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THE ART AUDIENCE AS A CULTURAL PHENOMENON

1A. Makulbekov, T. Dronzina

ABSTRACT

Despite some theories based on the concept of “arts for art”
and denying the connection with the public, in trend art cannot
exist in Russia without the public. Only through the public art
transmit an artistic message and realize its social functions. Re-
lations with the public especially determine the development of
art, the conditions for the existence of its institutions. Therefore,
they always remain among the main subjects in the studies of
the social functioning of art, bringing to the foreground one or
another aspects of interaction. Modern civilizational trends are
globalization, urbanization and the information technology rev-
olution - which contributed to the rapid development of mass
communication media, opened up unprecedented opportuni-
ties for introducing wider masses to culture and art, turned art
into an element of everyday life of a mass person.
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AyauTopusa UCKYCCTB KaK KybTYpHbIV (peHoOMeH

AHHOomayus. HecMOTps Ha OTAe/IbHble TEOPWM, OMMpPatOLLMECH Ha KOHLEMUMIO «MCKYCCTBA
NS UCKYCCTBa» W OoTpuuatowme cBssb ¢ Ny6AnMKON, B TEHAEHLMM NUCKYCCTBO 6e3 nybankn cylue-
CTBOBaTb He MOXET. TOJIbKO Yepes MybanKy NCKYCCTBO TPaHCIMPYET XYAOXKeCTBEHHOEe CO0bLLeHVe
N peanunsyet cBou coumanbHble yHKUMN. OTHOLWEHMA ¢ Ny6ANKOW B 6ONbLLON Mepe onpeAenstoT
pa3BUTUE WCKYCCTBA, YCIOBUA CYLLECTBOBAHWS €ro MHCTUTYLMA. A MOTOMY OHUM BCerga oCTatoT-
€Sl B UMC/le OCHOBHBIX CHOXXETOB B MCCIE€40BAHMAX COLMaNbHOIO GYHKLMOHNPOBaHUA UCKYCCTBa,
BbIZBMTas Ha MepBbIVi MJIaH TO OfHW, TO ApYyrvue acrnekTbl B3aumogeincTeums. CoBpeMeHHbIE LIMBU-
NIN3aLMOHHbIE TPeHAbI - r1obanunsauus, ypbaHunsaums 1 nHGOpPMaLMOHHO-TEXHOOTUYEeCKas pe-
BO/IIOLMSA - CMOCOBCTBOBaBLUME BYPHOMY Pa3BUTUIO CPEACTB MAacCOBOM KOMMYHUKALMK, OTKpPbI-
/N HEBWZAAHHbIE paHee BO3MOXHOCTV NPUOBLLEHMS K KyNbType U UCKYCCTBY BCe Bosiee WMPOKMX
Macc, MPeBPaTUAN UCKYCCTBO B 3IEMEHT MOBCEAHEBHOIO BbiTa MacCOBOro YesioBeKa.

Knroueewie cnoea: aypvtopws, nybivka, KOMMYHUKaLWS, TeaTp, KMHO, TeNeBUIEHNE.

OHep ayauTOpUACHl MdAeHN peHOMEH peTiHae

AHHOmayus. "OHep Tek eHep YLWiH" TY>XbIpbIMAaMachkl 6HEP ayANTOPUACBIHbIH KEPEPMEHMEH
6alinaHbICbIiH Tepicke WbifapaTblH TeopusnapfFa KapamacTaH, e3iHiH YpAiCiHAe eHep ayanutopus-
CbI3 TipLWIiNiK eTe anMangbl. Tek ayanTopuns apKblibl faHa eHep KepkeMaik xabapiamMachiH TapaTbin,
©3iHiH, an1eyMeTTiK QYHKUMANAPbIH icke acbipagbl. AyAUTOPUA KapbiM-KaTblHaC apKblibl ©HepPAiH,
JaMybl MEH OHbIH OHTOJIOTUABIK LUAPTTapbliH aHblKTayfa MyMKiHAIK Hepesi. ©3apa apekeTtecy
acnekTinepi apKblibl OHEPAiH 9N1eYMETTIK KbI3MET eTyiH KamTamacbi3 eTeai. byn Takbipbin 6yriHri

