherein audiences
ideally play the role of strategic partners in the mission fulfilment of arts organisations. Illustrating how audiences have traditionally been side-lined, homogenised and vilified, it
contends that the future paradigm of audience studies should be based on an engagement model, wherein audiences take their rightful place as subjects rather than objects of
empirical research.
The formation and communication of vision is one of the primary responsibilities of a director, before ever getting to the nuts and bolts of the process. The Art and Practice of Directing for Theatre helps the
young director learn how to discover, harness, and meld the two. Providing both a practical and theoretical foundation for directors, this book explores how to craft an artistic vision for a production, and sparks
inspiration in directors to put their learning into practice. This book includes: Guidance through day-to-day aspects of directing, including a director’s skillset and tools, script analysis, and rehearsal structure.
Advice on collaborating with production teams and actors, building communication skills and tools, and integrating digital media into these practices. Discussion questions and practical worksheets covering
script analysis, blocking, and planning rehearsals, with downloadable versions on a companion website.
In recent years, there have been significant shifts in arts marketing, both as a practice and an academic discipline. The relationship between art and the market is increasingly complex and dynamic, requiring
a transformation in the way the arts are marketed. Marketing the Arts argues that arts marketing is not about the simple application of mainstream managerial marketing to the arts. With contributions from
international scholars of marketing and consumer studies, this book engages directly with a range of contemporary themes, including: The importance of arts consumption and its social dimensions The
importance of the aesthetic experience itself, and how to research it Arts policy development The art versus commerce debate The role of the arts marketer as market-maker The artist as brand or
entrepreneur This exciting new book covers topics as diverse as Damien Hirst’s 'For the Love of God', Liverpool’s brand makeover, Manga scanlation, Gob Squad, Surrealism, Bluegrass music, Miles Davis
and Andy Warhol, and is sure to enthuse students and enlighten practitioners.
This timely and incisive Handbook provides critical contemporary insights into the theory and practice of entrepreneurship and marketing in the twenty-first century. Bringing together rich and varied
contributions from prominent international researchers, it offers a reflective synthesis of scholarship at the interface between marketing and entrepreneurship.
Pátý díl edi?ní ?ady Protipóly marketingové komunikace mapuje další z polarit ve sv?t? marketingu a propagace - tentokrát jde o r?zné možnosti pohled? na vztah mládí a zralosti.
Veranlasst durch den gesamtgesellschaftlichen Wandel und damit einhergehende Herausforderungen sind öffentliche Opernhäuser seit den 1990er Jahren verstärkt dazu angehalten, sich um die Bedürfnisse
ihrer Besucher und den Aufbau und die Pflege von stabilen Beziehungen zu bemühen. Markus Lutz stellt folgende Frage in den Mittelpunkt: Was ist es, das Besucher an ein bestimmtes Opernhaus bindet?
Der Autor deckt die relevanten Wiederbesuchsgründe im Opernbetrieb auf, charakterisiert unterschiedliche Typen von Wiederbesuchern und leitet praktische Empfehlungen für die Gestaltung des
Besucherbindungsmanagements in Opernhäusern ab.
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The Marketing Book is everything you need to know but were afraid to ask about marketing. Divided into 25 chapters, each written by an expert in their field, it's a crash course in marketing theory and
practice. From planning, strategy and research through to getting the marketing mix right, branding, promotions and even marketing for small to medium enterprises. This classic reference from renowned
professors Michael Baker and Susan Hart was designed for student use, especially for professionals taking their CIM qualifications. Nevertheless, it is also invaluable for practitioners due to its modular
approach. Each chapter is set out in a clean and concise way with plenty of diagrams and examples, so that you don't have to dig for the information you need. Much of this long-awaited seventh edition
contains brand new chapters and a new selection of experts to bring you bang up to date with the latest in marketing thought. Also included are brand new content in direct, data and digital marketing, and
social marketing. If you're a marketing student or practitioner with a question, this book should be the first place you look.
The 6th edition of the best-selling Marketing Book has been extensively updated to reflect changes and trends in current marketing thinking and practice. Taking into account the emergence of new subjects
and new authorities, Michael Baker and the new co-editor Susan Hart have overhauled the contents and contributor lists of the previous edition to ensure this volume addresses all the necessary themes for
the modern marketer. In particular, the 'Marketing Book' now looks at broader range of international issues with a broader group of international contributors. Based, as in previous editions, on seminal articles
form thought leaders in each subject the 'Marketing Book 6th edition' is bursting with salient articles. It amounts to an all-embracing one-volume companion to modern marketing thought, ideal for all students
of marketing.