16 AJTAM OJIEMI

Ne3 (89) 2021, KpIpkyitex



The art Audience as a Cultural Phenomenon

MOZepHU3aLusaiaHy Ke3eHiHZe eTe ©3ekTi ekeHi €e3ci3. bykapasblk KaTblHaC KypanjapbiHbIH,
KapKbIHAbl AaMyblHa 6onbicaTbiH OYpbIH-COHAbI 60/bIN KepMereH >ahaHaaHy, aknapatTbik-
TEXHO/IOTMAChI CUAKTbI 3aMaHayn epkeHneTTi 6eTanbictap bavikanasbl. COHFbI Xblagapbl KeH b6enen,
anbin XaTkaH bykapasblk aknapatrap apkblibl MOAEHUET MeH eHepre biknaa ety MeH ofapabl
KanbINTacTbipy MYMKIHLINIKTEPi Nainga 6onabl XoHe eHepAi afaMHbIH, KYHAENIKTI TYPMbICbIHbIH,

3NIeMEHTIHe alHanabIpAbl.

Tytiin ce30ep: aysuTOpUS, XYPTLLLIILIK, 6alinaHbIC, TeaTp, KMHO, Teneanaap.

Introduction

The accompanying social processes, the
revision of value orientations and norms,
the evolution of the system of artistic
needs and demand for cultural goods have
fundamentally transformed the conditions
of cultural life and the institutional
environment, breaking the age-old forms
of existence of traditional forms of art. The
cultural activity of a person has long been
not limited to attending performances,
concerts, art expositions, that is, “live”
contacts of a person with art. But along
with the positive effects of expanding the
availability of art, the ongoing processes
“reduce the possibilities of expanded
spiritual reproduction of the individual
and create real risks: reducing the already
rather modest leisure role of art, further
stratification of art into elite and mass,
replacing a person’s live communication
with art with household consumption
of his digital virtual images supplied
via the Internet and the media, the final
transformation of art into an industry” [1].

The influence of global trends on artistic
culture is being refracted and strengthened
in a peculiar way in the conditions of the
current stage of socio-economic and
cultural development of our country. The
trend of commercialization of art, the loss
of freedom and the subordination of artists
to the requirements of the market, noted by
P. Sorokin in the middle of the XX century,
became especially relevant [2]. The adoption
of the market paradigm and the related
revision of the principles of state cultural
policy forces cultural and art institutions
to increasingly rely on their own resources
and capabilities, focusing their activities on

meeting the needs of the end consumer - the
viewer, listener, visitor.

Cultural Interests and Value
Orientations of Society

The current situation of the existence
of art in our country is characterized by a
significant expansion of the supply and the
presence of serious market competition
between producers of cultural goods in the
struggle for a potential consumer against
the background of a significant expansion
of leisure opportunities of the population.
In the conditions of ambiguity of consumer
choice criteria, the success and viability of
works of art, their market prospects are
determined not so much by their artistic and
aesthetic merits, as by purposefully formed
mass demand, which dictates the conditions
and rules of the game to artists and
distributors of artistic goods, determining,
ultimately, the trends of artistic life. The
awareness of the exceptional importance
of the processes taking place in the sphere
of culture stimulated the development of
applied research of artistic culture, which is
faced with the task not of studying individual
facts, but of comprehending the mass laws
of the evolution of cultural needs, as well
as the behavior of people and society in
relation to artistic culture. At the same time,
in the modern actualization of the issues of
relations between producers and consumers
of artistic goods, the problem of the existence
of communication barriers between art and
its audience clearly appears as a result of
insufficient knowledge of many essential
characteristics of the art audience, lack of
understanding of the origins and patterns
of its cultural and economic behavior.
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Theoretical understanding of the challenges
of the time and the development of scientific
concepts is becoming extremely relevant in
solving many practical problems of the social
functioning of art.

Research Methods

Scientific research that had a significant
impact on the evolution of organizations
understanding of the art of their audience.
Scientific research that had a significant
impact on the evolution of organizations
understanding of the art of their audience.
The research results are used to improve the
artistic offer, develop marketing programs,
and help expand and diversify ideas about
who visits and why visits art organizations.
Thus, a serious study of the audience of
consumers, the art market with a real
reliance on empirical facts today is not only
an urgent scientific task, but also a necessary
condition for the successful functioning of
any organization of culture and art.

The study of the audience has a rich
history, and the first experience of this kind
that has come to us is study of visitors in the
Liverpool Museum, conducted in 1884 [3]. This
study marked the beginning of regular efforts
to categorize the public. However, a deep
philosophical understanding of the problems
of art’s relations with society began much
later. At about the same time, the theoretical
sociology of theater (J. Duvignot) and music (T.
Adorno) took shape as relatively independent
disciplines. However, in their development,
the theoretical and empirical branches of the
sociology of art were not identical, which gave
rise to a discourse about the role of theory
and empiricism in the study of the processes
of social functioning of art. So, t. Adorno,
in his philosophical reflections, insisted on
the fundamental non-identity of the art of
social reality. And the German sociologist A.
Silbermann, arguing with T. Adorno on this
issue, called for the formation of a science
about art as a social phenomenon based
on sociological generalizations of empirical
data. At the same time, the most important
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methodological principle of a comprehensive
study of cultural life as the interaction of artists,
works of art and the public was postulated[4].
The intensification of empirical research of the
art audience in the West in the second half of
the XX century was largely due to the fact that
they were included in the mandatory agenda
of American and European cultural institutions
“due to the need to provide quantitative and
qualitative indicators of their activities to state
structures, sponsors and donors”[5]. It was
largely due to the fact that they were included
in the mandatory agenda of American and
European cultural institutions “due to the
need to provide quantitative and qualitative
indicators of their activities to state structures,
sponsors and donors”[5]. Subsequently, public
research organizations were established in
Canada (1991), the USA (1992), Australia
(1995), Great Britain (1998), and a number
of other European countries, and the study
of social problems of the functioning of art
organizations was put on a permanent basis.

In recent decades, research on the
audience of certain types of art in the West
has been very active. The results of these
studies are published in regular reviews
or on special network portals, as well as
in the form of author’s publications of the
results of specific empirical studies. Among
the modern foreign scientists who are
actively engaged in research of this kind,
we can name the following: S. Askegaard,
L.D. Dierking, J. Dodd, J.H. Falk, D. Fleming,
V. Golding, TK. Hamann, MK. Hogg, J.T.
Jensen, C. Jones, B. Kolb, N. Lebrecht,
L. Levy-Garboua, I.B. Lundgaard, B. Lynch,
M. Meleddu, C. Montmarquette, J. Frieto-
Rodriguez, R. Sandell, C. Scott, B.A. Seaman,
JM. Schuster, M. Solomon, etc.

At first, the interest in the public did
not pretend to be scientific and did not
set the task of identifying the laws of
the social functioning of art. But as the
audience of art grew, its importance for
the development of art was increasingly
realized not only as a perceiving side and
an object of influence, but also as an active
participant in the artistic process, able to



influence artists and the development
of art. The interest in the audience from
artists and art theorists naturally grew and
acquired an increasingly special character.

"Before the public was still small and
fairly homogeneous in class, cultural and
psychological terms, but after at the turn
of the XIX-XX centuries the problem of the
public becomes really relevant”[6]. With the
awareness of the role of the public in the
artistic process came the understanding of
the importance of its systematic study. In
that time “experiments began to study the
relationship of the public with fiction and
theater at the level that can be legitimately
considered as a more or less scientific view
of solving the problem” [7].