The relationship between the arts and marketing has been growing ever more complex, as the proliferation of new technologies and social media has opened up new forms of communication. This book
covers the broad and involved relationship between the arts and marketing. It frames "arts marketing" in the context of wider, related issues, such as the creative and cultural industries, cultural policy and arts
funding, developments in the different art forms and the impact of environmental forces on arts business models and markets. The Routledge Companion to Arts Marketing provides a comprehensive, up-todate reference guide that incorporates current analyses of arts marketing topics by leaders of academic research in the field. As such, it will be a key resource for the next generation of arts marketing
scholars and teachers and will constitute the single most authoritative guide on the subject internationally.
The chapters in this book consist of selected papers that were presented at the 3rd International Conference and Poster Exhibition on Semiotics and Visual Communication at the Cyprus University of
Technology in November 2017. They investigate the theme of the third conference, “The Semiotics of Branding”, and look at branding and brand design as endorsing a reputation and inhabiting a status of
almost mythical proportion that has triumphed over the past few decades. Emerging from its forerunner (corporate identity) to incorporate advertising, consumer lifestyles and attitudes, image-rights, marketresearch, customisation, global expansion, sound and semiotics, and “the consumer-as-the-brand”, the word “branding” currently appears to be bigger than its own umbrella definition. From tribal markers,
such as totems, scarifications and tattoos, to emblems of power, language, fashion, architectural space, insignias of communal groups, heraldic devices, religious and political symbols, national flags and the
like, a form of branding is at work that responds to the need to determine the presence and interaction of specific groups, persons or institutions through shared codes of meaning.
This book demonstrates how the creative industries are driving new sectoral and spatial dynamics in European cities, regions, and countries, and how these may be influenced by international and global
dynamics. It takes a purposeful geographical approach to the study of the creative industries across various Western, Central and Eastern European contexts since the 2008-2009 recession. Despite the
growing research looking at the development of the creative industries in the last 15 years, there are still gaps in the coverage of what is happening in Central and Eastern Europe compared to Western
Europe. This book addresses these gaps in two parts focusing on particular geographical scales and creative processes: local interplay between sector and space and the role of the creative industries in
regional and national economies after the crisis. The book presents original analyses of the post-crisis environment, and novel data on topics such as the role of institutions in the regulation of the fashion
industry in global cities, the impact of clustering on film innovation, location patterns of art galleries, regional specialisations and paths of professional carriers in creative industries.
????? 8P ????? ??? ??? ???? ?? ??? ??? ??? ?? ??? ???. ???? ???? ??? ??? ??? ??? ???? 4P?? ??, ??, ??, ??, ??, ?? ??, ??, ???? ??? 8P? ??? ????.

Marketing has changed substantially in the last few years. With more and more research conducted in marketing and consumer behaviour fields, and technological advances and applications
occurring on a regular basis, the future of marketing opens up a world of exciting opportunities. Going beyond a state-of-the-art view of the discipline, this innovative volume focuses on the
advances being made in many different areas such as; critical thinking, new paradigms, novel conceptualisations, as well as key technological innovations with a direct impact on the theory
and practice of marketing. Each chapter presents an expert overview, and an analytical and engaging discussion of the topic, as well as introducing a specific research agenda paving the way
for the future. The Routledge Companion to the Future of Marketing provides the reader with a comprehensive set of visionary insights into the future of marketing. This prestigious collection
aims to challenge the mindset of marketing scholars, transforming current thinking into new perspectives and advances in marketing knowledge. Foreword Wayne S. DeSarbo, Smeal College
of Business, Pennsylvania State Univerity, USA "The Future of Marketing" presents 22 different chapters written by some of the top scholars in the field of Marketing. These 22 chapters are
organized into four topical areas: (1) New paradigms and philosophical insights (Chapters 1-5), (2) Contributions from other scientific fields (Chapters 6-9), (3) Reconnecting with consumers
and markets (Chapters 10-17), and (4) New methodological insights in scholarly research in the field (Chapters 18-22). Thus, there are a number of diverse areas treated here ranging from
futuristic managerial philosophies to state of the art qualitative and quantitative methodologies applicable to the various types of Marketing problems to be faced in the future. There are a
number of implicit guidelines (and future research areas and needs) that can be gleaned for (quantitative) modelers in terms of the issues and considerations that their constructed models
should explicitly accommodate in future empirical endeavors: Heterogeneity When modeling consumer perceptions, preferences, utility structures, choices, etc., it is important to avoid potential