The interest to the public and the
realization that the history of art is not
limited to the history of artistic works, and
in the study of the problems of the social
functioning of art, its relations with the
viewer, listener, visitor have become the
dominant plot.

The audience of the theater tools for
studying the audience of art [9]. Owing
to these works, the history and results
achieved in the study of the public of
performing arts and art museums are
recreated in sufficient detail.

Unlike many Western countries, where
the study of the art audience was stimulated
by constant institutional pressure, in our
country the interestin the problem was not so
applicable nature. It was connected both with
the improvement of the activities of cultural
institutions and attempts to scientifically
substantiate the state cultural policy, and
with the theoretical understanding of the
problems of human relations with art.

In recent decades, the study of the art
audience based on empirical research in our
country has been conducted in two directions.

1. Research on sociological surveys of
the population gives the most holistic view
of society, the public and art. The study of
the opinions and behavior of the population
in relation to art allows us to assess the
role of art in people’s lives, to identify the

The art Audience as a Cultural Phenomenon

structure and dynamics of cultural interests
and preferences, to recreate a picture of the
culturallife ofa country ora particular region.
Studies of this kind are an indispensable
tool in solving general problems of the
social functioning of art, determining the
priorities of cultural policy. Comprehensive
studies of the social functioning of art
based on population surveys have great
epistemological and prognostic potential,
but their spread is hindered by the extreme
complexity and cost of conducting.

2. Specific sociological studies of the
art audience based on surveys of visitors
to cultural and art institutions have a lower
level of generalization, but they provide
researchers with more detailed and reliable
information about the actual audience
- visitors, viewers, listeners. Allowing to
solve both some theoretical and practical
institutional problems, such studies become
a condition for the normal functioning of
cultural and art institutions and an effective
tool for improving their work. In the
research directions developed by them, the
theoretical aspects of the social functioning
of theatrical art and the methodological
problems of conceptualization of the
theater audience were combined with
practical tasks of an institutional nature.

Considering cinematograph as a social
institution, these scientists investigate the
problems of the social role of cinematograph,
the creation, distribution and perception
of films. Attempts are also being made
to comprehend the content of the screen
world, its impact on the public. The focus
of attention is not only on the problems
of conceptualization of the audience of
moviegoers, their film preferences and
statistics of film attendance, but also on
philosophical issues of the cinematic life of
society.