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masking issues that aggregate models are subject to in many cases. In the simple case, consider a regression scenario where there are two equal sized segments whose utility functions (as a
function of price) are opposite reflections of each other. Aggregating the sample in one large analysis yields a non-significant price elasticity coefficient, whereas estimating separate utility
functions by segment displays the true structure in the data. While latent structure and hierarchical Bayesian methods have been developed for disaggregate analyses, a number of
methodological issues exist with such existent approaches that provide fertile ground for future research. Competition Many quantitative models are estimated at a brand level and reflect only
the efforts of that sole brand. For example, in many customer satisfaction studies, attention is often paid to the consumers of a particular client brand or service in an effort to portray their
performance and derive the important drivers of satisfaction. Financial optimization models are then often constructed to examine where a company should invest its resources to best improve
sales, retention, word of mouth, loyalty, etc. These studies need to occur in a fully competitive setting where one derives a full picture of the competitive market place. Managers need to know
the relative importance of the drivers of satisfaction for their brand/service as well as for their competitors. In addition, knowledge of the relative performance of their brand relative to
competitors is necessary information for strategy formation. Ideally, one would hope to see modeling efforts which also examine cross effects in terms of how Brand A's policy affects other
brands. Over time, competitive dynamics are also important as discussed next. Dynamics As seen in the various chapters, this can assume many different manifestations. Related to the
previous category above related to competition, it is often necessary to examine competitive dynamics as opposed to comparative statics where the modeler of the future examines
simultaneous and/or sequential optimization by each of the competitors in a market place in a game theoretic context. In such a manner, it will not be the case that all competitors end up
enacting the same exact identical strategies. Alternatively, the models of the future should be adaptive and have the ability to "learn" from past data, as well as benefit from informed
managerial expert input and constraints. Parameter values that change/adapt during the duration of the data are also a desirable feature. Non-Linearity Traditional linear response functions do
not typically yield realistic normative managerial guidelines or optimized solutions. End point solutions that suggest "all or none" types of resource allocations are useless in most realistic
Marketing applications. A large amount of work is required in this area as Marketing often lacks the strong theory necessary to provide such insight regarding the models that are constructed.
In addition, multiple objective functions need to be accommodated with the use of multicriterion optimization methods Endogeneity Often times, there are hidden effects embedded in the
various independent variables the Marketer believes are exogenous and truly independent. These may be due to effect of lagged variables, managerial decision making practice, etc. To
ignore such effects, threatens the integrity of the models Marketers construct. For example, in traditional regression models, such endogeneity often produces a correlation between the
independent variable in question and the error term, often resulting in biased estimates when employing ordinary least-squares estimation. Moderation/Mediation There are times particularly in
regression approaches where the relationships between two variables are affected by values of a third variable. In such cases, we need to employ selected interaction effects to measure such
moderated effects. Interaction effects are often needed to model the synergistic or catalytic effects of various independent variables. Alternatively, in a mediation regression model, rather than
hypothesizing a direct causal relationship between the independent variable and the dependent variable, a mediational model hypothesizes that the independent variable influences the
mediator variable, which in turn influences the dependent variable. Thus, such moderator and mediator variables serve to clarify the nature of the relationship between the independent and
dependent variables. Marketers need to be aware of such potential inter-relationships. Models Guided by Theory Ideally, the models we construct should be more than just data analytic
structures which approximate the relationships found in the data. Where possible, models should be constructed on the basis of available sound Marketing theory describing the process being
modeled. One of the advantages of structural equation models is that one can utilize such a methodology to test and implement some a priori theory describing the relationship or causal
nature of various inter-related constructs. This feature has been lacking in the general modeling efforts to date. A major reason for this is due to the lack of adequate theory development for
most of the processes encountered in Marketing. For example, we have no solid Marketing theory regarding the structure of marketing mix response models. Thus progress must be advanced
in such areas so that the models we construct are more robust and explainable. I wish to personally thank the co-editors and various authors of the "Future of Marketing" for opening the door
to get a glimpse of the future in the field of Marketing. The hope is that this new book will provide fresh ideas to guide future research to improve the field of Marketing and define the next
generation of research efforts as the torch gets passed to future generations.