The Audience as an Object of Mass
Information

The article is devoted to the key element
of the media system, which from the very
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beginning of the development of the
system was considered as an object of
influence of the mass media. This position
has long been introduced into the public
consciousness by the ruling elites, who
manipulated the masses, imposing
favorable images and stereotypes on them.
Therefore, the works of Western
philosophers and psychologists, who
considered the masses as a primitive crowd,
“a lot of people without special merits”,
whose companions are immorality and
stupidity, contributed in many ways. If we
analyze the numerous definitions of the
term “mass information”, then almost all
the formulations can be reduced to a
generalized concept of mass information
as social information distributed by
technical means to an unlimited audience
and causing mass interest. That is, the
media is the source of information, and
their audience is the receiver of this
information, or, in other words, the object
of the information subject’s activity. And
the flow of information is one-sided from
the media to the audience. The place and
role of the audience in the traditional media
system, the concepts of “audience”, “mass”,
"mass information”are considered. At the
turn of the XIX-XX centuries, the social
philosopher G. Tard saw both similarities
and differences between the three cases of
the mass - the crowd, the public, the
audience - the types of mass are historically
conditioned, appear due to changes in the
nature and conditions of interaction in
society, the development of communication
technology leads to the fact that “instead
of crowds gathered in the same closed
space, at the same time, from now on we
are dealing with scattered crowds, those
with the public. Mass in the context of
media research means primarily an
audience consisting of consumers of
cultural products, which is relatively large
and not differentiated by place of residence
and social class. To be mass means to be
anonymous in relation to the communicator
and to each other". The defining
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characteristic for the mass media should be
the need of the masses for it, and this
consists in its general significance
(information carries information that to
some extent concerns everyone) and
accessibility (it is distributed through open
channels and is objectified either in natural
language or in such artificial languages
that the masses own). As a result, it turns
out to be 8 able to form a spiritual bridge
between representatives of different social
communities - with different life experience,
different specialization in  work, with
different group (including class) positions.
An audience can be defined as a stable set
of people that arises on the basis of the
commonality of their information needs,
interests (arising from their social affiliation),
as well as forms, methods, channels for
meeting these needs, the deeper and
better a media outlet responds to people’s
requests, the wider and more stable its
audience is. One of the bases for the media
typology is the characteristics of the
audience. They include socio-demographic,
socio-professional, socio-cultural
parameters that serve as the basis for the
formation of target media audiences. The
main difference between the mass audience
and the target audience is passivity in the
search and perception of information. The
social expectations of the mass consumer
of information dictate to its producer what
exactly, through what channels, in what
forms should be presented to the audience
by the media operating in the conditions of
mass culture, in relation to the audience,
they choose an expansion strategy. It
reflects the general trend towards
unification inherent in the mass press and
television. The condition for unification for
the audience is the freedom of access to
information. In market conditions, the
media audience has become regarded as a
key commodity produced by the media for
further resale to advertisers. The mass
consumer of radio and television
information “pays” with his time, which, in
turn, is paid by the advertiser. The editorial



offices of radio and television set advertising
prices depending on the rating of programs,
those on the volume of the audience at
certain intervals of broadcasting time. Lenin
developed a new model and theory of the
socialist press In his writings , which was
transformed from an organ of reporting
political news into an organ of economic
education of the masses. In the first place, it
put forward the issues of labor, the
development of a conscious attitude of the
masses to it. The main topic was the
organization of competition on socialist
principles, ensuring transparency and
comparability of the results of the work of
labor collectives, the possibility of practical
repetition of the experience of the best of
them. The main principles and proclaims
are party membership, nationality and
mass character of the press. The main
functions are agitation, propaganda and
organization of the masses. Mass
information was introduced into the strict
course of the party-state management of
the population. During the years of Stalin’s
rule and Under Stalin, the media turned
into an effective tool for ideological
management of society, a “driving belt”
between the party and the masses, their
role was also great in creating a cult of the
leader’s personality, mythologizing the life
of the country of workers and peasants. A
simplified perception of social phenomena,
historical figures and events prevailed on
the pages of newspapers and on the air.
The monopoly on the truth in the hands of
the country’s leadership made it possible to
make an arbitrary selection of these
historical figures, to conceal or exaggerate
the significance of their activities. In the
following decades, the Soviet media
continued to serve the interests of the
bureaucratic apparatus, which did not trust
the masses, believed that they should be
constantly educated, nationalized, and
effectively managed. This has further
strengthened the sociological interpretation
of the mass media. “The mass media should
include not only those with which
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journalists, officials, specialists speak, but
also those that write to the editorial office,
people tell journalists. The most accurate
definition seems to be that mass
information is a type of social information
that the mass operates at any stage of its
existence (production, distribution,
consumption)”. The participation of the
population in the production of mass
information has become one of the
conditions for the effectiveness of
journalism. According to Mr. Schiller, the
involvement of many people in information
activities on their own initiative ultimately
represents the most reliable protection of
society from control over information and
manipulation of consciousness. When the
power was in the hands of the liberals, and
they turned from “socialism with a human
face” to the market, the discussion with the
media audience of the ways of developing
a nationwide state lost its relevance, the
path was chosen. Therefore, live discussions
on political and economic problems have
become limited to a narrow circle of
specialists who support the new course.
The dialogization of the media and the
people was smoothly transferred to the
circle of leisure interests, various
entertainment programs and talk shows.
The restoration of capitalist relations in
society has led to the growth of general
political and  information-commercial
media of the Western type, both in content
and in form. The audience was again
considered as an object of information and
propaganda influence, as a potential buyer
of an information product. Media owners
were primarily interested in the rating of
publications, which, first of all, is appreciated
by advertisers, on whose finances the
success of the current media is based.
Politicians have turned the audience — the
electorate into an object of manipulative
electoral technologies. During the years of
reforms, the media owners managed to
wean the audience from active participation
in the life of society through the mass
media.
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Conclusion