Tom Schößler zeigt, dass öffentliche Theater ihre Einnahmen durch verbesserte Preisgestaltung erhöhen können, ohne Besucher auszuschließen. Dafür sind bewehrte Strategien wie die
Preisdifferenzierung als auch neuere Modelle wie Revenue Management und Dynamic Pricing einsetzbar. Der Autor legt damit erste Antworten zu einer im Kulturmanagement bisher kaum
beleuchteten Frage vor: Wie können öffentliche Kulturbetriebe gleichzeitig Einnahmepotenziale nutzen und ihrem kulturpolitischen Auftrag gerecht werden? Neben theoretischen Grundlagen
werden mithilfe statistischer Datenanalysen und Experteninterviews empirische Befunde geliefert und daraus konkrete Empfehlungen für die Theaterpraxis abgeleitet.
Tato monografie se pokouší na základ? dat výzkumné povahy podat komplexní pohled na to, jaký je vztah lidí k divadlu a filmu. Jednotlivé kapitoly se blíže zabývaly otázkou, s ?ím vším
preference divadla a kina m?že souviset. Je zde zkoumán vliv návšt?v t?chto kulturních za?ízení v d?tství s rodi?i ?i jinými p?íbuznými (tedy jinými slovy vliv výchovy a rodiny), to, zda se o
divadlo a kino zajímají též známí a p?átelé respondent? (tedy vliv spole?enského prost?edí), preference konkrétních divadelních a filmových žánr?, okolnosti návšt?v (s kým je respondenti
navšt?vují, kdo je iniciátorem návšt?v), asociace, které si lidé s t?mito um?leckými formami spojují a kone?n? souvislosti všech výše zmín?ných prom?nných s rodinným stavem, vzd?láním ?i
profesí, jíž se ?lov?k v?nuje.
Kunst, Kultur und Management stehen traditionell in einem ganz besonderen Spannungsverhältnis. Es ist Ziel des vorliegenden Buches, diese Begriffe zueinander in Beziehung zu setzen und
in kompakter Form die wesentlichen Aspekte des Management von Kunst und Kultur herauszuarbeiten. Dazu werden zunächst die zentralen Rahmenbedingungen des Kulturbereichs
skizziert, ohne deren Kenntnis jede Anwendung von Managementinstrumenten beliebig bleiben muss. Die weiteren Ausführungen widmen sich schwerpunktmäßig den Bereichen Marketing,
Finanzierung, Personal und Tourismus und damit den wichtigsten Handlungsfeldern im Kunst- und Kulturmanagement. Charakteristisch für das vorliegende Buch ist die Verbindung von
Forschungserkenntnissen und dezidierter Praxisorientierung auf Basis aktueller Beispiele aus den verschiedenen Sparten von Kunst und Kultur. Durch diese abwechslungsreiche Darstellung
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und die Beschränkung auf die wichtigsten Zusammenhänge im Kunst- und Kulturmanagement eignet sich das Buch hervorragend sowohl für Studierende als auch Berufspraktiker.
NTC Business Books offer cutting-edge insights and time-tested, proven marketing, advertising, and sales promotion strategies from the leading practitioners in the industry. There's expert
advice in every NTC Business Book. Copyright © Libri GmbH. All rights reserved.
The fifth edition of Management and the Arts provides you with theory and practical applications from all arts management perspectives including planning, marketing, finance, economics,
organization, staffing, and group dynamics. Regardless of whether you are a manager in a theatre, museum, dance company, or opera, you will gain useful insights into strategic planning,
organization, and integrated management theories. Case studies, statistics, and real-world examples will allow you get a handle on all aspects of arts managements, from budgeting and
fundraising, to e-marketing and social networking, to working effectively with boards and staff members. Revised to reflect the latest thinking and trends in managing organizations and people,
this fifth edition features class-tested questions in each chapter, which help you to integrate the material and develop ideas about how the situations and problems could have been handled.
Case studies focus on the challenges facing managers and organizations every day, and "In the News" quotes give you real-world examples of principles and theories.
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