A new problem has also been
reflected in the social studies of the
art audience of recent decades - many
empirical results are still waiting for their
theoretical interpretation. It must be
admitted that despite the obvious success
in conceptualizing the audience, many
important aspects of cultural aspects have
not yet been sufficiently studied.

For example, the role of motivations
and intellectual and cultural resources
of the individual, the nature of individual
preferences, evaluation of the results
of visits and other diverse forms of
human relations with art. The study
of the motivational sphere and other
manifestations of the inner world of a
person as a source of subjective attitude
to art cannot be standardized, and this
determines the relative freedom of
researchers both in setting tasks and in
choosing ways to solve them.

Studies of the last decades accurately
reproduce the picture of the artistic
life of the country, the attitude of the
population to art and the socio-cultural
portrait of the audience. Today we have
the opportunity to supplement this picture
with information about the origins of
cultural activity, the determinants and
patterns of a person’s introduction to art
and his consumer behavior. At the same
time, we are interested not only in general
issues of cultural consumption, but also
in the special things that characterize the
real audience of different types of art:
theatrical, musical, visual.

The aim of the research was a theoretical
understanding and generalization from
the standpoint of modern science of the
laws and current trends in human relations
with art, empirically recorded in the course
of social dimensions. And you have found
the need for:

1. Critical analysis and generalization of
the world experience of studying the art
audience.
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2. Search and substantiation
of methodological approaches
adequate to modern challenges to the
conceptualization of the art audience, the
principles of the typology of the public and
the segmentation of the art market.

3. Development of a system of meters
and indicators that provides the possibility
of operationalization of concepts and
measurement of meaningful characteristics
of a person, its motivational features and
behavioral manifestations.

4. ldentification of latent connections
and trends in the cultural and leisure
behavior of the population, its attitude
to art, determination of the main leisure
strategies.

5. Determination of trends in the
evolution of the role of art in the life of
a modern person, its connection with the
socio-economic transformations of society.

6. Comprehensive characteristics of the
art audience, in addition to its traditional
socio-demographic descriptions.

7. Development of approaches to the
content typology of the art audience,
identification of the main trends and
patterns in the consumer behavior of its
various segments.

8. Clarification of traditional ideas
about the role of socio-demographic
characteristics and identification of real
drivers of cultural activity.

9. Measurement of the relationship
of cultural activity with intellectual and
cultural resources of the individual and the
characteristics of motivation.

10. Search for patterns of introducing
a person to art and features of audience
reproduction.

11. Identification of the most significant
factors that have a statistically significant
impact on the attendance of cultural and
art institutions.

The question of the origins, determinants
and patterns of cultural activity becomes
the leitmotif of the entire study. Until now,
this question has rarely been raised in the
course of empirical research in a strictly



evidential form. The reason is primarily
that such problems cannot be solved by
traditional descriptive methods and require
more accurate and reliable analytical tools.

The subject of the research is the
changing system of artistic needs and the
role of art in people’s lives, current trends
in human relations with art, as well as
their determinants - a complex of socio-
cultural and psychological characteristics
of a person, his individual preferences and
motivations that influence cultural activity.
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